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LAMPIRAN

KUESIONER PENELITIAN
PENGARUH PERSONAL BRANDING TERHADAP TINGKAT
KEPERCAYAAN KONSUMEN DALAM MEMBELI PRODUK CEMILAN
BASRENG PADA AFFILIATE TIKTOK TASYI ATHASYIA

Nama : Winda Lestari
NIM 101221010090
Petunjuk pengisian kuesioner:

1. Aktif menggunakan aplikasi TikTok.

2. Jawablah berdasarkan pengalaman dan persepsi Anda terhadap Tasyi
Athasyia sebagai affiliate TikTok.

3. Pernah melakukan pembelian produk melalui TikTok Shop atau setidaknya
pernah terpapar konten promosi affiliate TikTok sebelum melakukan
pembelian.

4. Setiap pernyataan menggunakan skala 1-5, dengan kriteria berikut:

STS = Sangat Tidak Setuju (1)
TS =Tidak Setuju (2) N

= Netral (3)
S = Setuju (4)
SS = Sangat Setuju (5)

5. Berilah tanda centang (v) pada kolom yang sesuai dengan pilihan Anda.
6. Identitas Responden

Nama

Usia

Jenis Kelamin
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PERTANYAAN PENELITIAN
1. Variabel Personal Branding (X)

No

Bobot Jawaban

Pernyataan

SS

S N TS

STS

Autentitas

Tasyi terlihat jujur dan tidak
dibuat-buat dalam mereview
produk

Pendapat yang disampaikan
Tasyi terlihat
berdasarkan pengalaman pribadi

Tasyi  tidak
menyembunyikan
kekurangan produk  jika

memang ada

Konsistensi

Tasyi konsisten dalam membuat
konten tentang cemilan dan
produk kuliner

Tema konten tasyi selalu relevan
dengan niche makanan

Tasyi konsisten memberikan
ulasan terhadap produk yang

direkomendasikan

Kredibilitas

Tasyi memiliki pengalaman yang
cukup sebagai food review er di
Tiktok

Rekomendasi Tasyi biasanya
sesuai dengan kenyataan produk

Tasyi dianggap sebagai sumber
referensi yang terpercaya dalam

hal kuliner
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No

Pernyataan

Bobot Jawaban

SS

S N TS

STS

Interaksi

10

Tasyi sering membuat konten
berdasarkan permintaan atau
pertanyaan Followers

11

Tasyi sangat aktif merespons
komentar pengikutnya di kolom
komentar

12

Interaksi Tasyi dengan audiens
membuat  konten review
basreng lebih menarik

Visual Branding

13

Gaya visual Tasyi mudah
dikenali sebagai review er
makanan

14

Saya langsung dapat mengenali
konten Tasyi hanya dari sekilas
tampilan videonya

15

Tasyi memiliki tampilan visual
yang menarik dan konsisten
(warna, gaya, video watermark)
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2. Variabel Kepercayaan Konsumen (Y)

No

Bobot Jawaban

Pernyataan

SS

S N TS

STS

Integritas

Tasyi memiliki moral dan
etika yang baik dalam
mempromosikan produk

LISEIpU] WE[S] SENSIAI))

Saya percaya Tasyi
menyampaikan informasi
basreng dengan jujur

Integritas Tasyi membuat saya
nyaman membeli produk yang

direkomendasi kan nya

Transparansi

Tasyi menjelaskan informasi
produk basreng secara terbuka

Penjelasan mengenai rasa dan
kualitas basreng disampaikan
dengan jelas

Review basreng yang
disampaikan Tasyi terasa

transparan

Keandalan

Informasi dari Tasyi dapat saya
jadikan  referensi  membeli
basreng

Tasyi mampu  memenuhi
ekspektasi konsumen melalui
rekomendasi produknya

Produk basreng yang
direkomendasikan Tasyi
selalu sesuai dengan deskripsi

yang ia sampaikan
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No

Bobot Jawaban

Pernyataan

SS

S N TS

STS

Kepuasan

10

Konten Tasyi membantu saya
dalam mengambil keputusan
untuk ~ membeli  produk
basreng

11

Saya puas dengan informasi
yang diberikan Tasyi tentang
produk basreng

12

Saya akan membeli lagi
produk serupa berdasarkan
rekomendasi Tasyi di masa
depan

Pengaruh Review

13

Saya tertarik membeli produk
basreng setelah menonton
review Tasyi Athasyia

14

Saya lebih  mempercayai
review Tasyi Athasyia yang
menunjukkan produk

secara langsung (real test)
dibandingkan yang hanya
menampilkan foto produk

15

Tasyi memiliki  kekuatan
untuk mengubah preferensi
saya dari merek basreng lain

ke basreng Nyemil Saji
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Jumlah Responden : 86 Orang

