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LAMPIRAN 
Lampiran 1 Kuisioner Penelitian 

 

 

 

 

Kuisioner ini disusun untuk melihat dan mengetahui Pengaruh Pemasaran 

Media Sosial Terhadap Keunggulan Bersaing Hotel New Ria Diani Bogor. Untuk 

itu saya mohon kesediaan Bapak/Ibu/Saudara/i untuk mengisi kuisioner ini dengan 

jujur, benar dan akurat agar informasi ilmiah yang disajikan nantinya dapat 

dipertanggungjawabkan. Penelitian ini dilakukan hanya untuk kepentingan ilmiah 

atau peningkatan ilmu pengetahuan. Atas perhatian dan partisipasi 

Bapak/Ibu/Saudara/i saya ucapkan terimakasih. 

 

Hormat saya, 

 

 

Dwi Noven Nugroho 

 

IDENTITAS RESPONDEN 

Berilah tanda (X) pada jawaban yang sesuai 

1. Jenis kelamin 

a. Laki-laki 

b. Perempuan 

2. Usia 

a. 18-24 tahun  c. 29-32 tahun 

b. 25-28 tahun  d. >32 tahun 

KUISIONER PENELITIAN 

Pengaruh Pemasaran Media Sosial Terhadap Keunggulan 

Bersaing Hotel New Ria Diani Bogor 
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3. Pendidikan terakhir 

a. SD-SLTP   d. S2-S3 

b. SLTA    

c. Diploma-S1 

4. Pekerjaan 

a. Pelajar/Mahasiswa c. Ibu Rumah Tangga 

b. Wiraswasta  d. Lain-lain 

c. PNS/BUMN 

5. Rata-rata pengahasilan sebulan (Rupiah) 

a. <Rp 1.000.000   d. Rp 3.000.000 – < Rp 5.000.000 

b. Rp 1.000.000 –  < Rp 2.000.000 e. ≥ Rp 5.000.000 

c.  Rp 2.000.000 –  < Rp 3.000.000 

6. Tujuan Menginap 

a. Liburan   b. Dinas c. Lainnya 

7. Menggunakan Media Sosial Facebook/Instagram 

a. Iya  b. Tidak c. Keduanya 

Berilah tanda () pada kotak jawaban yang anda anggap paling sesuai. 

Keterangan : 

SS : Sangat Setuju 

ST : Setuju 

RG : Ragu-ragu 

TS  : Tidak Setuju 

STS : Sangat Tidak Setuju 

Pemasaran Media Sosial (X) 

NO Pernyataan SS ST RR TS STS 

Content Creation (X1) 

1 Konten iklan yang diunggah di media sosial 

New Ria Diani menarik 

     

2 Hasil gambar yang diunggah New Ria Diani 

menarik 
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3 Caption dalam unggahan New Ria Diani 

sesuai dengan gambar 

     

4 Unggahan New Ria Diani menggambarkan 

kondisi dan fasilitas Hotel 

     

5 New Ria Diani memposting hasil kegiatan 

dinas yang dilakukan di Hotel 

     

Content Sharing (X2) 

1 New Ria Diani menandai komunitas pada 

postingannya 

     

2 Postingan New Ria Diani telah dipost ulang 

oleh banyak konsumen 

     

3  New Ria Diani banyak ditandai dipostingan 

konsumen yang berkunjung 

     

4 Lokasi New Ria Diani banyak digunakan di 

media sosial intagram 

     

Connecting (X3) 

1 Konsumen merekomendasikan New Ria 

Diani di media sosial 

     

2 Saat saya memposting tentang New Ria 

Diani banyak orang yang berkomentar positif 

     

3 Teman saya di media sosial banyak yang 

menandai New Ria Diani 

     

4 Saya mengetahui New Ria Diani melalui 

media sosial 

     

5 Saya dapat berkomunikasi dengan pengelola 

hotel melalui media sosial 

     

Community Building (X4) 

1 Banyak Komunitas yang memposting 

kegiatan di New Ria Diani Hotel 

     

2 Komunitas yang saya ikuti di media sosial 

merekomendasikan New Ria Diani 

     

3 New Ria Diani membangun hubungan baik 

dengan konsumen di media sosial 

     

4 New Ria Diani berhasil membangun citra 

yang baik di kalangan komunitas media 

sosial 

     

 

Keunggulan Bersaing (Y) 

