BABYV

PENUTUP

Pada bab ini akan dibahas kesimpulan akhir dari penclitian tentang
pengaruh kredibilitas endorser (daya tarik fisik, kepercayaan dan keahlian)
selebriti dan non selebriti pada sikap pelanggan terhadap iklan, sikap pelanggan
terhadap merek, dan niat beli konsumen pada iklan handphone Samsung. Selain
itu, dalam bab ini juga, peneliti memberikan beberapa saran dan masukan yang
diharapkan dapat bermanfaat bagi perusahaan Samsung sekaligus bagi penelitian

selanjutnya.

5.1. Kesimpulan
Berdasarkan hasil analisis data penelitian yang sudah dilakukan, maka dapat
dapat ditarik kesimpulan sebagai berikut :

1. Dari hasil analisis regresi dapat ditarik kesimpulan bahwa dalam iklan
handphone Samsung Champ dengan endorser Ayu Ting-Ting, daya tarik
fisik dan kepercayaan selebriti berpengaruh pada sikap pelanggan terhadap
iklan, tetapi keahlian selebriti tidak berpengaruh pada sikap pelanggan
terhadap iklan. Sedangkan dalam iklan handphone Samsung Chat dengan
endorser anak sekolah, daya tarik fisik dan keahlian non selebriti
berpengaruh pada sikap pelanggan terhadap iklan, tetapi untuk kepercayaan
non selebriti tidak berpengaruh pada sikap pelanggan terhadap iklan.

Keahlian endorser selebriti yang tidak relevan membentuk sikap yang
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negatif terhadap iklan Samsung Champ, sedangkan ketidakpercayaan pada
endorser non selebriti juga membentuk sikap yang negatif terhadap iklan

Samsung Chat.

. Dari hasil analisis regresi dapat ditarik kesimpulan bahwa dalam iklan
handphone Samsung Champ dengan endorser Ayu Ting-Ting, daya tarik
fisik dan kepercayaan selebriti tidak berpengaruh pada sikap pelanggan
terhadap merek, tetapi keahlian selebriti berpengaruh pada sikap pelanggan
terhadap merek. Sedangkan dalam iklan handphone Samsung Chat dengan
endorser anak sekolah, daya tarik fisik dan keahlian non selebriti
berpengaruh pada sikap pelanggan terhadap merek, tetapi untuk
kepercayaan non selebriti tidak berpengaruh pada sikap pelanggan terhadap
merek. Endorser harus memiliki nilai, perilaku, pribadi yang baik,
menyenangkan dan bisa dipercaya untuk membentuk sikap yang positif
terhadap merek.

. Dari hasil analisis regresi dépat ditarik kesimpulan bahwa dalam iklan
handphone Samsung Champ dengan endorser Ayu Ting-Ting, daya tarik
fisik, kepercayaan, dan keahlian selebriti tidak berpengaruh pada niat beli
konsumen. Sedangkan dalam iklan handphone Samsung Chat dengan
endorser anak sekolah, daya tarik fisik, kepercayaan, dan keahlian non
selebriti berpengaruh pada niat beli konsumen. Kunci keberhasilan
endorser adalah kemampuan untuk menciptakan awareness sehingga

memberikan motivasi yang positif terhadap niat beli konsumen.
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4. Dari hasil analisis uji beda (t-fesf) dan wawancara informal terhadap
responden, dapat ditarik kesimpulan bahwa daya tarik fisik, kepercayaan,
sikap pelanggan terhadap iklan, sikap pelanggan terhadap merek, dan niat
beli konsumen memiliki perbedaan yang signifikan antara iklan dengan
endorser selebriti dan non selebriti. Sedangkan untuk keahlian tidak
memiliki perbedaan yang signifikan antara iklan dengan endorser selebriti
dan non selebriti. Hal ini menunjukkan bahwa endorser selebriti dan non
selebriti mempunyai pengetahuan dan keterampilan yang sama dalam
memberikan informasi sebuah produk yang diiklankan sehingga mampu
meyakinkan konsumen. Dari hasil analisis uji beda (¢-tesf) dan wawancara
informal terhadap responden juga dapat ditarik kesimpulan bahwa iklan
dengan endorser non selebriti lebih memiliki pengaruh yang kuat daripada
iklan dengan endorser selebriti. Endorser harus mempunyai daya tarik yang
menarik, berpengetahuan, mampu berkomunikasi dengan baik, serta
memiliki keahlian yang dapat membentuk sikap positif terhadap iklan,

merek maupun niat beli.

5.2. Implikasi Manajerial

Perusahaan Samsung harus memilih endorser yang tepat dengan segmen
pasar yang dibidik dalam mendukung sebuah iklan, apakah produk yang dijual
termasuk ke dalam segmen pasar menengah ke atas atau menengah ke bawah,
tidak hanya melihat popularitas selebriti, tetapi harus benar-benar

mempertimbangkan keahlian, daya tarik fisik, dan kepercayaan yang dimiliki

59



endorser. Hal ini dikarenakan bahwa variabel keahlian selebriti yang tidak
mempengaruhi sikap pelanggan terhadap iklan, variabel daya tarik fisik dan
kepercayaan selebriti yang tidak mempengaruhi sikap pelanggan terhadap merek,
serta variabel daya tarik fisik, kepercayaan, dan keahlian selebriti yang tidak
mempengaruhi niat beli.

Perusahaan Samsung juga perlu menampilkan dalam iklan produk yang
dibuat mengenai fasilitas, fitur, dan berbagai kelebihan dari produk yang akan
dipasarkan. Hal tersebut berguna untuk memberikan lebih banyak informasi
kepada calon konsumen yang pada akhirnya akan meningkatkan niat beli
konsumen.

Selain itu, Perusahaan Samsung juga dapat bekerja sama dengan provider
untuk menawarkan berbagai fasilitas di iklan handphone Samsung. Misalnya
untuk prdduk Samsung Champ, karena segmen pasarnya adalah menengah ke
bawah, maka Perusahaan Samsung yang menggunakan endorser Ayu Ting-Ting
dapat bekerja sama dengan provider XL yang menawarkan fasilitas chatting gratis

dengan Ayu Ting-Ting.

