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Hal : Lampiran 6

Hasil Kuesiner Variabel Sales Promotion(X) terdiri dari 9 pernyataan

SALES PROMOTION (X)
RESPONDEN
X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X_TOTAL
Resp_1 4 5 4 4 4 5 4 5 4 35
Resp_2 5 5 5 4 5 5 4 4 4 36
Resp_3 4 5 4 5 4 4 4 4 4 34
Resp_4 5 4 5 5 4 4 5 5 5 37
Resp_5 4 4 4 4 5 5 5 4 5 36
Resp_6 4 4 4 4 4 4 4 5 4 33
Resp_7 5 5 5 5 2 2 5 5 3 36
Resp_8 4 5 4 4 4 5 3 4 5 34
Resp_9 4 5 4 3 4 4 4 5 2 31
Resp_10 4 4 4 2 4 4 5 5 4 32
Resp_11 5 5 5 3 5 5 5 5 2 35
Resp_12 4 4 4 3 5 4 4 3 2 31
Resp_13 5 5 5 2 5 5 4 3 4 33
Resp_14 4 4 4 3 4 4 3 4 4 30
Resp_15 4 4 4 3 4 4 4 4 7 31
Resp_16 4 5 4 2 4 4 5 5 4 33
Resp_17 4 5 4 5 5 3 4 5 2 35
Resp_18 4 3 4 4 5 5 5 5 4 35
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Hal : Lampiran 7

Hasil Kuesioner Variabel Impulse Buying (Y) terdiri dari 9 pertanyaan

IMPULSE BUYING
RESPONDEN
Y.l Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y_TOTAL
Resp_1 4 5 4 4 4 5 4 5 4 39
Resp_2 5 3 5 4 5 5 4 4 4 39
Resp_3 4 2 4 5 4 4 4 4 4 35
Resp_4 5 3 5 5 2 2 5 5 5 Al
Resp_5 5 4 4 4 5 5 5 4 5 41
Resp_6 5 4 4 4 4 4 4 5 4 38
Resp_7 5 5 5 5 z z 5 5 5 43
Resp_8 5 5 4 4 4 5 3 4 5 39
Resp_9 5 5 4 3 4 4 4 5 5 39
Resp_10 4 4 4 2 4 4 5 5 5 37
Resp_11 4 5 5 3 5 5 5 5 5 42
Resp_12 4 4 4 3 5 4 4 3 2 35
Resp_13 2 5 5 > 5 5 2 3 2 37
Resp_14 4 4 4 3 4 4 4 4 4 35
Resp_15 5 4 4 3 4 4 4 4 7 36
Resp_16 4 5 4 2 4 4 5 5 4 37
Resp_17 4 5 4 5 5 4 5 5 4 e
Resp_18 4 4 4 4 5 4 5 5 4 39
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Hal : Lampiran 8

a. Distribusi Frekuensi Sales Promotion (X)

X1 X2
Frequenc | Percent Valid Cumulative Frequen | Percent Valid Cumulative
y Percent Percent cy Percent Percent
2,00 2 2,0 2,0 2,0 2,00 6 6,1 6,1 6,1
3,00 2 2,0 2,0 4,0 3,00 8 8,1 8,1 14,1
Valid 4,00 60 60,6 60,6 64,6 Valid 4,00 52 52,5 52,5 66,7
5,00 35 35,4 35,4 100,0 5,00 33 33,3 33,3 100,0
Total 99 100,0 100,0 Total 99 100,0 100,0
X3 X4
Frequen | Percent Valid Cumulative Frequen | Percent Valid Cumulative
cy Percent Percent cy Percent Percent
2,00 4 4,0 4,0 4,0 2,00 3 3,0 3,0 3,0
3,00 4 4,0 4,0 8,1 3,00 9 9,1 9,1 12,1
valid 4,00 65 65,7 65,7 73,7 Valid 4,00 64 64,6 64,6 76,8
5,00 26 26,3 26,3 100,0 5,00 23 23,2 23,2 100,0
Total 99 100,0 100,0 Total 99| 100,0 100,0