NO Pernyataan SS ST RR TS STS 

Harga 

1 Harga kamar di New Ria Diani lebih murah 

dibandingkan hotel lain 

     

2 Harga yang ditawarkan sesuai dengan 

manfaat yang diberikan 
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3 Harga kamar bervariasi sesuai fasilitas yang 

didapat 

     

Kualitas 

4 Kamar dan fasilitas New Ria Diani lebih baik 

dibanding hotel sejenis dengan harga yang 

sama 

     

5 Kamar di New Ria Diani dirawat dengan 

baik 

     

6 Fasilitas yang disediakan di hotel New Ria 

Diani lengkap 

     

Pengiriman 

7 Proses check in dan check out New Ria Diani 

sangat cepat 

     

8 Konsumen dapat melakukan reservasi di 

Hotel New Ria Diani 

     

9 Room service yang diberikan sangat cepat 

 

     

Inovasi 

10 New Ria Diani Hotel selalu memperbarui 

layout ruangannya 

     

11 New Ria Diani cepat dalam mengganti 

fasilitas yang rusak 

     

12 Desain Kamar New Ria Diani selalu 

diperbarui  

     

Time To Market 

13 New Ria Diani selalu memasarkan setiap 

pembaruan yang ada di hotel 

     

14 Saat musim liburan New Ria Diani 

melakukan pemasaran lebih dibanding 

biasanya 

     

15 New Ria Diani memasarkan produk dari 

berbagai medium 
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Lampiran 2 Hasil Uji Validitas dan Uji Reliabilitas 

Uji Validitas X1 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 Total_X1 

X1.1 

Pearson Correlation 1 -.012 .264 .482** -.065 .529** 

Sig. (2-tailed) 
 

.948 .158 .007 .734 .003 

N 30 30 30 30 30 30 

X1.2 

Pearson Correlation -.012 1 .576** .532** .274 .667** 

Sig. (2-tailed) .948  .001 .002 .143 .000 

N 30 30 30 30 30 30 

X1.3 

Pearson Correlation .264 .576** 1 .652** .226 .775** 

Sig. (2-tailed) .158 .001  .000 .229 .000 

N 30 30 30 30 30 30 

X1.4 

Pearson Correlation .482** .532** .652** 1 .281 .889** 

Sig. (2-tailed) .007 .002 .000  .133 .000 

N 30 30 30 30 30 30 

X1.5 

Pearson Correlation -.065 .274 .226 .281 1 .511** 

Sig. (2-tailed) .734 .143 .229 .133  .004 

N 30 30 30 30 30 30 

Total_X1 

Pearson Correlation .529** .667** .775** .889** .511** 1 

Sig. (2-tailed) .003 .000 .000 .000 .004 
 

N 30 30 30 30 30 30 

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

 

Uji Reliabilitas X1 

Reliability Statistics 

Cronbach's Alpha N of Items 

.692 5 
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Uji Validitas X2 

Correlations 

 X2.1 X2.2 X2.3 X2.4 Total_X2 

X2.1 

Pearson Correlation 1 .162 .337 .762** .772** 

Sig. (2-tailed)  .391 .069 .000 .000 

N 30 30 30 30 30 

X2.2 

Pearson Correlation .162 1 .433* .227 .600** 

Sig. (2-tailed) .391  .017 .228 .000 

N 30 30 30 30 30 

X2.3 

Pearson Correlation .337 .433* 1 .377* .746** 

Sig. (2-tailed) .069 .017  .040 .000 

N 30 30 30 30 30 

X2.4 

Pearson Correlation .762** .227 .377* 1 .812** 

Sig. (2-tailed) .000 .228 .040  .000 

N 30 30 30 30 30 

Total_X2 

Pearson Correlation .772** .600** .746** .812** 1 

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

N 30 30 30 30 30 

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

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

 