5.3. Keterbatasan Penelitian

Dalam penelitian ini responden lebih menyukai iklan dengan endorser non
selebriti dibandingkan dengan endorser selebriti karena endorser yang kurang
sesuai dengan responden untuk iklan dengan endorser selebriti. Untuk iklan
handphone Samsung Champ dengan endorser Ayu Ting-Ting yang identik

dengan dangdut dan memiliki segmen pasar menengah ke bawah, tidak sesuai
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dengan responden yang mayoritas mahasiswa yang berasal dari Universitas Atma
Jaya Yogyakarta yang dapat dikatakan memiliki gaya hidup menengah ke atas.
Selain itu, dengan harga Samsung Champ yang berkisar antara Rp 600.000 — Rp
700.000 tidak sesuai dengan gaya hidup responden mahasiswa Atma Jaya yang
rata-rata memiliki handphone dengan harga di atas Rp 1.000.000 yang
menyebabkan responden membentuk sikap negatif terhadap penelitian ini. Selain
itu, tidak ada kriteria yang jelas untuk responden yang digunakan dalam penelitian

5.4. Saran

Pada hasil regresi, untuk variabel-variabel yang menunjukkan angka
adjusted R square kecil yang berarti variabel tersebut hanya memberikan
pengaruh yang kecil, untuk penelitian selanjutnya dapat ditambahkan faktor-faktor
lain y#ng mungkin mempengaruhi variabel tersebut, diantaranya adalah brand
personality dan product characteristics.

Untuk penelitian selanjutnya, dapat memilih responden yang tepat yang
sesuai dengan segmen pasar dari objek penelitian, karena jika responden tepat
maka hal tersebut juga akan memengaruhi hasil dari penelitian yang dilakukan.
Selain itu, diperlukan kriteria yang jelas untuk responden dalam penelitian
selanjutnya, misalnya apakah responden pernah menggunakan atau memiliki

merek dalam objek penelitian.
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IDENTITAS RESPONDEN

. Nomor Responden

. Jenis kelamin : L/ P (lingkari salah satu)

. Usia (pilih salah satu) :

a. <I8 tahun d. 24-26 tahun
b. 18-20 tahun e. >26 tahun
c. 21-23 tahun

. Fakultas

. Universitas

- Rata-rata pendapatan / Uang saku per bulan (pilih salah satu)
a. <Rp250.000

b. Rp251.000 - Rp 500.000

c. Rp 501.000 - Rp 750.000

d. Rp 751.000—Rp 1.000.000

e. Rp 1.001.000 —Rp 1.250.000

f. >Rp 1.251.000



UB{SBNWSA UBYSENwWIAN JEPLL
Hred selenyy YBpUNy seNEnd]
oms . ®INS UPLL
usyBusus usiy myBueuokusjy YepLL
qeg nmg

L 9 s 14 € (4 1

(Buy1-3uy, nAy Jassopus ueduap dwsy) Sunswss anoydpuvy)
BN depeysa], spuy deyis weuuusuew Sued isi| Y0sY0 Bpue; Yeluaq <, fedums | e[S ked

WM depeysa ] usdduspg deyig
JuBuLIOJU] JEJISIIg Jueuuojuj 18315394 JBPLL
Jupory JuBory yBpLL
ins o30S 8pPLL
JUBUIA UBUIN YBPLL
Jreq Jnmyg
L 9 S 14 € [4 I

I

(Bus1-8ur], nly Jassopus uedusp dwey) Sunswmeg suoydpuvy)
uspy] depsysa] epuy dexis wequnuusousw Suvk Isi Hosyo wpuwl yepeq ¢, fedums | BEYys Leg
uspy] depsysa], usBdusjag demg

i

pduming niduressj S{EpLL
seEnag SB[ YEPLL
sun] uenyeiofuadiog nduss wenymasuadiog
upwepBuading weamesuadiag yeprL
1qv 3ueloss 1Iqv SuBioag umyng
9 S 14 € [4 i

‘durey) Sunswieg uspl uepep (Su1L-3wy nAy) NUQaIs
usyqeay] dupeyss) spuy uveswiad ueyupuusouow Junk ISI| Y22yO BPUB) YBLAq ‘L TRdwmes | BE)S MB(

eAeasadi(y edeq edroradi(q sedeq yepll,

snmj SNL 3EPLL

mfng Jnfnf yEpLL

umyEpuBl( Jedeq ueyepuel( ledeq JepLL

(1eqe1121) EpUBH (1eqey1es-uon) [BPUBY NEPLL
S

‘durey) Sunsweg wepy urep (Sur)-3ull niy) nuqajes ussisasaday
depequs) epuy uweseisd weymuusousw Sumk ISy Wooud wpuwl yeuaq ‘L redwms | wEyS Leq

wdog BUBYIDPIS
wedure ] smus) b Gty
sejoMIog Seja)I3g epLL
NUBIIN JUBTIA ¥BPLL

9 s 14 € [4 i

‘dureq) Sunsures wepyt wrerep (SuiL-Swl ndy) HUQIIAS Nistd
juB], sAeq depeyIa spuy ussseiad uBUTLLIAOUSW SuBA IST| OO BPUB) UYBILIAq ‘¢ tedumms | vRYS LeQ

usiquay nup ‘ussdvoraday] ‘yisig jlasy sAeq




up{Bunjy jedueg un{BuniAl JepLL 188uss

L 9 S 14 £ (4 1

0%l Ip (durey) Sunsureg
auoydpupy) InqasIoy xnpolid Jn¥e BIEOAS UBOUIW ¥nyun epuy uBuR{Sunwdy ueSusp euewreSeg ‘¢

unyBunpy 188ug upfBuniy SeptL jeduss

L 9 § 14 £ [4 1

4001 Appdsip 1p 1edupioy
il (dury)) Bunsumg avoydpuvy) rur ynpoid Bqosusw UBNE BpUY UBUR{Sunmway weBusp puvweSeg T

upjBunp 1e8umg unjSunyy yepty, jeueg

{(dureyD Sunsureg auoydpupy) ur ynpord 1squow wexe epuy usuniSunway weSusp evewrreSeq |

