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LAMPIRAN 

Lampiran 1 Kuesioner Penelitian 

PENGARUH ELECTRONIC WORD OF MOUTH DI MEDIA SOSIAL 

INSTAGRAM TERHADAP MINAT BELI KONSUMEN SISI BARAT 

COFFEE TAHUN 2022 

Nama : 

Jenis Kelamin :  

a. Laki-laki 

b. Perempuan 

Usia 

a. 14-17 

b. 18-21 

c. 22-24 

d. 25-30 

e. <30 

Apakah anda followers dari @sisibaratcoffee? 

a. Ya 

b. Bukan 



Apakah anda pernah menjadi konsumen atau membeli produk di @sisibaratcoffee? 

a. Ya, pernah 

b. Tidak pernah 

Apakah anda pernah melihat konten foto, video, atau instastory tentang Sisi Barat 

Coffee melalui Instagram? 

a. Ya, pernah 

b. Tidak pernah 

 

A. Intensity 

No Pernyataan  STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya sering mencari informasi di Instagram soal Sisi 

Barat Coffe 

     

2 Saya sering bertukar informasi di instagram tentang Sisi 

Barat Coffee 

     

3 Saya sering melihat ulasan dan rekomendasi yang 

diberikan oleh pelanggan tentang sisibarat coffe  di 

Instagram 

     

 

b.Positive Vallance 

Dimensi positive vallance 

No Pernyataan STS 
(1) 

TS 
(2) 

N 
(3) 

S 
(4) 

SS 
(5) 

1 Saya pernah membaca  ulasan positif di Instagram      



terhadap sisibarat coffe 

2 Saya membaca rekomendasi tentang Sisi Barat Coffe di 

Instagram 

     

 

c. Negative vallance 

Dimensi negative vallance 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya pernah membaca komentar negatif di Instagram 

tentang Sisi Barat Coffe 

     

2 Saya membaca pengalaman mengewakan di Instagram 

tentang Sisi Barat Coffe 

     

 

d. Content 

Dimensi content 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya mendapatkan informasi soal menu makanan dan 

minuman Sisi Barat Coffe melalui instagram 

     

2 Saya mendapatkan informasi soal kualitas Sisi Barat 

Coffee melalui Instagram tentang Sisi Barat Coffe 

     

3 Saya mendapatkan informasi soal informasi harga Sisi 

Barat Coffe di Instagram 

     

 

2. Minat beli 

a. Attention 

Dimensi attention 

No Pernyataan STS TS N S SS 



(1) (2) (3) (4) (5) 

1 Saya melihat Sisi Barat Coffe di Instagram      

2 Saya mengingat tentang produk atau tempat Sisi Barat 

Coffe yang muncul di Instagram 

     

 

b.interest 

Dimensi interest 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya tertarik dengan produk atau tempat Sisi Barat Coffe 

setelah melihat ulasan atau rekomendasi di Instagram 

     

2 Saya menyukai informasi yang diberikan di Instagram 

terhadap Sisi Barat Coffe 

     

 

e. Search 

Dimensi  search 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya mulai mencari informasi tambahan tentang Sisi 

Barat Coffe setelah melihat rekomendasi atau ulasan 

tentang Sisi Barat Coffe di instagram 

     

2 Saya mendapatkan informasi yang saya butuhkan tentang 

Sisi Barat Coffe di instagram terhadap Sisi Barat Coffe 

     

 

f. Action 

Dimensi action 

No Pernyataan STS 
(1) 

TS 
(2) 

N 
(3) 

S 
(4) 

SS 
(5) 

1 Saya mulai tertarik untuk melakukan pembelian produk 

Sisi Barat Coffe setelah melihat rekomendasi atau ulasan 

     



tentang sisi barat coffe di Instagram 

2 Saya membeli produk Sisi Barat Coffe setelah melihat 

rekomendasi / ulasan di Instagram 

     

 

g. Shares 

Dimensi shares 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Setelah saya membeli produk sisi barat coffe, saya 

merekomendasikan atau memberikan ulasan tentang Sisi 

Barat Coffe melalui instagram saya 

     

2 Setelah saya membeli produk sisi barat coffe, saya 

membagikan pengalaman saya tentang Sisi Barat Coffe 

melalui instagram saya 

     

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 2 Hasil Uji 

1. Uji Validitas  

a. Variabel X (eWOM) 

 

Correlations 

 X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 

XTOTA

L 

X1 Pearson 

Correlatio

n 

1 ,715
*

*
 

,602
*

*
 

,669
*

*
 

,544
*
 ,656

*

*
 

,585
*

*
 

,552
*
 ,634

*

*
 

,545
*
 ,843

**
 

Sig. (2-

tailed) 
 

,000 ,005 ,001 ,013 ,002 ,007 ,012 ,003 ,013 ,000 

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

X2 Pearson 

Correlatio

n 

,715
*

*
 

1 ,622
*

*
 

,620
*

*
 

,451
*
 ,232 ,320 ,232 ,407 ,148 ,603

**
 

Sig. (2-

tailed) 

