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Lampiran 5 

Kuesioner Penelitian 

 

KUESIONER PENELITIAN 

  

Responden yang terhormat, 

 

Nama   : Inne Dwi Prestiana 

No.Reg   : 151500010 

Prodi   : Manajemen 

Judul Skripsi  :Pengaruh Customer 

Experience,Shopping Orientation 

danOnline Trust Terhadap Niat 

Membeli Secara Online di   Fashion 

Rumah Tas Dan Sepatu Sidoarjo 

 

Penelitian ini merupakan salah satu syarat kelulusan di 

jenjang S-1. Berkaitan dengan hal tersebut, saya mohon kesediaan 

Saudara/Saudari untuk meluangkan waktu melengkapi 

kuesioner ini sehingga dapat membantu melengkapi data yang 

saya perlukan. Kuesioner ini hanya akan saya gunakan untuk 

kepentingan akademis dalam upaya penyelesaian Skripsi. 

Atas bantuan dan kerjasama Saudara/Saudari, 

sayaucapkan terimakasih. 

 

 

 

 

  

Hormat saya, 

 

Inne Dwi Prestiana 



 
 

 
 

A. Data Responden  

Sebelum menjawab pernyataan dalam kuesioner ini, mohon 

Saudara mengisi data berikut terlebih dahulu. (Jawaban yang 

saudara berikan akan diperlakukan secara rahasia).  

Lingkari untuk jawaban pilihan saudara.  

1. Jenis Kelamin   : a. Laki-laki b. Perempuan  

2. Berapa usia anda saat ini :......... Tahun 

3. Pekerjaan    : 1. Pelajar/ Mahasiswa 

      2. Pegawai Negri 

      3. Pegawai Swasta 

      4. Wiraswasta 

      5. Lain-lain 

 

B. Petunjuk Pengisian Kuesioner  

Responden hanyadapat memberikan jawaban dengan 

memberikan tandachecklist(√)pada salah satu pilihan jawaban 

yang tersedia. Hanya satu jawaban saja untuk setiap pernyataan. 

Pada masing-masing pernyataan terdapat lima alternatif jawaban 

yang mengacu pada teknik Skala Likert, yaitu:  

Keterangan Arti Skor 

SS Sangat Setuju 5 

S Setuju  4 

R Ragu-Ragu 3 

TS Tidak Setuju 2 

STS Sangat Tidak Setuju 1 

Data responden dan semua informasi yang diberikan akan 

dijamin kerahasiaannya oleh peneliti sebab itu dimohon untuk 

mengisi kuesioner dengan sebenarnya. 

 

No. Kuesioner:  

(diisi oleh Peneliti) 

 



Customer Experience (X1) 

 
NO 

 
PERNYATAAN 

 

RESPON 

SS S R TS STS 

Sanse 

1 
Pelanggan berbelanja 
Online karena mengikuti 
tren yang ada sekarang 

     

2 
Fashion RTDSS tidak 
memiliki pilihan produk 
yang menarik  

     

Feel 

3 
Pelanggan berbelanja 
online karena suasana 
hati lagi senang  

     

4 
Pelanggan merasa tidak 
puas belanja online di 
fashion RTDSS 

     

Think  

5 
Online shop fashion RTDSS 
sering mengadakan giveaway 

     

6 
Fashion RTDSS tidak 
memberikan free product 
setiap ada event tertentu   

     

 

Act  

7 
Pelanggan belanja online di 
fashion RTDSS tidak perlu 
keluar rumah  

     

8 
Pelanggan belanja online di 
fashion RTDSS dapat 
dilakukan kapan saja 

     

Relate 



 
 

 
 

9 

Pelanggan sering berbelanja 
Onlie shope di fashion 
RTDSS 

     

10 
Pelanggan tidak 
berpengalaman dalam 
berbelanja online shop 

     

 

Shopping Orientation (X2) 

 
NO 

 
PERNYATAAN 

 

RESPON 

SS S R TS STS 

Impulse Purchase Orientation (orientasi pemebelian secara 
spontan) 

1 

Sering membeli produk 
di online shope fashion 
RTDSS tanpa 
direncanakan 

     

2 

Pelanggan berbelanja 
online di fashion RTDSS 
tidak  memikir terlebih 
dahulu 

     

Brand Orientaton (orientasi merek) 

3 

Akan membeli produk yang 
dijual oleh online shop 
fashion RTDSS yang sudah 
dikenal pelanggan. 

     

4 
Pelanggan tidak mengetahui 
merek yang di jual online 
shop fashion RTDSS 

     

Quality Orientation (orientasi kualitas) 

5 Kualitas produk yang      



ditawarkan oleh online shop 
fashion RTDSS sangat 
penting bagi pelanggan 

6 
Harga yang ditawarkan tidak 
sesuai dengan kualitas 
produk 

     

 

Online trust (X3) 

 
NO 

 
PERNYATAAN 

 

RESPON 

SS S R TS STS 

Security (aman) 

1 

Online shop fashion 
RTDSS tidak memiliki 
bukti testimoni bahwa 
produk yang dijual aman 
tanpa ada penipuan. 

     

2 

Online shop fashion 
RTDSS menawarkan 
keamanan pada 
konsumen jika produk 
yang dibeli sesuai 
dengan keterengan yang 
ada. 

     

Privacy (privasi) 

3 

Pelanggan merasa online 
shop fashion RTDSS 
tidak akan memberikan 
privasi saya kepihak lain. 

     

4 
Online shop fashion 
RTDSS menjamin 
informasi pelanggan. 

     

Realiability (dapat dipercaya) 



 
 

 
 

5 
Pelanggan tidak percaya 
belanja di online shop 

     

6 

Pemilik online store Fashion 
RTDSS memebuat konsumen 
merasa percaya bahwa toko ini 
dapat dipercaya dan amanah. 

     

 

Niat Pembelian (Y) 

 
NO 

 
PERNYATAAN 

 

RESPON 

SS S R TS STS 

Transaksional 

1 
Tidak ingin melakukan 
transaksi di fashion RTDSS 

     

2 
Berminat membeli produk 
melalui online shop fashion 
RTDSS 

     

Referensi 

3 

Akan 
Mereferensikanonline shop 
fashion RTDSS kepada 
orang lain yang 
akanmembeliproduk. 

