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Lampiran 2. Quisioner 

Pengaruh Penggunaan Augmented Reality Marketing Terhadap Buying 

Behaviour Produk IKEA  dengan Consumer Engagement Sebagai Intervening 

Variabel 

(Studi pada Konsumen Produk IKEA di Instagram IKEA_id Indonesia) 

Responden yang terhormat, 

Assalamualaikum Warahmatullahi Wabarakatuh 

Berkaitan dengan penelitian yang akan saya lakukan dalam rangka 

menyelesaikan program studi S1 Administrasi Bisnis Fakultas Ilmu Sosial dan Ilmu 

Politik Universitas Yudharta Pasuruan dengan judul di atas yang memerlukan 

pengambilan data primer, maka dari itu saya memohon ketersediaan saudara/i untuk 

berkenan mengisi kuesioner terlampir. 

Dengan adanya penelitian ini diharapkan dapat memberikan hasil yang 

bermanfaat, oleh karena itu dimohon ketersediaannya untuk memberi jawaban 

sesuai dengan pendapat dan pengalaman sendiri bukan berdasarkan pendapat umum 

dan pendapat orang lain. 

Demikian atas ketersediaan yang telah anda berikan, atas kerjasama dan 

kesungguhan saudara(i) saya ucapkan terimakasih. 

Wassalamualaikum Waarahmatullahi Wabarakatuh. 

 

Hormat saya, 

 

 

 

Muchammad Ghufron 
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Data Identitas Responden : 

Usia 

: 17 – 25 Tahun 

: 26 – 34 Tahun 

: 35 – 43 Tahun 

: 44 – 52 Tahun 

: +53 Tahun 

Jenis kelamin 
: Laki-Laki 

: Perempuan 

Jenis Pekerjaan 

: TNI/Polri/PNS/ASN 

: Swasta 

: Wiraswasta 

:Profesional (Pengacara, dokter, 

konsultan, dll. 

: lain-lain (Mahasiswa, IRT, 

Petani,dll) 

Penghasilan 

: Rp. 2.000.000 – Rp. 3.000.000 

: Rp. 3.000.000 – Rp.4.000.000 

: Rp. 4.000.000 – Rp.5.000.000 

: Rp. 5.000.000 – Rp.6.000.000 

:  +Rp. 6.000.000 

Mengetahui jenis furniture yang dijual di IKEA : Ya/Tidak 

Mempunyai APP IKEA PLACE                         : Ya/Tidak 

Pernah menggunakan fitur Augmented Reality  : Ya/Tidak 
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Daftar Pertanyaan 

 

Mohon Bapak,Ibu,Saudara/i mengisi daftar pertanyaan dibawah ini. Berilah 

tanda (√) pada  jawaban yang menurut Bapak,Ibu,Saudara/i sesuai dengan 

keadan yang sesungguhnya. 

 

 
Notasi Keterangan 

SS Sangat Setuju 

S Setuju 

R Ragu-Ragu 

TS Tidak Setuju 

STS Sangat Tidak Setuju 

 

 

Augmented Reality (X1) 
Ite
m 

SS S R TS STS 

(X.1.1) IKEA Place dapat memproyeksikan 
katalog secara virtual dalam dunia nyata 

     

(X.1.2) IKEA Place   dapat   memberikan   
spesifikasi 
produk berupa teks dan gambar 3D 

     

(X.1.3) Saya dapat mensimulasikan penempatan 

gambar 3D dari produk IKEA secara 

virtual di sekitar 
dekorasi ruangan 

     

(X.1.4) Saya dapat memindai produk furniture 
yang 
serupa dengan dekorasi ruangan saya 

     

(X.1.5) IKEA Place menyediakan variasi pilihan 
produk 
dalam bentuk katalog virtual yang 
dapat dibeli di toko IKEA 

     

(X.1.6) Saya merasa produk virtual menyatu 
dengan 
dekorasi sekitar 

     

Buying Behavior (Z1) 
Ite
m 

SS S R TS STS 

(Y1.1) 
Saya suka mendekor rumah dengan 
furniture 
IKEA 

     

