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PENGARUH PENGADAAN SHOW UNIT SEBAGAI 

MARKETING TOOLS TERHADAP MINAT BELI CALON 

KONSUMEN DI APARTEMEN GRAND SUNGKONO 

LAGOON SURABAYA  

LEMBAR KUESIONER 

Terima kasih atas partisipasi anda menjadi salah satu responden 

untuk mengisi kuesioner ini, penelitian ini bertujuan untuk 

memenuhi tugas akhir (skripsi) program studi Manajemen Fakultas 

Ekonomi PGRI Adi Buana Surabaya. Kami sanagat menghargai 

kesesuaian anda dalam mengisi kuesioner ini, dan kami menjamin 

kerahasiaan identitas dan pendapat yang terdapat dalam kuesioner 

ini. Atas kerjasama dan bantuannya, saya banyak mengucapkan 

terima kasih. 

Petunjuk pengisian  

Isilah dengan singkat dan jelas berdasarkan identitas 

Bapak/Ibu/Saudara dengan memberi tanda (√) check list sesuai 

dengan pilihan jawaban yang ada pada kolom isian tersedia, 

tidak diperkenankan memberikan lebih dari satu (1) jawaban 

pada setiap poin pernyataan. 

Keterangan Pilihan Jawaban 

No Jawaban Nilai 

1. Sangat Setuju (SS) 1 

2. Setuju (S) 2 

3. Netral (N) 3 

4. Tidak Setuju (TS) 4 

5. Sangat Tidak Setuju (STS) 5 

 

 

 



 

 
 

B. Identitas Responden 

Nama   :  

Pendidikan  :SLTA          Diploma    S1         S2  

Usia   :        Tahun 

Jenis Kelamin : Pria........./......... Wanita* 

 

 

 

                                                                              Hormat Kami 

 

 

                                                                             Candra Susanto 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Identitas  Responden 

   



 

1. Kuesioner Variabel Marketing Tool (X) 

No Pertanyaan 
JAWABAN 

SS S N TS STS 

 

1 

 

 

 

 

2 

Periklanan 

Pihak developer 

mempromosikan Unit 

apartemen dengan 

menggunakan iklan dibaliho . 

 

Pihak developer mengiklankan 

unit apartemen dimedia cetak .  

     

 

3 

 

 

 

 

4 

Promosi 

Pihak developer menawarkan 

discount khusus untuk menarik 

minat konsumen untuk 

membeli unit apartemen. 

 

Pihak developer memberikan 

hadiah langsung bagi konsumen 

yang membeli unit apartemen. 

     

 

 

 

5 

 

 

 

 

6 

Publikasi 

Pihak developer menggunakan 

minatur unit apartemen untuk 

menunjukkan gambaran unit 

aslinya. 

 

Miniatur unit apartemen 

menjadi marketing tools bagi 

pihak developer untuk menarik 

minat konsumen dalam 

membeli unit apartemen. 

     



 

 

7 

 

 

 

8 

Show Unit 

Pihak developer membuat show 

unit untuk meyakinkan pembeli 

apartemen. 

 

Show unit dibuat sama seperti 

unit yang ditawarkan ke 

konsumen. 

     

 

2. Minat Beli  (Y) 

No Pertanyaan 
JAWABAN 

SS S N TS STS 

 

1 

 

 

 

2 

Minat transaksional 

Minat beli unit Apartemen 

Grand Sungkono Lagoon 

Surabaya  karena kualitasnya 

yang baik. 

Minat beli unit Apartemen 

Grand Sungkono Lagoon 

Surabaya  tidak karena 

pelayanan.  

     

 

3 

 

 

 

 

 

4 

Minat preferensial 

Tertarik dan ingin membeli unit 

Apartemen Grand Sungkono 

Lagoon Surabaya  setelah 

mendengar rekomendasi dari 

teman. 

 

Minat pembelian ulang di unit 

Apartemen Grand Sungkono 

Lagoon Surabaya  dikarenakan 

     



 

bukan karena lagi booming. 

 

5 

 

 

 

 

6 

Minat referensial 

Saya berkunjung ke unit 

Apartemen Grand Sungkono 

Lagoon Surabaya  karena 

refrensi dari teman. 

