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INSTRUMEN PENELITIAN

PENGARUH E-SERVICE QUALITY DAN DISKON TERHADAP MINAT
PEMBELIAN PRODUK FASHION DI SHOPEE

Sehubungan akan mengadakan penelitian dengan judul di atas, maka kami
selaku peneliti membutuhkan responden dengan kriteria sebagai berikut:

1. Generasi Milenial (Usia 25 tahun- 34 tahun)
2. Pengguna Aplikasi Shopee

3. Berdomisili di Kota Cilegon atau Kota Serang

Apabila saudara/l memenubhi kriteria tersebut, mohon kesediaan saudara/i untuk
mengisi kuesioner dengan daftar pertanyaan yang telah kami ajukan untuk
keperluan penelitian dimaksud.

Jawaban dan Informasi yang saudara/l berikan bermanfaat bagi perusahaan

maupun konsumen. Atas partisipasinyasaya ucapkan terima kasih.

A. Petunjuk Pengisian :

a. Mohon untuk mengisi pertanyaan dibawah ini dengan sebenar-benarnya.

b. Berilah tanda (v') pada kotak pilihan yang telah disediakan

B. Profil Responden

1) Jenis Kelamin : (] a Pria [__]b. Wanita
2) Domisilisaat ini :(__]a. KotaSerang () b. Kota Cilegon

3) Usia : (] a.255s/d 27 Tahun
() b. 28s/d 30 Tahun

l:] ¢. 31 s/d 34 Tahun



4) Berapa penghasilan anda perbulan ?
(] a Kurang dari Rp. 2.000.000
(] b. Lebih dari Rp. 2.000.000 s/d 3.000.000
(] c. Lebih dari Rp. 3.000.000 s/d 4.000.000
(] d. Lebih dari Rp. 4.000.000
5) Apakah anda penah berbelanja di Shopee sebelumnya ?
(] a. Pernah
() b. Belum pernah
6) Jika pernah apa kategori barang yang lebih sering anda beli ?
() a. Fashion
() b. Elektronik
() c. Otomotif

() d. Lainnya

7) Berapa kali anda berbelanja di Shopee dalam 3 bulan ?
(] a Hanya 1 Kali
() b.2s/d 4 kali
() c. 55/d 10 kali

l:] d. Lainnya

8) Apakah anda pernah berbelanja di situs serupa selain Shopee ?

() a. Pernah

() b. Belum pernah



9) Dari mana anda mengetahui situs atau aplikasi Shopee ?

() a. Iklan televisi

() b. Internet
(Jc. Teman
(] d. Lainnya

C. Pertanyaan Inti
Pada pernyataan berikut ini, Anda dimohon untuk memberikan tanda
checklist (v/) pada salah satu jawaban yang tersedia dan sesuai dengan
jawaban Anda. Jawaban yang Anda berikan akan dinilai berdasarkan
ketentuan seperti yang tercantum dibawah ini
Keterangan jawaban :

Jawaban

‘12345678210
Tidak Setuju Sangat Setuju

E- Service Quality ( Kualitas Pelayanan Elektronik)

Nilai

waktu yang diestimasi oleh

perusahaan

No Indikator Pernyataan
1 12|34 |5]6]7]|8 10
1 Produk di Shopee
dipresentasikan secara akurat
melalui situs web / aplikasi
smartphone.
Keandalan
2 o Perusahaan Shopee berusaha
(Reliability) )
bebas dari kesalahan.
3 Produk dikirimkan sesuai pada




4 Website Shopee memberikan
informasi yang lengkap.
5 Desain Website | Website Shopee sangat mudah
(Website Design) | dioperasikan oleh konsumen.
6 Website Shopee mempunyai
tampilan yang menarik.
7 Transaksi di Shopee sangat
Keamanan aman bagi privasi konsumen.
8 (Privacy) Berbelanja di Shopee lebih
merasa aman dari penipuan.
9 Customer service di Shopee
selalu  merespon  keluhan
Layanan pelanggan dengan tanggap.
10 Konsumen Ketika mengalami masalah,
(Customer Customer service
Service) memperlihatkan minat yang
tulus untuk
menyelesaikannya.
Diskon
Nilai
No Indikator Pernyataan
1 6 10
11 Saya lebih tertarik membeli
produk-produk yang
Kemenarikan ditawarkan pada program
program potongan | potongan harga.
12 harga Saya tertarik dengan program

flash sale yang diadakan oleh

Shopee setiap harinya.




13

14

Saya merasa program flash
sale yang dilakukan Shopee
efektif dalam menarik

konsumen.

Saya menjadi lebih sering
menggunakan aplikasi Shopee
untuk melihat produk apa lagi
yang akan didiskon setiap

harinya.