(Y1.2) 
Saya tertarik membeli furniture 
IKEA 
 

     

(Y1.3.) 
Saya sering mencari informasi 
furniture IKEA 
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(Y1.4) 
Saya lebih memilih furniture IKEA 
dibandingkan furniture lain 

     

(Y1.5) 
Saya mengutamakan furniture 
IKEA untuk dekorasi di rumah saya 

     

(Y1.6) 
Saya berpendapat bahwa IKEA  

lebih praktis dibandingkan furniture 

lain 

     

(Y1.7) Saya merasa furniture IKEA lebih 
tahan lama dibandingkan furniture  lain 

     

 

Consumer Engagment (Z) 
Item SS S R TS STS 

(Z1.1) Setelah mencoba aplikasi IKEA Place, 

saya berminat untuk membeli produk 

furniture  
di toko IKEA 

     

(Z1.2) Saya merekomendasikan produk 

funiture IKEA dibandingkan dengan 

merek lain 

     

(Z1.3) Saya berminat untuk mencari

 informasi ketersediaan produk 

furniture di toko IKEA 
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Lampiran 3. Tabulasi Data Responden 

A. Variabel Augmented Reality Marketing 

X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 Total 

5 4 4 5 5 4 27 

5 5 4 4 4 4 26 

5 3 4 5 4 4 25 

5 4 2 4 4 5 24 

5 4 5 4 5 4 27 

4 4 3 4 5 5 25 

5 4 5 5 4 5 28 

4 5 5 5 5 4 28 

5 5 4 4 5 5 28 

4 5 5 5 4 4 27 

4 4 5 5 4 3 25 

5 4 4 3 3 3 22 

5 4 4 5 2 3 23 

5 5 5 5 5 5 30 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

4 4 4 5 5 5 27 

5 5 5 5 4 4 28 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

5 5 5 5 5 5 30 

4 4 4 4 4 5 25 

5 5 5 5 5 5 30 

4 4 4 4 4 4 24 

4 4 4 4 4 5 25 

4 4 4 4 4 4 24 

5 4 4 5 4 4 26 

3 4 4 3 4 3 21 

5 5 5 5 5 5 30 

4 5 4 5 5 3 26 

3 3 4 4 3 3 20 

5 5 5 5 5 5 30 

3 4 5 4 5 5 26 

4 4 4 5 4 4 25 
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4 4 4 4 5 5 26 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

3 5 5 5 5 5 28 

3 3 3 3 3 4 19 

4 5 5 5 5 5 29 

4 4 4 4 4 4 24 

4 5 5 5 5 5 29 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

5 4 4 4 4 4 25 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

3 3 3 3 3 3 18 

4 5 5 5 5 5 29 

5 5 4 4 4 5 27 

4 3 4 4 4 4 23 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

5 4 5 5 4 4 27 

5 5 5 5 5 5 30 

5 5 4 4 4 4 26 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

5 5 5 4 5 5 29 

5 5 5 5 5 5 30 

5 4 4 5 5 5 28 

5 4 4 4 4 4 25 

5 5 4 4 4 4 26 

4 4 4 5 4 4 25 

5 4 4 4 4 4 25 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

4 5 5 4 5 5 28 

5 5 5 5 4 3 27 

5 5 4 5 4 5 28 

4 5 5 5 5 5 29 

5 5 5 5 5 5 30 

4 5 5 5 4 4 27 

3 3 3 3 3 3 18 

5 5 3 5 5 5 28 
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5 4 4 5 4 3 25 

5 5 5 5 5 5 30 

4 5 5 5 4 4 27 

5 5 5 5 5 5 30 

4 4 4 4 5 4 25 

4 4 5 4 4 5 26 

4 5 5 5 4 4 27 

5 5 3 4 5 3 25 

3 3 5 5 5 4 25 

3 4 4 4 4 5 24 

5 5 5 5 5 5 30 

4 4 4 5 5 4 26 

4 4 4 4 4 4 24 

4 3 4 5 5 4 25 

5 4 4 4 4 4 25 

3 4 5 5 5 5 27 

5 5 5 5 5 5 30 

4 5 5 5 4 5 28 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 4 5 4 28 

5 5 4 4 3 5 26 

5 4 4 5 3 4 25 

5 4 4 4 4 5 26 

5 5 5 5 4 5 29 

5 4 5 5 5 5 29 

5 4 5 5 4 5 28 

 