     

4 

Mempertimbangkan 
untuk membeli produk 
secara online karena 
kurangnya refrensi 

     

Pereferensial 

5 
Menjadikan online shop 
fashion RTDSS sebagai 
pilihan pertama. 

     

6 Tidak akan membeli      



produk selain di online 
shop fashion RTDSS 

Eksportatif 

7 
Tidak pernah mencari 
informasi tentang online shop 
fashion RTDSS 

     

8 
Sering mengunjungi online 
shop fashion RTDSS. 

     

 

 

 

 

 

 

-TERIMA KASIH ATAS PARTISIPASINYA- 

 



 
 

 
 

Lampiran 6 

Daftar Hadir Seminar Proposal 

 

 

 



 

 



 
 

 
 

Lampiran 7 

Tabulasi Data 

Tabulasi Data 

Nama 
Customer Experience (X1) 

Total X1 X1.
1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 X1.10 

Resp_1 5 5 5 5 5 5 5 5 5 5 50 

Resp_2 5 5 5 5 5 4 5 5 5 5 49 

Resp_3 4 5 5 4 4 5 4 4 5 5 45 

Resp_4 5 5 5 5 5 5 5 5 5 5 50 

Resp_5 5 5 5 5 5 5 5 5 5 5 50 

Resp_6 5 5 5 5 5 5 5 5 5 5 50 

Resp_7 5 5 5 5 5 5 5 5 5 5 50 

Resp_8 5 5 5 5 5 5 5 5 5 5 50 

Resp_9 4 4 4 4 4 4 5 4 4 4 41 

Resp_10 5 5 5 5 5 5 5 5 5 5 50 

Resp_11 5 5 5 5 5 5 5 5 5 5 50 

Resp_12 4 4 4 4 4 4 4 4 4 4 40 



Resp_13 4 5 5 5 5 5 4 4 5 5 47 

Resp_14 5 5 5 5 5 5 5 5 5 5 50 

Resp_15 5 4 4 4 4 4 4 5 4 4 42 

Resp_16 4 4 4 4 4 4 4 4 4 4 40 

Resp_17 5 5 5 5 5 5 5 5 5 5 50 

Resp_18 5 5 5 5 5 5 5 5 5 5 50 

Resp_19 5 5 5 5 5 5 5 5 5 5 50 

Resp_20 4 4 4 4 4 4 4 4 4 4 40 

Resp_21 5 5 5 5 5 5 5 5 5 5 50 

Resp_22 4 2 3 4 2 3 3 4 2 3 30 

Resp_23 3 4 2 3 4 2 3 4 2 3 30 

Resp_24 5 5 5 5 5 5 5 5 5 5 50 

Resp_25 5 5 5 5 5 5 5 5 5 5 50 

Resp_26 4 4 4 4 4 4 4 4 4 4 40 

Resp_27 5 5 5 5 5 5 5 5 5 5 50 

Resp_28 4 3 4 4 4 3 3 4 3 4 36 

Resp_29 4 4 4 4 4 4 4 4 4 4 40 

Resp_30 4 4 4 4 4 4 4 4 4 4 40 



 
 

 
 

Resp_31 4 4 4 4 4 4 4 4 4 4 40 

Resp_32 5 5 5 5 5 5 5 5 5 5 50 

Resp_33 4 2 4 4 4 4 2 4 2 4 34 

Resp_34 3 3 4 4 4 4 3 3 3 4 35 

Resp_35 4 4 4 4 4 4 4 4 4 4 40 

Resp_36 4 5 5 5 4 4 5 4 5 5 46 

Resp_37 5 5 5 5 4 4 5 5 5 5 48 

Resp_38 4 4 4 4 4 4 4 4 4 4 40 

Resp_39 5 5 5 5 5 5 5 5 5 5 50 

Resp_40 3 4 3 3 3 4 4 3 4 3 34 

Resp_41 4 4 4 4 4 4 4 4 4 4 40 

Resp_42 4 3 4 3 4 4 4 4 3 4 37 

Resp_43 3 3 3 3 3 3 3 3 3 3 30 

Resp_44 5 5 5 5 5 5 5 5 4 4 48 

Resp_45 5 5 5 5 5 5 4 5 5 5 49 

Resp_46 3 4 3 4 3 3 4 3 4 3 34 

Resp_47 5 5 5 5 5 5 5 5 5 5 50 

Resp_48 4 4 4 4 4 4 4 4 4 4 40 



Resp_49 3 3 3 4 4 3 4 3 3 3 33 

Resp_50 3 4 3 4 4 3 3 3 4 3 34 

Resp_51 5 5 5 5 5 5 4 5 5 5 49 

Resp_52 5 5 5 5 5 5 4 5 5 5 49 

Resp_53 5 5 5 5 5 5 4 5 5 5 49 

Resp_54 5 3 5 5 5 5 4 5 3 5 45 

Resp_55 4 3 4 4 4 4 4 4 3 4 38 

Resp_56 5 5 5 5 5 4 4 4 5 5 47 

Resp_57 3 3 4 4 4 4 4 3 3 4 36 

Resp_58 5 5 5 5 5 5 5 5 5 5 50 

Resp_59 3 4 2 3 3 3 4 2 3 3 30 

Resp_60 4 4 4 4 4 4 3 4 4 4 39 

Resp_61 4 4 5 5 5 4 3 4 4 5 43 

Resp_62 3 4 3 3 3 4 4 3 4 3 34 

Resp_63 5 5 5 5 5 5 5 5 5 5 50 

Resp_64 4 3 4 3 4 4 3 4 3 4 36 

Resp_65 3 4 4 4 4 4 4 3 4 4 38 

Resp_66 5 5 5 5 5 5 5 5 5 5 50 



 
 

 
 

