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Lampiran 01. Ketentuan Skor Tertinggi, Skor Terendah dan Interval 

Rentangan Skor Kuesioner Variabel Direct Marketing, Product Quality, dan 

Minat Beli 

Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner Direct Marketing (X1). 

1. Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner: 

A. Apabila jawaban (SS) diberikan skor 5 

B. Apabila jawaban (S) diberikan skor 4 

C. Apabila jawaban (KS) diberikan skor 3 

D. Apabila jawaban (TS) diberikan skor 2 

E. Apabila jawaban (STS) diberikan skor 1 

a) Skor Tertinggi = nilai tertinggi x jumlah pertanyaan x jumlah responden 

b) Skor Terendah = nilai terendah x jumlah pertanyaan x jumlah responden 

Nilai Tertinggi    = 5  

Nilai Terendah    = 1  

Jumlah Pertanyaan   = 3  

Jumlah Responden   = 10  

Skor Tertinggi    = 5 x 3 = 15 

Skor Terendah    = 1 x 3 =3  

Interval     = 
Skor Tertinggi – Skor Terendah 

Interval
=  

15−3

5
= 2,4 

Rentang Skor: 

Rentang Skor Keterangan 

13 – 15 Sangat Tinggi 

10 – 12 Tinggi 

7 – 9 Sedang 

4 – 6 Rendah 

1 – 3 Sangat Rendah 
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Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner Online Customer Review (X2). 

2. Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner: 

F. Apabila jawaban (SS) diberikan skor 5 

G. Apabila jawaban (S) diberikan skor 4 

H. Apabila jawaban (KS) diberikan skor 3 

I. Apabila jawaban (TS) diberikan skor 2 

J. Apabila jawaban (STS) diberikan skor 1 

c) Skor Tertinggi = nilai tertinggi x jumlah pertanyaan x jumlah responden 

d) Skor Terendah = nilai terendah x jumlah pertanyaan x jumlah responden 

Nilai Tertinggi    = 5  

Nilai Terendah    = 1  

Jumlah Pertanyaan   = 3 

Jumlah Responden   = 10  

Skor Tertinggi    = 5 x 3 = 15 

Skor Terendah    = 1 x 3 = 3  

Interval     = 
Skor Tertinggi – Skor Terendah 

Interval
=  

15 −3

5
= 2,4 

Rentang Skor: 

Rentang Skor Keterangan 

16 – 19 Sangat Tinggi 

12– 15 Tinggi 

8 – 11 Sedang 

4 – 7 Rendah 

1 – 3 Sangat Rendah 
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Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner Minat Beli (Y). 

3. Ketentuan Skor Tertinggi, Skor Terendah dan Interval Rentangan Skor 

Kuesioner: 

K. Apabila jawaban (SS) diberikan skor 5 

L. Apabila jawaban (S) diberikan skor 4 

M. Apabila jawaban (KS) diberikan skor 3 

N. Apabila jawaban (TS) diberikan skor 2 

O. Apabila jawaban (STS) diberikan skor 1 

e) Skor Tertinggi = nilai tertinggi x jumlah pertanyaan x jumlah responden 

f) Skor Terendah = nilai terendah x jumlah pertanyaan x jumlah responden 

Nilai Tertinggi    = 5  

Nilai Terendah    = 1  

Jumlah Pertanyaan   = 4  

Jumlah Responden   = 10  

Skor Tertinggi    = 5 x 4 = 20 

Skor Terendah    = 1 x 4 = 4  

Interval     = 
Skor Tertinggi – Skor Terendah 

Interval
=  

20−4

5
= 3,2 

Rentang Skor: 

Rentang Skor Keterangan 

17 – 20 Sangat Tinggi 

13 – 16 Tinggi 

9 – 12 Sedang 

5 – 8 Rendah 

1 – 4 Sangat Rendah 
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Lampiran 02. Tabulasi Data  

a. Tabulasi Data Uji Validitas dan Reliabilitas 

1. Variabel Direct Marketing (X1) 

Responden 
Direct Marketing (X1) 

