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LAMPIRAN

Lampiran 1 Hasil Uji Validitas
A. Viral Marketing (X1)

Correlations

X1.1 X1.2 X1.3 X1.4 X1.5 VM
X1.1  Pearson Correlation 1 .201" .266™ .269™ .335" .615™
Sig. (2-tailed) .049 .009 .008 .001 .000
N 96 96 96 96 96 96
X1.2 Pearson Correlation .201" 1 .490™ 215" .365" 579"
Sig. (2-tailed) .049 .000 .036 .000 .000
N 96 96 96 96 96 96
X1.3  Pearson Correlation .266™ 490" 1 4217 .350" 725"
Sig. (2-tailed) .009 .000 .000 .000 .000
N 96 96 96 96 96 96
X1.4 Pearson Correlation .269" 215" 4217 1 521" 773
Sig. (2-tailed) .008 .036 .000 .000 .000
N 96 96 96 96 96 96
X1.5 Pearson Correlation .335" .365™ .350™ 521" 1 724"
Sig. (2-tailed) .001 .000 .000 .000 .000
N 96 96 96 96 96 96
VM Pearson Correlation .615™ 579" 725" 773" 724" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 96 96 96 96 96 96
*, Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).
B. Brand Experience (X2)
Correlations
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 BE
X2.1  Pearson Correlation 1 .619" .599" .661" 526" .582" .768"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 96 96 96 96 96 96 96
X2.2  Pearson Correlation .619™ 1 691" .630™ 587" .646™ .823"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 96 96 96 96 96 96 96
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X2.3

X2.4

X2.5

X2.6

BE

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

.599™

.000
96

661"

.000
96

.526™

.000
96

.582™

.000
96

.768™

.000
96

691" 1 .834™ .664™ .739™ .904™
.000 .000 .000 .000 .000
96 96 96 96 96 96
.630™ .834" 1 .624™ 742™ .892™
.000 .000 .000 .000 .000
96 96 96 96 96 96
587" .664™ .624™ 1 .629™ 799"
.000 .000 .000 .000 .000
96 96 96 96 96 96
646" 739" 7427 629" 1 .865™
.000 .000 .000 .000 .000
96 96 96 96 96 96
.823" .904™ .892" .799™ .865™ 1

.000 .000 .000 .000 .000
96 96 96 96 96 96

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

C. Brand Image (X3)

Correlations

Brand Image
X3.1 X3.2 X3.3 X3.4 X3.5 (X3)

X3.1 Pearson Correlation 1 .646™ .600™ 469" 563" 794"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 96 96 96 96 96 96

X3.2 Pearson Correlation .646" 1 627" 525" .595" .833"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 96 96 96 96 96 96

X3.3 Pearson Correlation .600™ 627" 1 .657" .650™ .851"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 96 96 96 96 96 96

X3.4 Pearson Correlation 469" 525" 657" 1 .706™ .812"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 96 96 96 96 96 96

X3.5 Pearson Correlation 563" .595™ .650" .706™ 1 .841"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 96 96 96 96 96 96
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Brand Image Pearson Correlation 794" .833" .851" .812" .841" 1
(X3) Sig. (2-tailed) .000 .000 .000 .000 .000
N 96 96 96 96 96 96
**, Correlation is significant at the 0.01 level (2-tailed).
D. Niat Pembelian Ulang (Y)
Correlations
Niat
Pembelian
Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Ulang (Y)

Y1.1 Pearson 1 .769" .618™ 631" 577 .833"

Correlation

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

N 96 96 96 96 96 96
Y1.2 Pearson 769" 1 767" .648™ .546™ .863"

Correlation

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

N 96 96 96 96 96 96
Y1.3 Pearson .618" 767" 1 799" .616" .888"

Correlation

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

N 96 96 96 96 96 96
Y1.4 Pearson .631" .648" 799" 1 .686" .884™

Correlation

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

N 96 96 96 96 96 96
Y1.5 Pearson 577" 546" .616" .686" 1 811"