Uji Reliabilitas X2 

Reliability Statistics 

Cronbach's Alpha N of Items 

.716 4 
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Uji Validitas X3 

Correlations 

 X3.1 X3.2 X3.3 X3.4 X3.5 Total_X3 

X3.1 

Pearson Correlation 1 .300 .277 .138 .524** .606** 

Sig. (2-tailed)  .107 .138 .468 .003 .000 

N 30 30 30 30 30 30 

X3.2 

Pearson Correlation .300 1 .580** .136 .755** .796** 

Sig. (2-tailed) .107  .001 .474 .000 .000 

N 30 30 30 30 30 30 

X3.3 

Pearson Correlation .277 .580** 1 .075 .812** .783** 

Sig. (2-tailed) .138 .001  .696 .000 .000 

N 30 30 30 30 30 30 

X3.4 

Pearson Correlation .138 .136 .075 1 .129 .425* 

Sig. (2-tailed) .468 .474 .696  .495 .019 

N 30 30 30 30 30 30 

X3.5 

Pearson Correlation .524** .755** .812** .129 1 .916** 

Sig. (2-tailed) .003 .000 .000 .495  .000 

N 30 30 30 30 30 30 

Total_X3 

Pearson Correlation .606** .796** .783** .425* .916** 1 

Sig. (2-tailed) .000 .000 .000 .019 .000  

N 30 30 30 30 30 30 

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

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

 

Uji Reliabilitas X3 

Reliability Statistics 

Cronbach's Alpha N of Items 

.751 5 

 

 

 

 

 

 

 



12 
 

 
 

Uji Validitas X4 

Correlations 

 X4.1 X4.2 X4.3 X4.4 Total_X4 

X4.1 

Pearson Correlation 1 .574** .687** .379* .861** 

Sig. (2-tailed)  .001 .000 .039 .000 

N 30 30 30 30 30 

X4.2 

Pearson Correlation .574** 1 .608** .231 .751** 

Sig. (2-tailed) .001  .000 .218 .000 

N 30 30 30 30 30 

X4.3 

Pearson Correlation .687** .608** 1 .385* .846** 

Sig. (2-tailed) .000 .000  .036 .000 

N 30 30 30 30 30 

X4.4 

Pearson Correlation .379* .231 .385* 1 .658** 

Sig. (2-tailed) .039 .218 .036  .000 

N 30 30 30 30 30 

Total_X4 

Pearson Correlation .861** .751** .846** .658** 1 

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

N 30 30 30 30 30 

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

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

 

Uji Reliabilitas X4 

Reliability Statistics 

Cronbach's Alpha N of Items 

.777 4 
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Uji Validitas Y 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 Y.11 Y.12 Y.13 Y.14 Y.15 Total_Y 

Y.1 

Pearson Correlation 1 .260 .173 .198 .181 .299 .064 .477** .285 .202 .705** .607** .607** .172 .537** .613** 

Sig. (2-tailed)  .166 .362 .294 .339 .109 .738 .008 .127 .285 .000 .000 .000 .363 .002 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.2 

Pearson Correlation .260 1 .512** .330 -.203 .363* .283 .578** .312 .227 .328 .269 .269 .110 .274 .564** 

Sig. (2-tailed) .166  .004 .075 .281 .049 .129 .001 .094 .228 .077 .150 .150 .563 .143 .001 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.3 

Pearson Correlation .173 .512** 1 .426* .197 .820** .410* .389* .245 .616** .278 .152 .335 .248 .387* .705** 

Sig. (2-tailed) .362 .004  .019 .297 .000 .024 .034 .192 .000 .137 .422 .070 .186 .035 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.4 

Pearson Correlation .198 .330 .426* 1 .058 .258 .164 .294 .176 .041 .210 .079 .226 .106 .238 .464** 

Sig. (2-tailed) .294 .075 .019  .759 .169 .387 .114 .353 .828 .266 .679 .229 .577 .206 .010 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.5 

Pearson Correlation .181 -.203 .197 .058 1 .265 .058 .007 .237 .213 .185 .395* .167 .239 .251 .371* 

Sig. (2-tailed) .339 .281 .297 .759  .156 .763 .971 .208 .258 .328 .031 .377 .203 .181 .043 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.6 

Pearson Correlation .299 .363* .820** .258 .265 1 .488** .337 .371* .770** .428* .211 .422* .184 .402* .736** 

Sig. (2-tailed) .109 .049 .000 .169 .156  .006 .069 .044 .000 .018 .263 .020 .329 .028 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.7 

Pearson Correlation .064 .283 .410* .164 .058 .488** 1 .214 .414* .350 .198 .172 .439* .183 .279 .532** 

Sig. (2-tailed) .738 .129 .024 .387 .763 .006  .257 .023 .058 .293 .364 .015 .333 .136 .002 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.8 

Pearson Correlation .477** .578** .389* .294 .007 .337 .214 1 .132 .162 .763** .585** .681** .251 .555** .707** 