 

Minat beli unit Apartemen 

Grand Sungkono Lagoon 

Surabaya bukan Karena refrensi 

dari teman  

     

 

7 

 

 

 

 

 

8 

Minat eksploratif 

Saya mengatakan keunggulan 

Minat beli unit Apartemen 

Grand Sungkono Lagoon 

Surabaya  kepada teman-teman 

saya. 

 

Saya tidak merekomendasikan 

untuk membeli unit Apartemen 

Grand Sungkono Lagoon 

Surabaya  di sosial media. 

     

 



 

 
LAMPIRAN KARAKTERISTIK RESPONDEN 

a. Berdasarkan Jenis Kelamin 
 

Jenis Kelamin Jumlah Persentase 

Laki-laki 54 67.5 

Perempuan 26 32.5 

Total 80 100 

 

b. Berdasarkan Usia Responden 

 

Usia Jumlah Persentase 

< 25 tahun 3 3.75 

25 s/d 35 Tahun 27 31.76 

36 s/d 45 Tahun 35 43.75 

> 45 Tahun 15 18,75 

Total 80 100 

 
 

 
 
 
 
 
 
 
 
 
 



 

 
LAMPIRAN  FREKUENSI  JAWABAN  RESPONDEN 

 
a. Variabel   Marketing Tools 

MT_1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 17 21.3 21.3 25.0 

4.00 38 47.5 47.5 72.5 

5.00 22 27.5 27.5 100.0 

Total 80 100.0 100.0  

 

MT_1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 5.0 5.0 5.0 

3.00 19 23.8 23.8 28.8 

4.00 44 55.0 55.0 83.8 

5.00 13 16.3 16.3 100.0 

Total 80 100.0 100.0  

 
MT_2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 18 22.5 22.5 26.3 

4.00 44 55.0 55.0 81.3 

5.00 15 18.8 18.8 100.0 

Total 80 100.0 100.0  

 

 



 

MT_2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 17 21.3 21.3 25.0 

4.00 41 51.3 51.3 76.3 

5.00 19 23.8 23.8 100.0 

Total 80 100.0 100.0  

 

MT_3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 19 23.8 23.8 27.5 

4.00 43 53.8 53.8 81.3 

5.00 15 18.8 18.8 100.0 

Total 80 100.0 100.0  

 

MT_3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 24 30.0 30.0 33.8 

4.00 36 45.0 45.0 78.8 

5.00 17 21.3 21.3 100.0 

Total 80 100.0 100.0  



 

MT_4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 1 1.3 1.3 1.3 

3.00 8 10.0 10.0 11.3 

4.00 51 63.8 63.8 75.0 

5.00 20 25.0 25.0 100.0 

Total 80 100.0 100.0  

MT_4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 2.5 2.5 2.5 

3.00 10 12.5 12.5 15.0 

4.00 45 56.3 56.3 71.3 

5.00 23 28.8 28.8 100.0 

Total 80 100.0 100.0  

 
 

b. Variabel   Minat Beli 

 

MB_1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 1 1.3 1.3 2.5 

3.00 18 22.5 22.5 25.0 

4.00 35 43.8 43.8 68.8 

5.00 25 31.3 31.3 100.0 

Total 80 100.0 100.0  

 



 

 

MB_1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 19 23.8 23.8 27.5 

4.00 47 58.8 58.8 86.3 

5.00 11 13.8 13.8 100.0 

Total 80 100.0 100.0  

 

 

MB_2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.5 2.5 3.8 

3.00 18 22.5 22.5 26.3 

4.00 49 61.3 61.3 87.5 

5.00 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 

 

 

 

MB_2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 24 30.0 30.0 33.8 

4.00 40 50.0 50.0 83.8 

5.00 13 16.3 16.3 100.0 

Total 80 100.0 100.0  

 

 

 

 

 

MB_3_1 



 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.5 2.5 3.8 

3.00 21 26.3 26.3 30.0 

4.00 45 56.3 56.3 86.3 

5.00 11 13.8 13.8 100.0 

Total 80 100.0 100.0  

 