Correlation

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

N 96 96 96 96 96 96
Niat Pembelian Ulang  Pearson .833" .863™ .888™ .884" 811" 1
Y) Correlation

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

N 96 96 96 96 96 96

**_Correlation is significant at the 0.01 level (2-tailed).
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Lampiran 2 Hasil Uji Reabilitas
A. Viral Marketing (X1)

Reliability Statistics X1

Cronbach's
Alpha N of Items
.702 5

B. Brand Experience (X2)

Reliability Statistics X2
Cronbach's
Alpha N of Items
.918 6

C. Brand Image(X3)

Reliability Statistics X3

Cronbach's Alpha N of Items
.881 5

D. Niat Pembelian Ulang (Y)

Reliability Statistics Y

Cronbach's
Alpha N of Items
.907 5
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Lampiran 3 Deskripsi Identitas Responden

A. Berdasarkan jenis kelamin

JK
Cumulative
Frequency Percent Valid Percent Percent
Valid Perempua 96 100.0 100.0 100.0
B. Berdasarkan Tahun angkatan
ANGKATAN
Cumulative
Frequency Percent Valid Percent Percent

Valid 2018 69 71.9 71.9 71.9
2019 5 5.2 5.2 77.1
2020 8 8.3 8.3 85.4
2021 14 14.6 14.6 100.0

Total 96 100.0 100.0

Lampiran 4 Hasil Jawaban Terhadap Variabel-variabel

A. Viral Marketing (X1)

Statistics
X1.1 X1.2 X1.3 X1.4 X1.5
N Valid 96 96 96 96 96
Missing 0 0 0 0 0
Mean 4.28 457 421 3.68 453
Median 4.00 5.00 4.00 4.00 5.00
Std. Deviation .830 .538 .780 1.071 .632
Minimum 1 3 1 1 3
Maximum 5 5 5 5 5
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X1.1

Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 1 1.0 1.0 1.0
Tidak Setuju 3 3.1 3.1 4.2
Ragu-Ragu 8 8.3 8.3 12.5
Setuju 40 41.7 41.7 54.2
Sangat Set5uju 44 45.8 45.8 100.0
Total 96 100.0 100.0
X1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid Ragu-Ragu 2 2.1 2.1 2.1
Setuju 37 38.5 38.5 40.6
Sangat Set5uju 57 59.4 59.4 100.0
Total 96 100.0 100.0
X1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 1 1.0 1.0 1.0
Tidak Setuju 1 1.0 1.0 2.1
Ragu-Ragu 12 12.5 12.5 14.6
Setuju 45 46.9 46.9 61.5
Sangat Set5uju 37 38.5 38.5 100.0
Total 96 100.0 100.0
X14
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 4 4.2 4.2 4.2
Tidak Setuju 10 10.4 10.4 14.6
Ragu-Ragu 21 21.9 21.9 36.5
Setuju 39 40.6 40.6 77.1
Sangat Set5uju 22 22.9 22.9 100.0
Total 96 100.0 100.0
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X1.5

Cumulative
Frequency Percent Valid Percent Percent
Valid Ragu-Ragu 7 7.3 7.3 7.3
Setuju 31 32.3 32.3 39.6
Sangat Set5uju 58 60.4 60.4 100.0
Total 96 100.0 100.0
B. Brand Experience (X2)
Statistics
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6
N Valid 96 96 96 96 96 96
Missing 0 0 0 0 0 0
Mean 4.05 3.63 3.73 3.85 3.86 3.73
Median 4.00 4.00 4.00 4.00 4.00 4.00
Std. Deviation 773 .987 1.100 1.046 1.001 1.061
Minimum 2 1 1 1 1 1
Maximum 5 5 5 5 5 5
X2.1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 2.1 2.1 2.1
Ragu-Ragu 20 20.8 20.8 22.9
Setuju 45 46.9 46.9 69.8
Sangat Set5uju 29 30.2 30.2 100.0
Total 96 100.0 100.0
X2.2
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 2 2.1 2.1 2.1
Tidak Setuju 12 12.5 12.5 14.6
Ragu-Ragu 23 24.0 24.0 38.5
Setuju 42 43.8 43.8 82.3
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Sangat Set5uju 17 17.7 17.7 100.0