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

1 5 5 5 5 5 5 5 5 40 

2 4 4 4 4 4 4 4 4 32 

3 4 4 5 5 5 5 5 4 37 

4 4 4 4 4 4 4 4 4 32 

5 4 4 5 4 5 4 4 4 34 

6 4 4 4 4 4 4 4 5 33 

7 5 4 5 5 4 4 4 4 35 

8 4 4 5 5 4 5 5 5 37 

9 5 5 5 5 5 5 5 5 40 

10 5 5 5 5 5 5 4 5 39 

11 4 4 5 4 5 5 5 4 36 

12 4 5 4 4 5 4 5 4 35 

13 5 4 4 4 3 4 4 5 33 

14 5 5 5 5 5 5 5 5 40 

15 5 5 4 4 5 4 4 4 35 

16 3 3 4 3 4 4 3 4 28 

17 5 5 5 5 5 5 5 5 40 

18 4 3 3 4 4 4 4 3 29 

19 5 5 4 4 5 4 5 5 37 

20 5 5 5 5 5 5 5 5 40 

21 5 4 4 5 4 5 4 4 35 

22 4 5 5 4 5 4 5 5 37 

23 4 4 4 4 4 4 4 4 32 

24 3 3 3 3 3 3 3 3 24 

25 4 5 4 5 4 5 4 5 36 

26 5 5 5 4 5 4 5 5 38 

27 4 4 4 4 4 4 4 4 32 

28 5 5 5 5 5 5 5 5 40 

29 4 5 5 4 5 4 5 5 37 

30 4 5 5 5 5 5 5 5 39 
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2. Variabel Online Customer Review (X2) 

Responden 
Online Customer Review (X2) 

Total X2 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

1 5 5 5 5 5 5 5 5 40 

2 4 4 4 4 4 4 4 4 32 

3 4 4 4 5 5 5 5 4 36 

4 4 4 4 4 4 4 4 4 32 

5 4 4 4 4 4 4 4 4 32 

6 4 4 4 4 4 4 4 4 32 

7 5 4 4 5 4 4 4 4 34 

8 4 5 5 5 5 5 5 4 38 

9 5 5 4 5 4 5 5 5 38 

10 5 5 5 5 5 5 5 5 40 

11 4 4 4 5 4 5 4 4 34 

12 5 4 5 4 4 4 4 4 34 

13 4 5 5 4 4 4 4 5 35 

14 5 5 5 5 5 5 5 5 40 

15 5 4 4 4 4 4 4 5 34 

16 3 4 3 4 3 4 3 3 27 

17 5 5 5 5 5 5 5 5 40 

18 4 4 4 4 4 4 4 4 32 

19 4 4 4 4 4 4 4 4 32 

20 4 4 4 4 4 4 4 5 33 

21 4 4 4 4 4 4 4 4 32 

22 4 4 4 4 3 4 4 4 31 

23 4 4 3 4 4 4 4 3 30 

24 3 3 3 3 3 3 3 3 24 

25 4 3 4 4 3 4 3 4 29 

26 4 4 4 4 3 4 4 3 30 

27 5 5 5 5 5 5 5 4 39 

28 4 4 4 4 4 4 4 4 32 

29 4 4 4 4 4 4 4 4 32 

30 4 4 4 4 4 4 4 4 32 
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3. Variabel Minat Beli (Y) 

Responden 
Minat Beli (Y) 

Total Y 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

1 5 5 5 5 5 5 30 

2 4 4 4 4 4 4 24 

3 5 5 5 5 5 5 30 

4 4 4 4 4 4 4 24 

5 4 4 4 4 4 4 24 

6 4 4 4 4 4 4 24 

7 4 4 4 4 4 4 24 

8 5 5 5 5 5 5 30 

9 5 5 5 5 5 5 30 

10 5 5 4 5 4 5 28 

11 4 4 4 4 4 4 24 

12 4 4 5 4 5 4 26 

13 4 4 4 4 4 4 24 

14 5 5 5 5 5 5 30 

15 4 4 4 4 4 4 24 

16 3 3 4 3 4 3 20 

17 5 5 5 5 5 5 30 

18 4 4 3 3 4 4 22 

19 4 4 4 5 4 4 25 

20 4 4 4 4 4 4 24 

21 4 4 4 4 4 4 24 

22 4 4 4 4 4 4 24 

23 4 4 4 4 4 4 24 

24 3 3 3 3 3 3 18 

25 4 4 4 4 4 4 24 

26 5 5 4 5 4 5 28 

27 4 4 4 4 4 4 24 

28 4 4 4 4 4 4 24 

29 4 4 4 4 4 4 24 

30 5 5 5 5 5 5 30 
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b. Tabulasi Data Kuesioner 