15

16

17

Ketepatan program
potongan harga
dalam
mempengaruhi

pembelian

Saya akan lebih sering belanja
di Shopee melalui program
flash sale karena produk
diskon yang ditawarkan sesuai

dengan yang saya butuhkan.

Saya akan lebih memilih
produk yang sedang didiskon
dibandingkan dengan produk

yang biasa saya beli.

Saya akan membeli produk
yang ditawarkan pada
program flash sale karena
harga yang ditawarkan sangat

murabh.

18

19

Frekuensi program

potongan harga

Saya akan membeli produk
apabila jangka waktu promosi

produk singkat.

Saya akan membeli
menggunakan aplikasi Shopee
pada hari-hari besar karena

diskon yang ditawarkan akan




20

lebih besar dari hari biasanya.

Saya merasa program yang
dibuat oleh Shopee
berlangsung diwaktu yang

sangat tepat.

Minat Beli Konsumen

No

Indikator

Nilai

Pernyataan

10

21

22

23

24

Minat

Transaksional

Untuk membeli barang
yang saya inginkan, saya
mengakses Shopee.

Saya melakukan transaksi
di Shopee jika harga
barang sesuai dengan

yang saya inginkan.

Saya merasa puas dengan
produk fashion yang ada
di Shopee.

Saya menyukai produk
fashion yang ditawarkan

oleh Shopee.

25

Minat

Referensial

Saya merekomendasikan
Shopee kepada
teman/keluarga  sebagai
situs berbelanja produk

fashion yang memiliki

banyak program promosi.




26

Saya merekomendasikan
Shopee kepada
teman/keluarga  sebagai
situs  berbelanja  yang

terpercaya.

27

28

Minat

Preferensial

Saya  tertarik  untuk
membeli produk fashion
di Shopee karena tersedia
banyak pilihan varian dan
model.

Saya melakukan
pembelian produk fashion
di Shopee karena metode
pembayaran di Shopee
lebih mudah dari situs

lain.

29

30

Minat Eksploratif

Saya mengakses Shopee
untuk mencari produk
fashion yang tidak ada di

situs lain.

Saya mengakses Shopee
karena ingin mengetahui
produk serta layanan apa

saja yang disediakan.




No | X11 | X1.2 | X1.3 | X14 | X15 | X1.6 | X1.7 | X1.8 | XL9 | X110 | Jumiah | X21 | X22 | X2.3 | X24 | X25 | X2.6 | X2.7 | X2.8 | X2.9 | X210 | Jumiah
119 1o ls 1w 1w 1w s |9 | o » 10 10 0 |10 |10 [0 |9 |10 |10 |10 |99
2 |7 5 5 4 6 5 6 5 3 3 49 8 7 7 7 7 7 6 7 7 7 70
3 ls |s |10 |10 |9 |9 |o |s |s 5 - 10 10 0 |9 |7 [7 |8 [7 |7 o 84
s ls ls |7 |7 1o ls lo |o s s 81 9 9 0 (9 |9 |9 [9 [7 [9 o 89
5 |7 8 9 9 9 8 9 9 8 9 85 9 9 9 9 9 9 9 8 8 9 88
6 |10 |10 |10 |8 9 8 9 9 8 7 88 8 8 8 8 8 8 8 8 8 8 80
2 ls T 1o o o 10 |10 Is o s % 10 10 0 |10 |9 [6 |7 |5 |10 |8 8
s lo lo |10 |s |7 ls lo |7 s s 83 10 9 9 |10 [9 |7 |10 [9 |10 |9 92
9 |9 7 8 10 |10 |10 |5 7 10 10 86 8 ° 9 9 9 10 [0 [10 [120 [9 93
09 [7 |8 |9 |9 |9 |9 |9 |s 8 85 9 9 9 |9 |9 |8 9 18 |8 |7 85
1mlo |10 [9 |10 [9 |9 |10 |9 |10 |9 94 10 o 0 |9 9 |10 |10 f9 |9 |9 9%
125 5 3 5 5 7 7 4 3 4 48 4 4 5 1 5 3 3 3 3 5 36
135 |5 [3 |8 |9 |5 |4 |9 |5 5 58 10 ! 5 |1 |5 10 |5 5 12 |5 55
4|10 |5 10 [10 |10 |10 |10 |10 |10 10 95 10 5 5 10 |8 5 5 5 |5 5 63
519 lo lo |7 o |7 1o |s |7 . 81 10 10 9 |8 |8 |8 |10 |7 |8 o 87
1610 |9 |10 |10 |9 |10 |9 |9 |10 |10 96 10 10 o |9 |9 9 |8 10 |9 |9 92
w7 s |7 |7 |8 |8 |7 |8 |6 6 72 9 8 8 |8 |8 |10 |8 |6 |8 |8 81
8|8 |7 |9 |8 |9 |8 |10 |8 |o 9 85 ! 7 8 |7 |6 |6 |7 (7 |7 |7 69
909 |9 |8 |10 |10 |10 |9 |6 |6 6 83 8 9 10 |9 |8 |8 |8 |8 |10 |9 87
20 8 |6 [7 |9 |9 |9 |8 |7 |6 7 76 o o o |8 |9 |9 9 9 J9o ]9 89
21 | 8 8 8 7 9 9 9 8 9 9 84 9 ! 6 7 7 4 7 8 9 7 71
2|7 |7 |7 |7 |8 |8 |7 |5 |s 5 66 9 9 o |7 |8 9 |9 |7 9 |7 83
23 | 10 10 10 10 5 5 5 5 5 5 70 ! 5 6 1 s 1 7 1 1 6 40
24 | 8 7 10 (10 |10 |8 10 (10 |8 7 88 8 3 8 3 3 5 5 3 7 7 52
25 | 5 6 10 |8 8 9 8 8 6 7 75 8 8 10110 17 5 7 9 7 9 80
2% | 8 8 9 8 6 6 7 7 7 8 74 8 ! l 7 7 8 8 7 7 7 73




