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Kepada Yth,
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Dengan hormat,

Dalam rangka menyelesaikan tugas akhir skripsi sebagai
salah satu syarat memperoleh gelar sarjana (51) Manajemen di
Universitas PGRI Adi Buana Surrabaya maka yang bertanda
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Nama : Ika Agustina Maulidzia
NIM : 151500061
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Keputusan Pembelian Produk Lego Pada Lego Certified Store
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Berkaitan dengan penelitian tersebut maka saya meminta
kerelaan dan kesediaan saudara/I untuk mengisi kuisioner ini
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keadaan yang sebenarnya. Sesuai dengan etika penelitian, data
yang saudara/i berikan akan terjamin kerahasiaannya dan hanya
akan digunakan untuk kepentingan penelitian ini.

Atas kesediaan dan partisipasi saudara/i dalam mengisi
kuisioner ini saya ucapkan terimakasih.

Hormat saya,

Ika Agustina Maulidzia
151500061



Petunjuk pengisian kuesioner.

1.

Isilah data diri anda sesuai dengan keadaan yang
sebenarnya padaidentitas responden.

2. Pilih salah satu jawaban yang tersedia sesuai dengan

4.

pengalaman yang anda dapatkan sebagai konsumen
produk Lego pada komponen- komponen variable.
Masmg—masmg jawaban memiliki makna sebagaiberikut:

SS :  Sangat Setuju nilainya 5
S : Setuju nilainya 4
RR :  Ragu-ragu nilainya 3
TS : Tidak Setuju nilainya 2
STS :  Sangat Tidak Setuju nilainya 1

Diharapkan untuk tidak menjawab lebih dari satu pilihan
jawaban.

Identitas responden:

A. Nama Responden

B. Usia
D <17 tahun D41—50 tahun
D 18-30 tahun D>50 tahun

D 31-40 tahun
C. Jenis Kelamin

D Laki-laki DPerempuan
D. Pend Terakhir

[l sp | IprPLoMA

[ ] smp [ Js1



[ ] sma [ Js2/s3
E. Pekerjaan

] pns [ IrNi/PoLRY
D Swasta DWiraswasta

[] Mahasiswa/ Pelajar
F. Pendapatan

|| <Rrp3.500.000
[ ] Rp 3.500.000 - Rp 4.000.000
[ ] Rp 4.000.000 - Rp 5.000.000

L] > Rp 5.000.000

1. Product

No Pertanyaan SS| S | RR | TS | SIS

Variasi produk

1. | Pilihan produk Lego di
LCS TP sangat variatif

2. | LCS TP memiliki
variasi produk Lego
yang lengkap

Kualitas produk




Produk Lego di LCS TP
memiliki kualitas yang
baik

Produk Lego di LCS TP
tidak mudah patah

Desain produk

Produk Lego di LCS TP
didesain sesuai
kategori usia

Produk Lego memiliki
desain yang menarik

Jaminan (garansi)

yang

ditawarkan

Garansi produk Lego di
LCS TP berlaku
internasional

Part yang hilang akan
diganti oleh pihak LCS
TP

Merek dagang

Produk Lego
merupakan merek
mainan yang terkenal

10.

Merek Lego terkenal di




seluruh dunia

Pembungkusan

11.

Packaging box produk
Lego di LCS TP rapi
tanpa cacat (peyok)

12.

Packaging box yang
rusak mengurangi
harga jual

Sifat-sifat & ciri-ciri

13.

Produk Lego memiliki
ukuran dan warna
yang khas

14.

Antar brick memiliki
kerapatan yang pas

Place

Pertanyaan S5 | S

RR

TS

STS

Akses

Lokasi LCS TP mudah
dijangkau oleh

transportasi umum

Lokasi LCS TP mudah
dijangkau oleh




transportasi pribadi

Visib

ilitas

Lokasi LCS TP strategis

Lokasi LCS TP berada
di atrium mall

Lalu Lintas (traffic)

Lokasi LCS TP padat
lalu lalang pengunjung
mall

Terlalu padat
pengunjung di LCS TP
membuat tidak nyaman

Tempat

parker

Area parkir kendaran
di LCS TP cukup
memadai

Area parkir kendaraan
di LCS TP aman dan
nyaman

Eksp

ansi

Lokasi LCS TP kurang
luas




10.

Sempitnya lokasi LCS
TP membuat anda
tidak leluasa berbelanja

Lingkungan

11.

LCS TP berada di pusat
perbelanjaan modern

12.

LCS TP berada di lokasi
perbelanjaan kalangan
menengah keatas

Persai

ngan

13.

Hanya ada LCS TP
yang menjual produk
Lego di TP

14.

LCS TP menjual
produk Lego yang
lebih lengkap
dibandingkan toko
mainan yang lain

Peraturan Pemerintah

15.

Anda merasa aman dan

nyaman dengan lokasi
LCSTP

16.