1. Variabel Direct Marketing (X1) 

Responden 
Direct Marketing (X1) 

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

1 5 5 5 5 5 5 5 5 40 

2 5 4 4 4 4 4 4 4 33 

3 5 4 5 4 4 4 5 5 36 

4 5 5 5 5 5 5 5 5 40 

5 3 3 3 3 3 3 3 3 24 

6 4 4 3 3 4 4 3 4 29 

7 5 5 5 5 5 5 5 5 40 

8 5 4 4 5 5 5 5 5 38 

9 3 3 3 3 3 3 3 3 24 

10 5 4 5 5 4 5 5 4 37 

11 5 4 4 3 4 4 3 5 32 

12 4 5 5 4 4 5 4 4 35 

13 5 5 5 5 5 5 5 5 40 

14 5 4 5 4 4 5 4 4 35 

15 5 5 5 5 5 5 5 5 40 

16 4 5 5 5 5 4 5 5 38 

17 4 3 4 3 4 4 3 3 28 

18 4 5 5 5 5 4 4 4 36 

19 4 5 5 5 5 4 5 5 38 

20 4 4 4 4 4 4 4 4 32 

21 4 4 4 4 4 4 4 4 32 

22 4 5 4 4 4 5 4 4 34 

23 5 4 5 5 5 5 4 5 38 

24 5 5 5 5 5 5 5 5 40 

25 4 5 4 5 4 4 4 5 35 

26 4 4 4 4 4 4 4 4 32 

27 5 5 4 5 4 5 5 5 38 

28 5 4 5 4 5 5 4 5 37 

29 5 5 5 5 5 5 5 5 40 

30 4 4 4 5 4 4 4 4 33 

31 5 5 4 4 5 4 5 4 36 

32 4 4 3 3 4 3 3 3 27 

33 5 5 4 4 4 5 5 5 37 

34 4 3 4 4 3 3 3 3 27 

35 4 5 4 4 5 4 5 4 35 

36 4 5 5 4 4 5 4 4 35 

37 5 5 5 5 5 5 5 5 40 
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Responden 
Direct Marketing (X1) 

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

38 5 4 4 5 5 4 4 5 36 

39 4 5 5 4 4 5 5 4 36 

40 4 4 5 4 4 4 5 5 35 

41 5 4 5 5 5 4 5 4 37 

42 5 5 4 5 5 5 4 4 37 

43 4 5 5 4 4 5 5 4 36 

44 4 3 3 4 4 3 3 4 28 

45 5 4 5 5 5 4 5 4 37 

46 4 4 5 4 4 4 5 5 35 

47 5 4 4 5 5 4 4 5 36 

48 4 4 5 4 4 4 5 5 35 

49 5 5 4 5 5 5 4 4 37 

50 5 4 4 5 5 4 4 5 36 

51 5 5 4 5 5 5 4 4 37 

52 5 4 5 5 5 4 5 5 38 

53 5 4 5 5 5 4 5 5 38 

54 4 5 5 4 4 5 5 5 37 

55 4 5 5 4 4 5 5 5 37 

56 5 5 5 5 5 5 5 4 39 

57 4 5 5 4 4 5 5 5 37 

58 5 4 5 5 5 4 5 5 38 

59 5 5 5 5 5 5 5 5 40 

60 4 4 5 4 5 4 5 4 35 

61 5 5 4 5 4 5 4 5 37 

62 4 4 4 4 4 4 4 4 32 

63 5 5 5 5 5 5 5 5 40 

64 4 4 4 4 4 4 4 4 32 

65 5 5 5 5 5 5 5 5 40 

66 5 5 5 5 5 5 5 5 40 

67 5 4 5 4 5 4 5 4 36 

68 5 5 5 5 5 5 5 5 40 

69 5 5 5 5 5 5 5 5 40 

70 4 5 5 4 4 5 5 4 36 

71 5 4 4 5 5 4 4 5 36 

72 3 3 3 3 3 3 3 3 24 

73 3 4 3 3 3 4 3 3 26 

74 3 4 3 3 3 4 3 3 26 

75 3 4 3 4 3 4 4 3 28 

76 4 4 4 4 4 4 4 4 32 
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Responden 
Direct Marketing (X1) 