Skala Likert
Sangat Setuju

Setuju

1. Uji Instrumen (Validitas dan Reliabilitas)

=5
=4
=3

2. Uji Asumsi Klasik (Normalitas dan Linearitas)

3. Uji Regresi Linear Berganda
4. Koefesien Determinasi (R2)

5. Uji Hipotesis (Uji t)

Netral

Tidak Setuju

=1

Sangat Tidak Setuju



LAMPIRAN

Hasil Uji Instrumen
1. Uji Validitas
Personal Branding (X)

Correlations

X01 X02 X03 X04 X05 X06 X07 X08 X09 X10 X11 X12 X13 X14 X15 | Total

X01  Pearson Correlation 1 8557 | 710" | 779" | 805" | 540" | .8477 | 541" | .669™ | .805™ | .737™ | 553" | .553" | .656™ | .665™ | .852"

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,014 ,000 ,014 ,001 ,000 ,000 ,011 ,011 ,002 ,001 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X02  Pearson Correlation | .855™ 1 689 | 6407 | 6557 | 6357 | .693™ | 593" | 510" | .655™ | 562" | 509" | .509" | .592™* | 552" | .726™
Sig. (2-tailed) ,000 ,001 ,002 ,002 ,003 ,001 ,006 ,022 ,002 ,010 ,022 ,022 ,006 ,012 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

X03  Pearson Correlation | .710™ | .689™ 1 6767 | 750 | 439 | 8177 | .606™ | 7507 | .750™ | .692™ | ,376 | .6457 | 569" | 416 | .798"
Sig. (2-tailed) ,000 ,001 ,001 ,000 ,053 ,000 ,005 ,000 ,000 ,001 ,102 ,002 ,009 ,068 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

X04  Pearson Correlation | .779™ | .640™ | .676™ 1 7507 | 5037 | 6297 | 524" | .616™ | .616™ | 5517 | 487" | .487" | .594™ | 7257 | 737
Sig. (2-tailed) ,000 ,002 ,001 ,000 024 ,003 ,018 ,004 ,004 ,012 ,030 ,030 ,006 ,000 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

X05  Pearson Correlation | .805™ | .655™ | .750™ | .750™ 1 508" | .805™ | .490" | .756™ | .756™ | .815™ | 545" | 545" | 631" | .528" | .832™

Sig. (2-tailed) ,000 ,002 ,000 ,000 ,022 ,000 ,028 ,000 ,000 ,000 ,013 ,013 ,003 ,017 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X06  Pearson Correlation | .540" | .635™ | ,439 503" | .508" 1 357 ,329 344 344 379 | 480" | ,252 | 545" | 266 | .453"
Sig. (2-tailed) 014 ,003 ,053 ,024 ,022 122 157 ,138 ,138 ,099 ,032 ,285 ,013 257 ,045
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X07 Pearson Correlation 8477 | 6937 | 8177 | .629™ | .805™ ,357 1 541" | .805™ | .942™ | 8777 | 553" 553 | 6567 | 517" | .918™
Sig. (2-tailed) ,000 ,001 ,000 ,003 ,000 122 ,014 ,000 ,000 ,000 ,011 ,011 ,002 ,020 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X08 Pearson Correlation 541% | 593™ | 606" | 524" 490" 329 .541* 1 ,358 490" 375 315 500" ,343 215 584
Sig. (2-tailed) ,014 ,006 ,005 ,018 ,028 157 ,014 122 ,028 ,104 77 ,025 ,139 ,363 ,007
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

X09  Pearson Correlation | .669™ | .510" | .750™ | .616™ | .756"" | ,344 | .805™ | ,358 1 7567 | 9417 | 545" | 716 | .6317 | 528" | .891™
Sig. (2-tailed) ,001 ,022 ,000 ,004 ,000 ,138 ,000 122 ,000 ,000 ,013 ,000 ,003 ,017 ,000