Sig. (2-tailed) .008 .001 .034 .114 .971 .069 .257  .485 .391 .000 .001 .000 .181 .001 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.9 Pearson Correlation .285 .312 .245 .176 .237 .371* .414* .132 1 .179 .302 .219 .432* .648** .072 .555** 
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Sig. (2-tailed) .127 .094 .192 .353 .208 .044 .023 .485  .344 .105 .244 .017 .000 .706 .001 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.10 

Pearson Correlation .202 .227 .616** .041 .213 .770** .350 .162 .179 1 .241 .119 .237 .069 .302 .514** 

Sig. (2-tailed) .285 .228 .000 .828 .258 .000 .058 .391 .344  .200 .532 .207 .716 .105 .004 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.11 

Pearson Correlation .705** .328 .278 .210 .185 .428* .198 .763** .302 .241 1 .707** .814** .325 .517** .755** 

Sig. (2-tailed) .000 .077 .137 .266 .328 .018 .293 .000 .105 .200  .000 .000 .080 .003 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.12 

Pearson Correlation .607** .269 .152 .079 .395* .211 .172 .585** .219 .119 .707** 1 .577** .386* .367* .634** 

Sig. (2-tailed) .000 .150 .422 .679 .031 .263 .364 .001 .244 .532 .000  .001 .035 .046 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.13 

Pearson Correlation .607** .269 .335 .226 .167 .422* .439* .681** .432* .237 .814** .577** 1 .509** .501** .780** 

Sig. (2-tailed) .000 .150 .070 .229 .377 .020 .015 .000 .017 .207 .000 .001  .004 .005 .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.14 

Pearson Correlation .172 .110 .248 .106 .239 .184 .183 .251 .648** .069 .325 .386* .509** 1 -.146 .466** 

Sig. (2-tailed) .363 .563 .186 .577 .203 .329 .333 .181 .000 .716 .080 .035 .004  .441 .009 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Y.15 

Pearson Correlation .537** .274 .387* .238 .251 .402* .279 .555** .072 .302 .517** .367* .501** -.146 1 .602** 

Sig. (2-tailed) .002 .143 .035 .206 .181 .028 .136 .001 .706 .105 .003 .046 .005 .441  .000 

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

Total_Y 

Pearson Correlation .613** .564** .705** .464** .371* .736** .532** .707** .555** .514** .755** .634** .780** .466** .602** 1 

Sig. (2-tailed) .000 .001 .000 .010 .043 .000 .002 .000 .001 .004 .000 .000 .000 .009 .000  

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 

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

Reliability Statistics 

Cronbach's Alpha N of Items 

.861 15 
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Lampiran 3 Hasil Uji Asumsi Klasik 

Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 100 

Normal Parametersa,b 
Mean 0E-7 

Std. Deviation 4.45301566 

Most Extreme Differences 

Absolute .067 

Positive .048 

Negative -.067 

Kolmogorov-Smirnov Z .669 

Asymp. Sig. (2-tailed) .763 

a. Test distribution is Normal. 

b. Calculated from data. 
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Uji Multikolinertitas 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 23.766 3.965  5.994 .000   

Content Creation X1 .500 .181 .244 2.756 .007 .743 1.346 

Content Sharing X2 .575 .220 .220 2.610 .011 .818 1.222 

Connecting X3 .420 .188 .208 2.235 .028 .674 1.484 

Community Building 

X4 
.500 .222 .236 2.256 .026 .531 1.883 

a. Dependent Variable: Keunggulan Bersaing Y 

 

Uji Heteroskedastisitas 
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Lampiran 4 Hasil Analisi Regresi Linear Berganda 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .669a .447 .424 4.546 

a. Predictors: (Constant), Community Building X4, Content Sharing X2, Content 

Creation X1, Connecting X3 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 1587.735 4 396.934 19.209 .000b 

Residual 1963.105 95 20.664   

Total 3550.840 99    

a. Dependent Variable: Keunggulan Bersaing Y 

b. Predictors: (Constant), Community Building X4, Content Sharing X2, Content Creation X1, Connecting X3 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 23.766 3.965  5.994 .000 

Content Creation X1 .500 .181 .244 2.756 .007 

Content Sharing X2 .575 .220 .220 2.610 .011 

Connecting X3 .420 .188 .208 2.235 .028 

Community Building X4 .500 .222 .236 2.256 .026 

a. Dependent Variable: Keunggulan Bersaing Y 
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Lampiran 5 Surat Izin Penelitian 
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Lampiran 6 Surat Penerimaan Izin Penelitian 
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