B. Variabel Consumer Engagment 

z1.1 z1.2 z1.3 Total 

4 4 4 12 

5 5 4 14 

5 4 4 13 

4 4 4 12 

4 3 4 11 

4 5 5 14 
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4 4 4 12 

4 4 5 13 

4 4 4 12 

5 5 4 14 

1 3 4 8 

2 2 2 6 

3 5 5 13 

5 5 5 15 

4 4 4 12 

4 4 4 12 

4 5 4 13 

3 3 3 9 

5 5 5 15 

4 4 4 12 

4 3 4 11 

4 4 4 12 

4 4 4 12 

5 5 5 15 

5 4 4 13 

5 5 5 15 

4 4 4 12 

4 4 4 12 

4 4 4 12 

4 5 5 14 

4 4 4 12 

5 5 5 15 

5 5 5 15 

4 4 4 12 

4 3 5 12 

4 5 4 13 

5 4 4 13 

5 5 5 15 

5 5 5 15 

5 5 5 15 

4 4 4 12 

3 3 3 9 

4 4 5 13 

4 4 4 12 

5 4 5 14 

5 5 5 15 

4 4 4 12 
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5 5 5 15 

5 5 5 15 

5 5 5 15 

3 3 3 9 

5 3 5 13 

4 3 4 11 

4 4 4 12 

5 5 5 15 

4 4 5 13 

4 4 4 12 

5 5 5 15 

4 4 4 12 

5 5 5 15 

4 4 4 12 

4 4 4 12 

4 5 4 13 

3 3 4 10 

3 5 5 13 

4 4 4 12 

4 4 4 12 

2 5 5 12 

2 5 5 12 

5 5 5 15 

2 5 5 12 

5 5 3 13 

5 4 4 13 

5 5 5 15 

4 4 4 12 

2 3 4 9 

3 3 3 9 

4 4 4 12 

5 5 5 15 

5 4 5 14 

5 4 4 13 

5 5 5 15 

5 5 4 14 

4 4 5 13 

4 5 5 14 

4 3 5 12 

4 4 4 12 

5 5 5 15 
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5 5 5 15 

5 4 4 13 

1 1 3 5 

5 4 5 14 

5 5 5 15 

4 4 5 13 

5 5 5 15 

3 2 2 7 

2 2 5 9 

2 2 5 9 

5 2 5 12 

5 2 5 12 

5 5 5 15 

5 5 5 15 

5 5 5 15 

5 4 5 14 

5 5 5 15 

4 5 5 14 

4 4 5 13 

4 5 5 14 

5 4 5 14 

5 5 5 15 

 

C. Variabel Buying Behavior 

 

y1.1 y1.2 y1.3 y1.4 y1.5 y1.6 y1.7 Total 

5 4 5 4 4 4 5 31 

5 5 4 4 5 4 5 32 

4 4 3 4 4 4 4 27 

4 4 3 5 4 4 4 28 

4 5 5 4 5 4 5 32 

5 4 4 5 4 5 4 31 

5 5 4 5 5 5 5 34 

4 5 5 4 5 5 5 33 

4 4 5 5 5 4 4 31 

5 4 5 5 4 4 4 31 

3 3 4 3 3 2 3 21 

3 3 2 3 3 4 2 20 

4 4 4 3 4 3 4 26 

5 5 5 5 5 5 5 35 

4 4 4 4 4 4 4 28 
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4 4 4 4 3 4 4 27 