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

77 4 4 4 4 4 4 4 4 32 

78 4 4 4 4 4 4 4 4 32 

79 4 4 4 4 4 4 4 4 32 

80 3 4 3 4 4 3 3 4 28 

81 4 4 4 4 4 4 4 5 33 

82 5 5 5 5 5 5 4 5 39 

83 4 4 4 4 4 4 3 4 31 

84 5 5 5 5 5 5 5 5 40 

85 5 5 5 5 5 5 5 5 40 

86 3 3 3 3 3 3 3 3 24 

87 5 5 5 5 5 5 5 5 40 

88 4 4 4 4 4 4 4 4 32 

89 5 5 5 5 5 5 5 5 40 

90 4 4 4 4 4 4 4 4 32 

91 5 4 5 4 4 5 4 5 36 

92 4 4 4 4 4 4 4 4 32 

93 5 5 5 5 5 5 5 5 40 

94 5 5 5 5 5 5 5 5 40 

95 5 5 5 5 5 5 5 4 39 

96 5 5 5 5 5 5 5 5 40 

97 4 4 4 4 4 4 4 4 32 

98 4 5 4 5 5 4 4 5 36 

99 5 5 5 5 5 5 4 5 39 

100 5 5 5 5 5 5 5 5 40 
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2. Variabel Online Customer Review (X2) 

Responden 
Online Customer Review (X2) 

Total X2 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

1 5 5 5 5 5 5 5 5 40 

2 5 5 5 5 5 4 4 4 37 

3 5 4 5 5 5 4 5 4 37 

4 4 4 4 4 4 4 4 4 32 

5 4 3 3 4 3 3 3 4 27 

6 5 4 5 5 4 4 4 4 35 

7 4 5 4 4 4 5 5 4 35 

8 4 5 5 4 4 5 4 4 35 

9 4 4 4 4 3 4 4 4 31 

10 4 5 5 4 4 4 4 5 35 

11 5 5 4 5 4 4 5 4 36 

12 4 4 4 4 4 5 5 4 34 

13 4 4 5 4 4 4 4 4 33 

14 4 4 4 4 4 4 4 4 32 

15 5 4 5 5 5 4 5 4 37 

16 4 4 5 4 4 4 4 5 34 

17 3 3 4 3 3 4 4 4 28 

18 5 4 5 5 4 4 4 4 35 

19 4 5 4 4 4 5 5 4 35 

20 4 5 5 4 4 5 4 4 35 

21 4 4 4 4 4 4 4 4 32 

22 4 5 5 4 4 4 4 5 35 

23 5 5 4 5 4 4 5 4 36 

24 4 4 4 4 4 5 5 4 34 

25 4 4 5 4 4 4 4 4 33 

26 4 4 4 4 4 4 4 4 32 

27 5 5 4 5 5 4 5 5 38 

28 4 4 5 4 5 5 5 4 36 

29 4 4 4 4 5 5 5 5 36 

30 4 4 4 4 4 3 4 4 31 

31 4 4 4 4 5 4 5 4 34 

32 3 4 4 3 4 4 4 3 29 

33 5 5 5 5 4 4 5 4 37 

34 3 4 4 3 4 4 3 4 29 

35 5 4 5 4 5 4 5 4 36 

36 4 5 5 4 5 5 4 5 37 

37 5 5 5 5 5 5 5 5 40 

38 5 3 4 4 5 3 5 3 32 
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Responden 
Online Customer Review (X2) 