217 172 ls 17 1o T7 17 17 s o s 10 10 9 [7 [0 [10 [0 [8 [10 |7 o1
28 | 3 4 7 3 5 5 6 3 2 4 42 6 3 5 4 4 3 6 7 5 5 48
29 |5 6 10 |8 10 |9 9 9 9 9 84 o 9 9 ! 7 10 (10 10 j10 |9 90
0ls |7 ls |7 ls |7 le |7 s . = 8 8 9 |8 |8 |8 |9 |8 [8 |9 83
31|10 |1 |10 |8 |8 |8 |9 |9 |9 8 80 10 9 9 |9 |8 9 9o 7 19 |9 88
2|8 7 8 8 9 9 9 9 7 7 81 8 8 8 8 7 7 7 7 6 7 73
33 |9 7 8 8 8 9 9 9 10 9 86 9 9 ! 10 110 7 8 9 8 9 86
3|7 |4 |8 |8 |8 |8 |8 |7 |8 8 74 ! 8 O O A I R 60
3% |6 4 2 4 5 5 5 5 4 4 44 7 ° 5 5 5 5 5 4 4 4 49
36 |9 9 5 6 8 7 9 8 8 8 77 ! ! 7 7 7 7 7 7 7 8 71
37 |10 |9 10 |10 |10 |9 10 |9 10 10 97 10 10 1019 10 ]9 10 |9 10 |9 96
isle |7 ls |7 lg |ls |9 ls |a 5 - 9 10 0 (6 |8 |7 |10 [5 |10 |7 82
9|6 |7 |8 |8 |8 |10 |6 |7 |7 6 73 8 8 T |7 |8 |7 |5 |5 |5 67
0|8 |8 |7 |8 |9 |6 |8 |7 |8 9 78 9 9 9 |9 |9 |8 |7 |5 |8 |8 81
a9 |8 |8 |7 |9 |7 |8 |8 |8 7 79 9 9 8 |7 |7 |8 |7 |9 |8 |7 79
2206 |6 |8 |7 |7 |7 |& |s |6 6 65 ! 6 7 |6 |6 |6 |6 |5 |6 |7 62
3|8 |8 |9 |8 |9 |9 |10 |10 |7 6 84 10 9 o |7 |5 |8 |5 |7 |10 |09 80
4|8 |8 |8 |8 |8 |8 |8 |8 |s 8 80 8 8 8 [8 |8 |8 [8 |8 [8 [8 80
sls |7 ls |9 |9 |10 lg |9 |o ° a7 10 10 0 (9 |9 |9 |9 |9 |10 |10 |9
6|8 |7 |9 |9 |7 |& |9 |9 |7 7 78 10 7 8 |8 |6 (8 |7 |9 |8 |8 79
a1l ls ls |9 o o |9 |9 |o ° o 10 9 9 |9 |7 |10 |6 |9 |10 |9 88
8|9 |9 |9 |8 |9 |9 |8 |8 |8 8 85 9 8 8 |9 |8 |8 [7 |8 |9 |8 82
9|7 |8 |8 |7 |7 |7 |7 |7 |7 7 72 8 7 T8 |7 |7 |7 8 T |7 71
0|8 |8 |9 |9 |9 |9 |8 |8 |8 8 84 6 6 9 |6 |6 |6 |6 |6 |6 |8 65
No|Yl |Y2 |v3 |va |v5 [v6 |v7 |[vs |ve |vio Jumlah

1 10 |10 10 |10 |10 |10 96

2 |7 |7 |7 |7 |7 |7 |7 |7 |7 7 70
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Identitas Responden