4 5 5 4 4 4 4 30 

3 3 3 3 3 4 3 22 

5 5 5 5 4 5 5 34 

4 4 4 4 4 4 4 28 

4 4 4 4 4 3 3 26 

4 4 3 3 3 4 3 24 

4 4 4 4 4 4 3 27 

5 5 5 5 5 5 5 35 

4 4 5 4 4 5 4 30 

5 5 5 5 5 5 5 35 

4 4 4 4 3 4 4 27 

4 4 4 4 4 4 4 28 

4 4 4 4 4 4 4 28 

4 5 4 5 4 4 4 30 

4 4 4 4 4 4 4 28 

5 5 5 5 5 5 5 35 

5 3 5 5 4 4 3 29 

3 2 3 3 3 3 3 20 

5 5 5 5 4 4 5 33 

5 5 5 4 3 5 4 31 

5 4 5 4 5 4 5 32 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

5 4 5 4 5 5 4 32 

3 3 3 3 3 3 3 21 

3 5 5 5 3 5 5 31 

4 4 4 4 4 4 4 28 

5 5 5 4 5 5 5 34 

5 5 5 5 5 5 5 35 

5 4 4 4 4 4 4 29 

4 4 4 4 5 5 5 31 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

3 3 3 3 3 3 3 21 

5 5 4 5 5 5 5 34 

5 4 5 4 4 4 4 30 

4 4 4 4 5 5 5 31 

5 5 5 5 5 5 5 35 

4 3 3 4 5 4 5 28 
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4 4 4 4 4 5 5 30 

5 5 5 5 5 5 5 35 

4 5 5 5 5 4 4 32 

5 5 5 5 5 5 5 35 

4 5 5 4 4 4 4 30 

4 4 4 4 3 4 4 27 

5 5 5 5 5 5 5 35 

4 4 3 4 3 4 4 26 

4 4 4 4 4 4 4 28 

4 3 5 3 4 4 4 27 

4 4 3 4 4 4 4 27 

5 5 5 4 4 4 4 31 

5 5 5 5 5 4 5 34 

5 5 5 5 5 5 5 35 

4 4 4 5 5 5 5 32 

3 5 3 5 4 3 2 25 

4 5 5 5 4 5 5 33 

5 4 5 5 5 5 5 34 

5 5 5 4 5 5 4 33 

5 4 4 3 4 4 3 27 

3 3 3 3 3 3 3 21 

5 5 5 4 4 4 4 31 

3 4 3 4 3 4 4 25 

5 5 5 5 5 5 4 34 

5 4 4 4 5 3 5 30 

4 5 5 5 5 4 5 33 

5 4 4 4 4 5 4 30 

4 4 5 4 5 4 4 30 

4 5 5 5 5 4 5 33 

3 4 5 4 4 5 5 30 

5 5 3 5 5 5 4 32 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

3 4 5 4 4 4 4 28 

2 2 1 1 1 4 4 15 

5 5 4 4 5 4 4 31 

4 4 5 5 5 5 5 33 

5 4 5 5 5 5 4 33 

5 5 5 5 5 5 5 35 

5 3 4 3 5 4 2 26 

5 5 5 5 5 5 5 35 
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5 5 4 4 5 5 5 33 

5 4 4 5 5 5 5 33 

5 5 2 5 5 5 5 32 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

5 5 5 5 5 5 5 35 

4 4 4 5 4 4 4 29 

5 5 5 5 5 5 5 35 

5 5 5 5 4 4 4 32 

5 5 5 5 5 4 4 33 

5 4 4 4 5 4 4 30 

5 3 4 5 5 4 4 30 

4 4 5 4 4 4 4 29 
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Lampiran 4. Hasil Uji Analisis SPSS 

A. Analisis Deskriptif 

Variabel X 

Descriptive Statistics 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

X.1.1 110 3 5 4,49 ,660 

X1.2 110 3 5 4,45 ,629 

X1.3 110 2 5 4,45 ,644 

X1.4 110 3 5 4,56 ,583 

X1.5 110 2 5 4,44 ,657 

X1.6 110 3 5 4,42 ,669 

Augmented 

Reality 
110 18 30 26,81 2,807 

Valid N 

(listwise) 
110     

 

Variabel Z 

Descriptive Statistics 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Z1.1 110 1 5 4,17 ,947 

Z1.2 110 1 5 4,16 ,904 

Z1.3 110 2 5 4,43 ,683 

Consumer 

engagment 
110 5 15 12,76 2,063 

Valid N (listwise) 110     

 

