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LAMPIRAN  2: LEMBAR KUESIONER 

A. Profil Responden  

1. Usia  

 15 – 20 Tahun 

 21 – 25 Tahun 

 26 – 30 Tahun 

 30 Tahun keatas  

2. Pekerjaan 

 Pelajar / Mahasiswa 

 Pegawai Negeri  

 Wiraswasta  

 Lainnya  

3. Mengikuti akun Twitter @nctzenbase 

 Ya 

 Tidak 

4. Pernah menonton tayangan iklan mie Lemonilo Versi NCT Dream di 

Twitter  

 Ya 

 Tidak 

 

B. VARIABEL X: PENGARUH TERPAAN IKLAN  

Pernyataan mengenai Pengaruh Terpaan Iklan terhadap mie Lemonilo. 

Pilihlah salah satu jawaban. Adapun penjelasannya sebagai berikut: 

SS : Sangat setuju (5) 

S : Setuju (4) 

N  : Netral (3) 

TS  : Tidak Setuju (2) 

STS  : Sangat Tidak Setuju (1) 
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TERPAAN IKLAN (X) 

NO PERTANYAAN SS S N TS STS 

Frekuensi 

1 
Iklan mie Lemonilo versi NCT Dream di 

Twitter tayang tiga kali dalam seminggu 
          

2 
Iklan mie Lemonilo versi NCT Dream 

sering muncul di Twitter 
          

3 

Kalimat yang digunakan dalam iklan mie 

Lemonilo versi NCT Dream di Twitter 

mudah dipahami 

          

Intensitas  

4 

Pesan yang disampaikan dalam iklan mie 

Lemonilo versi NCT Dream di Twitter 

mudah dipahami 

          

5 

Konten dalam tayangan iklan mie 

Lemonilo versi NCT Dream di Twitter 

sangat menarik perhatian 

          

6 

Tagline “Bersma Lemonilo Menjadi 

Generasi Hebat” pada iklan mie Lemonilo 

versi NCT Dream di Twitter telihat 

berbeda sehingga melekat dalam ingatan 

          

7 

Latar belakang yang digunakan dalam 

pembuatan iklan mie Lemonilo versi NCT 

Dream di Twitter terlihat menarik 

          

8 

Bahasa yang digunakan dalam tayangan 

iklan mie Lemonilo versi NCT Dream di 

Twitter jelas dan mudah dipahami 
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9 

Ketepatan dalam memilih artis untuk iklan 

mie Lemonilo versi NCT Dream di Twitter 

sehingga menarik perhatian 

          

10 

Adegan yang ditampilkan dalam iklan mie 

Lemonilo versi NCT Dream di twitter 

mampu menarik perhatian 

          

11 

Visual yang ditampilkan dalam tayangan 

iklan mie Lemonilo versi NCT Dream di 

Twitter mampu menarik perhatian  

          

Durasi 

12 
Iklan mie Lemonilo versi NCT Dream di 

Twitter memiliki durasi yang singkat 
          

13 

Saya menyaksikan iklan mie Lemonilo 

versi NCT Dream di twitter secara 

keseluruhan 
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C. VARIABEL Y: MINAT BELI  

Pernyataan mengenai Minat Beli terhadap mie Lemonilo. Pilihlah salah 

satu jawaban. Adapun penjelasannya sebagai berikut: 

SS : Sangat setuju (5) 

S : Setuju (4) 

N  : Netral (3) 

TS  : Tidak Setuju (2) 

STS  : Sangat Tidak Setuju (1) 

 

MINAT BELI (Y) 

NO PERTANYAAN SS S N TS STS 

Kesadaran 

1 

Saya menyadari warna hijau pada kemasan 

mie Lemonilo versi NCT Dream 

memberikan karakter tersendiri 

     

2 

Saya menyadari kemasan mie Lemonilo 

versi NCT Dream terlihat berbeda 

sehingga menarik perhatian 

     

Pengetahuan 

3 

Saya mengetahui harga 1 bungkus mie 

Lemonilo versi NCT Dream adalah 

Rp.8.000 - Rp.9.500 

     

4 

Saya mengetahui bahwa mie Lemonilo 

versi NCT Dream mengunakan bahan 

alami, tanpa bahan pengawet, tanpa 

pewarna buatan, dan tanpa msg 

     

Menyukai 

5 
Saya gemar megonsumsi mie Lemonio 

versi NCT Dream 
     

6 
Saya mengonsumsi mie Lemonilo versi 

NCT Dream tanpa pengaruh orang lain 
     

Memilih 
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7 

Saya lebih suka mie Lemonilo versi NCT 

Dream dibandingkan dengan produk mie 

yang lain 

     

8 
Saya memilih mie Lemonilo versi NCT 

Dream karena menarik dan berkualitas 
     

Meyakinkan 

9 

Saya setuju bahwa bahan yang digunakan 

mie Lemonilo versi NCT Dream memiliki 

kandungan nutrisi alami dan aman untuk 

dikonsumsi 

     

