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|. Identitas Responden

Nama L
Jenis kelamin : Pria / Wanita

Usia e tahun

Pekerjaan

1. Pelajar 3. Pegawai Negeri . Wiraswasta
2. Mahasiswa 4. Pegawai Swasta . Lain-lain...

Il. Petunjuk Pengisian
Berilah tanda checklist ( ' )
pada jawaban yang Anda
pilih. Kriteria penilaian:

STS TS RR S SS
(Sangat Tidak | (Tidak Setuju) | (Ragu-ragu) | (Setuju) (Sangat
Setuju) Setuju)
1 2 3 4 5

I11. Variabel Penelitian

No Indikator

Market STS TS RR S SS
Orientatiom (X1)

Orientasi Pelanggan

1 Saya merasa di Konter|
Anggera Store selalyl
memperhatikan
kepuasan  pelanggan
dan melayani
pelanggan dengan baik]
dan sopan.

2 Saya merasa produk
yang dijual di Konter|
Anggera Store belum|
memenuhi kebutuhan|
dan kepuasan|




pelanggan. [ |

Orientasi Pesaing

Konter Anggera Store
menjual paket perdanal
internet lebih lengkap|
dan murah daripada
dikonter lain.

Konter anggera store
memiliki produk paket
internet lengkap|
disbanding konter lain.

Informasi Pasar

Paket internet yang]
dijual sudah sesuai
kebutuhan pasar atayl

pelanggan.

Saya pernah ditanyal
pegawai konter|
mengenai paket

internet yang cocok di
daerah sekitar saya

tinggal.

Product Innovation (XZ)‘ STS| TS | RR‘ S ‘ SS

Perluasan Lini

Merek paket internet
yang dijual dikonter
anggera Krian|
merupakan merek
paket internet yang
biasa dijual dikonter
pada umumnya.

Pilihan Kuota internet
dikonter anggera




Krian sama
konter lain
umunya.

seperti
pada

Produk Baru

Saya menemukan
produk paket perdana
yang belum pernah
saya temui
sebelumnya.

10

Bagi saya paket internet
di konter Anggera sama

seperti konter lain jual.

Produk Benar-
benar baru

11

Kuota internet|
termurah di  konter
anggera Krian belum|
ada yang menyamainya.

12

Saya menjumpai paket
internet merek lain|
yang pada umumnya
belum

saya jumpai

dikonter lain.

Increased Sales

sts| s | RR| s

SS

Kondisi dan
Kemampuan Penjual

13

Pegawai di konter
Anggera Store sangat
ramah dan sabar
melayani konsumen.

14

Kemampuan penjual

sangat cekatan dan

sangat jelas dalam

menjelaskan perbedaan|




paket internet satu
dengan yang laiinya.

Kondisi Pasar

15

Paket internet yang
dijual sudah seuai
dengan kebutuhan
pasar atau pelanggan

16

Harga Paket internet|
dikonter anggera sudah
sesuai dengan kondisi

asar.

Modal

17

Menurut saya konter
anggera mempunyai
kesempatan yang besar
untuk memperbanyak
cabang didaerah lain.

18

Promosi besar-besaran
sering dilakukan oleh

Konter Aggera Krian

Kondisi Organisasi
Perusahaan

19

Pegawai di konter
anggera sudah
melayani sesuai
keinginan konsumen.

20

Keramahan yang
diberikan para pegawai
konter membuat saya
selalu membeli paket

perdana dikonter




anggera. ‘

Faktor Lain

21 | Sering diadakannya
promo paket internet
membuat saya selalu
tertarik.

22 |Pemberian hadiah|

serimg dilakukan bagi
pelanggan yang sering
membeli paket perdana

dikonter anggera.