,000 
 

,003 ,004 ,046 ,326 ,170 ,326 ,075 ,535 ,005 

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

X3 Pearson 

Correlatio

n 

,602
*

*
 

,622
*

*
 

1 ,738
*

*
 

,553
*
 ,632

*

*
 

,369 ,501
*
 ,425 ,594

*

*
 

,789
**
 

Sig. (2-

tailed) 

,005 ,003 
 

,000 ,011 ,003 ,110 ,024 ,062 ,006 ,000 

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

X4 Pearson 

Correlatio

n 

,669
*

*
 

,620
*

*
 

,738
*

*
 

1 ,649
*

*
 

,526
*
 ,258 ,569

*

*
 

,779
*

*
 

,668
*

*
 

,840
**
 

Sig. (2-

tailed) 

,001 ,004 ,000 
 

,002 ,017 ,271 ,009 ,000 ,001 ,000 

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



X5 Pearson 

Correlatio

n 

,544
*
 ,451

*
 ,553

*
 ,649

*

*
 

1 ,617
*

*
 

,243 ,727
*

*
 

,568
*

*
 

,553
*
 ,762

**
 

Sig. (2-

tailed) 

,013 ,046 ,011 ,002 
 

,004 ,302 ,000 ,009 ,011 ,000 

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

X6 Pearson 

Correlatio

n 

,656
*

*
 

,232 ,632
*

*
 

,526
*
 ,617

*

*
 

1 ,458
*
 ,880

*

*
 

,577
*

*
 

,741
*

*
 

,837
**
 

Sig. (2-

tailed) 

,002 ,326 ,003 ,017 ,004 
 

,042 ,000 ,008 ,000 ,000 

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

X7 Pearson 

Correlatio

n 

,585
*

*
 

,320 ,369 ,258 ,243 ,458
*
 1 ,378 ,169 ,412 ,560

*
 

Sig. (2-

tailed) 

,007 ,170 ,110 ,271 ,302 ,042 
 

,100 ,475 ,071 ,010 

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

X8 Pearson 

Correlatio

n 

,552
*
 ,232 ,501

*
 ,569

*

*
 

,727
*

*
 

,880
*

*
 

,378 1 ,671
*

*
 

,785
*

*
 

,831
**
 

Sig. (2-

tailed) 

,012 ,326 ,024 ,009 ,000 ,000 ,100 
 

,001 ,000 ,000 

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

X9 Pearson 

Correlatio

n 

,634
*

*
 

,407 ,425 ,779
*

*
 

,568
*

*
 

,577
*

*
 

,169 ,671
*

*
 

1 ,681
*

*
 

,768
**
 

Sig. (2-

tailed) 

,003 ,075 ,062 ,000 ,009 ,008 ,475 ,001 
 

,001 ,000 

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

X10 Pearson 

Correlatio

n 

,545
*
 ,148 ,594

*

*
 

,668
*

*
 

,553
*
 ,741

*

*
 

,412 ,785
*

*
 

,681
*

*
 

1 ,811
**
 

Sig. (2-

tailed) 

,013 ,535 ,006 ,001 ,011 ,000 ,071 ,000 ,001 
 

,000 



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

XTOTA

L 

Pearson 

Correlatio

n 

,843
*

*
 

,603
*

*
 

,789
*

*
 

,840
*

*
 

,762
*

*
 

,837
*

*
 

,560
*
 ,831

*

*
 

,768
*

*
 

,811
*

*
 

1 

Sig. (2-

tailed) 

,000 ,005 ,000 ,000 ,000 ,000 ,010 ,000 ,000 ,000 
 

N 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). 

 

 

b.Variabel Y (MINAT BELI) 

 

 

Correlations 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 

YTOTA

L 

Y1 Pearson 

Correlatio

n 

1 ,774
*

*
 

,616
*

*
 

,654
*

*
 

,524
*
 ,824

*

*
 

,696
*

*
 

,697
*

*
 

,681
*

*
 

,327 ,862
**
 

Sig. (2-

tailed) 
 

,000 ,004 ,002 ,018 ,000 ,001 ,001 ,001 ,160 ,000 

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

Y2 Pearson 

Correlatio

n 

,774
*

*
 

1 ,584
*

*
 

,691
*

*
 

,627
*

*
 

,737
*

*
 

,715
*

*
 

,747
*

*
 

,897
*

*
 

,400 ,905
**
 

Sig. (2-

tailed) 

,000 
 

,007 ,001 ,003 ,000 ,000 ,000 ,000 ,080 ,000 

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

Y3 Pearson 

Correlatio

n 

,616
*

*
 

,584
*

*
 

1 ,688
*

*
 

,381 ,592
*

*
 

,764
*

*
 

,542
*
 ,560

*
 ,395 ,773

**
 



Sig. (2-

tailed) 