Resp_67 4 4 3 4 4 4 3 4 4 3 37 

Resp_68 4 4 4 3 3 2 4 4 4 4 36 

Resp_69 4 4 4 4 4 4 4 4 4 4 40 

Resp_70 4 4 4 4 4 4 4 4 4 4 40 

Resp_71 4 4 4 4 4 4 4 4 4 4 40 

Resp_72 2 2 2 2 2 2 2 2 2 2 20 

Resp_73 5 5 5 4 5 5 5 5 5 5 49 

Resp_74 3 3 4 4 4 4 3 3 3 4 35 

Resp_75 3 3 3 3 3 3 3 3 3 3 30 

Resp_76 3 3 3 3 3 3 3 3 3 3 30 

Resp_77 4 4 4 4 4 4 4 4 4 4 40 

Resp_78 4 4 5 5 5 4 4 4 4 5 44 

Resp_79 3 4 3 3 3 4 4 3 4 3 34 

Resp_80 4 4 4 4 4 4 4 4 4 4 40 

Resp_81 4 3 4 3 4 4 3 4 3 4 36 

Resp_82 3 4 4 4 4 4 4 3 4 4 38 

Resp_83 4 4 4 4 4 4 4 4 4 4 40 

Resp_84 4 4 5 5 5 4 4 4 4 5 44 



Resp_85 3 4 3 3 3 4 4 3 4 3 34 

Resp_86 4 4 4 4 4 4 4 4 4 4 40 

Resp_87 4 3 4 3 4 4 3 4 3 3 35 

Resp_88 3 4 4 4 4 4 4 3 4 4 38 

Resp_89 4 4 4 4 4 4 4 4 4 4 40 

Resp_90 4 4 4 4 4 4 4 4 3 4 39 

Resp_91 4 4 5 5 5 4 4 5 4 4 44 

Resp_92 5 4 5 5 5 4 4 4 4 4 44 

Resp_93 5 5 5 5 5 5 5 5 5 5 50 

Resp_94 5 5 5 5 5 4 4 4 4 4 45 

Resp_95 4 4 4 4 4 4 4 5 4 4 41 

Resp_96 5 5 5 5 5 5 5 5 5 5 50 

Resp_97 5 5 5 5 5 4 5 5 4 4 47 

Resp_98 5 5 5 5 5 4 5 4 4 4 46 

Resp_99 5 5 5 5 5 5 5 5 5 5 50 

Resp_100 5 5 5 5 5 5 5 5 5 5 50 

Resp_101 4 4 4 4 4 4 4 4 4 4 40 

Resp_102 5 5 5 5 5 5 5 5 5 5 50 



 
 

 
 

Resp_103 5 5 5 5 5 5 5 5 5 5 50 

Resp_104 4 4 4 4 4 4 4 4 4 4 40 

Resp_105 5 5 5 5 4 5 5 5 5 5 49 

 

 

 

 

 

 

 

 

 

 



Nama 
Shopping Orientation (X2) 

Total X2 x2.1 x2.2 x2.3 x2.4 x2.5 x2.6 

Resp_1 5 5 5 5 5 5 30 

Resp_2 4 5 5 4 5 5 28 

Resp_3 5 5 4 4 5 5 28 

Resp_4 5 5 5 5 5 5 30 

Resp_5 4 4 4 4 4 4 24 

Resp_6 4 4 4 4 4 4 24 

Resp_7 5 5 5 5 5 5 30 

Resp_8 5 5 5 4 5 5 29 

Resp_9 5 5 5 5 5 5 30 

Resp_10 5 5 5 5 5 5 30 

Resp_11 5 5 5 4 4 5 28 

Resp_12 4 4 4 4 4 4 24 

Resp_13 4 4 4 3 4 4 23 

Resp_14 3 3 3 3 3 3 18 

Resp_15 4 4 3 4 3 4 22 

Resp_16 4 4 4 4 4 4 24 



 
 

 
 

Resp_17 3 3 3 4 4 3 20 

Resp_18 4 5 4 5 4 5 27 

Resp_19 5 5 5 5 5 5 30 

Resp_20 4 4 4 4 4 4 24 

Resp_21 4 4 3 4 5 4 24 

Resp_22 4 4 5 4 4 4 25 

Resp_23 5 5 5 5 5 5 30 

Resp_24 5 5 4 4 4 5 27 

Resp_25 4 4 3 4 4 4 23 

Resp_26 4 4 4 5 4 4 25 

Resp_27 5 5 5 5 5 5 30 

Resp_28 4 4 4 4 3 4 23 

Resp_29 4 4 4 3 4 4 23 

Resp_30 5 5 5 5 5 5 30 

Resp_31 5 5 5 5 5 5 30 

Resp_32 4 4 3 4 5 4 24 

Resp_33 4 4 4 4 4 4 24 

Resp_34 4 3 4 4 3 3 21 



Resp_35 5 5 4 4 4 5 27 

Resp_36 5 4 4 4 3 4 24 

Resp_37 5 5 4 4 4 5 27 

Resp_38 4 4 4 4 3 4 23 

Resp_39 5 5 5 5 5 5 30 

Resp_40 4 4 4 4 4 4 24 

Resp_41 5 4 4 4 4 4 25 

Resp_42 5 5 5 4 4 5 28 

Resp_43 5 4 4 4 4 4 25 

Resp_44 4 4 4 4 3 4 23 

Resp_45 5 5 5 4 4 5 28 

Resp_46 4 4 4 3 5 4 24 

Resp_47 5 4 5 4 4 4 26 

Resp_48 5 5 5 5 5 5 30 

Resp_49 4 4 4 4 4 4 24 

Resp_50 4 4 4 4 4 4 24 

Resp_51 5 5 5 5 5 5 30 

Resp_52 4 4 4 4 4 4 24 



 
 

 
 