Terima Kasih-




Lampiran 5. Tabulasi Jawaban Responden

n_10

X1_1 [ X1_2 [ X1_3 |X1_4 | X1_5 | X1_6
Responde

4 4 5 4 4 4
n_l1
Responde

4 4 5 4 4 4
n_?2
Responde

4 4 4 4 4 4
n_3
Responde

4 4 5 4 4 4
n_4
Responde

4 3 4 4 4 4
n_5
R
esponde | 4 3 4 4 4
n_6
Responde

4 4 4 4 4 4
n_7
Responde

4 4 4 4 4 4
n_8
R d
PONEE N a4 | a4 | a4 | a4 | 4 | a
n_9
Responde

4 4 4 4 5 4

Total
X1

25

25

24

25

23

23

24

24

24

25



Responde
n_11

Responde
n_12

Responde
n_13

Responde
n_14

Responde
n_15

Responde
n_16

Responde
n_17

Responde
n_18

Responde
n_19

Responde
n_20

Responde
n_21

Responde

25

24

23

25

25

24

20

25

25

27

26

24



n_22

Responde
n_23

Responde
n_24

Responde
n_25

Responde
n_26

Responde
n_27

Responde
n_28

Responde
n_29

Responde
n_30

Responde
n_31

Responde
n_32

Responde
n_33

22

18

24

24

24

24

25

23

25

26

24



Responde
n_34

Responde
n_35

Responde
n_36

Responde
n_37

Responde
n_38

Responde
n_39

Responde
n_40

Responde
n_41

Responde
n_42

Responde
n_43

Responde
n_44

Responde

29

23

26

24

23

28

18

24

22

26

23

28



n_45

Responde
n_46

Responde
n_47

Responde
n_48

Responde
n_49

Responde
n_50

Responde
n_51

Responde
n_52

Responde
n_53

Responde
n_54

Responde
n_55

Responde
n_56

24

24

24

27

25

28

24

23

26

24

24



Responde
n_57

Responde
n_58

Responde
n_59

Responde
n_60

Responde
n_61

Responde
n_62

Responde
n_63

Responde
n_64

Responde
n_65

Responde
n_66

Responde
n_67

Responde

23

23

25

23

23

23

25

25

26

26

25

23



n_68

Responde
n_69

Responde
n_70

Responde
n 71

Responde
n_72

Responde
n_73

Responde
n_74

Responde
n_75

Responde
n_76

Responde
n_77

Responde
n_78

Responde
n_79

24

25

26

26

27

23

26

23

23

24

23



Responde
n_80

Responde
n_81

Responde
n_82

Responde
n_83

Responde
n_84

Responde
n_85

Responde
n_86

Responde
n_87

Responde
n_88

Responde
n_89

Responde
n_90

Responde

22

25

21

24

23

25

22

26

25

24

24

22



n 91

Responde
n_92

Responde
n_93

Responde
n_9%4

Responde
n_95

Responde
n_96

Responde
n_97

Responde
n_98

Responde
n_99

Responde
n_100

Responde
n_101

Responde
n_102

24

25

24

25

22

25

24

27

25

23

22



Responde

n 103 4 5 5 4 4 4
Responde 3 4 4 4 4 4
n_104
Responde 3 4 4 4 4 4
n_105
Responde 4 4 4 4 4 4
n_106
Responde 4 4 5 4 4 4
n_107
Responde 4 4 5 4 4 4
n_108
Responde 4 4 4 4 4 4
n_109
Responde 4 4 3 4 4 4
n_110
X2_1 | X2_2 | X2_3 | X2_4 | X2_5 | X2_6