N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X10 Pearson Correlation 805™ | .655™ | .750™ | .616™ | .756™ 344 942" | 490" | .756™ 1 8157 | 545" 545" | 631" | .660™ | .910™
Sig. (2-tailed) ,000 ,002 ,000 ,004 ,000 ,138 ,000 ,028 ,000 ,000 ,013 ,013 ,003 ,002 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X11 Pearson Correlation J377 | 562" | 6927 | 551" | .815™ 379 877 375 .941™ | .815™ 1 6137 | 6137 | .696™ | .475" | .908™
Sig. (2-tailed) ,000 ,010 ,001 ,012 ,000 ,099 ,000 ,104 ,000 ,000 ,004 ,004 ,001 ,034 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X12 Pearson Correlation 553" 509" 376 487" 545" 480" 553" 315 545" 545" | 613" 1 ,286 .630™ ,369 669
Sig. (2-tailed) 011 ,022 ,102 ,030 ,013 ,032 011 77 ,013 ,013 ,004 222 ,003 110 ,001
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X13  Pearson Correlation | .553" | 509" | .645™ | .487" | 545" | 252 553" | 500" | .716™ | 545" | .613™ | ,286 1 .630™ | 553" | .751™
Sig. (2-tailed) 011 ,022 ,002 ,030 ,013 ,285 011 ,025 ,000 ,013 ,004 222 ,003 ,011 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X14  Pearson Correlation | .656™ | 592 | 569 | 594™ | 6317 | 545" | 656" | ,343 | .631™ | .631™ | .696™ | .630™ | .630™ 1 488" | .783™
Sig. (2-tailed) ,002 ,006 ,009 ,006 ,003 ,013 ,002 139 ,003 ,003 ,001 ,003 ,003 ,029 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
X15  Pearson Correlation | .665™ | 552" | 416 | .725™ | 528" | ,266 517" | 215 | 528" | 660" | .475" | 369 | .553" | .488" 1 .680™
Sig. (2-tailed) ,001 ,012 ,068 ,000 ,017 257 ,020 ,363 ,017 ,002 ,034 110 ,011 ,029 ,001
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Total  Pearson Correlation | .852" | .726™ | .798™ | 737" | 832" | 453" | 918™ | .584™ | .891™ | .910™ | .908™ | .669™ | .751" | .783™ | .680™ 1
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,045 ,000 ,007 ,000 ,000 ,000 ,001 ,000 ,000 ,001
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).




Kepercayaan Konsumen (Y)

Correlations

Y01 Y02 Y03 Y04 Y05 Y06 Y07 Y08 Y09 Y10 Y11 Y12 Y13 Y14 Y15 Total

Y01  Pearson Correlation 1 709" | 545" ;385 438 ,235 ,085 154 | 5917 | 252 | 599 | .594™ | 398 509" | 486" | 527"
Sig. (2-tailed) ,000 ,013 ,094 ,053 ,318 721 917 ,006 ,284 ,005 ,006 ,082 ,022 ,030 ,017
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

Y02  Pearson Correlation | .709™ 1 508" | .699™ | .716™ | ,395 177 245 | 650 | .640™ | .699™ | .453" | ,383 419 | 526" | .636™
Sig. (2-tailed) ,000 ,022 ,001 ,000 ,084 454 ,298 ,002 ,002 ,001 ,045 ,096 ,066 ,017 ,003
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

Y03  Pearson Correlation | .545° | .508" 1 429 439 ,309 ,366 450" | .696™ | 438 | 582" | 6757 | ,428 364 | .638™ | .709™
Sig. (2-tailed) ,013 ,022 ,059 ,053 ,186 113 ,047 ,001 ,054 ,007 ,001 ,060 114 ,002 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

Y04  Pearson Correlation 385 | .699™ | 429 1 788" | 493" | 306 234 | 583™ | .690™ | .615™ | ,251 358 | .686™ | 473" | 647

Sig. (2-tailed) ,094 ,001 ,059 ,000 ,027 ,189 320 ,007 ,001 ,004 ,285 121 ,001 ,035 ,002
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y05  Pearson Correlation 438 | 7167 | 439 | .788™ 1 505" | ,366 371 4567 | 9057 | 473" 1193 1293 402 522" | .649™
Sig. (2-tailed) ,053 ,000 ,053 ,000 ,023 113 ,108 ,043 ,000 ,035 415 ,209 ,079 ,018 ,002
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y06 Pearson Correlation ,235 395 ,309 493" 505" 1 ,304 224 ,330 503" 141 ,345 4927 419 ,400 498"
Sig. (2-tailed) 318 ,084 ,186 ,027 ,023 ,193 ,342 156 ,024 554 ,136 ,028 ,066 ,080 ,026
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y07 Pearson Correlation ,085 A77 ,366 ,306 ,366 304 1 912 375 4517 179 334 ,238 ,260 ,387 7147
Sig. (2-tailed) 721 454 113 ,189 113 193 ,000 ,103 ,046 451 ,151 313 ,268 ,092 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y08 Pearson Correlation 154 245 450" 234 371 224 | 9127 1 489" 546" 234 444 ,099 ,109 414 .740™
Sig. (2-tailed) 517 ,298 ,047 ,320 ,108 342 ,000 ,029 ,013 320 ,050 677 ,648 ,070 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y09 Pearson Correlation 5917 | .650™ | .696™ | .583™ | .456" 330 375 489" 1 437 7547 | .658™ 319 ,349 .600™ | 757
Sig. (2-tailed) ,006 ,002 ,001 ,007 ,043 ,156 ,103 ,029 ,054 ,000 ,002 170 131 ,005 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y10 Pearson Correlation 252 .640™ 438 6907 | 9057 | 503" | .4517 546" 437 1 367 ,326 ,301 311 5827 | 723
Sig. (2-tailed) 284 ,002 ,054 ,001 ,000 ,024 ,046 ,013 ,054 112 161 197 181 ,007 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