Total 96 100.0 100.0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 5 5.2 5.2 5.2
Tidak Setuju 8 8.3 8.3 13.5
Ragu-Ragu 20 20.8 20.8 34.4
Setuju 38 39.6 39.6 74.0
Sangat Set5uju 25 26.0 26.0 100.0
Total 96 100.0 100.0
X2.4
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 3 3.1 3.1 3.1
Tidak Setuju 7 7.3 7.3 10.4
Ragu-Ragu 21 21.9 21.9 32.3
Setuju 35 36.5 36.5 68.8
Sangat Set5uju 30 31.3 31.3 100.0
Total 96 100.0 100.0
X2.5
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 3 3.1 3.1 3.1
Tidak Setuju 6 6.3 6.3 9.4
Ragu-Ragu 19 19.8 19.8 29.2
Setuju 41 42.7 42.7 71.9
Sangat Set5uju 27 28.1 28.1 100.0
Total 96 100.0 100.0

X2.6



Cumulative

Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 2 2.1 2.1 2.1
Tidak Setuju 11 115 115 135
Ragu-Ragu 25 26.0 26.0 39.6
Setuju 31 32.3 32.3 71.9
Sangat Set5uju 27 28.1 28.1 100.0
Total 96 100.0 100.0
C. Brand Image (X3)
Statistics
X3.1 X3.2 X3.3 X3.4 X3.5
N Valid 96 96 96 96 96
Missing 0 0 0 0 0
Mean 4.24 4.15 4.38 4.20 4.34
Median 4.00 4.00 4.00 4.00 4.00
Std. Deviation .736 .833 .700 776 .662
Minimum 2 1 2 2 2
Maximum 5 5 5 5 5
X3.1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 1 1.0 1.0 1.0
Ragu-Ragu 14 14.6 14.6 15.6
Setuju 42 43.8 43.8 59.4
Sangat Set5uju 39 40.6 40.6 100.0
Total 96 100.0 100.0
X3.2
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 1 1.0 1.0 1.0
Tidak Setuju 2 2.1 2.1 3.1
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Ragu-Ragu 15 15.6 15.6 18.8
Setuju 42 43.8 43.8 62.5
Sangat Set5uju 36 37.5 37.5 100.0
Total 96 100.0 100.0
X3.3
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 2.1 2.1 2.1
Ragu-Ragu 6 6.3 6.3 8.3
Setuju 42 43.8 43.8 52.1
Sangat Set5uju 46 47.9 47.9 100.0
Total 96 100.0 100.0
X3.4
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 3.1 3.1 3.1
Ragu-Ragu 12 12.5 125 15.6
Setuju 44 45.8 45.8 61.5
Sangat Set5uju 37 38.5 38.5 100.0
Total 96 100.0 100.0
X3.5
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 1 1.0 1.0 1.0
Ragu-Ragu 7 7.3 7.3 8.3
Setuju 46 47.9 47.9 56.3
Sangat Set5uju 42 43.8 43.8 100.0
Total 96 100.0 100.0




D. Niat Pembelian Ulang (Y)

Statistics
Y1.1 Y1.2 Y1.3 Y1.4 Y1.5

N Valid 96 96 96 96 96

Missing 0 0 0 0 0

Mean 3.94 3.88 3.51 3.35 3.60

Median 4.00 4.00 3.00 3.00 4.00

Std. Deviation 831 811 .883 .906 .957

Minimum 2 2 2 1 1

Maximum 5 5 5 5 5

Y1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 4 4.2 4.2 4.2
Ragu-Ragu 24 25.0 25.0 29.2
Setuju 42 43.8 43.8 72.9
Sangat Set5uju 26 27.1 27.1 100.0
Total 96 100.0 100.0
Y1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 3.1 3.1 3.1
Ragu-Ragu 29 30.2 30.2 33.3
Setuju 41 42.7 42.7 76.0
Sangat Set5uju 23 24.0 24.0 100.0
Total 96 100.0 100.0
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Y1.3