Responde

4 4 4 3 3 3
n_1
Responde

4 4 4 4 4 4

n_2

26

23

23

24

25

25

24

23

Total
X2

21

24



Responde
n_3

Responde
n_4

Responde
n_5

Responde
n_6

Responde
n_7

Responde
n_8

Responde
n_9

Responde
n_10

Responde
n_11

Responde
n_12

Responde
n_13

Responde

24

25

24

25

24

23

24

28

25

24

27

24



n_14

Responde
n_15

Responde
n_16

Responde
n_17

Responde
n_18

Responde
n_19

Responde
n_20

Responde
n_21

Responde
n_22

Responde
n_23

Responde
n_24

Responde
n_25

24

24

18

24

24

24

25

24

24

18

23



Responde
n_26

Responde
n_27

Responde
n_28

Responde
n_29

Responde
n_30

Responde
n_31

Responde
n_32

Responde
n_33

Responde
n_34

Responde
n_35

Responde
n_36

Responde

24

24

24

24

21

24

25

24

28

23

25

18



n_37

Responde
n_38

Responde
n_39

Responde
n_40

Responde
n_41

Responde
n_42

Responde
n_43

Responde
n_44

Responde
n_45

Responde
n_46

Responde
n_47

Responde
n_48

24

25

18

24

24

25

21

26

23

25

22



Responde
n_49

Responde
n_50

Responde
n_51

Responde
n_52

Responde
n_53

Responde
n_54

Responde
n_55

Responde
n_56

Responde
n_b57

Responde
n_58

Responde
n_59

Responde

25

22

30

24

23

25

26

26

25

24

25

21



n_60

Responde
n_61

Responde
n_62

Responde
n_63

Responde
n_64

Responde
n_65

Responde
n_66

Responde
n_67

Responde
n_68

Responde
n_69

Responde
n_70

Responde
n_71

25

25

25

25

27

25

25

23

21

25

25



Responde
n_72

Responde
n 73

Responde
n_74

Responde
n_75

Responde
n_76

Responde
n_77

Responde
n_78

Responde
n_79

Responde
n_80

Responde
n_81

Responde
n_82

Responde

25

24

25

26

20

21

24

24

19

22

19

24



n_83

Responde
n_84

Responde
n_85

Responde
n_86

Responde
n_87

Responde
n_88

Responde
n_89

Responde
n_90

Responde
n_91

Responde
n_92

Responde
n_93

Responde
n_94

24

24

20

24

25

19

23

22

24

25

22



Responde
n_95

Responde
n_96

Responde
n_97

Responde
n_98

Responde
n_99

Responde
n_100

Responde
n_101

Responde
n_102

Responde
n_103

Responde
n_104

Responde
n_105

Responde

24

23

24

23

25

22

24

19

24

24

24

22



n_106

24

24

23

24

TO
TA
LY

40

40

41

Responde 4 4 4
n_107
Responde
4 4 4
n_108
Responde 4 4 4
n_109
Responde 4 4 4
n_110
Y1
YL | Y1 | Yl | YL | Yl | YLl Yl | Yl |Yl]| _1
1) 2| 3| 4| 5| 6|_7|_8]|_.9 0
Resp
onde 4 4 4 4 4 4 4 4 4 4
n_1
Resp
onde 4 4 4 4 4 4 4 4 4 4
n2
Resp
onde 5 4 4 4 4 4 4 4 4 4
n_3
Resp | 5 | 4 | 3 |5 |5 | 4| 4| 4| 4|4
onde