Berdasarkan Berdasarkan
_pernah_ber | Kategori_ya | Banyaknya_ | _pernah_bel | Darimana_m
Jenis_Kelam | Kota_Domisi Penghasilan |belanja_di_S | ng_sering_di | belanja_dala | anja_selain_ | engetahui_S
in li Usia| _perbulan hopee m_3bin Shopee hopee
N  Valid 50 50| 50 50 50 48 50 50
Missing 0 0 0 0 0 0 0 0
Jenis_kelamin
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Pria 27 54.0 54.0 54.0
Wanita 23 46.0 46.0 100.0
Total 50 100.0 100.0
Kota_Domisili
Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Kota Cilegon 25 50.0 50.0 50.0
Kota Serang 25 50.0 50.0 100.0
Total 50 100.0 100.0




Usia
Cumulative
Frequency | Percent | Valid Percent Percent

Valid |25 s/d 27 tahun 47 94.0 94.0 94.0

28 s/d 30 tahun 1 2.0 2.0 96.0

31 s/d 34 tahun 2 4.0 4.0 100.0

Total 50 100.0 100.0

Penghasilan_perbulan
Cumulative
Frequency | Percent | Valid Percent Percent

Valid | Kurang dari Rp. 2.000.000 18 36.0 36.0 36.0

Lebih dari Rp. 2.000.000 10 20.0 20.0 56.0

s/d 3.000.000

Lebih dari RP. 3.000.000 4 8.0 8.0 64.0

s/d 4.000.000

Lebih dari Rp. 4.000.000 18 36.0 36.0 100.0

Total 50 100.0 100.0

Berdasarkan pernah berbelanja_di Shopee
Cumulative
Frequency | Percent | Valid Percent Percent

Valid | Belum pernah 2 4.0 4.0 4.0




Pernah 48 96.0 96.0 100.0
Total 50 100.0 100.0
Kategori_yang_sering_dibeli
Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Elektronik 11 22.92 22.92 22.92
Fashion 27 56.25 56.25 79.17
Otomotif 1 2.08 2.08 81.25
Lainnya 9 18.75 18.75 100.0
Total 48 100.0 100.0
Banyaknya belanja_dalam 3bin
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 s/d 4 kali 21 43.75 43.75 43.75
5 s/d 10 kali 9 18.75 18.75 62.5
Hanya 1 kali 17 35.42 35.42 97.92
Lainnya 1 2.08 2.08 100.0
Total 48 100.0 100.0
Berdasarkan pernah belanja_selain_Shopee
Cumulative
Frequency | Percent | Valid Percent Percent




Valid | Belum pernah 10 20.0 20.0 20.0

Pernah 40 80.0 80.0 100.0

Total 50 100.0 100.0

Darimana_mengetahui_Shopee
Cumulative
Frequency | Percent | Valid Percent Percent

Valid |lklan Televisi 10 20.0 20.0 20.0

Internet 21 42.0 42.0 62.0

Teman 19 38.0 38.0 100.0

Total 50 100.0 100.0

UJI Validitas
X1
Correlations
X11 X12 X13 X14 X15 X16 X17 X18 X19 X110 Skor

X11 |Pearson 1| .694™| .506™| .660" .358 423" 382" 3967 .5997| .482™| .714™

Correlation

Sig. (2-tailed) .000 .004 .000 .052 .020 .037 .030 .000 .007 .000

N 30 30 30 30 30 30 30 30 30 30 30
X12 |Pearson .694™ 1| .526™| .530™ 216 323 365" 290 .471™ 348 6177

Correlation

Sig. (2-tailed) .000 .003 .003 252 .082 .047 120 .009 .060 .000

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




*%

*%

*

**

X13 |Pearson .506 526 1| .560 324 438 577 430 .631 6267 .736

Correlation

Sig. (2-tailed) .004 .003 .001 .081 016 .001 .018 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X14 |Pearson .660™| .530™| .560™ 1| .6217| .633" 340| .6167| .6817| .6317| .813"

Correlation

Sig. (2-tailed) .000 .003 .001 .000 .000 .066 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X15 |Pearson .358 .216 324 .621™ 1| .730™| .499™| .778™| .7317| 6657 | .759™

Correlation

Sig. (2-tailed) .052 .252 .081 .000 .000 .005 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X16 |Pearson 423" .323 438" 6337 730" 1| .611™| .518™| .698™| .7007| .779™

Correlation

Sig. (2-tailed) .020 .082 .016 .000 .000 .000 .003 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X17 |Pearson 382" .365°| 5777 340 .4997| 6117 1| .552™| .618™| .564™| .708™

Correlation

Sig. (2-tailed) .037 .047 .001 .066 .005 .000 .002 .000 .001 .000

N 30 30 30 30 30 30 30 30 30 30 30
X18 |Pearson 396" .290 A430°| .616™| .778"| .518™| 552" 1| .770™| 7077 .784™