 

MB_3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.8 3.8 3.8 

3.00 27 33.8 33.8 37.5 

4.00 44 55.0 55.0 92.5 

5.00 6 7.5 7.5 100.0 

Total 80 100.0 100.0  

 

 

 

 

MB_4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 2.5 2.5 2.5 

3.00 22 27.5 27.5 30.0 

4.00 46 57.5 57.5 87.5 

5.00 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 

 

 

 

MB_4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 



 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.5 2.5 3.8 

3.00 26 32.5 32.5 36.3 

4.00 46 57.5 57.5 93.8 

5.00 5 6.3 6.3 100.0 

Total 80 100.0 100.0  

 

 
 
 

 
 



 
Lampiran  5 

LAMPIRAN UJI VALIDITAS 
a. Variabel   Marketing Tools 

Correlations 

 
MT_1

_1 

MT_1_

2 

MT_2_

1 

MT_2_

2 

MT_

3_1 

MT_3_

2 

MT_4_

1 

MT_4_

2 MT_TOTAL 

MT_1_

1 

Pearson 

Correlation 
1 .598** .568** .931** 

.625*

* 
.507** .306** .379** .842** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .006 .001 .000 

N 80 80 80 80 80 80 80 80 80 

MT_1_

2 

Pearson 

Correlation 
.598** 1 .613** .628** 

.714*

* 
.472** .314** .412** .807** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .005 .000 .000 

N 80 80 80 80 80 80 80 80 80 

MT_2_

1 

Pearson 

Correlation 
.568** .613** 1 .514** 

.448*

* 
.455** .275* .382** .722** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .013 .000 .000 

N 80 80 80 80 80 80 80 80 80 

MT_2_

2 

Pearson 

Correlation 
.931** .628** .514** 1 

.573*

* 
.534** .352** .376** .839** 

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

N 80 80 80 80 80 80 80 80 80 



 
MT_3_

1 

Pearson 

Correlation 
.625** .714** .448** .573** 1 .469** .276* .381** .764** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .013 .000 .000 

N 80 80 80 80 80 80 80 80 80 

MT_3_

2 

Pearson 

Correlation 
.507** .472** .455** .534** 

.469*

* 
1 .319** .431** .715** 

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

N 80 80 80 80 80 80 80 80 80 

MT_4_

1 

Pearson 

Correlation 
.306** .314** .275* .352** .276* .319** 1 .624** .561** 

Sig. (2-tailed) .006 .005 .013 .001 .013 .004  .000 .000 

N 80 80 80 80 80 80 80 80 80 

MT_4_

2 

Pearson 

Correlation 
.379** .412** .382** .376** 

.381*

* 
.431** .624** 1 .658** 

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

 N 
80 80 80 80 80 80 80 80 80 

MT_T

OTAL 

Pearson 

Correlation 
.842** .807** .722** .839** 

.764*

* 
.715** .561** .658** 1 

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

N 80 80 80 80 80 80 80 80 80 

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

 



 
  