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 11.5 115 11.5
Ragu-Ragu 39 40.6 40.6 52.1
Setuju 32 33.3 33.3 85.4
Sangat Set5uju 14 14.6 14.6 100.0
Total 96 100.0 100.0
Y14
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 1 1.0 1.0 1.0
Tidak Setuju 14 14.6 14.6 15.6
Ragu-Ragu 42 43.8 43.8 59.4
Setuju 28 29.2 29.2 88.5
Sangat Set5uju 11 11.5 11.5 100.0
Total 96 100.0 100.0
Y15
Cumulative
Frequency Percent Valid Percent Percent
Valid Sangat Tidak Setuju 2 2.1 2.1 2.1
Tidak Setuju 9 9.4 9.4 11.5
Ragu-Ragu 31 32.3 32.3 43.8
Setuju 37 38.5 38.5 82.3
Sangat Set5uju 17 17.7 17.7 100.0
Total 96 100.0 100.0
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Lampiran 5 Uji Asumsi Kalsik

A. Uji Normalitas

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: NPU

B. UJi Heterokedasitas
Coefficients?®
Standardize
Unstandardized d Collinearity
Coefficients Coefficients Statistics
Toleranc
Model B Std. Error Beta t Sig. e VIF
1 (Constant 2.145 2.581 .831 .408
)
VM .246 .137 176 1.805 .074 577 1.733
BE .385 .089 518 4.334 .000 .382 2.618
Bl .099 131 .080 .753 454 478 2.094

a. Dependent Variable: NPU
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C. Uji Multikonealiritas

Scatterplot
Dependent Variable: NPU

Regression Studentized Residual
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Regression Standardized Predicted Value

Lampiran 6 Uji Regresi Linier Berganda

Unstandardized

Coefficients?
Standardized

Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 2.145 2.581 .831 .408
VM .246 137 176 1.805 .074 577 1.733
BE .385 .089 .518 4.334 .000 .382 2.618
Bl .099 131 .080 .753 454 478 2.094
a. Dependent Variable: NPU
Lampiran 7 Uji F (Simultan)
ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 665.635 3 221.878 30.387 .000"
Residual 671.771 92 7.302
Total 1337.406 95

a. Dependent Variable: NPU
b. Predictors: (Constant), Bl, VM, BE
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Lampiran 8 Koefisien Determinasi

Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .7052 498 481 2.702

a. Predictors: (Constant), Bl, VM, BE
b. Dependent Variable: NPU
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Lampiran 9 Kusioner
KUSIONER
PENELITIAN

“PENGARUH VIRAL MARKETING, BRAND EXPERIENCE, DAN BRAND
IMAGE TERHADAP NIAT PEMBELIAN ULANG (Survey pada konsumen
Skincare Scarlett Whitening Mahasisswa Universitas Muhammadiyah

Ponorogo)”

Assalamualaikum wr.wb

Saya Okta Viana Kristyanai, mahasiswa Prodi Manajemen Universitas
Muhammadiyah Ponorogo yang sedang menyusun skripsi berjudul “PENGARUH
VIRAL MARKETING, BRAND EXPERIENCE, DAN BRAND IMAGE TERHADAP
NIAT PEMBELIAN ULANG (Survey pada konsumen Skincare Scarlett Whitening
Mahasisswa Universitas Muhammadiyah Ponorogo)”. Bersama dengan ini saya
memohon saudra/i mengisi kusioner penelitian saya, adapun hasil dari kuesioner ini
akan digunakan sebagai bahan penyusunan skripsi pada program sarjana Universitas
Muhammadiyah Ponorogo. Peneliti mengucapkan terima kasih yang sebesar-besarnya
atas kesediaan saudara/i telah meluangkan waktu untuk menjawab semua pertanyaan

dalam kuesioner ini.
Woaalaikumssalam wr.wb

Peneliti,
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PETUNJUK PENGISIAN