Resp_53 3 3 3 3 3 3 18 

Resp_54 4 4 4 4 4 4 24 

Resp_55 4 4 4 4 4 4 24 

Resp_56 4 4 4 4 4 4 24 

Resp_57 5 5 5 5 5 5 30 

Resp_58 4 3 4 4 4 3 22 

Resp_59 4 4 4 4 4 4 24 

Resp_60 5 5 4 5 4 4 27 

Resp_61 5 4 4 4 4 4 25 

Resp_62 5 5 5 5 5 5 30 

Resp_63 5 5 5 5 5 5 30 

Resp_64 4 4 4 4 4 4 24 

Resp_65 5 5 5 5 5 5 30 

Resp_66 5 5 5 5 5 5 30 

Resp_67 4 5 5 5 5 5 29 

Resp_68 5 5 5 5 5 5 30 

Resp_69 5 4 4 4 4 4 25 

Resp_70 4 4 4 4 4 4 24 



Resp_71 5 5 5 5 5 5 30 

Resp_72 4 4 4 4 4 4 24 

Resp_73 4 4 4 4 4 4 24 

Resp_74 5 5 5 5 5 5 30 

Resp_75 4 4 4 4 4 4 24 

Resp_76 4 3 4 4 4 4 23 

Resp_77 3 3 3 3 3 3 18 

Resp_78 4 4 4 4 4 4 24 

Resp_79 4 4 4 4 4 4 24 

Resp_80 5 5 5 4 5 5 29 

Resp_81 4 4 4 3 4 4 23 

Resp_82 4 4 4 4 4 4 24 

Resp_83 4 4 4 4 4 4 24 

Resp_84 3 4 4 5 4 4 24 

Resp_85 4 4 4 4 4 4 24 

Resp_86 4 4 4 4 4 4 24 

Resp_87 4 4 4 4 4 4 24 

Resp_88 3 4 4 4 4 4 23 



 
 

 
 

Resp_89 4 4 4 4 4 4 24 

Resp_90 3 4 4 4 4 4 23 

Resp_91 3 4 4 4 4 4 23 

Resp_92 4 4 4 4 4 4 24 

Resp_93 5 4 5 4 5 5 28 

Resp_94 4 4 4 3 4 4 23 

Resp_95 3 5 5 5 5 5 28 

Resp_96 3 5 4 4 4 4 24 

Resp_97 4 4 5 5 5 5 28 

Resp_98 5 4 4 5 4 4 26 

Resp_99 4 5 4 5 5 4 27 

Resp_100 3 3 4 4 4 4 22 

Resp_101 4 4 4 4 5 4 25 

Resp_102 3 4 4 4 4 4 23 

Resp_103 4 5 5 5 4 5 28 

Resp_104 3 4 4 4 4 4 23 

Resp_105 4 5 5 5 4 5 28 

 



Nama 
Online Trust (X3) 

Total X3 
x3.1 x3.2 x3.3 x3.4 x3.5 x3.6 

Resp_1 5 4 5 5 5 5 29 

Resp_2 4 4 4 4 4 4 24 

Resp_3 4 4 3 4 4 4 23 

Resp_4 5 4 5 5 5 5 29 

Resp_5 5 5 4 5 5 5 29 

Resp_6 5 5 5 5 5 5 30 

Resp_7 5 4 5 5 5 5 29 

Resp_8 4 4 4 4 4 4 24 

Resp_9 4 4 5 4 5 4 26 

Resp_10 4 3 4 4 4 4 23 

Resp_11 3 3 3 3 3 3 18 

Resp_12 5 5 5 5 5 5 30 

Resp_13 4 4 4 4 4 4 24 

Resp_14 4 4 4 4 4 4 24 

Resp_15 4 4 5 5 4 5 27 

Resp_16 5 5 5 4 4 5 28 



 
 

 
 

Resp_17 4 4 4 4 4 4 24 

Resp_18 5 3 4 5 5 5 27 

Resp_19 4 4 4 4 4 4 24 

Resp_20 5 5 5 5 5 5 30 

Resp_21 4 4 4 4 4 4 24 

Resp_22 4 4 5 5 5 5 28 

Resp_23 4 4 4 5 4 4 25 

Resp_24 5 5 5 5 5 5 30 

Resp_25 3 2 4 4 4 4 21 

Resp_26 4 3 4 3 4 3 21 

Resp_27 5 5 5 5 5 5 30 

Resp_28 5 4 5 5 5 5 29 

Resp_29 5 3 4 4 4 4 24 

Resp_30 4 4 4 4 5 5 26 

Resp_31 3 3 4 4 4 4 22 

Resp_32 4 5 4 4 4 4 25 

Resp_33 3 3 4 4 4 4 22 

Resp_34 4 4 4 5 4 4 25 



Resp_35 3 4 4 4 4 4 23 

Resp_36 5 5 5 5 5 5 30 

Resp_37 4 3 4 4 4 4 23 

Resp_38 4 3 4 5 5 5 26 

Resp_39 4 4 3 4 4 4 23 

Resp_40 4 3 4 4 4 4 23 

Resp_41 3 4 3 4 4 4 22 

Resp_42 4 4 4 5 5 5 27 

Resp_43 5 4 4 4 4 4 25 

Resp_44 4 3 3 4 4 4 22 

Resp_45 5 4 4 5 5 5 28 

Resp_46 4 4 4 4 4 4 24 

Resp_47 4 4 4 4 4 4 24 

Resp_48 5 5 5 5 5 5 30 

Resp_49 4 4 4 4 4 3 23 

Resp_50 3 3 3 3 3 3 18 

Resp_51 4 4 4 4 4 4 24 

Resp_52 4 3 3 4 4 4 22 



 
 

 
 