b. Variabel   Minat Beli 

Correlations 

 
MB_1

_1 

MB_1

_2 

MB_2

_1 

MB_2

_2 

MB_3

_1 MB_3_2 MB_4_1 MB_4_2 MB_TOTAL 

MB_1

_1 

Pearson 

Correlation 
1 .390** .440** .544** .445** .528** .428** .556** .690** 

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

N 80 80 80 80 80 80 80 80 80 

MB_1

_2 

Pearson 

Correlation 
.390** 1 .572** .425** .968** .618** .765** .671** .838** 

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

N 80 80 80 80 80 80 80 80 80 

MB_2

_1 

Pearson 

Correlation 
.440** .572** 1 .476** .590** .564** .609** .592** .753** 

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

N 80 80 80 80 80 80 80 80 80 

MB_2

_2 

Pearson 

Correlation 
.544** .425** .476** 1 .427** .676** .455** .626** .725** 

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

N 80 80 80 80 80 80 80 80 80 

MB_3

_1 

Pearson 

Correlation 
.445** .968** .590** .427** 1 .601** .773** .674** .850** 



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

N 80 80 80 80 80 80 80 80 80 

MB_3

_2 

Pearson 

Correlation 
.528** .618** .564** .676** .601** 1 .704** .825** .854** 

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

 N 
80 80 80 80 80 80 80 80 80 

MB_4

_1 

Pearson 

Correlation 
.428** .765** .609** .455** .773** .704** 1 .704** .840** 

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

N 80 80 80 80 80 80 80 80 80 

MB_4

_2 

Pearson 

Correlation 
.556** .671** .592** .626** .674** .825** .704** 1 .875** 

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

N 80 80 80 80 80 80 80 80 80 

MB_T

OTAL 

Pearson 

Correlation 
.690** .838** .753** .725** .850** .854** .840** .875** 1 

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

N 80 80 80 80 80 80 80 80 80 



 
 

 

LAMPIRAN  UJI  RELIABILITAS 

 
a. Variabel   Show Unit 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.884 8 

 
b. Variabel   Marketing Tools 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 



 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.918 8 

Uji Normalitas 

 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 80 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.46085623 

Most Extreme Differences Absolute .076 

Positive .047 

Negative -.076 

Test Statistic .076 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 
 
 
 
 
 



 

LAMPIRAN ANALISIS REGRESI LINIER BERGANDA 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .672a .452 .445 3.48297 

a. Predictors: (Constant), Marketing Tool’s 

b. Dependent Variable: Minat Beli 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 779.975 1 779.975 64.296 .000b 

Residual 946.225 78 12.131   

Total 1726.200 79    

a. Dependent Variable: Minat Beli 

b. Predictors: (Constant), Marketing Tool’s 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 8.029 2.811  2.856 .005 

Marketing 

Tool’s 
.706 .088 .672 8.018 .000 

a. Dependent Variable: Minat Beli 

 



 
 

 

Responden 

MARKETING TOOLS 
Jumlah MT_ 

1_1 
MT_ 
1_2 

MT_ 
2_1 

MT_ 
2_2 

MT_ 
3_1 

MT_ 
3_2 

MT_ 
4_1 

MT_ 
4_2 

Resp_1 5 5 5 5 5 5 5 5 40 

Resp_2 2 2 2 2 2 2 2 2 16 

Resp_3 4 5 4 4 5 5 4 5 36 

Resp_4 5 5 5 5 5 5 5 5 40 

Resp_5 5 4 4 5 4 5 4 5 36 

Resp_6 4 5 4 5 5 4 5 4 36 

Resp_7 5 5 5 5 4 3 5 4 36 

Resp_8 4 5 5 4 4 4 4 4 34 

Resp_9 5 5 5 5 5 5 5 5 40 

Resp_10 5 4 5 5 4 4 5 4 36 

Resp_11 5 4 5 4 5 5 4 5 37 

Resp_12 3 2 3 3 3 3 5 5 27 

Resp_13 2 2 2 2 2 2 5 5 22 

Resp_14 5 4 4 5 4 4 4 4 34 

Resp_15 5 5 4 4 5 4 4 4 35 

Resp_16 4 5 4 5 4 5 4 5 36 

Resp_17 5 4 4 4 4 4 4 4 33 

Resp_18 4 4 4 4 5 3 3 3 30 

Resp_19 5 4 3 5 5 4 5 5 36 

Resp_20 5 4 4 5 4 4 5 5 36 

Resp_21 5 4 5 4 5 3 4 4 34 

Resp_22 5 4 4 5 4 5 5 4 36 

Resp_23 5 4 5 5 4 5 4 4 36 

Resp_24 4 4 4 4 4 5 5 4 34 

Resp_25 4 3 3 4 4 4 4 4 30 

Resp_26 2 2 2 2 2 2 3 2 17 



 