Total X2 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

39 4 5 4 5 4 5 4 5 36 

40 4 4 3 4 4 4 4 4 31 

41 5 4 4 4 5 4 5 4 35 

42 4 4 4 5 4 4 4 4 33 

43 4 4 4 4 4 4 4 4 32 

44 5 5 5 5 5 5 5 5 40 

45 5 5 4 5 5 5 5 5 39 

46 4 5 5 4 4 5 4 5 36 

47 4 4 4 4 4 4 4 4 32 

48 5 4 4 5 5 4 5 4 36 

49 5 5 5 5 5 5 5 5 40 

50 4 5 5 5 4 5 4 5 37 

51 3 3 3 3 3 3 3 3 24 

52 4 3 3 4 4 3 4 3 28 

53 5 4 5 4 5 4 5 4 36 

54 4 3 3 4 4 3 4 3 28 

55 5 5 5 5 5 5 5 5 40 

56 4 4 5 5 4 4 4 4 34 

57 4 3 3 4 4 3 4 3 28 

58 5 5 5 5 5 5 5 5 40 

59 4 4 4 4 4 4 4 4 32 

60 4 4 4 4 4 4 4 4 32 

61 4 4 4 4 4 4 4 4 32 

62 4 4 4 4 4 4 4 4 32 

63 4 4 4 4 4 4 4 4 32 

64 4 4 4 4 4 4 4 4 32 

65 4 5 5 4 5 5 5 4 37 

66 5 5 5 5 5 5 5 5 40 

67 5 5 5 5 5 5 5 4 39 

68 4 4 4 4 4 4 4 4 32 

69 5 4 5 5 4 5 5 4 37 

70 4 5 5 4 5 5 4 4 36 

71 5 5 5 5 5 5 5 5 40 

72 5 4 4 5 4 4 5 5 36 

73 3 4 3 3 4 3 4 4 28 

74 5 5 5 5 5 5 5 5 40 

75 4 5 5 5 4 4 5 4 36 

76 4 4 4 4 4 4 4 4 32 

77 5 5 4 5 4 5 5 4 37 
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Responden 
Online Customer Review (X2) 

Total X2 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

78 4 4 4 4 4 4 4 4 32 

79 5 4 4 5 5 4 5 4 36 

80 4 3 3 4 4 3 4 3 28 

81 4 4 4 4 4 4 4 5 33 

82 4 4 4 4 4 4 4 4 32 

83 4 3 3 4 4 3 4 4 29 

84 4 4 4 4 4 4 4 4 32 

85 4 5 5 4 4 5 4 5 36 

86 3 3 3 3 3 3 3 3 24 

87 4 4 4 4 4 4 4 4 32 

88 4 4 4 4 4 4 4 4 32 

89 5 5 5 5 5 5 5 5 40 

90 4 4 4 4 4 4 4 4 32 

91 5 4 4 5 5 4 5 5 37 

92 4 5 5 4 4 5 4 5 36 

93 5 5 5 5 5 5 5 5 40 

94 5 5 5 5 5 5 5 5 40 

95 5 4 4 5 5 4 5 5 37 

96 5 5 5 5 5 5 5 5 40 

97 4 4 4 4 4 4 4 4 32 

98 4 5 5 4 4 5 4 4 35 

99 4 5 5 4 4 5 4 5 36 

100 5 4 4 5 5 4 5 5 37 
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3. Variabel Minat Beli (Y) 

Responden 
Minat Beli (Y) 

Total Y 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

1 5 5 5 5 5 5 30 

2 4 5 5 4 4 5 27 

3 5 5 5 5 5 5 30 

4 5 4 4 5 5 5 28 

5 3 4 3 4 4 3 21 

6 5 5 5 5 5 5 30 

7 4 4 4 4 4 4 24 

8 4 5 4 4 4 5 26 

9 3 4 3 4 4 3 21 

10 4 4 4 4 4 4 24 

11 3 4 4 4 4 3 22 

12 4 4 4 4 5 4 25 

13 5 5 5 5 5 5 30 

14 4 4 5 4 5 5 27 

15 5 5 5 5 5 5 30 

16 4 5 5 4 5 4 27 

17 3 3 3 3 3 3 18 

18 5 4 5 4 4 4 26 

19 4 5 4 4 5 5 27 

20 4 4 4 4 4 4 24 

21 4 4 4 4 4 4 24 

22 5 4 5 4 4 5 27 

23 4 5 5 4 5 4 27 

24 5 5 5 5 5 5 30 

25 3 3 4 3 4 4 21 

26 4 4 4 4 4 4 24 

27 4 4 4 5 5 5 27 

28 5 4 4 5 4 5 27 

29 5 5 5 4 4 4 27 

30 5 4 4 4 4 4 25 

31 4 5 4 4 4 4 25 

32 3 3 3 4 4 4 21 

33 4 4 5 4 5 5 27 

34 4 3 3 4 3 4 21 

35 4 4 5 5 5 4 27 

36 4 4 5 4 4 5 26 

37 5 5 5 5 5 5 30 

38 5 4 5 5 4 5 28 
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Responden 
Minat Beli (Y) 