*(8uj1-3m1 ], ndy sass0pus uvluap dwey)

Sunsweg awoydpupy) 1uj Nnpod |[PQWIIN BpUY IBIN UsSusp wmmiiaq Susd Inuaq uweluwuad

-weeAusyod depeqss) epuy Uesselad UBNUTULISOUSW Hurd 11| }0oyd epuw) ye[Uaq ‘, redures | efeys g
uBijaqmad IBIN Al



UBYSBNWIN UBSUNWIIA HEPLL
Aleg seypeny] Yepuay SEiEny
ming ons FEpLL
ueySueuskus]y uByBuBuaAUSI NEPLL
red jung

L 9 S 14 £ T 1

(4BloNaS NBUY Jasiopua neduap 8y Sunsweg awoydpuvy)
W depuyid], epuy dexis veyuuuoousw Suek 11| ooYd vpuwl Yeudq L redums | es teq
yasapy depeyasay usd3usjeg denis ‘In

Jneuuojuy myisisg Jueunioguy 183119 YBPLL
Jueary Jnesary 3BpLL
g g FEpLL
JuUBUSIN JUBUSN YBPLL
Ireg Jung
L 9 S 14 £ [4 1

(quionas Yvuy Jassopus usduap yeq) Sunswsg suoydpunyy)
uspi] depsgay spuy denis veymuusousw Juek isi| Hooyo vpuwl Ye[uaq ‘L fedwes | sEys Led
uwyyq] depugaa ] use3dasjg deyis 1

ndumis pduressy, yepLL
Sejienpog seeniog yupLL
sen] uenyeioBuadiog ndwog menymeduadisg
weurepiusdiag uwsmrereSuadiag yepiy,
1Yy Surioes gV Susi0ag umng

4 € [4 1

1oy Sunsareg uBpf wepep (Yroxas yewe) wepjiduad
usgjqedy dupeys epuy useseiod uwurUUsOUSW Buek ISty ooy vpuR] ye[LIeq ¢ redums | BEYS WUBQ

eAeosadiq] tedeq sheordiq 1edeq eplL |

snng, SR YepLL

mfag Jfaf yepLL

usyEpus|q jedeq uex[EpuBI( jedec JepLL

(15qerj21) EpUBH (1aqu1jos-uol) [UpUBY YUPLL
s | v 11z |1

“Fey) Sunswes wsp weep (YR[oyes yeue) usppSusd ussivasaday

dupeys) epuy uwesersd weymuusouow Sued sy ¥ooyy epwed yejweq ‘. fedums | epeys weq

wedaig BUBYI3PIS
updws 1 /ARuE) Fa1af
i G | SB[3}IY YBPLL
JUBUIN LBUSIAL EPLL

14 £ [4 I

1oy Sunswres uepyr wepEp (qe[ox9s Yeus) wepiBuad Nisig a6y,

sdsq depupa spuy uvesessd uweywruuoousw Jued isif ooud spuwl e[Maq ‘L fedwms | eps Led
asijyeay] usp ‘avelsosaday] ‘yisig N8 8AsQ °




spuy jsedispaeg sy qissY BUMIL

upiBunpy jedues upfSunA YepLL je8ues

$0%01 1p (189D Sunsuresg
suoydpupy) nqas1a) ynpord JuyE B/EOSS LEBOLOW YUN BPUY UeuRiBunwoy weSusp susumedeg €

upfBunpy jeBusg upBunjy yepLL jedues

L 9 S )4 £ < L

40%01 Avydiip 1p 1edepia)
eqif (ieq) Sunsumg awoydpuvy) yuy ympoxd vqosusw uBye BpUY WeuRSnmoy usBusp vuvweSsy ‘7

upBunpy 1eBueg unfBuniAl Yepy, 183ues

Ll ol si v] e} T 1
4(1enD Sumsumg suoydpupy) rm ynpoxd foquisw wexe spuy Ueun{Bunwsy vedusp suswmedeg |

*(yB{0Nas ABUY Lastopus us3uap 18y)

Sunsweg avoydpupy) ] {nposd TPQUILN Bpuy IBIN WSusp umeisq Sued jojusq uweAusuad
-uzeduepad depayio) spuy ueesessd weymLsoust SueA 151] §0aY0 BpUe) YeUaq ‘L reduwes | Bexs UeQ
uslldaqudg IBIN Al



LAMPIRAN 11



HASIL SPSS UJI VALIDITAS

Uji valid daya tarik fisik selebriti

Correlations
P1 P2 P3 P4 _l Tot
[P1 Pearson Cormrelation | 7e3|  .735| 610 .87
Sig. (2-tailed) .000 000 000
N 138 138 138 13§I 1
fp2 Pearson Correlation 763" 1 706" 7757 919
Sig. (2-tailed) .000 . .000 .
N . 138 138 138 138] 138
P3 Pearsen Correlation 735 706 1 658 .876
Sig. (2-tailed) .000 .000] .000 .000,
N 138 138 138| 138) 1
[P4  Pearson Correlation 610" 775" 658" 1 853
Sig. (2-tailed) .000 .000, .000, .
N 138 138 138) 138 1
Tot Pearson Correlation 887" 919" .876~ 853" 1
Sig. (2-tailed) .000 .000 .000 .00C J
N 138 138 138 138 1
*_Correlation is significant at the 0.01 level (2-tailed).
Uji valid kepercayaan selebriti
Correlations
P1 P2 P3 P4 P5 Tot
FP1 Pearson Correlation 1 8417 600" 490" 579" .831
Sig. (2-tailed) .000 .000 oooI .000
N 138 138} 138 138 138 138
|P2 Pearson Correlation 8417 1 646" .5837] .608" .870
Sig. (2-tailed) .000 .000 .000, .000, .00C
N 138 138] 138 138 138 138
IP3  Pearson Correlation 600" 646" 1 797 731 879
Sig. (2-tailed) ogzl .000] .000 .000 .000
N 1 138 138 138} 138 138