42




Resp
onde
nb5

Resp
onde
n_6

Resp
onde
n7

Resp
onde
n_8

Resp
onde
n 9

Resp
onde
n_10

Resp
onde
n_11

Resp
onde
n_12

39

44

41

40

40

44

42

42



Resp
onde
n 13

Resp
onde
n_14

Resp
onde
n_15

Resp
onde
n_16

Resp
onde
n_17

Resp
onde
n_18

Resp
onde
n_19

Resp
onde
n_20

Resp
onde

42

41

43

39

34

42

40

41

43



n_21

Resp
onde
n 22

Resp
onde
n_23

Resp
onde
n 24

Resp
onde
n_25

Resp
onde
n_26

Resp
onde
n_27

Resp
onde
n_28

Resp
onde
n_29

40

38

33

40

38

41

41

40



Resp
onde
n_30

Resp
onde
n 31

Resp
onde
n_32

Resp
onde
n_33

Resp
onde
n_34

Resp
onde
n_35

Resp
onde
n_36

Resp
onde
n_37

Resp
onde

40

40

43

41

48

39

44

37

39



n_38

Resp
onde
n_39

Resp
onde
n_40

Resp
onde
n 41

Resp
onde
n_42

Resp
onde
n_43

Resp
onde
n_44

Resp
onde
n_45

Resp
onde
n_46

42

31

40

39

41

38

43

39



Resp
onde
n_47

Resp
onde
n_48

Resp
onde
n_49

Resp
onde
n_50

Resp
onde
n_51

Resp
onde
n_52

Resp
onde
n_53

Resp
onde
n_54

Resp
onde

42

38

42

38

48

40

41

43

43



n_55

Resp
onde
n_b6

Resp
onde
n_57

Resp
onde
n_b8

Resp
onde
n_b59

Resp
onde
n_60

Resp
onde
n_61

Resp
onde
n_62

Resp
onde
n_63

43

40

39

43

37

43

42

44



Resp
onde
n_64

Resp
onde
n_65

Resp
onde
n_66

Resp
onde
n_67

Resp
onde
n_68

Resp
onde
n_69

Resp
onde
n_70

Resp
onde
n_ 71

Resp
onde

42

43

41

42

39

38

43

39

44



n_72

Resp
onde
n 73

Resp
onde
n_74

Resp
onde
n_ 75

Resp
onde
n_76

Resp
onde
n_77

Resp
onde
n_78

Resp
onde
n_79

Resp
onde
n_80

41

41

43

40

36

40

42

37



Resp
onde
n_ 81

Resp
onde
n 82

Resp
onde
n_83

Resp
onde
n_84

Resp
onde
n_85

Resp
onde
n_86

Resp
onde
n_87

Resp
onde
n_88

Resp
onde

42

35

37

41

40

39

41

40

39



n_89

Resp
onde
n_90

Resp
onde
n_91

Resp
onde
n 92

Resp
onde
n_93

Resp
onde
n_94

Resp
onde
n_95

Resp
onde
n_96

Resp
onde
n 97

43

40

42

39

39

37

36

40



Resp
onde
n_98

Resp
onde
n_99

Resp
onde
n_100
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Lampiran 6. Olahan Data SPSS

Jenis Kelamin

Cumulative
Frequency Percent Valid Percent Percent
valid  Laki-Laki 72 B5.5 B5.5 B5.5
Ferempuan 3a 345 345 1000
Total 110 100.0 100.0
Usia
Cumulative
Frequency Percent  Valid Percent FPercent
Valid  17.00 3 27 27 27
18.00 5 45 45 7.3
19.00 G 55 55 127
20.00 5] 55 55 182
21.00 14 12.7 12.7 30.9
22.00 15 13.6 13.6 44.5
23.00 a 7.3 7.3 51.8
24.00 g 8.2 8.2 60.0
25.00 G 55 55 65.5
26.00 G 55 55 70.9
27.00 7 6.4 6.4 773
28.00 3 27 27 g0.0
29.00 3 27 27 g2.7
30.00 4 36 36 B6.4
31.00 2 1.8 1.8 gg.2
32.00 1 9 9 g9.1
33.00 2 18 18 §0.9
34.00 3 27 27 §3.6
35.00 3 27 27 56.4
40.00 1 g g §7.3
41.00 2 1.8 1.8 §9.1
43.00 1 9 9 100.0

Total 110 100.0 100.0




X1.1_1

Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 18 16.4 16.4 16.4
Setuju 74 67.3 67.3 B36
Sangat Setuju 18 16.4 16.4 100.0
Tatal 110 100.0 100.0
X1.1_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 10 91 91 91
Setuju 81 736 T36 g2.7
Sangat Setuju 19 17.3 17.3 100.0
Tatal 110 100.0 100.0
X1.2_1
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 8 T3 73 T3
Setuju 65 591 591 66.4
Sangat Setuju kN 336 336 100.0
Tatal 110 100.0 100.0
X1.2_2
Cumulative
Frequency Fercent  Walid Percent Fercent
Valid Ragu-Ragu 8 7.3 T3 T3
Setuju 98 89.1 89.1 96.4
Sangat Setuju 4 36 36 100.0
Taotal 110 100.0 100.0