Total Y 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

39 4 5 4 4 5 3 25 

40 4 4 4 4 4 3 23 

41 4 4 4 4 4 5 25 

42 4 5 4 4 5 5 27 

43 5 4 5 5 4 5 28 

44 4 4 4 4 4 4 24 

45 4 4 4 4 4 4 24 

46 5 5 5 5 5 5 30 

47 4 4 4 4 4 4 24 

48 4 4 4 4 4 5 25 

49 5 5 5 5 5 5 30 

50 5 5 5 5 5 4 29 

51 4 3 4 4 3 4 22 

52 4 4 4 4 4 5 25 

53 4 4 4 4 4 4 24 

54 3 5 3 3 5 3 22 

55 5 5 5 5 5 5 30 

56 4 4 4 4 4 5 25 

57 4 3 4 4 3 4 22 

58 5 5 5 5 5 5 30 

59 4 4 4 4 4 4 24 

60 5 5 5 5 5 5 30 

61 4 4 4 4 4 4 24 

62 4 4 4 4 4 4 24 

63 4 4 4 4 4 4 24 

64 4 4 4 4 4 4 24 

65 5 5 5 5 5 5 30 

66 5 5 5 5 5 5 30 

67 5 4 5 5 4 5 28 

68 4 4 5 4 4 5 26 

69 4 5 4 4 5 4 26 

70 4 4 4 4 4 4 24 

71 5 5 5 5 5 5 30 

72 4 4 4 4 4 4 24 

73 3 4 4 3 4 4 22 

74 5 5 5 5 5 5 30 

75 4 4 4 4 4 4 24 

76 5 4 5 5 4 5 28 

77 3 4 3 3 4 4 21 
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Responden 
Minat Beli (Y) 

Total Y 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

78 5 4 4 5 5 5 28 

79 4 4 5 5 5 5 28 

80 4 3 3 4 4 4 22 

81 4 5 5 4 4 4 26 

82 5 5 4 4 4 4 26 

83 4 3 3 4 4 4 22 

84 5 4 5 4 4 4 26 

85 4 4 4 4 4 4 24 

86 3 3 3 3 3 3 18 

87 5 5 5 5 5 5 30 

88 4 4 4 4 4 4 24 

89 5 5 5 5 5 5 30 

90 4 4 4 4 4 4 24 

91 5 5 4 5 4 4 27 

92 4 4 4 4 4 4 24 

93 5 5 4 5 4 4 27 

94 5 5 5 5 5 5 30 

95 5 5 5 5 5 5 30 

96 5 5 5 5 5 5 30 

97 4 4 4 4 4 4 24 

98 4 4 4 5 5 5 27 

99 5 4 3 5 5 5 27 

100 5 5 5 4 4 4 27 
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Lampiran 03. Uji Kualitas Data 

1. Variabel Direct Marketing (X1) 

Correlations 

 X1.01 X1.02 X1.03 X1.04 X1.05 X1.06 X1.07 X1.08 Total_X1 

X1.01 Pearson Correlation 1 .481** .634** .731** .791** .643** .586** .683** .832** 

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

N 100 100 100 100 100 100 100 100 100 

X1.02 Pearson Correlation .481** 1 .589** .612** .592** .795** .651** .564** .790** 

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

N 100 100 100 100 100 100 100 100 100 

X1.03 Pearson Correlation .634** .589** 1 .613** .644** .690** .810** .658** .851** 

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

N 100 100 100 100 100 100 100 100 100 

X1.04 Pearson Correlation .731** .612** .613** 1 .811** .570** .644** .682** .850** 

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

N 100 100 100 100 100 100 100 100 100 

X1.05 Pearson Correlation .791** .592** .644** .811** 1 .525** .634** .669** .850** 

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

N 100 100 100 100 100 100 100 100 100 

X1.06 Pearson Correlation .643** .795** .690** .570** .525** 1 .631** .573** .812** 

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

N 100 100 100 100 100 100 100 100 100 

X1.07 Pearson Correlation .586** .651** .810** .644** .634** .631** 1 .647** .847** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  .000 .000 
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N 100 100 100 100 100 100 100 100 100 

X1.08 Pearson Correlation .683** .564** .658** .682** .669** .573** .647** 1 .824** 

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

N 100 100 100 100 100 100 100 100 100 

Total_X1 Pearson Correlation .832** .790** .851** .850** .850** .812** .847** .824** 1 

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

N 100 100 100 100 100 100 100 100 100 

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

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.936 8 
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2. Variabel Online Customer Review (X2) 

Correlations 

 X2.01 X2.02 X2.03 X2.04 X2.05 X2.06 X2.07 X2.08 Total_X2 

X2.01 Pearson Correlation 1 .401** .442** .865** .702** .324** .762** .423** .780** 