[P4 Pearson Comelation 490 583 797 ] 1 696 830
Sig. (2-tailed) .000 .000 .000 .000, .000)
N 138] 138] 138) 138] 138| 138

|Ps Pearson Correlation 579 608! 7317 696~ 1 .848"
Sig. (2-tailed) .000 .000, .000 .000 .000
N 138 138 138| 138) 138 1

Tot Pearson Correlation 8317 870" 879" 830 .848~ 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 138} 13g] 138| 138 138 138

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

Uji valid keahlian selebriti

Correlations
P1 P2 P3 P4 _l P5 Tot
Ip1 Pearson Correlation 1 8527 6547 7427 759" 9107
Sig. (2-tailed) .000 .000 .000 .000
N 138| 138 138} 138
= Pearson Correlation 1 .nsT 708" 751
Sig. (2-tailed) .000 .000 .000
N 138 138 138| 138
Ips Pearson Correlation 728" 1 769" 706~
Sig. (2-tailed) 000 .000 000
N 1 138 138 138
[ps  Pearson Comelation 708" 769" 1 823"
Sig. (2-tailed) .000 .000 000
N 138 138 138 138
les Pearson Correlation 751" 708" 823" 1
Sig. (2-tafled) .000, .000 000,
N 138 138 138 138L
ot Pearson Correlation 914’ 847" .893" 902"
Sig. (2-tailed) .000, .000 000 .000
N 138 138 138 138[ 138

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



Uji valid sikap pelanggan terhadap iklan selebriti

Correlations
P1 P2 P3 P4 P5 Tot
P+ Pearson Correlation 1 758" 523" 542" 793"
Sig. (2-tailed) .000 .000 .000
N 138} 138 138 138
|2 Pearson Correlation 758" 1 718" 661" .908
Sig. (2-tailed) .000 .000, .000
N 138 138} 138 138
[ps  Pearson Comelation 660 | 802" 763 680 903
Sig. (2-tailed) .000] oooi .000 .000)
N 1 138] 1 138
lps Pearson Correlation 523" 7187 1 707" .868
Sig. (2-tailed) .000! .000 .000,
N 138J 138 138 138
[ps  Pearson Comelation 542" 661 ] 707 | 1 843
Sig. (2-tailed) .000 .000 .000)
N 138 138 138 138}
o  Pearson Correlation 793 | 908" | ses"" 843
Sig. (2-taited) .000 .000 .000 .000
N 1 138 138} 138| 138
** Correlation is significant at the 0.01 level (2-tailed).
Uji valid sikap pelanggan terhadap merek selebriti
Correlations
P1 P2 P3 P4 P5 Tot
Pt Pearson Correlation 1 7147 6917 707" 696" 869
Sig. (2-tailed) o .000 .000 .000
N 138 138 13§t 138 138 138
[P2  Pearson Correlation 7147 1 767" 6447 7137 873"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 138 138 138 138 138 138
] Pearson Correlation 6917 767" 1 676 7117 885~
Sig. (2-tailed) .000 .000 .000 .000, .000)
N 138, 138 138i 138 138 138




ﬁP4 Pearson Correlation 70T 844 676 1 754" 864
Sig. (2-tailed) .000 .000 .ooo' .000 .000
N 139! 138 138, 138 138 138
Ts Pearson Correlation 696" 7137 117 7547 1 885~
Sig. (2-tailed) .000, .000 .000 .000 .000
N 138 138 138 138 138 138
Tot Pearson Correlation 869 873" 885~ .864 885 1
Sig. (2-tailed) .000) .000 .000 .000 .000
N 138 138‘ 138 1aa| 138, 138]
**. Correlation is significant at the 0.01 level (2-tailed).
Uji valid niat beli selebriti
Correlations
P1 P2 P3
lp1 Pearson Correlation 1 764 7227
Sig. (2-tailed) .000 000!
N 138 138] 138
HPZ Pearson Correlation 7647 1 7547
Sig. (2-tailed) .000 .000
N 138] 138 138
HP?’ Pearson Correlation 722 7547 1
Sig. (2-tailed) .000 000
N 138 138 138
ot Pearson Correlation 9117 924" 800"
Sig. (2-tailed) .000 .000, .000
N 138 138 138 1

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



Uji Valid daya tarik fisik non selebriti

Correlations
P1 P2 P3 P4
2] Pearson Correlation 1 762" 821" 635
Sig. (2-tailed) .000 oool .000
N 138 138 138
P2 Pearson Correlation 1 688" 620"
Sig. (2-tailed) .000 .000
N 138 138I 138
Ir3 Pearscn Correlation 688~ 1 6427
Sig. (2-tailed) .000, .000
N 138 138 138
P4 Pearson Correlation 620 642" 1
Sig. (2-tailed) .000! .000
N 138 138 138
Tot Pearson Cormelation 874 897 826
Sig. (2-tailed) .000 .000, .
N 138 138 138 1
**_Correlation is significant at the 0.01 level (2-tailed).
Uji valid kepercayaan non selebriti
Correlations
P1 P2 P3 P4 P5 Tot
- Pearson Correlation 1 880" 6737 682" 714 .886
Sig. (2-tailed) .000 .000) .000 .000,
N 138 138 13§| 138
Ip2 Pearson Correlation 1 7367 736 9147
Sig. (2-tailed) oool .000 .000
N 13§| 138 138| 138
les Pearson Correlation 736" 1 830" 893"
Sig. (2-tailed) .000 .000 .000
N 138 138] 138 138
lea Pearson Correlation 736" .830" 1 .894"
Sig. (2-tailed) .000 .000 .000
N 138| 138| 128 138