X5

Frequen | Percent Valid Cumulative
cy Percent Percent
2,00 3 3,0 3,0 3,0
3,00 4 4,0 4,0 7,1
Valid 4 g 42| 424 42,4 49,5
5,00 50 50,5 50,5 100,0
Total 99| 100,0 100,0
X7
Frequen | Percent Valid Cumulative
cy Percent Percent
2,00 3 3,0 3,0 3,0
3,00 6 6,1 6,1 9,1
Valid 4,00 50| 50,5 50,5 59,6
5,00 40 40,4 40,4 100,0
Total 99| 100,0 100,0

X6
Frequen | Percent Valid Cumulative
cy Percent Percent
2,00 4 4,0 4,0 4,0
3,00 9 9,1 9,1 13,1
valid 4.00 46 46,5 46,5 59,6
5,00 40 40,4 40,4 100,0
Total 99 100,0 100,0
X8
Frequen | Percent Valid Cumulative
Percent Percent
2,00 3 3,0 3,0 3,0
3,00 8 8,1 8,1 111
4,00 50 50,5 50,5 61,6
Valid
5,00 38 38,4 38,4 100,0
Total 99 100,0 100,0




X9

Frequenc | Percent Valid Cumulative
y Percent Percent
2,00 4 4,0 4,0 4,0
3,00 4 4,0 4,0 8,1
Valid 4,00 55 55,6 55,6 63,6
5,00 36 36,4 36,4 100,0
Total 99 100,0 100,0




b.Distribusi Frekuensi Impulse Buying (Y)

Y1 V2
Frequen | Percent |  Valid Cumulative Frequenc | Percent Valid Cumulative
cy Percent Percent y Percent Percent
2,00 5 51 51 51
3,00 1 1.0 1.0 1.0 3,00 8 8,1 8,1 13,1
valig +90 62 626 62,6 63,6 Valid 4,00 54 545 54,5 67,7
5,00 36 36,4 36,4 100,0 5,00 32 32,3 32,3 100,0
Total 99 100,0 100,0 Total 99 100,0 100,0
Y3 Y4
Frequenc | Percent Valid Cumulative Frequen | Percent Valid Cumulative
y Percent Percent cy Percent Percent
2,00 4 4,0 4,0 4,0
300 2 20 20 20 3,00 11 11,1 11,1 15,2
valig 90 7?2 2,7 72,7 74,7 valid 4,00 61| 61,6 61,6 76,8
5,00 25 253 253 100,0 5.00 23 23,2 23,2 100,0
Total 99 100,0 100,0 Total 99 100,0 100,0




Y5 Y6
Frequen | Percen Valid Cumulative Frequen | Percen Valid Cumulative
cy t Percent Percent cy t Percent Percent
2,00 3 3,0 3,0 3,0
3,00 4| 40 40 71 3,00 5| 51 5.1 5.1
valid 4,00 42| 424 42,4 49,5 Valid 4,00 49 495 49,5 54,5
5,00 50 50,5 50,5 100,0 5,00 45 45,5 45,5 100,0
Total 99| 100,0 100,0 Total 99| 100,0 100,0
Y7 Y8
Frequen | Percen Valid Cumulative Frequen | Percen Valid Cumulative
cy t Percent Percent cy t Percent Percent
2,00 3 3,0 3,0 3,0 2,00 3 3,0 3,0 3,0
3,00 5 51 51 8.1 3,00 8 8,1 8,1 11,1
Valid 4,00 48| 485 48,5 56,6 valid 4,00 50| 505 50,5 61,6
5,00 43 43,4 43,4 100,0 5,00 38 38,4 38,4 100,0
Total 99] 1000 100,0 Total 99| 100,0 100,0




Frequen | Percent Valid Cumulative
cy Percent Percent
2,00 1 1,0 1,0 1,0
3,00 3 3,0 3,0 4,0
Valid 4,00 53 53,5 53,5 57,6
5,00 42 42,4 42,4 100,0
Total 99| 100,0 100,0




Hal : Lampiran 9 Uji Instrumen Penelitian
Uiji Validitas Variabel Sales Promotion (X)