10 

Saya akan merekomedasiikan mie 

Lemonilo versi NCT Dream kepada orang 

lain 

     

Membeli 

11 

Tidak sulit bagi saya untuk mendapatkan 

mie Lemonilo versi NCT Dream di 

minimarket 
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LAMPIRAN  3: BUKTI GOOGLE FORM 
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LAMPIRAN  4: HASIL KUESIONER 

Respond

en 

VARIABEL TERPAAN IKLAN (X) 
TOT
AL 

VARIABEL MINAT BELI (Y) 
TOT
AL 

X
1 

X
2 

X
3 

X
4 

X
5 

X
6 

X
7 

X
8 

X
9 

X1
0 

X1
1 

X1
2 

X1
3 

Y
1 

Y
2 

Y
3 

Y
4 

Y
5 

Y
6 

Y
7 

Y
8 

Y
9 

Y1
0 

Y1
1 

1 4 3 4 5 5 5 4 5 5 5 4 5 5 59 5 4 5 5 3 5 4 5 5 5 5 51 

2 3 3 5 5 5 5 5 5 5 5 5 3 4 58 5 5 4 4 4 5 4 4 4 4 5 48 

3 5 5 5 5 5 5 5 5 5 5 5 5 5 65 5 5 5 5 5 5 5 5 5 5 5 55 

4 3 5 5 5 5 4 4 4 4 5 5 4 5 58 5 5 4 4 5 4 5 4 5 4 5 50 

5 3 3 4 4 4 4 4 4 4 4 4 4 3 49 4 4 4 4 4 4 4 4 4 4 4 44 

6 3 4 4 4 4 3 3 5 4 3 3 3 2 45 5 4 1 4 4 4 3 3 3 4 3 38 

7 2 3 4 3 4 2 3 4 5 4 4 3 3 44 3 2 2 4 2 2 2 3 4 2 3 29 

8 4 4 4 5 5 4 4 5 5 5 4 5 5 59 5 4 4 5 4 5 4 5 4 5 5 50 

9 3 3 5 4 4 4 5 5 5 5 5 4 5 57 5 5 4 5 3 4 3 4 4 5 5 47 

10 2 3 4 4 4 4 4 4 4 4 4 3 4 48 5 5 4 4 3 1 3 3 4 4 4 40 

11 3 3 3 4 5 3 3 3 4 4 4 3 3 45 4 3 3 4 4 4 4 4 4 4 4 42 

12 3 3 4 4 4 4 4 4 4 4 4 3 3 48 4 3 4 4 3 3 3 3 4 3 4 38 

13 4 4 5 5 5 5 5 5 5 5 5 4 5 62 5 5 5 5 5 5 5 5 5 5 5 55 

14 5 5 4 3 4 4 4 4 4 4 4 4 4 53 4 4 4 4 4 4 4 4 4 4 4 44 

15 5 5 5 5 5 3 4 5 5 5 5 4 5 61 5 3 2 4 3 2 1 4 4 3 5 36 

16 2 2 4 4 5 3 4 5 5 5 5 4 5 53 5 5 3 4 5 5 5 5 5 4 5 51 

17 4 4 5 5 5 5 5 5 5 5 5 3 5 61 5 4 4 5 2 5 2 5 5 4 2 43 

18 5 4 5 5 5 5 5 5 5 5 5 4 5 63 5 4 4 5 5 5 5 5 5 5 5 53 

19 5 5 5 4 5 3 4 5 5 4 5 5 5 60 5 4 3 4 4 4 3 3 4 3 5 42 

20 4 3 5 4 5 4 5 3 5 5 5 3 4 55 5 4 4 5 5 3 4 5 4 3 2 44 
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21 4 4 5 5 3 1 5 4 5 3 5 3 1 48 1 1 3 5 3 5 1 3 4 4 5 35 