Resp_53 4 4 4 4 4 4 24 

Resp_54 5 5 5 5 5 5 30 

Resp_55 4 3 3 4 4 4 22 

Resp_56 4 4 4 4 4 4 24 

Resp_57 4 4 4 5 5 5 27 

Resp_58 4 4 4 5 5 4 26 

Resp_59 5 5 5 5 5 5 30 

Resp_60 4 4 5 5 4 4 26 

Resp_61 4 5 5 4 4 5 27 

Resp_62 5 5 5 5 5 5 30 

Resp_63 5 5 5 5 5 5 30 

Resp_64 5 5 5 5 5 5 30 

Resp_65 5 5 4 4 4 4 26 

Resp_66 4 4 4 5 5 5 27 

Resp_67 4 4 5 5 5 5 28 

Resp_68 5 5 4 4 5 4 27 

Resp_69 4 4 4 4 4 4 24 

Resp_70 4 4 5 4 5 4 26 



Resp_71 5 5 5 5 5 5 30 

Resp_72 4 4 4 3 4 3 22 

Resp_73 4 4 3 3 4 4 22 

Resp_74 3 3 3 3 4 3 19 

Resp_75 4 3 4 4 3 4 22 

Resp_76 4 4 5 4 4 4 25 

Resp_77 5 4 4 5 4 4 26 

Resp_78 4 4 4 4 4 4 24 

Resp_79 4 4 4 4 4 4 24 

Resp_80 4 4 3 3 4 4 22 

Resp_81 4 5 5 4 4 4 26 

Resp_82 4 5 4 5 4 4 26 

Resp_83 4 4 4 4 4 4 24 

Resp_84 4 4 5 5 4 4 26 

Resp_85 4 4 5 5 4 3 25 

Resp_86 4 4 4 4 4 3 23 

Resp_87 4 4 4 4 4 4 24 

Resp_88 4 4 4 4 3 4 23 



 
 

 
 

Resp_89 4 4 5 5 4 4 26 

Resp_90 5 5 5 5 5 5 30 

Resp_91 4 4 4 4 3 3 22 

Resp_92 5 4 5 5 4 4 27 

Resp_93 4 4 4 4 4 4 24 

Resp_94 5 4 4 5 4 4 26 

Resp_95 4 4 5 5 5 4 27 

Resp_96 5 5 4 5 4 4 27 

Resp_97 4 4 4 4 3 3 22 

Resp_98 5 5 5 5 4 4 28 

Resp_99 4 4 4 5 5 4 26 

Resp_100 4 4 5 5 4 4 26 

Resp_101 4 4 4 4 4 3 23 

Resp_102 4 4 4 4 4 3 23 

Resp_103 4 4 4 4 4 4 24 

Resp_104 5 4 5 5 4 5 28 

Resp_105 5 5 5 5 5 5 30 

 



Nama 
Niat Membeli (Y) 

Total Y 
y1.1 y1.2 y1.3 y1.4 y1.5 y1.6 y1.7 y1.8 

Resp_1 5 5 5 5 5 5 5 5 40 

Resp_2 5 5 5 5 5 5 5 5 40 

Resp_3 4 4 4 4 4 4 4 4 32 

Resp_4 4 5 5 5 5 5 4 4 37 

Resp_5 5 5 5 5 5 5 5 5 40 

Resp_6 5 4 4 4 4 4 4 5 34 

Resp_7 4 4 4 4 4 4 4 4 32 

Resp_8 5 5 5 5 5 5 5 5 40 

Resp_9 5 5 5 5 5 5 5 5 40 

Resp_10 4 4 4 4 4 4 4 4 32 

Resp_11 4 4 4 4 4 4 4 4 32 

Resp_12 5 5 5 5 5 5 5 5 40 

Resp_13 3 3 3 3 3 3 3 3 24 

Resp_14 3 3 3 3 3 3 3 3 24 

Resp_15 3 3 4 4 4 3 3 3 27 

Resp_16 4 3 4 4 4 3 3 4 29 



 
 

 
 

Resp_17 4 4 4 4 4 4 4 4 32 

Resp_18 5 5 5 5 5 5 5 5 40 

Resp_19 5 5 5 5 5 5 5 5 40 

Resp_20 4 4 4 4 4 4 4 4 32 

Resp_21 4 4 4 4 4 4 4 4 32 

Resp_22 4 4 4 4 4 4 4 4 32 

Resp_23 5 5 5 5 5 5 5 5 40 

Resp_24 4 2 4 4 4 4 2 4 28 

Resp_25 3 3 4 4 4 4 3 3 28 

Resp_26 4 4 4 4 4 4 4 4 32 

Resp_27 4 5 5 5 4 4 5 4 36 

Resp_28 5 5 5 5 4 4 5 5 38 

Resp_29 4 4 4 4 4 4 4 4 32 

Resp_30 5 5 5 5 5 5 5 5 40 

Resp_31 3 4 3 3 3 4 4 3 27 

Resp_32 4 4 4 4 4 4 4 4 32 

Resp_33 4 3 4 3 4 4 4 4 30 

Resp_34 3 3 3 3 3 3 3 3 24 



Resp_35 3 3 3 3 3 3 3 3 24 

Resp_36 5 5 5 5 5 5 4 5 39 

Resp_37 3 4 3 4 3 3 4 3 27 

Resp_38 3 4 3 3 3 3 3 3 25 

Resp_39 5 5 5 5 5 5 5 5 40 

Resp_40 3 3 3 4 4 3 4 3 27 

Resp_41 3 4 3 4 4 3 3 3 27 

Resp_42 5 5 5 5 5 5 4 5 39 

Resp_43 5 5 5 5 5 5 4 5 39 

Resp_44 5 5 5 5 5 5 4 5 39 

Resp_45 5 5 5 5 5 5 5 5 40 

Resp_46 4 3 4 4 4 4 4 4 31 

Resp_47 5 5 5 5 5 5 5 5 40 

Resp_48 3 3 4 4 4 4 4 3 29 

Resp_49 3 3 3 3 3 3 3 3 24 

Resp_50 3 3 3 3 3 3 3 3 24 

Resp_51 4 4 4 4 4 4 3 4 31 

Resp_52 4 4 5 5 5 4 3 4 34 



 
 

 
 