Corelations

A1 X3 X4 X5 X8 X7 8 K| TOTALX |

Pearson Carrelation 1 o 000 180 - 078 - 083 - 42 X7 -3 ATe

X1 Sig. (2-tailed) a7 000 074 A4 414 682 000 T 000
N %9 99 %9 59 99 99 %9 %9 %9 %9

Pearson Carrelation 041 1 041 -039 - 058 032 006 032 - 81 BT

K2 Sig. (2-tailed) 687 887 700 569 752 985 J52 368 000
N %9 %9 %9 % %9 %9 %9 %9 %9 %9

Pearson Correlation 10007 041 1 180 -078 - 083 -4 kT -030 ATy

*3 Siq. (2-tailed) 000 BT g 442 44 662 000 171 000
N %9 59 99 59 99 59 99 99 %9 99

Pearson Carrelation 180 -39 180 1 - 081 - 155 -3 085 250 9

x4 Sig. (2-tailed) s 700 s 370 127 266 401 010 000
N %9 %9 %9 % %9 %9 %9 %9 %9 %9
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Pearson Correlation
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Uiji Validitas Variabel Impulse Buying (Y)

Comelations

Y1 Y2 3 4 Y5 A Y8 9 TOTALY

Pearson Correlation 1 213 124 245 - 178 - 74 134 070 235 A4

1 Sig. (2-tailed) 034 221 014 083 466 186 480 019 000
N 59 99 99 99 99 99 99 99 99 99

Pearson Correlation 213 1 29 120 006 075 158 J02 061 BT

2 Sig. (2-tailed) 034 030 238 950 458 119 316 Ly 000
N 59 99 99 99 99 99 99 99 99 99

Pearson Correlation 14 219 1 278 022 137 o7 21 305 567

Y3 Sig. (2-tailed) 221 030 005 833 178 685 028 002 000
N 59 99 99 99 99 99 99 9 99 99

Pearson Correlation 245 20 278 1 - 093 082 - 108 040 155 453

4 Sig. (2-tailed) 014 238 005 362 M7 295 696 125 000
N %9 99 99 99 99 9 99 99 99 99
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* Correlationis signficant atthe 0.05 level (2-tailed)

# Correlationis significant atthe0.01 level (2-tailed).




Hal: Lampiran 10 Output SPSS Uji Reliabilitas
1. Sales Promoton (X}

Case Processing Summary

Reliability Statistics

I %o
Walid oo 100, D
Cases Excluded® 0 O
Total 99 100, D

Cronbach’s

M of tems

a. Listwise deletion based on all variables in the

procedure.

2. Impulse Buving (Y

Case Processing Summary

M %o
Valid o9 100,00
Cases  Excluded® 0 0
Total O 100,0

a. Listwise deletion based on all variables in the

nrocedire

Alpha
161 O
Reliability Statistics
Cronbach’s M of ltems

Alpha

a7a




a.Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

TOTAL X | TOTAL Y

N 99 99
Normal Parameters®® Mean 33,7576 38,5152
Std. Deviation 1,93829 2,40053

Absolute ,115 127

Most Extreme Differences Positive ,094 127
Negative -,115 -,082

Kolmogorov-Smirnov Z 1,148 1,264
Asymp. Sig. (2-tailed) ,143 ,082

a. Test distribution is Normal.

b. Calculated from data.
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b.Uji determinasi

Model Summary®

Model R RSquare | Adjusted R Std. Error of
Square the Estimate
1 ,7572 ,574 ,569 1,57548

a. Predictors: (Constant), SALES PROMOTION
b. Dependent Variable: IMPULSE BUYING




Hal : Lampiran 11
Analisis Regresi Linier Sederhana

ANOVA?

Model Sum of Squares df Mean Square F Sig.

Regression 323,960 1 323,960 130,516 ,000°
1 Residual 240,768 97 2,482

Total 564,727 98
a. Dependent Variable: TOTAL_Y
b. Predictors: (Constant), TOTAL_X

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 6,850 2,776 2,467 ,015

! SALES PROMOTION ,938 ,082 , 757 11,424 ,000

a. Dependent Variable: IMPULSE BUYING