Resp_27 3 3 3 3 3 3 3 3 24 

Resp_28 4 4 4 4 4 3 4 4 31 

Resp_29 5 4 4 5 4 4 4 4 34 

Resp_30 5 4 5 4 5 4 4 5 36 

Resp_31 5 3 4 5 3 4 3 3 30 

Resp_32 4 4 4 4 4 4 4 4 32 

Resp_33 4 3 4 4 4 4 4 4 31 

Resp_34 3 3 3 3 5 5 3 3 28 

Resp_35 4 4 4 4 5 3 4 5 33 

Resp_36 5 4 3 5 5 4 4 4 34 

Resp_37 5 4 4 5 4 4 4 4 34 

Resp_38 4 4 4 4 5 3 5 4 33 

Resp_39 5 4 3 5 4 5 4 4 34 

Resp_40 4 4 4 4 4 4 4 4 32 

Resp_41 3 4 4 3 4 5 4 4 31 

Resp_42 5 3 3 5 3 3 5 5 32 

Resp_43 3 3 5 3 3 5 5 5 32 

Resp_44 4 4 4 4 4 4 4 3 31 

Resp_45 4 4 4 4 4 5 5 5 35 

Resp_46 4 4 4 4 4 4 5 4 33 

Resp_47 4 4 5 4 3 5 4 5 34 

Resp_48 3 3 3 3 3 5 5 4 29 

Resp_49 4 4 5 4 4 4 4 4 33 

Resp_50 3 3 5 3 3 3 4 4 28 

Resp_51 4 3 4 4 3 3 3 3 27 

Resp_52 4 5 5 4 3 3 4 4 32 

Resp_53 3 4 3 3 4 3 4 4 28 

Resp_54 3 3 3 3 3 3 4 4 26 

Resp_55 4 4 4 4 4 4 5 5 34 



 

Resp_56 4 4 4 4 4 4 4 4 32 

Resp_57 3 3 3 3 3 3 4 4 26 

Resp_58 3 3 3 3 3 3 4 3 25 

Resp_59 3 3 3 3 3 3 4 3 25 

Resp_60 4 5 4 4 4 4 4 4 33 

Resp_61 4 5 4 4 4 4 4 4 33 

Resp_62 4 4 4 4 4 3 4 4 31 

Resp_63 4 4 3 4 4 4 4 4 31 

Resp_64 4 4 4 4 4 3 4 4 31 

Resp_65 3 3 4 3 3 3 4 3 26 

Resp_66 3 3 3 3 3 3 3 3 24 

Resp_67 4 3 4 4 3 4 4 4 30 

Resp_68 4 4 4 4 4 4 4 4 32 

Resp_69 3 3 3 3 3 3 4 4 26 

Resp_70 4 4 4 4 4 4 5 4 33 

Resp_71 4 5 4 4 4 4 4 5 34 

Resp_72 4 3 4 4 3 4 3 4 29 

Resp_73 3 4 4 3 4 3 4 5 30 

Resp_74 4 4 4 4 4 4 4 4 32 

Resp_75 4 4 4 4 4 4 4 4 32 

Resp_76 4 4 4 4 4 4 4 5 33 

Resp_77 4 4 4 4 4 4 4 5 33 

Resp_78 3 4 3 3 4 3 4 4 28 

Resp_79 4 4 4 4 4 4 4 5 33 

Resp_80 4 4 4 4 4 4 4 4 32 

 

 



 
 