X1.3_1

Cumulative
Freguency FPercent Walid Percent FPercent
Walid Ragu-Ragu 17 168.5 1845 1845
Setuju 89 20.9 B0.9 56.4
Sangat Setuju 4 3.6 36 100.0
Total 110 100.0 100.0
X13_2
Cumulative
Frequency FPercent  Valid Percent Fercent
Yalid Ragu-Ragu 11 10.0 10.0 10.0
Setuju 86 782 782 g8.2
Sangat Setuju 13 11.8 11.8 100.0
Tatal 110 100.0 100.0
X2.1_1
Cumulative
Frequency FPercent  Valid Percent Fercent
Yalid Ragu-Ragu 12 109 109 109
Setuju a8 g0.0 20.0 5049
Sangat Setuju 10 9.1 9.1 100.0
Tatal 110 100.0 100.0
X2.1_2
Cumulative
Frequency FPercent  Valid Percent Fercent
Yalid Ragu-Ragu 17 1648 158 1648
Setuju 89 B0.9 2049 56.4
Sangat Setuju 4 36 36 100.0
Tatal 110 100.0 100.0




X2.2_1

Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 11 100 100 100
Setuju 86 782 782 ga.2
Sangat Setuju 13 1.8 118 100.0
Tatal 110 100.0 100.0
X222
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 14 127 127 127
Setuju 90 818 a1.8 945
Sangat Setuju i} a5 ] 100.0
Tatal 110 100.0 100.0
X2.3_1
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 19 17.3 17.3 17.3
Setuju 71 645 64.5 818
Sangat Setuju 20 18.2 18.2 100.0
Tatal 110 100.0 100.0
X2.3_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 24 218 218 218
Setuju g2 745 745 56.4
Sangat Setuju 4 36 36 100.0
Tatal 110 100.0 100.0




Y1.1_1

Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 17 16845 1645 16845
Setuju 54 491 491 645
Sangat Setuju 39 354 354 100.0
Tatal 110 100.0 100.0
Y1.1_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu i} a5 ] a5
Setuju 97 ga.2 882 936
Sangat Setuju 7 6.4 6.4 100.0
Tatal 110 100.0 100.0
Y1.2_1
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 14 127 127 127
Setuju a8 80.0 800 g2.7
Sangat Setuju a 7.3 7.3 100.0
Tatal 110 100.0 100.0
Y1.2_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 12 1049 104 1049
Setuju a8 g0.0 20.0 5049
Sangat Setuju 10 9.1 9.1 100.0
Tatal 110 100.0 100.0




Y1.3_1

Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu A 45 15 45
Setuju 78 704 704 7585
Sangat Setuju 27 245 245 100.0
Tatal 110 100.0 100.0
Y1.3_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 8 T3 73 T3
Setuju 72 655 65.5 72
Sangat Setuju 30 273 273 100.0
Tatal 110 100.0 100.0
Y1.4_1
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 8 T3 73 T3
Setuju 99 500 90.0 97.3
Sangat Setuju 3 27 27 100.0
Tatal 110 100.0 100.0
Y1.4_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 8 T3 73 T3
Setuju 98 89.1 891 56.4
Sangat Setuju 4 36 36 100.0
Tatal 110 100.0 100.0




Y1.5_1

Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 17 16845 1645 16845
Setuju a4 209 8049 96.4
Sangat Setuju 4 36 36 100.0
Total 110 100.0 100.0
Y15_2
Cumulative
Freguency FPercent Valid Percent FPercent
Valid Ragu-Ragu 10 91 91 91
Setuju a1 736 Ti6 827
Sangat Setuju 19 17.3 17.3 100.0
Total 110 100.0 100.0
Uji Validitas
Correlations
Market
KA1 X112 X121 X122 X131 X132 Orientation
X111 Pearson Correlation 1 3137 300" 097 000 102 572"
Sig. (2-tailzd) 001 001 314 1.000 288 000
N 110 110 10 110 10 110 10
X1.1_2 Pearson Correlation 313" 1 358" 127 131 263" 647"
Sig. (2-tailzd) 001 000 186 74 006 000
N 110 110 10 110 10 110 10
X1.2_1 Pearson Correlation 300" 358" 1 050 018 149 597"
Sig. (2-tailzd) 001 000 603 869 119 000
N 110 110 10 110 10 110 10
X1.2_2 Pearson Correlation 097 127 080 1 627 538" 576
Sig. (2-tailzd) 314 186 603 000 .000 000
N 110 110 10 110 10 110 10
X131 Pearson Correlation 000 131 018 627" 1 ara” 536
Sig. (2-tailad) 1.000 174 869 000 .000 000
N 110 110 10 110 10 110 10
X1.3_2 Pearson Correlation 102 2637 149 538" 4747 1 8517
Sig. (2-tail=d) 288 006 118 000 000 000
N 110 110 10 110 10 110 10
Market Orientation  Pearson Correlation 572" 647" 597" 576 536 651" 1
Sig. (2-tail=d) 000 000 000 000 000 000
N 110 110 10 110 110 110 10