Correlation

Sig. (2-tailed) .030 120 .018 .000 .000 .003 .002 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X19 |Pearson 5997 | 4717 6317 6817 .7317| .698™| .618™| .770™ 1| .950™| .931™

Correlation




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

N 30 30 30 30 30 30 30 30 30 30 30
X110 | Pearson 482" 348 6267 .6317| .6657| .700™| .564™| .707| .950" 1| .871™

Correlation

Sig. (2-tailed) .007 .060 .000 .000 .000 .000 .001 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
Skor |Pearson 7147 6177 73677 .813™| .759™| .779™| .708"| .784™| .9317| 871" 1

Correlation

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

N 30 30 30 30 30 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).
X2

Correlations
X21 X22 X23 X24 X25 X26 X27 X28 X29 X210 Skor

X21 |Pearson 1| .684™| .470™| 5737 .6147| .5927| .526™ 3957 .483™ 445" 677

Correlation

Sig. (2-tailed) .000 .009 .001 .000 .001 .003 .031 .007 014 .000

N 30 30 30 30 30 30 30 30 30 30 30
X22 |Pearson .684™ 1| .798™| .703™| .8477| 7247 .782™| .6647°| .7117| .763™| .912™

Correlation

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

N 30 30 30 30 30 30 30 30 30 30 30
X23 |Pearson 4707|7987 1| .705™| .649™| .5567| .728™| .573™| .7717| .889™| .846"

Correlation




Sig. (2-tailed) .009 .000 .000 .000 .001 .000 .001 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X24 |Pearson 573 .703™ .705™ 1 807" 456" 602" .700™ 771" .705™ .849™

Correlation

Sig. (2-tailed) .001 .000 .000 .000 011 .000 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X25 |Pearson 6147  .8477| .6497| 8077 1| .649™| .728™| 6527 .723"| .6377| .877"

Correlation

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

N 30 30 30 30 30 30 30 30 30 30 30
X26 |Pearson 592" 724" 556" 456" .649™ 1 654" .639™ .601™ 558" T74™

Correlation

Sig. (2-tailed) .001 .000 .001 011 .000 .000 .000 .000 .001 .000

N 30 30 30 30 30 30 30 30 30 30 30
X27 |Pearson 5267 7827 728" .602™| .728™| .654" 1| .693™| .723"| .7477| .853"

Correlation

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

N 30 30 30 30 30 30 30 30 30 30 30
X28 |Pearson 395" .664™| .573™| .7007| .6527| .6397| .693™ 1| .754™| .6877| .823"

Correlation

Sig. (2-tailed) .031 .000 .001 .000 .000 .000 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
X29 |Pearson 4837 7117 771t 771 7237|6017 .7237| .754™ 1| .751™| .882™

Correlation

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

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




*

*%

*%

**

**

**

X210 |Pearson 445 .763 .889™ .705 .637 .558 47 .687 751 1 .851
Correlation
Sig. (2-tailed) .014 .000 .000 .000 .000 .001 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30
Skor |Pearson 6777 9127 8467 | .849™| 8777 .7747| 853" .823™| .882"| .851" 1
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 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).
Y
Correlations
Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 Skor
Y1 |Pearson 1 .019| 5637 .599™| .674™ 416"  .516™ 454" 249 430" .650™
Correlation
Sig. (2-tailed) 919 .001 .000 .000 .022 .004 .012 .185 .018 .000
N 30 30 30 30 30 30 30 30 30 30 30
Y2 |Pearson .019 1 410" 243 234 483 .198 264 415" 4677 443"
Correlation
Sig. (2-tailed) 919 .025 .196 214 .007 294 159 .023 .009 .014
N 30 30 30 30 30 30 30 30 30 30 30
Y3 |Pearson 563" 410" 1| .852™| .850™| .6417| .631™| .6357| .624™| .608™| .871"
Correlation
Sig. (2-tailed) .001 .025 .000 .000 .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30




*%

*%

**

**

**

Y4 | Pearson .599 243 .852 1| .876 .661 742 .656 581 .604 877

Correlation

Sig. (2-tailed) .000 .196 .000 .000 .000 .000 .000 .001 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y5 |Pearson 674™ 234 .850™| .876 1| .773™| 7177 6787 .6057| .7077| 923"

Correlation

Sig. (2-tailed) .000 214 .000 .000 .000 .000 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y6 |Pearson 4167 4837 6417 6617 773" 1| .7257| .744™| 7467| .6887| 877"

Correlation

Sig. (2-tailed) .022 .007 .000 .000 .000 .000 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y7 |Pearson 516™ 98| .6317| 7427 7177|7257 1| .849™| 741" 452" .838™

Correlation

Sig. (2-tailed) .004 294 .000 .000 .000 .000 .000 .000 012 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y8 |Pearson 454" 264 6357 | .656 | .6787| .744™| 849 1| .803™ 342 8177