Sig. (2-tailed)  .000 .000 .000 .000 .001 .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.02 Pearson Correlation .401** 1 .709** .500** .425** .803** .431** .668** .809** 

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

N 100 100 100 100 100 100 100 100 100 

X2.03 Pearson Correlation .442** .709** 1 .457** .468** .691** .381** .550** .770** 

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

N 100 100 100 100 100 100 100 100 100 

X2.04 Pearson Correlation .865** .500** .457** 1 .564** .397** .654** .503** .788** 

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

N 100 100 100 100 100 100 100 100 100 

X2.05 Pearson Correlation .702** .425** .468** .564** 1 .429** .740** .446** .758** 

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

N 100 100 100 100 100 100 100 100 100 

X2.06 Pearson Correlation .324** .803** .691** .397** .429** 1 .474** .638** .780** 

Sig. (2-tailed) .001 .000 .000 .000 .000  .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.07 Pearson Correlation .762** .431** .381** .654** .740** .474** 1 .376** .765** 

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

N 100 100 100 100 100 100 100 100 100 

X2.08 Pearson Correlation .423** .668** .550** .503** .446** .638** .376** 1 .746** 
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Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 

N 100 100 100 100 100 100 100 100 100 

Total_X2 Pearson Correlation .780** .809** .770** .788** .758** .780** .765** .746** 1 

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

N 100 100 100 100 100 100 100 100 100 

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

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.904 8 
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3. Variabel Minat Beli (Y) 

Correlations 

 Y.01 Y.02 Y.03 Y.04 Y.05 Y.06 Total_Y 

Y.01 Pearson 

Correlation 

1 .546** .677** .801** .445** .633** .851** 

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

N 100 100 100 100 100 100 100 

Y.02 Pearson 

Correlation 

.546** 1 .597** .485** .682** .366** .759** 

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

N 100 100 100 100 100 100 100 

Y.03 Pearson 

Correlation 

.677** .597** 1 .584** .503** .606** .827** 

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

N 100 100 100 100 100 100 100 

Y.04 Pearson 

Correlation 

.801** .485** .584** 1 .605** .664** .851** 

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

N 100 100 100 100 100 100 100 

Y.05 Pearson 

Correlation 

.445** .682** .503** .605** 1 .516** .766** 

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

N 100 100 100 100 100 100 100 

Y.06 Pearson 

Correlation 

.633** .366** .606** .664** .516** 1 .784** 

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

N 100 100 100 100 100 100 100 

Total_Y Pearson 

Correlation 

.851** .759** .827** .851** .766** .784** 1 

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

N 100 100 100 100 100 100 100 

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

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.892 6 
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Lampiran 04. Analisis Deskriptif 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Direct Marketing 100 24.00 40.00 35.2200 4.38450 

Online Customer Review 100 24.00 40.00 34.3500 3.71014 

Minat Beli 100 18.00 30.00 25.8900 2.98784 

Valid N (listwise) 100     
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Lampiran 05. Uji Asumsi Klasik 

1. Uji Normalita

 

2. Uji Multikolinieritas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 3.414 2.201  1.551 .124   

Direct Marketing .231 .052 .339 4.439 .000 .848 1.179 

Online Customer 

Review 

.418 .061 .518 6.792 .000 .848 1.179 

a. Dependent Variable: Minat Beli 

 

 



 

 

 

 

 

 

3. Uji Heterokedastisitas 

 
 

 

 

 

 

 

 

  



 

 

 

 

 

 

Lampiran 06. Pengujian Hipotesis 

1. Koefisien Regresi dan Uji t 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.414 2.201  1.551 .124 

Direct Marketing .231 .052 .339 4.439 .000 

Online Customer 

Review 

.418 .061 .518 6.792 .000 

a. Dependent Variable: Minat Beli 

 

2. Koefisien Determinasi  

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .721a .521 .511 2.09012 

a. Predictors: (Constant), Online Customer Review, Direct Marketing 

 

3. Uji F 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 460.034 2 230.017 52.652 .000b 

Residual 423.756 97 4.369   

Total 883.790 99    

a. Dependent Variable: Minat Beli 

b. Predictors: (Constant), Online Customer Review, Direct Marketing 

 

F-Tabel = (2:100) adalah 3,09 

  



 

 

 

 

 

 

Lampiran 07. Dokumentasi 
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