,004 ,007 
 

,001 ,097 ,006 ,000 ,014 ,010 ,085 ,000 

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

Y4 Pearson 

Correlatio

n 

,654
*

*
 

,691
*

*
 

,688
*

*
 

1 ,575
*

*
 

,475
*
 ,861

*

*
 

,638
*

*
 

,575
*

*
 

,352 ,806
**
 

Sig. (2-

tailed) 

,002 ,001 ,001 
 

,008 ,034 ,000 ,002 ,008 ,128 ,000 

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

Y5 Pearson 

Correlatio

n 

,524
*
 ,627

*

*
 

,381 ,575
*

*
 

1 ,670
*

*
 

,430 ,311 ,671
*

*
 

,205 ,682
**
 

Sig. (2-

tailed) 

,018 ,003 ,097 ,008 
 

,001 ,058 ,181 ,001 ,385 ,001 

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

Y6 Pearson 

Correlatio

n 

,824
*

*
 

,737
*

*
 

,592
*

*
 

,475
*
 ,670

*

*
 

1 ,607
*

*
 

,518
*
 ,791

*

*
 

,451

*
 

,857
**
 

Sig. (2-

tailed) 

,000 ,000 ,006 ,034 ,001 
 

,005 ,019 ,000 ,046 ,000 

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

Y7 Pearson 

Correlatio

n 

,696
*

*
 

,715
*

*
 

,764
*

*
 

,861
*

*
 

,430 ,607
*

*
 

1 ,711
*

*
 

,699
*

*
 

,393 ,857
**
 

Sig. (2-

tailed) 

,001 ,000 ,000 ,000 ,058 ,005 
 

,000 ,001 ,086 ,000 

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

Y8 Pearson 

Correlatio

n 

,697
*

*
 

,747
*

*
 

,542
*
 ,638

*

*
 

,311 ,518
*
 ,711

*

*
 

1 ,603
*

*
 

,341 ,753
**
 

Sig. (2-

tailed) 

,001 ,000 ,014 ,002 ,181 ,019 ,000 
 

,005 ,141 ,000 

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



Y9 Pearson 

Correlatio

n 

,681
*

*
 

,897
*

*
 

,560
*
 ,575

*

*
 

,671
*

*
 

,791
*

*
 

,699
*

*
 

,603
*

*
 

1 ,308 ,858
**
 

Sig. (2-

tailed) 

,001 ,000 ,010 ,008 ,001 ,000 ,001 ,005 
 

,187 ,000 

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

Y10 Pearson 

Correlatio

n 

,327 ,400 ,395 ,352 ,205 ,451
*
 ,393 ,341 ,308 1 ,550

*
 

Sig. (2-

tailed) 

,160 ,080 ,085 ,128 ,385 ,046 ,086 ,141 ,187 
 

,012 

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

YTOTA

L 

Pearson 

Correlatio

n 

,862
*

*
 

,905
*

*
 

,773
*

*
 

,806
*

*
 

,682
*

*
 

,857
*

*
 

,857
*

*
 

,753
*

*
 

,858
*

*
 

,550

*
 

1 

Sig. (2-

tailed) 

,000 ,000 ,000 ,000 ,001 ,000 ,000 ,000 ,000 ,012 
 

N 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 

a. Variabel X 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,919 10 

 

 

 

 



 

b.variabel Y 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,927 10 

 

2.Uji Asumsi Klasik 

a. uji normalitas 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 100 

Normal Parameters
a,b

 Mean ,0000000 

Std. Deviation ,11916175 

Most Extreme Differences Absolute ,087 

Positive ,087 

Negative -,086 

Test Statistic ,087 

Asymp. Sig. (2-tailed) ,062
c
 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 

 

 

 

 



b.uji heterokedasitas 

 

3. Uji Korelasi 

Correlations 

 EWOM MINAT BELI 

EWOM Pearson Correlation 1 ,810
**
 

Sig. (2-tailed)  ,000 

N 100 100 

MINAT BELI Pearson Correlation ,810
**
 1 

Sig. (2-tailed) ,000  

N 100 100 

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

 

 

 

 

 

 

SPEARMAN 

Correlations 

 Ewom 

Unstandardized 

Residual 

Spearman's rho Ewom Correlation Coefficient 1,000 -,067 

Sig. (2-tailed) . ,507 

N 100 100 

Unstandardized Residual Correlation Coefficient -,067 1,000 

Sig. (2-tailed) ,507 . 

N 100 100 



4. Uji Regresi Linear Sederhana 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,944 2,487  1,184 ,239 

EWOM ,956 ,070 ,810 13,690 ,000 

a. Dependent Variable: MINAT BELI 

 

5. Uji Parsial (Uji T) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,944 2,487  1,184 ,239 

EWOM ,956 ,070 ,810 13,690 ,000 

a. Dependent Variable: MINAT BELI 

 

6. Uji Koefisien Determinasi 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,810
a
 ,657 ,653 3,89437 

a. Predictors: (Constant), EWOM 

 

 

 

 



Lampiran 3 Dokumentasi 
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 Desain Grafis 

 Adobe Photoshop 
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