Resp_53 3 4 3 3 3 4 4 3 27 

Resp_54 4 4 4 4 4 4 3 4 31 

Resp_55 4 3 4 3 4 4 3 4 29 

Resp_56 3 4 4 4 4 4 4 3 30 

Resp_57 5 5 5 5 5 5 5 5 40 

Resp_58 4 4 3 4 4 4 3 4 30 

Resp_59 4 4 4 3 3 2 4 4 28 

Resp_60 4 4 4 4 4 4 4 4 32 

Resp_61 4 4 4 4 4 4 4 4 32 

Resp_62 4 4 4 4 4 4 4 4 32 

Resp_63 5 5 5 5 5 5 5 5 40 

Resp_64 4 2 4 4 4 4 2 4 28 

Resp_65 3 3 4 4 4 4 3 3 28 

Resp_66 5 5 5 5 5 5 5 5 40 

Resp_67 3 3 3 3 3 3 3 3 24 

Resp_68 4 4 4 4 4 4 4 4 32 

Resp_69 4 4 5 5 5 4 4 4 35 

Resp_70 3 4 3 3 3 4 4 3 27 



Resp_71 4 4 4 4 4 4 4 4 32 

Resp_72 4 3 4 3 4 4 3 4 29 

Resp_73 3 4 4 4 4 4 4 3 30 

Resp_74 4 4 4 4 4 4 4 4 32 

Resp_75 4 4 5 5 5 4 4 4 35 

Resp_76 3 4 3 3 3 4 4 3 27 

Resp_77 4 4 4 4 4 4 4 4 32 

Resp_78 4 3 4 3 4 4 3 4 29 

Resp_79 3 4 4 4 4 4 4 3 30 

Resp_80 4 4 4 4 4 4 4 4 32 

Resp_81 4 4 4 4 4 4 4 4 32 

Resp_82 4 4 5 5 5 4 4 5 36 

Resp_83 5 4 5 5 5 4 4 4 36 

Resp_84 5 5 5 5 5 4 4 5 38 

Resp_85 4 4 4 4 4 5 4 4 33 

Resp_86 5 5 5 5 5 4 4 4 37 

Resp_87 5 5 5 5 5 4 4 4 37 

Resp_88 4 4 4 4 4 3 4 3 30 



 
 

 
 

Resp_89 4 4 4 4 4 4 4 4 32 

Resp_90 5 5 5 5 4 4 3 4 35 

Resp_91 4 5 5 4 3 4 3 4 32 

Resp_92 3 3 3 3 3 5 4 5 29 

Resp_93 3 3 4 4 4 5 5 5 33 

Resp_94 3 3 4 4 4 4 4 4 30 

Resp_95 4 4 4 4 4 5 4 5 34 

Resp_96 3 4 3 4 4 5 4 5 32 

Resp_97 4 4 4 4 4 4 4 5 33 

Resp_98 4 3 4 4 4 4 4 4 31 

Resp_99 4 3 4 4 4 5 5 5 34 

Resp_100 5 5 5 5 5 5 5 5 40 

Resp_101 5 5 5 5 5 4 4 4 37 

Resp_102 4 4 4 4 4 4 4 4 32 

Resp_103 4 4 4 4 4 5 5 5 35 

Resp_104 5 5 5 5 5 5 5 5 40 

Resp_105 5 5 5 5 5 4 4 4 37 



Lampiran 8 

Hasil Pengolahan Data SPSS 

Uji Validitas Customer Experience (X1) 

Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 X1.5_1 X1.5_2 

Customer 
Experienc

e 

X1.1_1 Pearson Correlation 1 ,728** ,861** ,817** ,815** ,765** ,714** ,935** ,714** ,821** ,914** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.1_2 Pearson Correlation ,728** 1 ,710** ,742** ,722** ,707** ,840** ,683** ,931** ,729** ,875** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.2_1 Pearson Correlation ,861** ,710** 1 ,886** ,885** ,815** ,687** ,817** ,750** ,929** ,932** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.2_2 Pearson Correlation ,817** ,742** ,886** 1 ,873** ,744** ,698** ,771** ,737** ,851** ,908** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.3_1 Pearson Correlation ,815** ,722** ,885** ,873** 1 ,776** ,639** ,785** ,686** ,848** ,897** 



 
 

 
 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.3_2 Pearson Correlation ,765** ,707** ,815** ,744** ,776** 1 ,705** ,750** ,775** ,820** ,878** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.4_1 Pearson Correlation ,714** ,840** ,687** ,698** ,639** ,705** 1 ,681** ,815** ,697** ,838** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.4_2 Pearson Correlation ,935** ,683** ,817** ,771** ,785** ,750** ,681** 1 ,683** ,807** ,885** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.5_1 Pearson Correlation ,714** ,931** ,750** ,737** ,686** ,775** ,815** ,683** 1 ,783** ,884** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

X1.5_2 Pearson Correlation ,821** ,729** ,929** ,851** ,848** ,820** ,697** ,807** ,783** 1 ,926** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 105 105 105 105 105 105 105 105 105 105 105 

Custo
mer 
Experi
ence 

Pearson Correlation ,914** ,875** ,932** ,908** ,897** ,878** ,838** ,885** ,884** ,926** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 105 105 105 105 105 105 105 105 105 105 105 

**. Correlation is significant at the 0.01 level (2-tailed). 
 



Validitas Shopping Orientation(X2) 

Correlations 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 
Shopping 
Orientation 

X2.1_1 Pearson Correlation 1 ,634** ,600** ,455** ,482** ,660** ,766** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X2.1_2 Pearson Correlation ,634** 1 ,732** ,662** ,657** ,904** ,904** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X2.2_1 Pearson Correlation ,600** ,732** 1 ,647** ,645** ,819** ,874** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X2.2_2 Pearson Correlation ,455** ,662** ,647** 1 ,595** ,660** ,787** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X2.3_1 Pearson Correlation ,482** ,657** ,645** ,595** 1 ,713** ,805** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 

N 105 105 105 105 105 105 105 



 
 

 
 

X2.3_2 Pearson Correlation ,660** ,904** ,819** ,660** ,713** 1 ,936** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 

N 105 105 105 105 105 105 105 

Shoppin
g 
Orientat
ion 

Pearson Correlation ,766** ,904** ,874** ,787** ,805** ,936** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  

N 105 105 105 105 105 105 105 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

ValiditasOnline Trust (X3) 

Correlations 
 X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.4_1 X3.4_2 Online Trust 

X3.1_1 Pearson Correlation 1 ,616** ,545** ,591** ,532** ,582** ,806** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X3.1_2 Pearson Correlation ,616** 1 ,541** ,444** ,419** ,436** ,731** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X3.2_1 Pearson Correlation ,545** ,541** 1 ,658** ,508** ,529** ,796** 



Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X3.2_2 Pearson Correlation ,591** ,444** ,658** 1 ,624** ,661** ,831** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 

N 105 105 105 105 105 105 105 

X3.4_1 Pearson Correlation ,532** ,419** ,508** ,624** 1 ,741** ,792** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 

N 105 105 105 105 105 105 105 

X3.4_2 Pearson Correlation ,582** ,436** ,529** ,661** ,741** 1 ,824** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 

N 105 105 105 105 105 105 105 

Online 
Trust 

Pearson Correlation ,806** ,731** ,796** ,831** ,792** ,824** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  

N 105 105 105 105 105 105 105 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 



 
 

 
 

Validitas Niat Membeli (Y) 

 

Correlations 

 Y1_1 Y1_2 Y2_1 Y2_2 Y3_1 Y3_2 Y4_1 Y4_2 
Niat 

Membeli 

Y1_1 Pearson Correlation 1 ,733** ,852** ,784** ,804** ,593** ,532** ,779** ,894** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y1_2 Pearson Correlation ,733** 1 ,705** ,746** ,635** ,545** ,662** ,553** ,825** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y2_1 Pearson Correlation ,852** ,705** 1 ,893** ,879** ,604** ,527** ,679** ,901** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y2_2 Pearson Correlation ,784** ,746** ,893** 1 ,909** ,611** ,569** ,648** ,903** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y3_1 Pearson Correlation ,804** ,635** ,879** ,909** 1 ,665** ,535** ,681** ,893** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 



N 105 105 105 105 105 105 105 105 105 

Y3_2 Pearson Correlation ,593** ,545** ,604** ,611** ,665** 1 ,656** ,787** ,797** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y4_1 Pearson Correlation ,532** ,662** ,527** ,569** ,535** ,656** 1 ,635** ,752** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 105 105 105 105 105 105 105 105 105 

Y4_2 Pearson Correlation ,779** ,553** ,679** ,648** ,681** ,787** ,635** 1 ,845** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 105 105 105 105 105 105 105 105 105 

Niat 
Memb
eli 

Pearson Correlation ,894** ,825** ,901** ,903** ,893** ,797** ,752** ,845** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 105 105 105 105 105 105 105 105 105 

**. Correlation is significant at the 0.01 level (2-tailed). 

 



 
 

 
 

Reliabiabilitas 

 

Variabel Customer Experience (X1) 

 

Case Processing Summary 

 N % 

Cases Valid 105 100,0 

Excludeda 0 ,0 

Total 105 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Variabel Shopping Orientation (X2) 

 

Case Processing Summary 

 N % 

Cases Valid 105 100,0 

Excludeda 0 ,0 

Total 105 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Variabel Online Trust (X3) 

 

Case Processing Summary 

 N % 

Cases Valid 105 100,0 

Excludeda 0 ,0 

Total 105 100,0 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,972 10 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,918 6 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,884 6 



a. Listwise deletion based on all variables in 

the procedure. 

Variabel Niat Membeli (Y) 

 

Case Processing Summary 

 N % 

Cases Valid 105 100,0 

Excludeda 0 ,0 

Total 105 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

 

Uji Asumsi Klasik 

Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 105 

Normal Parametersa,b Mean ,0000000 

Std. Deviation 4,35927107 

Most Extreme Differences Absolute ,097 

Positive ,059 

Negative -,097 

Test Statistic ,097 

Asymp. Sig. (2-tailed) ,067c 

a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 

 

 

Histrogram  

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,945 8 



 
 

 
 

 
Plot Normalitas 

 
 



Uji Heteroskedastisitas / uji glejser 

 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,163 2,996  ,388 ,699 

X1 -,036 ,036 -,099 -,997 ,321 

X2 ,045 ,080 ,055 ,557 ,579 

X3 ,110 ,083 ,131 1,321 ,189 

a. Dependent Variable: res2 



Uji Heterokedastisitas Plot 

 

 
 

  

Uji Multikolinieritas 



 
Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

COSTUMER EXPERIENCE .984 1.016 

SHOPING ORIENTATION .972 1.029 

ONLINE TRUST .980 1.020 

a. Dependent Variable: NIAT PEMBELIAN 

 

Uji Autokorelasi 

 
Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Durbin-Watson 

 

1 .437a .191 .167 1.754 

a. Predictors: (Constant), ONLINE TRUST, COSTUMER EXPERIENCE, SHOPING ORIENTATION 

b. Dependent Variable: NIAT PEMBELIAN 

Uji T 



 
 

 
 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.049 5.404  1.304 .195 

COSTUMER EXPERIENCE .137 .065 .191 2.121 .036 

SHOPING ORIENTATION .469 .145 .294 3.240 .002 

ONLINE TRUST .313 .150 .189 2.085 .040 

a. Dependent Variable: NIAT PEMBELIAN 

 

 

 

 

 

 

 

 

Uji  F 



 
ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 465.853 3 155.284 7.936 .000b 

Residual 1976.337 101 19.568   

Total 2442.190 104    

a. Dependent Variable: NIAT PEMBELIAN 

b. Predictors: (Constant), ONLINE TRUST, COSTUMER EXPERIENCE, SHOPING 

ORIENTATION 
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Lampiran 9 
Tabel Frekuensi Jawaban Responden 

 

Customer Experience (X1) 
x1.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 1 1.0 1.0 1.0 

Ragu-ragu 18 17.1 17.1 18.1 

Setuju 42 40.0 40.0 58.1 

SangatSetuju 44 41.9 41.9 100.0 

Total 105 100.0 100.0  

 
x1.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 3 2.9 2.9 2.9 

Ragu-ragu 14 13.3 13.3 16.2 

Setuju 44 41.9 41.9 58.1 

SangatSetuju 44 41.9 41.9 100.0 

Total 105 100.0 100.0  

 
x1.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 3 2.9 2.9 2.9 

Ragu-ragu 12 11.4 11.4 14.3 

Setuju 40 38.1 38.1 52.4 

SangatSetuju 50 47.6 47.6 100.0 

Total 105 100.0 100.0  
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x1.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 1 1.0 1.0 1.0 