Correlation

Sig. (2-tailed) .012 .159 .000 .000 .000 .000 .000 .000 .064 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y9 |Pearson .249 4157 .624™| .581™| 6057 | .746™| .7417| .803™ 1| 4777 7857

Correlation

Sig. (2-tailed) .185 .023 .000 .001 .000 .000 .000 .000 .008 .000

N 30 30 30 30 30 30 30 30 30 30 30
Y10 |Pearson 4307 4677 .608| .604™| .7077| .688™ 452" 342 A4TTT 1| .740™

Correlation

Sig. (2-tailed) .018 .009 .000 .000 .000 .000 012 .064 .008 .000




N 30 30 30 30 30 30 30 30 30 30 30
Skor |Pearson 6507 |  .443"| .871™| 8777 .923"| .877™| .838™| .8177| .7857"| .740™ 1

Correlation

Sig. (2-tailed) .000 .014 .000 .000 .000 .000 .000 .000 .000 .000

N 30 30 30 30 30 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

X1
Case Processing Summary
N %
Cases |Valid 30 100.0
Excluded® 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of ltems

925

10




Item-Total Statistics

Scale Corrected Cronbach's
Scale Mean if | Variance if Item-Total | Alpha if Item

Item Deleted | Item Deleted | Correlation Deleted
X11 70.40 158.179 .643 921
X12 70.70 163.321 .532 .927
X13 69.97 154.378 .662 921
X14 70.07 151.720 .760 915
X15 69.77 159.357 .705 918
X16 70.13 157.361 126 917
X17 70.07 159.857 .640 921
X18 70.60 154.455 127 917
X19 70.93 138.892 .905 .906
X110 70.87 148.120 .832 911
X2

Case Processing Summary
N %

Cases | Valid 30 100.0

Excluded? 0 .0

Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.




Reliability Statistics
Cronbach's
Alpha N of Items
.946 10
Item-Total Statistics
Scale Corrected Cronbach's

Scale Mean if| Variance if | Item-Total | Alpha if Item

Item Deleted | Item Deleted | Correlation Deleted
X21 68.97 249.137 .628 .947
X22 69.73 220.409 .887 935
X23 69.40 233.766 .813 .940
X24 70.27 209.582 793 .942
X25 70.07 230.478 .849 .938
X26 70.23 221.289 704 .945
X27 69.77 230.392 .819 .939
X28 70.43 223.426 73 941
X29 69.97 214.309 .843 937
X210 69.87 238.947 .824 .940
Y

Case Processing Summary
N %

Cases |Valid 30 100.0




Excluded?

0

0

Total

30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha N of Items
931 10
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if| Variance if | Item-Total | Alpha if Item
Item Deleted | Item Deleted | Correlation Deleted
Y1 73.13 115.637 .556 .934
Y2 72.67 128.437 .366 .938
Y3 73.37 111.620 .837 918
Y4 73.43 110.185 .843 918
Y5 73.67 100.713 .893 915
Y6 73.07 106.892 .837 918
Y7 73.07 115.168 .801 921
Y8 73.27 112.823 .769 922
Y9 73.27 113.513 .730 924
Y10 73.07 114.409 .673 .927




Uji Prasyarat Analisis

Normalitas
Variables Entered/Removed?®
Variables Variables
Model Entered Removed Method
1 X2, X1° .| Enter
a. Dependent Variable: Y
b. All requested variables entered.
Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .8102 .657 .642 7.287
a. Predictors: (Constant), X2, X1
b. Dependent Variable: Y
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 4772.974 2 2386.487 44.947 .000P
Residual 2495.506 47 53.096
Total 7268.480 49

a. Dependent Variable: Y

b. Predictors: (Constant), X2, X1




Coefficients?

Charts

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 16.237 6.769 2.399 .020
X1 544 110 .558 4.968 .000
X2 .269 .092 .328 2.919 .005
a. Dependent Variable: Y
Residuals Statistics®
Minimum | Maximum | Mean |Std. Deviation N
Predicted Value 51.99 94.81 79.48 9.870 50
Residual -18.437 16.928 .000 7.136 50
Std. Predicted -2.786 1.553 .000 1.000 50
Value
Std. Residual -2.530 2.323 .000 979 50
a. Dependent Variable: Y




Heteroskedastisitas

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Y

1.0

08
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Expected Cum Prob

0z

[uy] 02 04 06 08 10

Observed Cum Prob

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 X2, X1P .| Enter

a. Dependent Variable: Y

b. All requested variables entered.