Y11  Pearson Correlation | .599™ | .699™ | .582™ | .615™ | .473" | ,141 179 234 | 7547|367 1 ,408 179 523" | 473" | 601
Sig. (2-tailed) ,005 ,001 ,007 ,004 ,035 ,554 451 ,320 ,000 112 074 ,450 ,018 ,035 ,005




N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y12 Pearson Correlation 5947 | 453" | 6757 251 ,193 ,345 334 444 .658™ ,326 ,408 1 7317 | 480" | .714™ | .765™
Sig. (2-tailed) ,006 ,045 ,001 ,285 415 ,136 151 ,050 ,002 161 ,074 ,000 ,032 ,000 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y13  Pearson Correlation ,398 383 428 358 293 | 4927 | 238 ,099 319 301 179 | 7317 1 .609™ | .678™ | .603™
Sig. (2-tailed) ,082 ,096 ,060 121 ,209 ,028 313 677 170 197 ,450 ,000 ,004 ,001 ,005
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y14 Pearson Correlation 509" 419 ,364 .686™ ,402 419 ,260 ,109 ,349 311 523" 480" | .609™ 1 557" | .609™
Sig. (2-tailed) ,022 ,066 114 ,001 ,079 ,066 ,268 ,648 131 ,181 ,018 ,032 ,004 ,011 ,004
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Y15 Pearson Correlation 486" 526" | .638™ | .473" 522" ,400 ,387 414 .600™ | 582" | 473" | 714" | 678" | 557" 1 821"
Sig. (2-tailed) ,030 ,017 ,002 ,035 ,018 ,080 ,092 ,070 ,005 ,007 ,035 ,000 ,001 ,011 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20
Total  Pearson Correlation | .527° | .636™ | .709™ | 647" | .649™ | 498" | .714™ | .740™ | 757 | .723™ | .601™ | .765™ | .603™ | .609™ | .821™ 1
Sig. (2-tailed) ,017 ,003 ,000 ,002 ,002 ,026 ,000 ,000 ,000 ,000 ,005 ,000 ,005 ,004 ,000
N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20 20

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

2. Uji Reliabilitas

Reliability Statistics (X)

Cronbach's
Alpha

N of Items

,955 15

Reliability Statistics (Y)

Cronbach's
Alpha N of Items
,916 15




Hasil Uji Asumsi Klasik
1. Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

S & Unstandardized Residual
~ N 86
= |Normal Parameters®® Mean .0000000
; Std. Deviation 5.77502897
= [Most Extreme Differences Absolute 085
= = Positive .085
] Negative -.071
7 = [Test Statistic .084
E B = |Asymp. Sig. (2-tailed) 179
= 5 = Z  a Testdistribution is Normal.
a2 5 = b Calculated from data.
E = - 2 & c Lilliefors Significance Correction.
EEERT 2. Uji Linearitas
& 3 & B ANOVA Table
z_ 7 = Sum of Mean
= ) Squares | df Square F Sig.
; 7] Kepercayaan Between (Combined) 11846.516 30| 394.884|28.633 .000
5 = Konsumen * Groups Linearity 11218.98|813.49
= - ; 11218.985 1 .000
= = Personal Branding 5 8
e =
= =5 Deviation  from
= . 627.530 29 21639 1569 .075
=] = Linearity
2 = Within Groups 758.508 55|  13.791
. = Total 12605.02
i = 85
& 0 3
2 EFa3g
LeB 1 R
= E5 5
= =
§ S F
= ': 2.
. = £ g
@ - T B
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Hasil Uji Regresi Linear Sederhana

Coefficients?

Model

Unstandardized

Coefficients

Standardized
Coefficients

B

Std. Error

Beta

Sig.

1 [(Constant)

5.174

3.765

1.374

173

Personal
Branding

.906

.061

.852

14.943

.000

a. Dependent Variable: Kepercayaan Konsumen

Hasil Uji T

Coefficients?®

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Std. Error

Beta

Sig.

1 [ (Constant)

5.174

3.765

1.374

173

Personal
Branding

906

061

.852

14.943

000

a. Dependent Variable: Kepercayaan Konsumen

Hasil Uji Koefisien Determinasi

Model Summary

Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

.8522

J27

723

3.854

a. Predictors: (Constant), Personal Branding
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