22 1 2 5 5 3 3 4 4 5 4 4 4 4 48 3 3 2 3 1 5 1 3 3 3 3 30 

23 3 5 5 5 5 5 5 5 5 5 5 5 5 63 5 5 2 5 5 5 5 5 5 5 5 52 

24 3 3 5 5 5 4 3 4 5 5 5 4 4 55 5 5 2 5 3 5 5 5 5 5 5 50 

25 5 5 5 5 5 5 5 5 5 5 5 3 5 63 2 5 5 5 5 5 3 5 5 5 5 50 

26 4 4 5 5 5 5 5 5 5 5 5 4 5 62 5 4 3 5 3 5 5 5 5 5 5 50 

27 4 5 4 4 5 4 4 4 5 5 5 4 5 58 5 5 4 5 3 4 2 4 4 3 5 44 

28 5 5 5 5 5 4 4 4 5 5 5 3 3 58 5 4 3 4 3 4 3 3 3 2 3 37 

29 3 2 5 5 4 3 4 5 5 5 5 3 3 52 5 5 5 5 4 4 3 4 5 4 5 49 

30 3 4 5 5 5 4 5 4 4 5 5 4 5 58 5 4 5 4 5 5 3 4 4 4 5 48 

31 5 5 5 4 5 4 5 4 5 5 5 5 5 62 5 4 5 5 3 5 3 5 5 5 5 50 

32 4 3 5 5 5 4 4 5 5 5 5 4 5 59 5 4 5 5 3 4 3 3 4 3 3 42 

33 1 1 4 3 5 4 5 5 5 5 5 4 5 52 5 2 5 5 3 3 2 3 5 3 5 41 

34 2 1 5 5 5 3 4 5 5 5 5 4 4 53 4 5 5 4 4 3 3 3 4 3 4 42 

35 4 3 5 4 5 3 5 4 4 5 5 4 3 54 4 3 3 5 3 5 3 3 4 3 5 41 

36 4 4 4 4 4 3 4 4 5 5 5 4 4 54 5 4 4 4 4 4 2 4 3 4 4 42 

37 2 2 5 5 5 5 5 3 5 5 5 5 5 57 5 5 5 3 2 4 2 2 3 5 5 41 

38 2 2 4 4 5 3 5 3 5 5 5 4 4 51 5 4 4 4 4 5 2 3 3 3 4 41 

39 4 3 5 5 5 3 4 5 5 5 5 5 5 59 5 4 5 5 4 4 2 4 5 5 5 48 

40 3 3 4 4 4 4 4 4 5 5 5 3 3 51 4 4 4 4 4 4 3 3 4 3 4 41 

41 4 4 4 4 5 3 4 4 5 5 5 4 3 54 4 4 4 4 4 4 3 3 4 3 4 41 

42 2 2 3 3 4 2 3 2 4 4 4 4 5 42 5 3 5 3 2 4 2 3 2 2 4 35 

43 4 4 4 5 4 4 4 5 5 4 5 4 4 56 5 4 4 4 2 4 2 4 4 2 4 39 

44 5 3 5 5 5 5 5 5 5 5 5 5 5 63 5 5 4 4 2 4 2 3 5 4 5 43 

45 5 3 5 4 5 4 5 4 5 5 5 3 4 57 5 5 5 4 3 5 2 5 3 4 4 45 
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46 5 5 5 5 5 5 3 4 5 5 5 5 5 62 5 5 3 5 2 2 2 2 5 3 1 35 