Model Summary®

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .8102 .657 .642 7.287
a. Predictors: (Constant), X2, X1
b. Dependent Variable: Y
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4772.974 2 2386.487 44,947 .000°
Residual 2495.506 47 53.096
Total 7268.480 49
a. Dependent Variable: Y
b. Predictors: (Constant), X2, X1
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 16.237 6.769 2.399 .020
X1 544 110 .558 4.968 .000
X2 .269 .092 .328 2.919 .005

a. Dependent Variable: Y




Residuals Statistics?

Minimum | Maximum | Mean |Std. Deviation

Predicted Value 51.99 94.81 79.48 9.870 50
Std. Predicted Value -2.786 1.553 .000 1.000 50
Standard Error of 1.038 3.306 1.664 .651 50
Predicted Value

Adjusted Predicted Value 51.80 94.65 79.42 9.994 50
Residual -18.437 16.928 .000 7.136 50
Std. Residual -2.530 2.323 .000 979 50
Stud. Residual -2.563 2.569 .004 1.021 50
Deleted Residual -18.912 20.699 .063 7.774 50
Stud. Deleted Residual -2.733 2.741 .001 1.048 50
Mahal. Distance .014 9.107 1.960 2.587 50
Cook's Distance .000 490 .031 .081 50
Centered Leverage Value .000 .186 .040 .053 50

a. Dependent Variable: Y

Charts




Regression Studentized Residual

Scatterplot

Dependent Variable: Y

-1

Regression Standardized Predicted Value

Linieritas
Case Processing Summary
Cases
Included Excluded Total
N Percent N Percent N Percent
Y *X1 50| 100.0% 0.0% 50| 100.0%
Y *X2 50| 100.0% 0.0% 50| 100.0%




Y *X1

Report

Y
Std.

X1 Mean N Deviation
42 49.00 1
44 47.00 1
48 53.00 1
49 70.00 1
58 67.00 1
65 61.00 1
66 78.00 1 .
70 73.00 2 12.728
72 80.00 2 1.414
73 68.00 1 .
74 75.50 2 2.121
75 76.00 2 2.828
76 81.00 2 1.414
77 78.00 1 .
78 72.00 2 8.485
79 79.00 1 .
80 83.00 2 4.243
81 88.33 3 1.528
83 88.50 2 4.950
84 75.50 4 9.883




85 85.40 5 7.537
86 93.00 2 9.899
87 84.50 2 13.435
88 83.50 2 4.950
89 96.00 1
90 98.00 1
94 94.00 1
95 72.00 1
96 93.00 1
97 97.00 1 :
Total 79.48 50 12.179
ANOVA Table
Sum of
Squares df Mean Square F Sig.

Y * Between Groups | (Combined) 6147.613 29 211.987 3.783 .002
X1 Linearity 4320.693 1 4320.693| 77.096 .000

Deviation from 1826.920 28 65.247 1.164 367

Linearity

Within Groups 1120.867 20 56.043
Total 7268.480 49
Measures of Association
R R Squared Eta Eta Squared

Y * X1 771 594 .920 .846




Y * X2

Report

Y
Std.

X2 Mean N Deviation
36 53.00 1
40 82.00 1
48 49.00 1
49 47.00 1
52 87.00 1
55 67.00 1
60 77.00 1
62 61.00 1
63 72.00 1
65 70.00 1
67 68.00 1
69 78.00 1
70 70.00 1 .
71 79.00 3 1.000
73 81.00 2 9.899
79 78.50 2 707
80 75.75 4 7.228
81 73.50 2 10.607
82 79.00 2 21.213
83 79.00 2 1.414
84 75.00 1




85 94.00 2 5.657
86 86.00 1 :
87 86.00 2 1.414
88 83.67 3 5.859
89 86.00 2 5.657
90 87.00 1
91 74.00 1 :
92 92.50 2 707
93 100.00 1
94 94.00 1
95 94.00 1
96 97.00 1
99 96.00 1 :
Total 79.48 50 12.179
ANOVA Table
Sum of
Squares df Mean Square F Sig.

Y * X2 |Between (Combined) 6311.563 33 191.259 3.198 .008

Groups Linearity 3462.423 1 3462.423| 57.893 .000

Deviation from 2849.141 32 89.036 1.489 201
Linearity
Within Groups 956.917 16 59.807
Total 7268.480 49




Measures of Association

R R Squared Eta Eta Squared
Y * X2 .690 476 .932 .868
Autokorelasi
Descriptive Statistics
Mean | Std. Deviation N
Y 79.48 12.179 50
X1 78.08 12.495 50
X2 77.26 14.862 50
Correlations
Y X1 X2
Pearson Correlation |Y 1.000 J71 .690
X1 171 1.000 .649
X2 .690 .649 1.000
Sig. (1-tailed) Y . .000 .000
X1 .000 . .000
X2 .000 .000 .
N Y 50 50 50
X1 50 50 50
X2 50 50 50




Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 X2, X1P .| Enter

a. Dependent Variable: Y

b. All requested variables entered.