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



Correlations

Product
H2.1_1 X21_2 X2.2_1 X222 X231 X232 Innovation
%211 Pearson Correlation 1 ars” 263 477" 308" e 628"
Sig. (2-tailed) ooo 005 ooo 001 ooo ooo
M 110 110 110 110 110 110 110
X212 Pearson Corrslation a7s” 1 4747 5687 4047 4887 726"
Sig. (2-tailed) ooo ooo ooo .ooo .ooo ooo
M 110 110 110 110 110 110 110
%221 Pearson Comelation 263" 474" 1 563" 480" 388" 714"
Sig. (2-tailed) 005 (o] 000 .0oo .0oo (o]
N 110 110 10 10 10 10 110
%222 Pearson Correlation 477" 569" 5637 1 584" 623" gaa”
Sig. (2-tailed) 0oo 0oo 0oo oog oog (ilv)
M 110 110 110 110 110 110 110
X231 Pearson Corrslation 308" 404" 4907 5847 1 4937 769"
Sig. (2-tailed) 001 ooo ooo ooo .ooo ooo
N 110 110 110 110 110 110 110
X2.3_2 Pearson Correlation “7” 488" 388" 623" 483" 1 7647
Sig. (2-tailed) (o] (o] 000 000 .0oo (o]
N 110 110 10 10 10 10 110
Product Innovation  Pearson Carrelation 628" 728" 74" 249" 789" 764" 1
Sig. (2-tailed) 0oo 0oo 0oo 0oo 0oo 0oo
N 110 110 110 110 110 110 110
** Correlation is significant atthe 0.01 level (2-tailed).
Correlations
Increased
WIA Y142 YI2 YI22 YIAM YIA2 V41 Y142 V151 V152 Sales
Y11 Pearson Carrelation 1 147 155 220 254" 303" 212" -049 145 218 560"
Sig. (2-tailed) 126 105 021 007 001 026 615 130 024 000
N 110 110 110 110 110 110 110 10 110 110 110
Y112 Pearson Correlation 147 1 540" 060 -011 -010 004 -078 070 100 209"
Sig. (2tailed) 126 000 532 913 921 968 420 465 298 002
N 110 110 110 110 110 110 110 110 110 110 110
Y121 Pearson Correlation 155 540" 1 041 049 114 13 044 160 181 a7
Sig. (2-tailsd) 105 000 672 611 27 240 613 034 058 000
N 110 110 110 110 110 110 110 10 110 110 110
Y1.2_2 Pearson Correlation 220" 060 041 1 548" 383" 5147 4297 375" -034 618"
Sig. (2-tailed) 021 532 672 000 000 000 000 000 728 000
N 1o 1o 1o 1o 110 110 110 110 110 110 110
Y131 Pearson Carrelation 264" -011 049 544" 1 g0g” 48" 3" 202 079 a7
Sig. (2-tailed) 007 913 611 000 000 000 001 o011 413 000
N 110 110 110 110 110 110 110 10 110 110 110
Y132 Pearson Correlation 303" -010 119 383" 808" 1 420" 3™ 219" 201 720"
Sig. (2tailed) 001 921 07 000 000 000 000 022 035 000
N 110 110 110 110 110 110 110 110 110 110 110
Y141 Pearson Correlation 277 004 13 514" 38" 40" 1 682" 5817 138 667"
Sig. (2-tailsd) 026 968 240 000 000 000 000 000 150 000
N 110 110 110 110 110 110 110 10 110 110 110
Y1.4_2 Pearson Correlation -049 078 049 429" 3an” 3117 692" 1 6277 127 5437
Sig. (2-tailed) 615 420 613 000 001 000 000 000 186 000
N 1o 1o 1o 1o 110 110 110 110 110 110 110
Y151 Pearson Carrelation 145 070 160 ars” 2427 219 581" 627" 1 REl 584"
Sig. (2-tailed) 130 465 094 000 o1 022 000 000 174 000
N 110 110 110 110 110 110 110 10 110 110 110
Y1.5.2 Pearson Correlation 218 100 181 -034 079 201" 138 127 131 1 413"
Sig. (2tailed) 024 298 058 728 113 035 150 RE a74 000
N 110 110 110 110 110 110 110 110 110 110 110
Increased Sales  Pearson Correlation 560 299 a7 618" 667" 720" 667 5437 584" 4137 1
Sig. (2-tailsd) 000 002 000 000 000 000 000 000 000 000
N 110 110 110 110 110 110 110 110 110 110 110