Responden 

MINAT BELI 
Jumlah MB_ 

1_1 

MB_ 

1_2 

MB_ 

2_1 

MB_ 

2_2 

MB_ 

3_1 

MB_ 

3_2 

MB_ 

4_1 

MB_ 

4_2 

Resp_1 5 5 5 5 5 5 5 5 40 

Resp_2 1 2 1 2 1 2 2 1 12 

Resp_3 5 4 4 4 4 4 4 4 33 

Resp_4 5 5 5 5 5 5 5 5 40 

Resp_5 3 3 4 3 3 3 3 4 26 

Resp_6 3 4 4 4 3 4 4 4 30 

Resp_7 4 5 4 5 5 5 5 5 38 

Resp_8 4 4 4 4 3 4 3 4 30 

Resp_9 5 5 5 5 5 5 5 5 40 

Resp_10 5 4 4 5 4 4 4 4 34 

Resp_11 4 4 4 3 4 4 4 4 31 

Resp_12 3 4 4 3 4 3 4 3 28 

Resp_13 3 2 2 2 2 2 3 2 18 

Resp_14 3 4 4 3 4 3 4 3 28 

Resp_15 4 4 4 4 4 4 4 4 32 

Resp_16 3 4 4 3 4 3 4 3 28 

Resp_17 4 4 4 4 4 4 4 4 32 

Resp_18 4 4 4 4 4 4 4 4 32 

Resp_19 4 4 4 4 4 4 4 4 32 

Resp_20 3 4 4 3 4 3 4 3 28 

Resp_21 4 3 3 4 3 4 3 4 28 

Resp_22 4 4 4 4 4 4 4 4 32 

Resp_23 4 4 4 4 4 4 4 4 32 

Resp_24 3 4 4 3 4 3 4 3 28 

Resp_25 4 4 4 4 4 4 4 4 32 



 
 

Resp_26 2 2 2 2 2 2 2 2 16 

Resp_27 3 3 3 3 3 3 3 3 24 

Resp_28 4 4 4 4 4 4 4 4 32 

Resp_29 4 4 4 4 4 4 4 4 32 

Resp_30 4 4 4 4 4 4 4 4 32 

Resp_31 3 3 3 3 3 3 3 3 24 

Resp_32 4 3 3 4 3 4 3 4 28 

Resp_33 4 4 4 4 4 4 4 4 32 

Resp_34 5 3 3 3 3 3 3 3 26 

Resp_35 4 4 4 4 4 4 4 4 32 

Resp_36 5 3 3 3 3 3 3 3 26 

Resp_37 4 4 4 4 4 4 4 4 32 

Resp_38 4 4 4 4 4 4 4 4 32 

Resp_39 3 3 3 3 3 3 3 3 24 

Resp_40 4 4 4 4 4 4 4 4 32 

Resp_41 3 4 4 3 4 3 4 3 28 

Resp_42 3 3 3 3 3 3 3 3 24 

Resp_43 5 3 5 3 3 3 3 3 28 

Resp_44 5 4 5 4 4 3 4 4 33 

Resp_45 4 4 4 3 4 4 4 4 31 

Resp_46 4 4 5 4 4 4 4 4 33 

Resp_47 5 4 5 4 4 4 4 4 34 

Resp_48 5 3 5 5 3 3 3 3 30 

Resp_49 4 4 4 5 4 4 4 3 32 

Resp_50 5 3 3 5 3 3 3 3 28 

Resp_51 4 4 4 4 4 4 4 4 32 

Resp_52 4 4 4 5 4 4 4 4 33 



 
 

Resp_53 5 3 3 5 3 3 3 3 28 

Resp_54 3 3 3 5 3 3 3 3 26 

Resp_55 5 4 4 4 4 4 4 4 33 

Resp_56 4 5 4 5 5 4 4 4 35 

Resp_57 5 3 3 3 3 3 3 3 26 

Resp_58 3 5 3 3 5 3 3 3 28 

Resp_59 5 5 3 3 5 3 3 3 30 

Resp_60 4 4 4 4 4 4 4 4 32 

Resp_61 4 5 4 4 5 4 4 4 34 

Resp_62 4 4 4 4 4 4 4 4 32 

Resp_63 5 5 4 4 5 4 4 4 35 

Resp_64 5 5 5 4 5 4 5 4 37 

Resp_65 3 4 4 3 4 3 4 3 28 

Resp_66 5 5 3 3 5 3 5 5 34 

Resp_67 4 4 4 5 4 4 4 4 33 

Resp_68 5 4 4 4 4 5 4 4 34 

Resp_69 3 3 5 3 3 3 3 3 26 

Resp_70 5 4 4 4 4 5 5 4 35 

Resp_71 4 4 4 4 4 3 4 4 31 

Resp_72 5 4 4 4 4 4 5 3 33 

Resp_73 4 3 4 4 3 4 4 4 30 

Resp_74 4 4 4 3 4 4 4 3 30 

Resp_75 5 4 4 4 4 4 5 4 34 

Resp_76 4 4 3 4 4 4 5 4 32 

Resp_77 5 4 4 4 4 4 4 4 33 

Resp_78 3 3 3 3 3 3 3 3 24 

Resp_79 4 4 4 4 4 4 4 4 32 

 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 