Model Summary®

Std. Error Change Statistics
R Adjusted of the R Square F Sig. F Durbin-
Model | R | Square | R Square | Estimate | Change |Change| dfl df2 Change | Watson
1 .810%|  .657 642 7.287 .657 | 44.947 2 47 .000 1.655
a. Predictors: (Constant), X2, X1
b. Dependent Variable: Y
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4772.974 2 2386.487 44,947 .000P
Residual 2495.506 47 53.096
Total 7268.480 49
a. Dependent Variable: Y
b. Predictors: (Constant), X2, X1




Coefficients?

Unstandardized | Standardized 95.0% Confidence Collinearity
Coefficients Coefficients Interval for B Correlations Statistics
Lower Upper Zero-
Model B Std. Error Beta t Sig. Bound Bound order Partial | Part | Tolerance | VIF
1 |(Constant) | 16.237 6.769 2.399| .020 2.620 29.855
X1 544 110 .558| 4.968 .000 324 764 J71 .587| .425 579 1.728
X2 .269 .092 .328| 2.919| .005 .083 454 .690 .392| .249 579| 1.728
a. Dependent Variable: Y
Coefficient Correlations?
Model X2 X1
1 Correlations | X2 1.000 -.649
X1 -.649 1.000
Covariances | X2 .008 -.007
X1 -.007 .012

a. Dependent Variable: Y

Collinearity Diagnostics?

Condition Variance Proportions
Model |Dimension | Eigenvalue Index (Constant) X1 X2
1 1 2.973 1.000 .00 .00 .00
2 .018 12.941 .73 .01 49
3 .009 17.788 27 99 50




a. Dependent Variable: Y

Residuals Statistics?

Minimum | Maximum Mean Std. Deviation

Predicted Value 51.99 94.81 79.48 9.870 50
Std. Predicted Value -2.786 1.553 .000 1.000 50
Standard Error of 1.038 3.306 1.664 .651 50
Predicted Value

Adjusted Predicted Value 51.80 94.65 79.42 9.994 50
Residual -18.437 16.928 .000 7.136 50
Std. Residual -2.530 2.323 .000 979 50
Stud. Residual -2.563 2.569 .004 1.021 50
Deleted Residual -18.912 20.699 .063 7.774 50
Stud. Deleted Residual -2.733 2.741 .001 1.048 50
Mahal. Distance .014 9.107 1.960 2.587 50
Cook's Distance .000 490 .031 .081 50
Centered Leverage Value .000 .186 .040 .053 50

a. Dependent Variable: Y




Analisis Deskriptif

Descriptive Statistics

Minimu | Maximu Std.
N m Mean Deviation
Std.

Statistic | Statistic | Statistic | Statistic | Error Statistic
X1 50 42 97 78.08 1.767 12.495
X2 50 36 99 77.26 2.102 14.862
Y 50 47 100 78.90 1.801 12.735
Valid N 50
(listwise)
Uji Regresi Model 1.1

Variables Entered/Removed?®
Variables Variables

Model Entered Removed Method
1 X1° .| Enter
a. Dependent Variable: Y
b. All requested variables entered.

Model Summary

Model

Adjusted R
Square

R R Square

Std. Error of
the Estimate




1 | 7717|594 586 7.837
a. Predictors: (Constant), X1
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4320.693 1 4320.693| 70.356 .000°
Residual 2947.787 48 61.412
Total 7268.480 49
a. Dependent Variable: Y
b. Predictors: (Constant), X1
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 20.799 7.083 2.936 .005
X1 752 .090 771 8.388 .000
a. Dependent Variable: Y
Uji Regresi Model 1.2
Variables Entered/Removed?
Variables Variables
Model Entered Removed Method
1 X2b .| Enter




a. Dependent Variable: Y

b. All requested variables entered.

Model Summary

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .6902 476 465 8.905
a. Predictors: (Constant), X2
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 3462.423 1 3462.423| 43.666 .000P
Residual 3806.057 48 79.293
Total 7268.480 49
a. Dependent Variable: Y
b. Predictors: (Constant), X2
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 35.782 6.732 5.316 .000
X2 .566 .086 .690 6.608 .000

a. Dependent Variable: Y




Uji Regresi Model 2

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 X1, X2° .| Enter

a. Dependent Variable: Y

b. All requested variables entered.

Model Summary

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .810? .657 .642 7.287
a. Predictors: (Constant), X1, X2
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4772.974 2 2386.487| 44.947 .000P
Residual 2495.506 47 53.096
Total 7268.480 49

a. Dependent Variable: Y

b. Predictors: (Constant), X1, X2




Coefficients?

Unstandardized

Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 16.237 6.769 2.399 .020
X2 .269 .092 .328 2.919 .005
X1 544 110 .558 4,968 .000

a. Dependent Variable: Y
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