47 3 2 4 4 4 4 5 4 4 5 5 3 5 52 4 2 3 2 2 2 2 2 3 3 4 29 

48 4 4 3 5 5 4 4 4 5 5 5 4 3 55 5 5 5 5 2 3 2 2 4 3 5 41 

49 3 3 5 4 4 5 5 5 5 5 5 5 3 57 5 4 4 5 5 5 5 5 5 5 5 53 

50 5 5 5 5 5 5 5 5 5 5 5 5 5 65 5 5 5 5 5 5 5 5 5 5 5 55 

51 3 1 5 5 3 5 5 5 5 5 5 3 1 51 5 4 5 5 4 4 5 5 5 5 5 52 

52 3 3 5 5 5 4 5 5 5 5 5 4 4 58 5 5 5 5 3 5 3 5 5 4 5 50 

53 3 2 5 5 5 5 3 4 5 4 5 5 5 56 2 2 4 4 1 4 1 1 5 3 5 32 

54 4 4 4 4 3 3 4 3 5 4 5 3 5 51 4 3 3 3 2 2 2 3 3 3 4 32 

55 5 5 5 5 5 5 5 5 5 5 5 4 5 64 5 5 2 5 5 5 5 5 5 5 5 52 

56 2 2 4 3 4 4 5 5 5 5 5 4 5 53 5 2 5 3 4 5 4 4 3 3 5 43 

57 5 5 5 4 5 4 5 5 5 5 5 4 5 62 5 5 5 4 5 5 2 3 4 2 5 45 

58 4 4 5 5 4 4 4 5 5 5 5 4 5 59 4 4 5 4 2 3 3 3 4 4 5 41 

59 3 2 4 5 4 3 5 4 5 4 5 3 4 51 3 4 5 5 3 5 3 4 4 4 4 44 

60 3 4 4 3 5 2 4 3 4 4 4 3 4 47 5 4 4 4 4 4 4 5 4 4 3 45 

61 4 5 5 5 5 5 5 5 5 5 5 3 5 62 5 5 5 5 5 5 3 5 5 5 5 53 

62 3 3 4 4 4 4 4 4 5 5 5 5 5 55 5 4 5 5 3 4 3 5 4 4 5 47 

63 4 5 4 4 3 4 4 4 5 4 5 4 3 53 4 3 3 4 3 4 3 3 4 4 4 39 

64 4 5 4 4 5 4 5 5 5 5 5 4 4 59 5 5 5 5 3 4 4 5 5 4 5 50 

65 4 5 5 5 5 2 5 5 5 5 5 4 4 59 4 4 5 5 2 4 1 2 4 3 4 38 

66 2 4 4 4 5 4 4 4 5 4 5 4 2 51 5 5 2 4 4 3 2 4 5 3 5 42 

67 4 4 4 3 5 5 5 5 4 4 5 3 5 56 4 4 3 4 3 4 3 3 4 3 4 39 

68 3 3 4 3 5 3 5 4 5 5 5 3 5 53 5 3 3 4 1 5 1 1 1 1 5 30 

69 4 3 5 5 5 5 5 5 5 4 5 4 4 59 5 5 5 5 3 4 3 5 4 5 5 49 

70 5 5 4 4 4 3 4 5 5 5 5 3 4 56 5 3 4 3 3 5 2 4 4 4 5 42 
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71 4 3 4 4 5 4 4 3 5 5 5 3 3 52 5 4 3 3 3 4 2 3 3 4 4 38 

72 3 5 5 5 4 4 5 5 5 5 5 5 5 61 5 5 5 5 5 5 5 5 5 5 5 55 

73 4 4 4 4 4 4 4 4 5 5 5 5 5 57 5 4 3 5 5 5 5 4 4 5 4 49 

74 4 5 5 5 5 5 5 5 5 5 5 4 5 63 5 5 5 5 5 5 3 5 5 5 5 53 

75 5 5 5 5 5 3 5 5 5 5 5 3 5 61 5 5 5 5 3 4 3 3 3 3 4 43 

76 4 5 5 5 5 5 5 5 5 5 5 5 5 64 5 5 1 5 2 1 1 1 5 5 5 36 

77 3 3 4 4 4 4 5 4 5 4 4 4 4 52 4 3 5 4 3 4 2 4 4 5 5 43 

78 4 3 5 5 5 4 5 5 5 5 5 5 5 61 5 5 5 5 4 5 4 4 5 5 3 50 

79 3 3 4 4 3 3 4 4 5 4 5 4 4 50 4 3 3 4 3 3 2 2 3 3 3 33 

80 4 4 4 4 4 4 4 4 4 4 4 4 4 52 4 4 4 4 4 4 4 4 4 4 4 44 

81 4 4 4 4 4 4 4 4 4 4 5 4 5 54 4 5 3 5 5 5 5 5 5 5 5 52 

82 3 4 4 4 4 3 3 4 5 5 5 4 5 53 4 4 3 5 3 5 2 3 4 4 3 40 

83 5 5 5 4 5 5 5 4 5 5 5 3 5 61 5 5 3 5 3 4 2 3 4 3 5 42 

84 5 5 5 5 5 5 5 5 5 5 5 5 5 65 5 5 4 4 5 5 4 5 5 5 5 52 

85 3 3 5 5 5 5 4 5 5 5 5 4 5 59 5 4 3 3 4 4 3 4 4 3 5 42 

86 4 2 5 4 5 4 5 5 5 5 5 4 3 56 4 3 2 2 1 4 2 2 3 2 5 30 

87 4 4 4 3 4 3 4 4 5 5 5 3 3 51 5 3 5 4 2 5 2 3 3 2 5 39 

88 4 4 4 4 5 4 4 4 4 5 4 4 4 54 4 4 3 4 3 3 4 4 4 4 3 40 

89 4 4 5 5 5 3 4 4 5 4 4 5 5 57 5 5 3 5 2 2 2 3 4 4 4 39 

90 4 4 4 4 4 4 4 4 4 4 4 4 4 52 4 4 4 4 4 4 4 4 4 4 4 44 

91 4 4 4 3 5 4 4 3 4 5 5 3 4 52 3 3 3 2 3 3 2 3 3 3 5 33 

92 5 4 4 4 5 4 4 4 5 5 5 5 5 59 5 5 4 4 3 4 4 4 4 4 4 45 

93 4 4 5 5 4 5 4 5 4 4 4 3 4 55 4 4 4 4 3 4 4 4 4 4 5 44 

94 5 5 5 5 5 5 5 5 5 5 5 5 5 65 5 5 5 5 5 5 5 5 5 5 5 55 

95 5 5 5 5 4 4 4 4 5 5 5 4 5 60 5 5 5 5 3 5 3 5 5 4 5 50 
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96 3 3 4 4 5 4 5 4 5 5 5 4 3 54 5 4 1 4 3 2 2 4 3 4 5 37 

97 4 4 4 2 4 5 5 4 4 3 5 5 3 52 4 5 4 5 4 5 5 4 4 5 5 50 

98 2 2 3 3 3 3 4 3 4 3 3 3 3 39 5 4 3 3 2 4 2 5 5 4 4 41 

99 4 5 5 4 4 4 5 5 5 5 5 5 5 61 4 4 4 4 5 5 5 4 5 5 4 49 

100 4 4 4 4 4 4 4 4 4 4 4 4 4 52 5 5 5 4 4 4 4 5 5 5 5 51 
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LAMPIRAN  5: HASIL SPSS  

 

PROFIL RESPONDEN 

 