Ragu-ragu 14 13.3 13.3 14.3 

Setuju 42 40.0 40.0 54.3 

SangatSetuju 48 45.7 45.7 100.0 

Total 105 100.0 100.0  

 
x1.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 2 1.9 1.9 1.9 

Ragu-ragu 10 9.5 9.5 11.4 

Setuju 47 44.8 44.8 56.2 

SangatSetuju 46 43.8 43.8 100.0 

Total 105 100.0 100.0  

 
x1.3_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 3 2.9 2.9 2.9 

Ragu-ragu 9 8.6 8.6 11.4 

Setuju 55 52.4 52.4 63.8 

SangatSetuju 38 36.2 36.2 100.0 

Total 105 100.0 100.0  
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x1.4_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 2 1.9 1.9 1.9 

Ragu-ragu 15 14.3 14.3 16.2 

Setuju 51 48.6 48.6 64.8 

SangatSetuju 37 35.2 35.2 100.0 

Total 105 100.0 100.0  

 
x1.4_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 2 1.9 1.9 1.9 

Ragu-ragu 16 15.2 15.2 17.1 

Setuju 45 42.9 42.9 60.0 

SangatSetuju 42 40.0 40.0 100.0 

Total 105 100.0 100.0  

 
x1.5_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 4 3.8 3.8 3.8 

Ragu-ragu 16 15.2 15.2 19.0 

Setuju 45 42.9 42.9 61.9 

SangatSetuju 40 38.1 38.1 100.0 

Total 105 100.0 100.0  
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x1.5_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 1 1.0 1.0 1.0 

Ragu-ragu 15 14.3 14.3 15.2 

Setuju 45 42.9 42.9 58.1 

SangatSetuju 44 41.9 41.9 100.0 

Total 105 100.0 100.0  

 
 

Shopping Orientation (X2) 
 
x2.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 13 12.4 12.4 12.4 

Setuju 53 50.5 50.5 62.9 

SangatSetuju 39 37.1 37.1 100.0 

Total 105 100.0 100.0  

 
x2.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 8 7.6 7.6 7.6 

Setuju 58 55.2 55.2 62.9 

SangatSetuju 39 37.1 37.1 100.0 

Total 105 100.0 100.0  

 
x2.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 8 7.6 7.6 7.6 

Setuju 62 59.0 59.0 66.7 

SangatSetuju 35 33.3 33.3 100.0 
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Total 105 100.0 100.0  

 
x2.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 8 7.6 7.6 7.6 

Setuju 65 61.9 61.9 69.5 

SangatSetuju 32 30.5 30.5 100.0 

Total 105 100.0 100.0  

x2.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 9 8.6 8.6 8.6 

Setuju 62 59.0 59.0 67.6 

SangatSetuju 34 32.4 32.4 100.0 

Total 105 100.0 100.0  

 
x2.3_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 6 5.7 5.7 5.7 

Setuju 61 58.1 58.1 63.8 

SangatSetuju 38 36.2 36.2 100.0 

Total 105 100.0 100.0  

 
Online Trust (X3) 

 
x3.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 8 7.6 7.6 7.6 

Setuju 64 61.0 61.0 68.6 

SangatSetuju 33 31.4 31.4 100.0 

Total 105 100.0 100.0  
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x3.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 1 1.0 1.0 1.0 

Ragu-ragu 16 15.2 15.2 16.2 

Setuju 63 60.0 60.0 76.2 

SangatSetuju 25 23.8 23.8 100.0 

Total 105 100.0 100.0  

 
x3.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 11 10.5 10.5 10.5 

Setuju 57 54.3 54.3 64.8 

SangatSetuju 37 35.2 35.2 100.0 

Total 105 100.0 100.0  

 
x3.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 7 6.7 6.7 6.7 

Setuju 52 49.5 49.5 56.2 

SangatSetuju 46 43.8 43.8 100.0 

Total 105 100.0 100.0  

 
x3.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 6 5.7 5.7 5.7 

Setuju 64 61.0 61.0 66.7 

SangatSetuju 35 33.3 33.3 100.0 

Total 105 100.0 100.0  
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x3.3_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 12 11.4 11.4 11.4 

Setuju 60 57.1 57.1 68.6 

SangatSetuju 33 31.4 31.4 100.0 

Total 105 100.0 100.0  

 
 
 
 

Niat Membeli (Y) 
 

y.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 26 24.8 24.8 24.8 

Setuju 48 45.7 45.7 70.5 

SangatSetuju 31 29.5 29.5 100.0 

Total 105 100.0 100.0  

 
y.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 2 1.9 1.9 1.9 

Ragu-ragu 23 21.9 21.9 23.8 

Setuju 48 45.7 45.7 69.5 

SangatSetuju 32 30.5 30.5 100.0 

Total 105 100.0 100.0  

 
y.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 18 17.1 17.1 17.1 

Setuju 50 47.6 47.6 64.8 
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SangatSetuju 37 35.2 35.2 100.0 

Total 105 100.0 100.0  

 
y.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 18 17.1 17.1 17.1 

Setuju 51 48.6 48.6 65.7 

SangatSetuju 36 34.3 34.3 100.0 

Total 105 100.0 100.0  

 
y.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 16 15.2 15.2 15.2 

Setuju 56 53.3 53.3 68.6 

SangatSetuju 33 31.4 31.4 100.0 

Total 105 100.0 100.0  

 
y.3_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 1 1.0 1.0 1.0 

Ragu-ragu 14 13.3 13.3 14.3 

Setuju 60 57.1 57.1 71.4 

SangatSetuju 30 28.6 28.6 100.0 

Total 105 100.0 100.0  

 
y.4_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid TidakSetuju 2 1.9 1.9 1.9 

Ragu-ragu 22 21.0 21.0 22.9 

Setuju 58 55.2 55.2 78.1 
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SangatSetuju 23 21.9 21.9 100.0 

Total 105 100.0 100.0  

 
y.4_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Ragu-ragu 23 21.9 21.9 21.9 

Setuju 49 46.7 46.7 68.6 

SangatSetuju 33 31.4 31.4 100.0 

Total 105 100.0 100.0  

 

 