[ps  Pearson Cormelation 714" 734 780 762 1 890
Sig. (2-tailed) .000, .000 .000 .000 .000
N 138 138} 138 138 138] 138
ot Pearson Correlation 886" 914" 893" .894" 890" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 138 138 138 138 138 1
**_Correlation is significant at the 0.01 level (2-tailed).
Uji valid keahlian non selebriti
Correlations
P1 P2 P3 P4 P5 Tot
[P1 Pearson Correlation 1 8047 606 7017 7377 8917
Sig. (2-tailed) .000 .000 .000! 000, 000]
N 138 138 138 138 1
[P2 Pearson Comefation 1 679 782" 729" 916’
Sig. (2-tailed) .000 .000 .000 .
N 138} 138 135 1ag| 138
IP3 Pearson Correlation 679 1 .661 .565 .790
Sig. (2-tailed) .000 .000 .000 .000
N 138 138 138] 138} 1
fpa Pearson Correlation 7827 6617 1 .760" .888
Sig. (2-tailed) .000 .000 .000, .000)
N 138 138 138 1aa| 138
(] Pearson Correlation 7297 565" 760 1 877"
Sig. (2-tailed) . .000 .000, .
N 138 138 138 138 138
Tot Pearson Correlation 916 790 | .888" 877" 1
Sig. (2-tailed) .000 .000 .000, .000
N 138 138 138| 138 138

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



Uji valid sikap terhadap iklan non selebriti

Correlations
P1 P2 P3 P4 P5 Tot
(] Pearson Correlation 1 810" 793" 785" 689" 891"
Sig. (2-tailed) .000 .000 .000 .000
N 138 138} 138 138 138
P2 Pearson Correlation 810 1 841" .807" 760" .930
Sig. (2-tailed) .000 .000 .000 .000
N 138 138 138 138
(3] Pearson Correlation 793" 1 818" 709" 918"
Sig. (2-tailed) 000 000 000
N 138 138} 138 138,
(2 Pearson Correlation 785" 818" 1 793" .928
Sig. (2-tailed) .000 .000, .000
N 138 138 138 138
Irs Pearson Correlation 689" 709~ 793 1 .873
Sig. (2-tailed) .000 .000 .000
N 1331 138, 138 135!
Tot Pearson Correlation 8917 918" .928" .873"
Sig. (2-tailed) .000 .000, .000 .000
N 138} 138 1 138| 138,
** Correlation is significant at the 0.01 level (2-tailed).
Uji valid sikap terhadap merek non selebriti
Correlations
P1 P2 P3 P4 P5 Tot
Pt Pearson Correlation 1 689~ 7317 774 693" 876"
Sig. (2-tailed) .000 .000 .000 .000) .000
N 138) 138] 138 138 138 138
P2 Pearson Correlation 689" 1 730" 827" 7077 .836"]
Sig. (2-tailed) .000 .000 .000 .000 .000]
N 13§I 138 138 138 138) 138)
|P3 Pearson Correlation 7317 7307 1 750" .8037 .906"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 138} 138| 138 138 138 138




[pa Pearson Correlation 774 627" 750" 1 808" 903"
Sig. (2-tailed) .000, .000 .000 .000 .000
N 138 138 13@1 138 138 138
P5  Pearson Cormelation 693" 707|  .803" 808 | 1 907
Sig. (2-tailed) .000 .000 .000, .000 .000
N 138 138] 138] 13:_3‘ 138 138
Tot Pearson Correlation 876 836 906~ .903" 807" 1
Sig. (2-tailed) .000 .000 .000, .000 .000
N 138 138 138L 138& 138| 138
**_Comelation is significant at the 0.01 leve! (2-tailed).
Uji valid niat beli non selebriti
Correlations
P1 P2 P3
I, Pearson Correlation 1 846~ 844"
Sig. (2-tailed) .000 .000
N 138] 138] 138
5P2 Pearson Correlation .846 1 .821
Sig. (2-tailed) .000 .000
N 138 18 138
fr3 Pearson Correlation 844" 821" 1
Sig. (2-tailed) .000 .000
N 138 138] 138
Tot Pearson Correlation 948~ 9427 9437
Sig. (2-tailed) .000! .000 .000
N 138 138 138 1

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



LAMPIRAN I1I



HASIL SPSS UJI RELIABILITAS

Uji reliabilitas daya tarik fisik selebriti

Case Processing Summary
N %
JCases Valid 138 100.
Excluded® o .0
Total 138 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha items N of items .
.906] .9086]| 4
Summary ltem Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of kems
Jinter-ltem Corvelations .708 610} .775) .165| 1.271 004
tem-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected item- | Squared Multiple] Alpha if item
ltem Deleted ltem Deleted |Total Correlation] Correlation Deleted
P1 13.77! 11.416 .784 .661 .881
P2 13.97 11.262 .847 739 .856]
P3 13.4855 12.193 779 617 .882
P4 13.8696 12.830 750 .627 .892]

Uji reliabilitas kepercayaan selebriti

Case Processing Summary
N %
fCases Valid 138 100.
Excluded® 0 .0
Total 138 100.0]




Case Processing Summary

N %

[Cases Valid 138 100.0

Excluded® 0 .0

Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of ltems
.805] .905} 5
Summary ltem Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
Iinter-item Cormrelations 657 .480] .841 .352| 1.718 011 5]
item-Total Statistics
, Cronbach's

Scale Mean if |Scale Variance if| Comrected ltem- | Squared Multiple] Alpha if item

ftem Deleted item Deleted | Total Comrelation] Comelation Deleted
P1 17.1812 15.11 .728 .723 .891
P2 17.1812 14.456 .784 .750 .87
P3 17.6667 15.217 811 723 .87
P4 17.6594 15.584 .735 .674 .88
PS5 17.5000 14.923) .753 .600,

Uji reliabilitas keahlian selebriti

Case Processing Summary
N %
|Cases Valid 138 100.
Excluded® 0 .0
Total 138 100.0,

a. Listwise deletion based on all variables in the

procedure.



Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha litems N of ltems
.933] .937 9
Summary item Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
Jinter-item Correlations .749| .654 .852 .198| 1.303 .003] 5]
item-Total Statistics
Cronbach's

Scale Meznif |Scale Varance if|] Comrected ltem- | Squared Multiple] Alpha if item

ltem Deleted item Deleted |Total Comrelation| Correlation Deleted
P1 18.0652 19.288| .843 773 916
P2 18.0290 19.722 .854 .784 .91
P3 18.3406F 23.336 .778 .663 .92
P4 18.0725 22.535 .841 .764 917
P5 17.8406] 21.025 .843 742 914}

Uji reliabilitas sikap pelanggan terhadap iklan selebriti

Case Processing Summary
N %

|Cases Valid 138 100.0]

Excluded® 0 .0

Total 138 100.0|
a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha tems N of ltems
913] 914 5]




Summary Item Statistics

Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
Jinter-ltem Correlations 681 .523 .802 279} 1.633] .008, 5
tem-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Comrected item- | Squared Multiple| Alpha if item
item Deleted item Deleted |Total Correlation| Comelation Deleted
P1 16.5145] 18.383 694 591 9
P2 16.7826 16.405 .851 .761 .878
P3 16.8188 16.558 .845 .730 .
P4 17.0580; 16.289 781 .668 .89
P5 17.0290 16.247 .738] .565
Uji reliabilitas sikap pelanggan terhadap merek selebriti
Case Processing Summary
N %
[Cases Valid 138 100.
Excluded® 0 .0
Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of items
.923| .924) 5]
Summary ltem Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of tems
[inter-item Correlations 707 .644 .767 123} 1.191 .001 5ﬂ




item-Total Statistics

Cronbach's
Scale Mean if |Scale Variance if] Corrected item- |Squared Multiple| Alpha if item
Item Deleted ltem Deleted |Total Comrelation] Correlation Deleted
P1 18.6594, 14.314 792 .634 .906
P2 19.0072 14.679 .806 675 .904
P3 19.0435 13.400| .805 .668| .805]
P4 18.7174 14.292 .784 .645 .908]
P5 19.1232 14.123| .816] .678] .802
Uji reliabilitas niat beli selebriti
Case Processing Summary
N %
rCases Valid 138 100.
Excluded® o .0
Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha items N of items
*.888] .899] 3
Summary tem Statistics
© Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of ltems
Jinter-item Correlations 747, 722 .764] .042 1.058] 3]
item-Total Statistics
Cronbach’s
Scale Mean if |Scale Variance if| Corrected ltem- | Squared Multiple] Alpha if ltem
item Deleted item Deleted |Total Comelation] Correlation Deleted
P1 6.7101 7.185 .795 .633 .8
P2 6.6014 6.840 .818 .669
P3 7.1622 7.707 .786 .620




Uji reliabilitas daya tarik fisik non selebriti

Case Processing Summary
N %
fCases Valid 138 100.0
Excluded® 0 .0
Total 138, 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach’s
Alpha Based on
Cronbach’s Standardized
Alpha ltems N of items
.801 .901 4
Summary item Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | Noflitems
Jinter-item Corretations 695 620] 821 201 1.325| .006| 4]
Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if] Comected ltem- |Squared Multiple] Alpha if item
tem Deleted item Deleted |Total Comrelation| Correlation Deleted
P1 14.5290 10.017| .844 751 .
P2 14.9638 10.444 an .61 6r .87
P3 14.4493 10.235 .81 702 .860
P4 15.1449 10.826| 691 479 .90

Uji reliabilitas kepercayaan non selebriti

Case Processing Summary
N %
jCases Valid 138 100.
Excluded® 0 .0
Total 138 100.0

a. Listwise deletion based on all variables in the

procedure.



Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of ltems
.938 .938) 5
Summary item Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
jinter-item Correlations .753i .673) .880 .207| 1.307 .004 5]
item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- | Squared Multiple] Alpha if Item
tem Deleted item Deleted |[Total Comelation| Correlation Deleted
P1 18.4130 16.040 .814 .785 .927|
P2 18.4638 16.353, .863 .819 91
P3 18.6884 16.990 .836 752 .
P4 18.7754 16.336 .830 .738 .92
PS5 18.6448 16.493 .826 .694 .92
Uji reliabilitas keahlian non selebriti
Case Processing Summary
N %
[Cases Valid 138 100.0;
Excluded® 0 .0
Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha items N of ltems
.920} 922 5]
Summary item Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of ltems
|inter-item Correlations .702 .565 .804 .239} 1.424 .006} |




tem-Total Statistics

Cronbach's
Scale Mean if |Scale Variance if] Corrected Item- | Squared Multiple] Alpha if item
ltem Deleted item Deleted |Total Cormrelation| Correlation Deleted
P1 18.1232 16.547 815 698 i:l
P2 18.2464 16.990 .863| .759 .
P3 18.3116 19.501 .692 .508 .921
P4 17.9058 18.348 .830 709 .897|
PS 17.5870 16.770 .793 .664 .803]
Uji reliabilitas sikap pelanggan terhadap iklan non selebriti
Case Processing Summary
N %
|Cases Valid 138 100.
Excluded® o .0
Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach’s
Alpha Based on
Cronbach's Standardized
Alpha tems N of items
.946| .947| 5
Summary ltem Statistics
Maximum /
) Mean Minimum | Maximum Range Minimum Variance | N of ltems
Jinter-ltem Correlations .780} .689| 841 -152 1.221
item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Comected item- | Squared Multiple] Alpha if item
item Deleted ltem Deleted |Total Comrelation] Correlation Deleted
P1 21.2246| 23.840| .839 721 .937
P2 21.1087 21.441 .886 794 .927|
P3 21.3333} 21611 .867| 775 .
P4 20.9855} 21.445 .882 .783 .928
P5 21.1159} 22.556 .799| 670 .943




Uji reliabilitas sikap pelanggan terhadap merek non selebriti

Case Processing Summary
N %

fCases Valid 138 100.0

Excluded® 0 .0

Total 138 100.0
a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of ltems
.930 932 5]
Summary ltem Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
Jinter-item Correlations 731 627 .808| 181 1.288} .003 5|
item-Total Statistics
Cronbach's

Scale Meanif |Scale Variance if| Comected ltem- | Squared Multiple| Alpha if item

item Deleted item Deleted |[Total Comelation| Comelation Deleted
P1 20.0942 16.203 .808} .682 91
P2 20.4783# 17.186 757 612 926
P3 20.3261 15.579 .848 .730 .908
P4 20.1594 14.573 .833 747 91
P5 20.5362 15.623 .852 .7 .80

Uji reliabilitas niat beli non selebriti

Case Processing Summary
N %
rCases Valid 138 100.0
Excluded® 0 .0
Total 138 100.0

a. Listwise deletion based on all variables in the
procedure.



Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of ltems
.938) .939 3}
Summary ltem Statistics
Maximum /
Mean Minimum | Maximum Range Minimum Variance | N of items
linter-item Correlations .837 .821 .846| .025 1.031 000} K |
Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if] Corrected item- | Squared Multiple| Alpha if item
Item Deleted item Deleted | Total Correlation| Correlation Deleted
P1 8.8043 9.341 .885} .784 .801
P2 8.6739 9.083 .867 .755 .01
P3 9.1449 8.840 .866} 752 91




LAMPIRAN IV



HASIL REGRESI ENDORSER SELEBRITI

Regresi daya tarik fisik, kepercayaan, keahlian pada sikap pelanggan terhadap iklan

Variables Entered/Removed”
I Variables Variables
Model Entered Removed Method
1 Keahlian,
DayaTarikFisik, .|Enter
Kepercayaan®

a. All requested variables entered.
b. Dependent Variable: SikapThdiklan

Model Summary
I Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 585" .342 327 .830841

a. Predictors: (Constant), Keahlian, DayaTarikFisik, Kepercayaan

ANOVA®
[Model Sum of Squares df Mean Square F Sig.
1 Regression 48.086 3| 16.029 23.220| .000°
Residual 92.499] 134 690!
Total 140.586 137

a. Predictors: (Constant), Keahlian, DayaTarikFisik, Kepercayaan
b. Dependent Variable: SikapThdikian

Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
IModel B Std. Error Beta t Sig.

1 (Constant) 1.608 344 4.668F
DayaTarikFisik 275 .098| .307 2.865 .00
Kepercayaan 445 24 421 3.593 .00
Keahlian -132 .089] -149]  -1.488 .13

a. Dependent Variable: SikapThdlklan



Regresi daya tarik fisik, kepercayaan, keahlian , sikap pelanggan terhadap iklan pada
sikap pelanggan terhadap merek

Variables Entered/Removed”

r Variables Variables

Model Entered Removed Method

1 SikapThdiklan,
Keahlian,
DayaTarikFisik,
Kepercayaan®

a. All requested variables entered.

b. Dependent Variable: SikapThdMerek

.|Enter

Model Summary
I Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 592°%| .351 .331 .762031
a. Predictors: (Constant), SikapThdikian, Kezhlian, DayaTarikFisik,
Kepercayaan
ANOVA®

Model Sum of Squares df Mean Square F Sig.
1 Regression 41.724 4 10.431 17.963] .000%

Residual 77.231 133} .581

Total 118.955) 137

a. Predictors: (Constant), SikapThdlklan, Keahtian, DayaTarikFisik, Kepercayaan
b. Dependent Variable: SikapThdMerek

Coefficlents®
Standardized
Unstandardized Coefficients Coefficients
JModel ) B Std. Eror Beta t Sig.

1 (Constant) 2.116) 340} 6.220
DayaTarikFisik -.058 .091L -.071 -.646 52
Kepercayaan -033 118 -.034 -.280 .78
Keahlian 238 .082 291 2.889 .00
SikapThdikian 463 079 504| 5848

a. Dependent Variable: SikapThdMerek



Regresi daya tarik fisik, kepercayaan, keahlian , sikap pelanggan terhadap merek pada
niat beli konsumen

Variables Entered/Removed”®

IModel

Variables

Entered

Variables
Removed

Method

1

SikapThdMerek,

DayaTarikFisik,

Keahlian,

Kepercayaan®
a. All requested variables entered.

b. Dependent Variable: NiatBeli

.|Enter

Mode) Summary
I Adjusted R | Std. Error of the

Model R R Square Square Estimate

1 .536°) .287 .266| 1.12502

a. Predictors: (Constant), SikapThdMerek, DayaTarikFisik, Keahlian,

Kepercayaan

ANOVA®
Modet Sum of Squares df Mean Square F Sig.

1 Regression 67.771 4 16.943] 13.386) .0007
Residual 168.335) 133 1.268
Total 236.106 137

a. Predictors: (Constant), SikapThdMerek, DayaTarikFisik, Keahlian, Kepercayaan

b. Dependent Variable: NiatBeli

Coefficients"
Standardized
Unstandardized Coefficients Coefficients
[Model B Std. Error Beta t Sig.

1 (Constant) -.394 .569 -.693 .
DayaTarikFisik .069 .130 .060 .533 ::l
Kepercayaan 053 .169 .039 316 .752
Keahlian -.016 122 -014 -128 .898
SikapThdMerek .703 114 499 6.160 OOOI

a. Dependent Variable: NiatBeli



Regresi daya tarik fisik, kepercayaan, keahlian pada sikap pelanggan terhadap iklan.

HASIL REGRESI ENDORSER NON SELEBRITI

Variables Entered/Removed®
I Variables Variables
Model Entered Removed Method
1 Keahlian,
DayaTarikFisik, .JEnter
Kepercayaan®

a. All requested variables entered.
b. Dependent Variable: SikapThdiklan

Model Summary
I Adjusted R | Std. Ervor of the
Model R R Square Square Estimate
1 .797% 635 627 71412)

a. Predictors: (Constant), Keahlian, DayaTarikFisik, Kepercayaan

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 119.025) 3‘ 39675 77.799] .0009
Residual 68.338 134 51 04
Total 187.361 137
a. Predictors: (Constant), Keahlian, DayaTarikFisik, Kepercayaan
b. Dependent Variable: SikapThdikian
Coefficients”
Standardized
Unstandardized Coefficients Coefficients
[Model B Std. Emor Beta t Sig.
1 (Constant) .680 312 2.181 .031
DayaTarikFisik .398 .093 .360 4.269 .
Kepercayaan .123 .108 .106 1.141 2
Keahlian 461 .093 409 4.965

a. Dependent Variable: SikapThdlklan




Regresi daya tarik fisik, kepercayaan, keahlian, sikap pelanggan terhadap iklan pada sikap
pelanggan terhadap merek.