* Comelation is significant at the 0.05 level (2-tailed)
**. Correlation is significant atthe 0.01 level (2-1ailed),



Uji Realibilitas

Reliability Statistics Reliability Statistics
Cronbach's Cronbach's
Alpha M oof ltems Alpha M of ltems
831 i 623 G

Reliability Statistics

Cronbach's
Alpha [ of tems

733 10

Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

nstandardiz

ed Residual
I 110
Normal Parameters™®® Mean 0000000
Std. Deviation 1.47123842
Most Extreme Differences  Absolute 070
Fositive 062
Megative -.070
Test Statistic 070
Asymp. Sig. (2-tailed) 200

a. Test distribution is Mormal.
h. Calculated from data.
. Lilliefors Significance Carrection.

d. This is a lower bound ofthe true significance.



Uji Hesteroskedasititas

Coefficients”

Standardized

Unstandardized Coefficients Coefficients
Madel B Std. Error Beta t Sig.
1 (Constant) 1.601 1.228 1.303 1958
Market Orientation 031 065 061 484 630
Product Innovation -.051 054 -119 -.946 346
a. Dependent Variable: RES2
Uji Multikolonieritas
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Callinearity Statistics
Model B Std. Error Beta t Siag. Tolerance WIF
1 (Constan) 12.266 2.037 6.022 000
Market Orientation 535 108 364 4.964 000 582 1.720
Product Innovation 643 089 531 7.244 000 582 1720
a. DependentVariable: Increased Sales
Uji Autokorelasi
Model Summaryh
Adjusted R Std. Error of Durhin-
Madel R R Square Square the Estimate Watson
1 B16* BG5S 659 1.48453 2015

a. Predictors: (Constant), Product Innovation, Market Orientation
h. DependentVariakle: Increased Sales



Uji Regresi Linier Berganda
Model Summatryfh

Adjusted R Std. Error of
Maodel R R Square Square the Estimate

1 B16* Rilild 659 1.48403

a. Predictors: (Constanf), Product Innovation, Market
Crientation

h. Dependent®ariable: Increased Sales

Ujit
Coefficients”
Standardized
Unstandardized Coefficients Coefficients
Madel B Std. Error Beta t Sig.

1 (Constant) 12.266 2.037 5.022 .ooo
Market Orientation 535 108 364 4.964 .0oo
Product Innovation 643 089 A3 7.244 .0oo

a. Dependent Variable: Increased Sales

Uji F simultan

ANOVA?
Sum of
Maodel Squares df Mean Square F Sig.
1 Regression 468.828 2 234414 106.310 .noo®
Residual 235935 107 2.208
Total 704764 109

a. Dependent Variable: Increased Sales
b. Predictors: (Constant), Product Innovation, Market Orientation
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