Umur 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 15-20 46 46,0 46,0 46,0 

21-25 47 47,0 47,0 93,0 

26-30 4 4,0 4,0 97,0 

30 Keatas 3 3,0 3,0 100,0 

Total 100 100,0 100,0  

 

 

Pekerjaan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Pelajar/Mahasiswa 73 73,0 73,0 73,0 

Wiraswasta 5 5,0 5,0 78,0 

Lainnya 22 22,0 22,0 100,0 

Total 100 100,0 100,0  

 

 

Mengikuti Akun Twitter @nctzenbase 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Ya 100 100,0 100,0 100,0 

 

 

Pernah Menonton Iklan Mie Lemonilo Versi NCT Dream di 

Twitter 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Ya 100 100,0 100,0 100,0 
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Distribusi Frekusensi Variabel Terpaan Iklan (X) 

 

Iklan mie Lemonilo versi NCT Dream di Twitter tayang tiga kali dalam 

seminggu 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 2 2,0 2,0 2,0 

Tidak Setuju 10 10,0 10,0 12,0 

Netral 27 27,0 27,0 39,0 

Setuju 40 40,0 40,0 79,0 

Sangat Setuju 21 21,0 21,0 100,0 

Total 100 100,0 100,0  

 

 

Iklan mie Lemonilo versi NCT Dream sering muncul di Twitter 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 3 3,0 3,0 3,0 

Tidak Setuju 12 12,0 12,0 15,0 

Netral 27 27,0 27,0 42,0 

Setuju 30 30,0 30,0 72,0 

Sangat Setuju 28 28,0 28,0 100,0 

Total 100 100,0 100,0  

 

 

Kalimat yang digunakan dalam iklan mie Lemonilo versi NCT Dream 

di Twitter mudah dipahami 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 4 4,0 4,0 4,0 

Setuju 43 43,0 43,0 47,0 

Sangat Setuju 53 53,0 53,0 100,0 

Total 100 100,0 100,0  
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Pesan yang disampaikan dalam iklan mie Lemonilo versi NCT 

Dream di Twitter mudah dipahami 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Tidak Setuju 1 1,0 1,0 1,0 

Netral 11 11,0 11,0 12,0 

Setuju 41 41,0 41,0 53,0 

Sangat Setuju 47 47,0 47,0 100,0 

Total 100 100,0 100,0  

 

 

Konten dalam tayangan iklan mie Lemonilo versi NCT Dream di 

Twitter sangat menarik perhatian 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 7 7,0 7,0 7,0 

Setuju 32 32,0 32,0 39,0 

Sangat Setuju 61 61,0 61,0 100,0 

Total 100 100,0 100,0  

 

 

Tagline “Bersma Lemonilo Menjadi Generasi Hebat” pada iklan mie 

Lemonilo versi NCT Dream di Twitter telihat berbeda sehingga melekat 

dalam ingatan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 1 1,0 1,0 1,0 

Tidak Setuju 4 4,0 4,0 5,0 

Netral 23 23,0 23,0 28,0 

Setuju 44 44,0 44,0 72,0 

Sangat Setuju 28 28,0 28,0 100,0 

Total 100 100,0 100,0  
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Latar belakang yang digunakan dalam pembuatan iklan mie 

Lemonilo versi NCT Dream di Twitter terlihat menarik 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 8 8,0 8,0 8,0 

Setuju 45 45,0 45,0 53,0 

Sangat Setuju 47 47,0 47,0 100,0 

Total 100 100,0 100,0  

 

 

Bahasa yang digunakan dalam tayangan iklan mie Lemonilo versi 

NCT Dream di Twitter jelas dan mudah dipahami 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Tidak Setuju 1 1,0 1,0 1,0 

Netral 9 9,0 9,0 10,0 

Setuju 43 43,0 43,0 53,0 

Sangat Setuju 47 47,0 47,0 100,0 

Total 100 100,0 100,0  

 

 

Ketepatan dalam memilih artis untuk iklan mie Lemonilo versi NCT 

Dream di Twitter sehingga menarik perhatian 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Setuju 22 22,0 22,0 22,0 

Sangat Setuju 78 78,0 78,0 100,0 

Total 100 100,0 100,0  

 

 

Adegan yang ditampilkan dalam iklan mie Lemonilo versi NCT 

Dream di twitter mampu menarik perhatian 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 4 4,0 4,0 4,0 

Setuju 26 26,0 26,0 30,0 

Sangat Setuju 70 70,0 70,0 100,0 

Total 100 100,0 100,0  
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Visual yang ditampilkan dalam tayangan iklan mie Lemonilo versi 

NCT Dream di Twitter mampu menarik perhatian 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 2 2,0 2,0 2,0 

Setuju 18 18,0 18,0 20,0 

Sangat Setuju 80 80,0 80,0 100,0 

Total 100 100,0 100,0  

 

 

Iklan mie Lemonilo versi NCT Dream di Twitter memiliki durasi yang 

singkat 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Netral 30 30,0 30,0 30,0 