Variabel Y 

Descriptive Statistics 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Y1.1 110 2 5 4,40 ,719 

Y1.2 110 2 5 4,34 ,733 

Y1.3 110 1 5 4,35 ,840 

Y1.4 110 1 5 4,34 ,745 

Y1.5 110 1 5 4,35 ,783 

Y1.6 110 2 5 4,35 ,658 

Y1.7 110 2 5 4,30 ,761 

Buying 

Behavior 
110 15 35 30,42 4,167 
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Valid N 

(listwise) 
110     

 

 

 

 

 

Hasil Uji Validitas 

Variabel X 

 

Correlations 

 X.1.1 X1.2 X1.3 X1.4 X1.5 X1.6 

Augme

nted 

Reality 

X.1.1 Pearson 

Correlation 
1 

,507*

* 

,247*

* 
,395** ,242* 

,279*

* 
,611** 

Sig. (2-tailed)  ,000 ,009 ,000 ,011 ,003 ,000 

N 110 110 110 110 110 110 110 

X1.2 Pearson 

Correlation 

,507*

* 
1 

,559*

* 
,485** 

,502*

* 

,447*

* 
,796** 

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

N 110 110 110 110 110 110 110 

X1.3 Pearson 

Correlation 

,247*

* 

,559*

* 
1 ,630** 

,502*

* 

,406*

* 
,758** 

Sig. (2-tailed) ,009 ,000  ,000 ,000 ,000 ,000 

N 110 110 110 110 110 110 110 

X1.4 Pearson 

Correlation 

,395*

* 

,485*

* 

,630*

* 
1 

,502*

* 

,378*

* 
,761** 

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

N 110 110 110 110 110 110 110 

X1.5 Pearson 

Correlation 
,242* 

,502*

* 

,502*

* 
,502** 1 

,562*

* 
,757** 

Sig. (2-tailed) ,011 ,000 ,000 ,000  ,000 ,000 

N 110 110 110 110 110 110 110 

X1.6 Pearson 

Correlation 

,279*

* 

,447*

* 

,406*

* 
,378** 

,562*

* 
1 ,707** 

Sig. (2-tailed) ,003 ,000 ,000 ,000 ,000  ,000 

N 110 110 110 110 110 110 110 

Pearson 

Correlation 

,611*

* 

,796*

* 

,758*

* 
,761** 

,757*

* 

,707*

* 
1 
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Augmen

ted 

Reality 

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

N 
110 110 110 110 110 110 110 

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

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

 

Variabel Z 

 

Correlations 

 Z1.1 Z1.2 Z1.3 

Consumer 

engagment 

Z1.1 Pearson 

Correlation 
1 ,535** ,409** ,829** 

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

N 110 110 110 110 

Z1.2 Pearson 

Correlation 
,535** 1 ,510** ,852** 

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

N 110 110 110 110 

Z1.3 Pearson 

Correlation 
,409** ,510** 1 ,742** 

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

N 110 110 110 110 

Consumer 

engagment 

Pearson 

Correlation 
,829** ,852** ,742** 1 

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

N 110 110 110 110 

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

Variabel Y 

Correlations 

 X.1.1 Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 

Buying 

Behavior 

X.1.1 Pearson 

Correlation 
1 ,240* ,376** ,221* ,351** ,308** ,208* ,362** ,372** 

Sig. (2-

tailed) 
 ,012 ,000 ,020 ,000 ,001 ,029 ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.1 Pearson 

Correlation 
,240* 1 ,578** ,544** ,585** ,697** ,531** ,466** ,788** 

Sig. (2-

tailed) 
,012  ,000 ,000 ,000 ,000 ,000 ,000 ,000 
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N 110 110 110 110 110 110 110 110 110 

Y1.2 Pearson 

Correlation 
,376** ,578** 1 ,585** ,698** ,579** ,550** ,591** ,822** 

Sig. (2-

tailed) 
,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.3 Pearson 

Correlation 
,221* ,544** ,585** 1 ,560** ,556** ,424** ,497** ,761** 

Sig. (2-

tailed) 
,020 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.4 Pearson 

Correlation 
,351** ,585** ,698** ,560** 1 ,663** ,559** ,565** ,832** 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.5 Pearson 