Saudara/i cukup memberikan tanda (V) pada pilihan jawaban yang tersedia sesuai

dengan pendapat saudara/i. Kriteria penilaiannya adalah sebagai berikut :
1 = Sangat Tidak Setuju
2 = Tidak Setuju
3 = Ragu-ragu
4 = Setuju
5 = Sangat Setuju
IDENTITAS RESPONDEN

1. Responden Pengguna produk Skincare Scarlett Whitening

2. NAMA

3. JENIS KELAMIN

] Laki laki ] Perempuan

4, PRODI
[] Manajemen [ D3 Akuntasi 1 S1Akuntasi

1 Ekonomi Pembangunan

5. ANGKATAN

1 2018 [ 2019 1 2020 [ 2021
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A. VIRAL MARKETING (X1)

NO Pernyataan STS| TS | RR SS
Pengetahuan Produk

1. Saya mengetahui produk Scarlett dari
media social dan aplikasi tiktok

2. Merek Scarlett merupakan merek yang
sudah terdaftar di BPOM dan aman
digunakan

Kejelasan Produk

3. Informasi terkait produk Scarlett pada akun
@Scarlett.official ~disampaikan dengan
jelas

Membicarakan Produk

4. Saya sering membicarakan produk Scarlett
dengan teman dan kerabat saya

5. Konten video review mengenai produk

Scarlett sering saya temui di media social
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B. BRAND EXPERIENCE (X2)

NO Pernyataan STS| TS |RR SS
Sensorial Experience
1. Merek Scarlett memberikan kesan visual
yang kuat
Emotional Experience
2. Ketika melihat merek Scarlett
memunculkan perasaan senang , gembira,
dan riang dari dalam diri saya
3. Saya merasa bangga menggunakan produk
Scarlett
Intelectual Experience
4. Saya merekomendasi merek Scarlett karena
dapat memberi manfaat mencerahkan kulit
Behavariol Experience
5. Promosi yang menarik mendorong saya
untuk membeli produk Scarlett
6. Produk Scarlett dapat memenuhi gaya

hidup yang modern
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C. BRAND IMAGE (X3)
NO Pernyataan STS| TS | RR SS
Reputasi

1. Merek Scarllet memiliki reputasi yang baik
kepada pelanggan

2. Scarlett adalah produk perawatan wajah
dan tubuh yang berkualitas

Terkenal

3. Scarlett adalah merek perawatan wajah dan
tubuh yang terkenal

4. Merek Scarllet merupakan merek yang
masuk dalam kategori top brand pada
produk perawatan wajah dan tubuh di
Indonesia

Mudah diingat

5. Scarlett merupakan nama merek yang unik

dan mudah diingat
D. NIAT PEMBELIAN ULANG (Y)
NO Pernyataan STS| TS | RR SS
Minat Transaksional

1. Saya mempunyai keinginan membeli ulang

produk Scarlett
Minat Refrensi

2. Saya akan merekomendasikan produk

Scarlett kepada teman, dan keluarga saya
Minat Preferensial
3. Saya lebih suka produk Scarlett di

banding dengan merek lain
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Scarlett menjadi prioritas pilihan pertama

untuk perawatan wajah dan tubuh saya

Minat Eksploratif

Saya tertarik untuk terus mencari informasi

tentang produk Scarlett
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Lampiran 10 Tabulasi Data

Niat Pembelian Ulang (Y)

Y1l

23

17

22

25

19

20

16

19

24

21

10

20

20

21

18

18

25

22

Y15

Y14

Y1.3

Y1.2

Y1.1

Brand Image (X3)

X3

X3.4 | X3.5

X3.3

X3.2

X3.1

Brand Experience (X2)

X2

X2.6

X2.4 | X2.5

X2.3

X2.2

X2.1

Viral Marketing (X1)

X1

23

23

X1.4 | X1.5

X1.3

X1.2

X1.1

NO

10

11

12

13

14

15

16

17

18
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