Setuju 46 46,0 46,0 76,0 

Sangat Setuju 24 24,0 24,0 100,0 

Total 100 100,0 100,0  

 

 

Saya menyaksikan iklan mie Lemonilo versi NCT Dream di twitter secara 

keseluruhan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 2 2,0 2,0 2,0 

Tidak Setuju 2 2,0 2,0 4,0 

Netral 18 18,0 18,0 22,0 

Setuju 26 26,0 26,0 48,0 

Sangat Setuju 52 52,0 52,0 100,0 

Total 100 100,0 100,0  
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Distibusi Frekuensi Variabel Minat Beli (Y) 

 

 

Saya menyadari warna hijau pada kemasan mie Lemonilo versi NCT 

Dream memberikan karakter tersendiri 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 1 1,0 1,0 1,0 

Tidak Setuju 2 2,0 2,0 3,0 

Netral 4 4,0 4,0 7,0 

Setuju 25 25,0 25,0 32,0 

Sangat Setuju 68 68,0 68,0 100,0 

Total 100 100,0 100,0  

 

 

Saya mengetahui harga 1 bungkus mie Lemonilo versi NCT Dream 

adalah Rp.8.000 - Rp.9.500 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 3 3,0 3,0 3,0 

Tidak Setuju 8 8,0 8,0 11,0 

Netral 24 24,0 24,0 35,0 

Setuju 29 29,0 29,0 64,0 

Sangat Setuju 36 36,0 36,0 100,0 

Total 100 100,0 100,0  

 

 

Saya mengetahui bahwa mie Lemonilo versi NCT Dream 

mengunakan bahan alami, tanpa bahan pengawet, tanpa pewarna 

buatan, dan tanpa msg 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Tidak Setuju 3 3,0 3,0 3,0 

Netral 9 9,0 9,0 12,0 

Setuju 42 42,0 42,0 54,0 

Sangat Setuju 46 46,0 46,0 100,0 

Total 100 100,0 100,0  
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Saya gemar megonsumsi mie Lemonio versi NCT Dream 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 4 4,0 4,0 4,0 

Tidak Setuju 16 16,0 16,0 20,0 

Netral 35 35,0 35,0 55,0 

Setuju 24 24,0 24,0 79,0 

Sangat Setuju 21 21,0 21,0 100,0 

Total 100 100,0 100,0  

 

 

Saya lebih suka mie Lemonilo versi NCT Dream dibandingkan dengan 

produk mie yang lain 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 7 7,0 7,0 7,0 

Tidak Setuju 30 30,0 30,0 37,0 

Netral 27 27,0 27,0 64,0 

Setuju 18 18,0 18,0 82,0 

Sangat Setuju 18 18,0 18,0 100,0 

Total 100 100,0 100,0  

 

 

Saya memilih mie Lemonilo versi NCT Dream karena menarik dan 

berkualitas 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 3 3,0 3,0 3,0 

Tidak Setuju 7 7,0 7,0 10,0 

Netral 29 29,0 29,0 39,0 

Setuju 29 29,0 29,0 68,0 

Sangat Setuju 32 32,0 32,0 100,0 

Total 100 100,0 100,0  
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Saya setuju bahwa bahan yang digunakan mie Lemonilo versi NCT 

Dream memiliki kandungan nutrisi alami dan aman untuk dikonsumsi 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 1 1,0 1,0 1,0 

Tidak Setuju 1 1,0 1,0 2,0 

Netral 17 17,0 17,0 19,0 

Setuju 44 44,0 44,0 63,0 

Sangat Setuju 37 37,0 37,0 100,0 

Total 100 100,0 100,0  

 

 

Saya akan merekomedasiikan mie Lemonilo versi NCT Dream kepada 

orang lain 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 1 1,0 1,0 1,0 

Tidak Setuju 7 7,0 7,0 8,0 

Netral 27 27,0 27,0 35,0 

Setuju 34 34,0 34,0 69,0 

Sangat Setuju 31 31,0 31,0 100,0 

Total 100 100,0 100,0  

 

 

Tidak sulit bagi saya untuk mendapatkan mie Lemonilo versi NCT Dream 

di minimarket 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sangat Tidak Setuju 1 1,0 1,0 1,0 

Tidak Setuju 2 2,0 2,0 3,0 

Netral 10 10,0 10,0 13,0 

Setuju 28 28,0 28,0 41,0 

Sangat Setuju 59 59,0 59,0 100,0 

Total 100 100,0 100,0  
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UJI VALIDITAS TERPAAN IKLAN 

 

 

Correlations 

 X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 TOTAL 

X1 Pearson 

Correlation 

1 ,380 ,369 ,561* ,459* ,221 ,123 ,515* -,042 -,042 ,123 ,284 ,452* ,571** 

Sig. (2-

tailed) 
 

,098 ,109 ,010 ,042 ,349 ,605 ,020 ,860 ,860 ,605 ,224 ,045 ,009 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X2 Pearson 