Correlation 
,308** ,697** ,579** ,556** ,663** 1 ,526** ,579** ,829** 

Sig. (2-

tailed) 
,001 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.6 Pearson 

Correlation 
,208* ,531** ,550** ,424** ,559** ,526** 1 ,665** ,752** 

Sig. (2-

tailed) 
,029 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 110 110 110 110 110 110 110 110 110 

Y1.7 Pearson 

Correlation 
,362** ,466** ,591** ,497** ,565** ,579** ,665** 1 ,782** 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 110 110 110 110 110 110 110 110 110 

Buying 

Behavi

or 

Pearson 

Correlation 
,372** ,788** ,822** ,761** ,832** ,829** ,752** ,782** 1 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 110 110 110 110 110 110 110 110 110 

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

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

 

 

 

Hasil Uji Reliabilitas 
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Item-Total Statistics 

 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlati

on 

Cronbach'

s Alpha if 

Item 

Deleted 

Augmented Reality 43,18 33,838 ,675 ,533 ,722 

Buying Behavior 39,57 17,256 ,841 ,713 ,593 

Consumer 

engagment 
57,23 42,159 ,647 ,516 ,802 

 

Uji Normalitas Jalur 1 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardiz

ed Residual 

N 110 

Normal Parametersa,b Mean ,0000000 

Std. Deviation 1,43549025 

Most Extreme 

Differences 

Absolute ,101 

Positive ,087 

Negative -,101 

Test Statistic ,101 

Asymp. Sig. (2-tailed) ,007c 

Monte Carlo Sig. (2-

tailed) 

Sig. ,190d 

99% Confidence 

Interval 

Lower 

Bound 
,180 

Upper 

Bound 
,200 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. Based on 10000 sampled tables with startineed 1314643744. 
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Uji Normalitas Jalur 2 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardiz

ed Residual 

N 110 

Normal Parametersa,b Mean ,0000000 

Std. Deviation 1,98763530 

Most Extreme 

Differences 

Absolute ,123 

Positive ,094 

Negative -,123 

Test Statistic ,123 

Asymp. Sig. (2-tailed) ,000c 

Monte Carlo Sig. (2-

tailed) 

Sig. ,066d 

90% Confidence 

Interval 

Lower 

Bound 
,062 

Upper 

Bound 
,070 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 
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d. Based on 10000 sampled tables with starting seed 334431365. 

 

 
 

 
 

Hasil Analisis Deskriptif 

Descriptive Statistics 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Augmented Reality 110 18 30 26,81 2,807 

Buying Behavior 110 15 35 30,42 4,167 

Consumer 

Engagment 
110 5 15 12,76 2,063 

Valid N (listwise) 110     

 

Analisis Path jalur 1 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,442a ,195 ,188 1,859 

a. Predictors: (Constant), Augmented Reality 

 

ANOVAa 
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Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 90,643 1 90,643 26,230 ,000b 

Residual 373,212 108 3,456   

Total 463,855 109    

a. Dependent Variable: Consumer Engagment 

b. Predictors: (Constant), Augmented Reality 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4,055 1,710  2,372 ,019 

Augmented 

Reality 
,325 ,063 ,442 5,122 ,000 

a. Dependent Variable: Consumer Engagment 

Analisis Path Jalur 2 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,844a ,713 ,707 2,254 

a. Predictors: (Constant), Consumer Engagment, 

Augmented Reality 

 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 1348,952 2 674,476 132,710 ,000b 

Residual 543,811 107 5,082   

Total 1892,764 109    

a. Dependent Variable: Buying Behavior 

b. Predictors: (Constant), Consumer Engagment, Augmented Reality 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -2,332 2,127  -1,097 ,275 

Augmented Reality ,754 ,086 ,508 8,794 ,000 
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Consumer 

Engagment 
,982 ,117 ,486 8,414 ,000 

a. Dependent Variable: Buying Behavior 

 

 