Variables Entered/Removed”
I Variables Variables
Model Entered Removed Method
1 SikapThdlklan,
Kepercayaan, {eter
DayaTarikFisik®
a. All requested variables entered.
b. Dependent Variable: SikapThdMerek
Model Summary
[ Adjusted R | Std. Emror of the
Model R R Square Square Estimate
1 .750°| 562 .549] .66211|
a. Predictors: (Constant), SikapThdlklan, Kepercayaan, Keahlian,
DayaTarikFisik
ANOVA®
[Model Sum of Squares |  df Mean Square F Sig.
1 Regression 74.937 4 18.734 42734} .000%
Residual 58.306 133 438
Total 133.243 137|
a. Predictors: (Constant), SikapThdiklan, Kepercayaan, Keahlian, DayaTarikFisik
b. Dependent Variable: SikapThdMerek
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
JModel B Std. Error Beta t Sig.
1 (Constant) 1.673 294 5.686
DayaTarikFisik -.ooel 092 -.009| -.088 .93
Kepercayaan -.031 100 -.032 -.313 7
Keahlian .138 094 .148]) 1.485) A
SikapThdlkian .561| .080 .665 7.002

a. Dependent Variable: SikapThdMerek



LAMPIRAN V



HASIL UJI BEDA INDEPENDENT SAMPLE (t-test)

Uji beda daya tarik fisik selebriti dan non selebriti

Group Statistics
VARCO
002 N Mean Std. Deviation | Std. Error Mean
|DayaTarikFisik S 138 4.5924 1.13346 .
N 138l 4.9239 1.05661 .08994
Independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
85% Confidence
Interval of the
Difference
Sig. (2- Mean Std. Error
Sig. t df tailed) | Difference | Difference | Lower Upper
DayaTarik Equal variances
Fisik assumed .866| .353| -25131 274 013} -.33152 A43191) -59120] -.07184}
Equal variances
not assumed -2.513i 272.660 .013| -.33152 .13191)  -.59121 -.07183|
Uji beda kepercayaan selebriti dan non selebriti
Group Statistics
VARO0O
002 Mean Std. Deviation | Std. Error Mean
IKepercayaan S 138 4.3594 .95876 .08161

N 138 4.6493] 1.00591 .08563]




Independent Samples Test

Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence
Interval of the
Difference
Sig. (- | Mean |Std. Error !
F Sig. t df tailed) |Difference|Differencej Lower Upper
|Kepercayaan Equal
variances 192 662 -2.450; 274 .015] -.28986| .118291 -.52273* -.05698*
assumed
Equal
variances not -2.450] 273.371 .015] -28986] .11828] -.52274] -.05697
assumed | |

Uji beda keahlian selebriti dan non selebriti

Group Statistics
VAROOQ
002 N Mean Std. Deviation | Std. Error Mean
[Keahlian S 138] 4.5174 1.14107 .09713
N 138| 45087 1.03840} .08848
independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence Interval of]
the Difference
Sig. (2-| Mean |Std. Error
F Sig. t df tailed) |Difference|Difference Lower Upper
Keahlian  Equal variances
assumed 1.013 315] .066] 274 947 .00870] .13139] -.24997| .267
Equal variances
not assumed 066| 271.648| .947, .00870| .13139| -.24998 26737




Uji beda sikap pelanggan terhadap iklan selebriti dan non selebriti

Group Statistics
VARO0O
002 N Mean Std. Deviation | Std. Error Mean
SikapTerhadaplklian 138 4.2101 1.01300 .08623;
N 138 5.2884 1.16945 .09955)
Independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence
Interval of the
Difference
Sig. (2- | Mean |Std. Eror
F Sig. t df tailed) | Difference {Difference] Lower Upper
Sikap Equal variances _ .
Terhadap  assumed F 6.870| .OOQF -8.187 274 000+ -1.0782(SJ 13170 1.33754| -.81898¢
Iikian
Equal variances
not assumed -8.187] 268.537| .000, -1.07826' 43170f  -1.33757 -.81896i
Uji beda sikap pelanggan terhadap merek selebriti dan non selebriti
Group Statistics
VAROO
002 N Mean Std. Deviation | Std. Error Mean
ISikapTerhadapMerek S 138 4.7275) .93182 .07932
N 138|  5.0797| 98619) .08395]
Independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence Interval
. of the Difference
Sig. (2- Mean Std. Error
F Sig. t df tailed) | Difference | Difference Lower Upper
Sikap Equal variances . _
I‘rerhadap assumed .479] -3.04 274 .003] -.35217 .11550 .57955% .12
Merek .
; Equal variances
ot assumed -3.049] 273.123 003[ -.35217 .11550 -.57955 -.1248£|




Uji beda niat beli selebriti dan non selebriti

Group Statistics
VAROO
002 N Mean Std. Deviation | Std. Error Mean
INiatPembelian S 138 3.4108| 1.31278 1175
N 138, 4.4372 1.48501 12641
Independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence Interval
of the Difference
Sig. (2- Mean |Std. Error
F Sig. t df tailed) | Difference |Difference] Lower Upper
\iat Equal variances
>embelian assumed 2.649 .105} -6.083 274 .000] -1 .02638‘ .16873] -1.35854 -.69421]
Equal variances
not assumed

-6.083 269939'

.000 -1.02638' .16873‘ ~1.35856} -.69419‘