Correlation 

,380 1 ,772** ,592** ,710** ,308 ,200 ,521* ,373 ,373 ,200 ,088 ,315 ,650** 

Sig. (2-

tailed) 

,098 
 

,000 ,006 ,000 ,186 ,398 ,019 ,106 ,106 ,398 ,712 ,176 ,002 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X3 Pearson 

Correlation 

,369 ,772** 1 ,345 ,518* ,257 ,167 ,492* ,229 ,229 ,167 ,257 ,408 ,601** 

Sig. (2-

tailed) 

,109 ,000 
 

,136 ,019 ,274 ,482 ,027 ,332 ,332 ,482 ,274 ,074 ,005 
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N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X4 Pearson 

Correlation 

,561* ,592** ,345 1 ,857** ,266 ,345 ,764** ,355 ,355 ,345 ,266 ,423 ,739** 

Sig. (2-

tailed) 

,010 ,006 ,136 
 

,000 ,257 ,136 ,000 ,125 ,125 ,136 ,257 ,063 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X5 Pearson 

Correlation 

,459* ,710** ,518* ,857** 1 ,266 ,518* ,764** ,355 ,355 ,518* ,266 ,528* ,804** 

Sig. (2-

tailed) 

,042 ,000 ,019 ,000 
 

,257 ,019 ,000 ,125 ,125 ,019 ,257 ,017 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X6 Pearson 

Correlation 

,221 ,308 ,257 ,266 ,266 1 ,471* ,390 ,279 ,279 ,471* ,451* ,367 ,557* 

Sig. (2-

tailed) 

,349 ,186 ,274 ,257 ,257 
 

,036 ,089 ,234 ,234 ,036 ,046 ,112 ,011 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X7 Pearson 

Correlation 

,123 ,200 ,167 ,345 ,518* ,471* 1 ,492* ,514* ,514* 1,000** ,685** ,663** ,738** 
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Sig. (2-

tailed) 

,605 ,398 ,482 ,136 ,019 ,036 
 

,027 ,020 ,020 ,000 ,001 ,001 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X8 Pearson 

Correlation 

,515* ,521* ,492* ,764** ,764** ,390 ,492* 1 ,183 ,183 ,492* ,601** ,704** ,842** 

Sig. (2-

tailed) 

,020 ,019 ,027 ,000 ,000 ,089 ,027 
 

,440 ,440 ,027 ,005 ,001 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X9 Pearson 

Correlation 

-,042 ,373 ,229 ,355 ,355 ,279 ,514* ,183 1 1,000** ,514* ,132 ,210 ,481* 

Sig. (2-

tailed) 

,860 ,106 ,332 ,125 ,125 ,234 ,020 ,440 
 

,000 ,020 ,579 ,374 ,032 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X10 Pearson 

Correlation 

-,042 ,373 ,229 ,355 ,355 ,279 ,514* ,183 1,000** 1 ,514* ,132 ,210 ,481* 

Sig. (2-

tailed) 

,860 ,106 ,332 ,125 ,125 ,234 ,020 ,440 ,000 
 

,020 ,579 ,374 ,032 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 
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X11 Pearson 

Correlation 

,123 ,200 ,167 ,345 ,518* ,471* 1,000** ,492* ,514* ,514* 1 ,685** ,663** ,738** 

Sig. (2-

tailed) 

,605 ,398 ,482 ,136 ,019 ,036 ,000 ,027 ,020 ,020 
 

,001 ,001 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X12 Pearson 

Correlation 

,284 ,088 ,257 ,266 ,266 ,451* ,685** ,601** ,132 ,132 ,685** 1 ,760** ,688** 

Sig. (2-

tailed) 

,224 ,712 ,274 ,257 ,257 ,046 ,001 ,005 ,579 ,579 ,001 
 

,000 ,001 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

X13 Pearson 

Correlation 

,452* ,315 ,408 ,423 ,528* ,367 ,663** ,704** ,210 ,210 ,663** ,760** 1 ,810** 

Sig. (2-

tailed) 

,045 ,176 ,074 ,063 ,017 ,112 ,001 ,001 ,374 ,374 ,001 ,000 
 

,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

TO

TAL 

Pearson 

Correlation 

,571** ,650** ,601** ,739** ,804** ,557* ,738** ,842** ,481* ,481* ,738** ,688** ,810** 1 

Sig. (2-

tailed) 

,009 ,002 ,005 ,000 ,000 ,011 ,000 ,000 ,032 ,032 ,000 ,001 ,000 
 

N 20 20 20 20 20 20 20 20 20 20 20 20 20 20 

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

**. Correlation is significant at the 0.01 level (2-tailed). 
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UJI VALIDITAS MINAT BELI  

 

 

Correlations 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 Y11 TOTAL 

Y1 Pearson Correlation 1 ,701** ,754** ,224 ,285 ,287 ,442 ,442 ,221 ,307 ,496* ,610** 

Sig. (2-tailed)  ,001 ,000 ,342 ,223 ,220 ,051 ,051 ,349 ,188 ,026 ,004 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y2 Pearson Correlation ,701** 1 ,426 ,491* ,312 ,174 ,553* ,553* ,315 ,218 ,263 ,555* 

Sig. (2-tailed) ,001  ,061 ,028 ,180 ,464 ,011 ,011 ,175 ,355 ,262 ,011 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y3 Pearson Correlation ,754** ,426 1 ,254 ,404 ,571** ,358 ,645** ,601** ,537* ,435 ,765** 

Sig. (2-tailed) ,000 ,061  ,279 ,077 ,009 ,121 ,002 ,005 ,015 ,055 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y4 Pearson Correlation ,224 ,491* ,254 1 ,358 ,344 ,211 ,634** ,585** ,306 ,264 ,547* 

Sig. (2-tailed) ,342 ,028 ,279  ,122 ,138 ,371 ,003 ,007 ,190 ,261 ,013 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y5 Pearson Correlation ,285 ,312 ,404 ,358 1 ,621** ,806** ,645** ,591** ,583** ,431 ,820** 

Sig. (2-tailed) ,223 ,180 ,077 ,122  ,003 ,000 ,002 ,006 ,007 ,058 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y6 Pearson Correlation ,287 ,174 ,571** ,344 ,621** 1 ,489* ,489* ,603** ,474* ,305 ,769** 

Sig. (2-tailed) ,220 ,464 ,009 ,138 ,003  ,029 ,029 ,005 ,035 ,190 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 
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Y7 Pearson Correlation ,442 ,553* ,358 ,211 ,806** ,489* 1 ,429 ,291 ,188 ,127 ,639** 

Sig. (2-tailed) ,051 ,011 ,121 ,371 ,000 ,029  ,059 ,213 ,428 ,592 ,002 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y8 Pearson Correlation ,442 ,553* ,645** ,634** ,645** ,489* ,429 1 ,756** ,563** ,637** ,844** 

Sig. (2-tailed) ,051 ,011 ,002 ,003 ,002 ,029 ,059  ,000 ,010 ,003 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y9 Pearson Correlation ,221 ,315 ,601** ,585** ,591** ,603** ,291 ,756** 1 ,681** ,291 ,779** 

Sig. (2-tailed) ,349 ,175 ,005 ,007 ,006 ,005 ,213 ,000  ,001 ,214 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y10 Pearson Correlation ,307 ,218 ,537* ,306 ,583** ,474* ,188 ,563** ,681** 1 ,536* ,730** 

Sig. (2-tailed) ,188 ,355 ,015 ,190 ,007 ,035 ,428 ,010 ,001  ,015 ,000 

N 20 20 20 20 20 20 20 20 20 20 20 20 

Y11 Pearson Correlation ,496* ,263 ,435 ,264 ,431 ,305 ,127 ,637** ,291 ,536* 1 ,607** 

Sig. (2-tailed) ,026 ,262 ,055 ,261 ,058 ,190 ,592 ,003 ,214 ,015  ,004 

N 20 20 20 20 20 20 20 20 20 20 20 20 

TOTAL Pearson Correlation ,610** ,555* ,765** ,547* ,820** ,769** ,639** ,844** ,779** ,730** ,607** 1 

Sig. (2-tailed) ,004 ,011 ,000 ,013 ,000 ,000 ,002 ,000 ,000 ,000 ,004  

N 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). 
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UJI RELIABILITAS TERPAAN IKLAN 

 

Case Processing Summary 

 N % 

Cases Valid 20 100,0 

Excludeda 0 ,0 

Total 20 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,887 13 

 

 

UJI RELIABILITIAS MINAT BELI 

 

Case Processing Summary 

 N % 

Cases Valid 20 100,0 

Excludeda 0 ,0 

Total 20 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,879 11 
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UJI KORELASI 

 

Correlations 

 Terpaan Iklan Minat Beli 

Terpaan Iklan Pearson Correlation 1 ,517** 

Sig. (2-tailed)  ,000 

N 100 100 

Minat Beli Pearson Correlation ,517** 1 

Sig. (2-tailed) ,000  

N 100 100 

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

 

 

UJI REGRESI SEDERHANA 

 

UJI HIPOTESIS 

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Terpaan Iklanb . Enter 

a. Dependent Variable: Minat Beli 

b. All requested variables entered. 

 

 

 

 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 8,412 5,937  1,417 ,160 

Terpaan Iklan ,633 ,106 ,517 5,979 ,000 

a. Dependent Variable: Minat Beli 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,517a ,267 ,260 5,756 

a. Predictors: (Constant), Terpaan Iklan 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1184,350 1 1184,350 35,747 ,000b 

Residual 3246,890 98 33,132   

Total 4431,240 99    

a. Dependent Variable: Minat Beli 

b. Predictors: (Constant), Terpaan Iklan 
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LAMPIRAN  6: HASIL TURNITIN 
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