Anda dikankan tarif
untuk memasuki LCS




TP

3. Price

No

Pertanyaan

SS| S| RR | TS

STS

Harga yang

kompetitif

Harga produk Lego di
LCS TP saling bersaing
dengan harga dari
pesaing lainnya di
daerah sekitar

Harga produk Lego di
LCS TP lebih mahal
dibandingakan di
tempat yang lain

Kesesuaian harga dengan pasar

Harga produk Lego di
LCS TP sesuai dengan
daya beli anda

Harga produk Lego di
LCS TP terjangkau

Kesesuaian harga dengan kualitas produk

Harga produk Lego di
LCS TP sesuai dengan
kualitasnya




Harga produk Lego di
LCS TP lebih murah
disbanding benefit
yang didapat

Angs

uran

Harga produk Lego di
LCS TP dapat dibayar
tunai dan cicilan

Harga produk Lego di
price tag sesuai dengan
yang dibayar di kasir

Promotion

Pertanyaan

sS

RR

TS

STS

Advertising

Iklan produk Lego di LCS TP
menarik perhatian anda untuk

berbelanja

Iklan produk Lego di LCS TP
membuat anak anda tertarik

untuk berbelanja

Sales promotion




3. | Anda pernah mendapatkan
promo diskon di LCS TP

4. | Anda hanya berbelanja ketika
ada promo diskon

Public relation

5. | Anda sering mendapat hadiah
/ bonus / voucher setiap
pembelanjaan tertentu ketika
berbelanja di LCS TP

6. | Anda akan menambah
nominal pembelanjaan untuk
mendapat lebih banyak hadiah
/ bonus / voucher

Personal selling

7. | Banyak promo diskon dan
hadiah membuat anda ingin
berbelanja di LCS TP

8. | Banyak promo diskon dan
hadiah membuat anda
menjadi pelanggan tetap di
LCS TP

5. Keputusan Pembelian

No Pertanyaan SS|S | RR | TS | SIS




Pilihan produk

Anda hanya membeli mainan
Lego

Anda tidak tertarik permainan
brick lain selain Lego

Pilihan merek

Anda tetap membeli produk
Lego walaupun telah
mendapatkan informasi
mengenai produk lain

Saya merasa kurang senang
dengan merek selain Lego

Pilihan penyalur

Anda selalu berbelanja produk
Lego di LCS TP

Anda akan pergi ke LCS lain
ketika di LCS TP barang
tersebut tidak tersedia

Waktu pembelian

Anda memiliki keinginan untuk
melakukan pembelian ulang di
LCSTP

Anda tidak pernah tertinggal




membeli produk baru / limited
edition

Jumlah pembelian

9. | Anda selalu membeli dalam
jumlah < 5 item setiap bulan
10. | Anda selalu membeli setiap

produk baru yang telah dirilis
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Daftar Hadir Seminar Proposal

DAFTAR HADIR PESERTA SEMINAR PROPOSAL
PENELITIAN

PENGARUH MARKETING MIX TERHADAP
KEPUTUSAN PEMBELIAN KONSUMEN DI LEGO
CERTIFIED STORE TUNJUNGAN PLAZA SURABAYA

Nama : Ika Agustina Maulidzia
Program Studi/ Angkatan : Manajemen D/2015
NIM : 151500061

NO NIM NAMA TTD

(Sisvouw | Apv TLIANENE N-p
Isswooosy [Rawgn b €
Ir.[b0 0001 | Sephana 'm_p
S 0005t | Acna Wora T
Cloto\ct Motk Trwon - ©
1§80002b |Qmdy Alur A
\sysoccko | Sadre Seenr
Bssocos a | fatrb  Enlumda C
VI 00Ty Roby pedaa
[5150090 | o -ANDIKA

\g \500249 ALua . Dwit Avam. §
ISIS0024] | Bty Kanika W |
5 15000 30 | Aldion Mg
15150 i3] | Adkeon Hadi’

1S 1500193 | Dui Wijognt

gﬁ%ﬁ%

O ®f N| o G| | W N| =

—_
(=]

-
[y

-
N

Ry

[
w

\
&

—
IS

—_
o




16 || -\ -om0| fitd Cankica £~
17 ||5.190 -con| Ays Mor €. oy
18 ||s -l -oqgy Amalie. F oM
19 he-lIso-pug| Arg € il
20 |\g-(S0-o0% Pyen U Mo
21 |5-150-0109] Aug Alodah dids)
2 1\~ 150-0l62 (F0itoh Umah |
23 | 5150 -029| Aldion ™ e
24 115 - (50008 Ay Mt ™M P
5 p- I50-o3sy Ul N P -
26
27
28
29
30

Surabaya, 27 Februari 2019

Dose Pembimbing,l/

Dra. Christiha Menuk S, SE, MM
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Lampiran 9
Surat Keterangan Izin Penelitian

SURAT KETERANGAN

Yang bertanda tangan dibawah ini:

Nama : Alvian Subaono

Jabatan : Supervisor LCS TP 3 Surabaya
Dengan ini menerangkan bahwa :

Nama :Ika Agustina Maulidzia

NIM 151500061

Fak/Prodi :Ekonomi/Manajemen

Instansti :Universitas PGRI Adi Buana Surabaya

Adalah benar telah melakukan penelitian dalam rangka
penulisan skripsi yang berjudul : Pengaruh Marketing Mix
Terhadap Keputusan Pembelian Produk Lego Pada Lego
Certified Store Tunjungan Plaza Surabaya sejak tanggal 23
Oktober 2018 sampai dengan 01 April 2019

Demikian surat keterangan ini digunakan sebagaimana mestinya.

[ o
TP 38y

Supervisor LCS TP 3



Lampiran 10
Uji Instrumen Penelitian

A. Uiji Validitas
Variabel X1 (Product)

K 2 GE %15 418 7 %18 18 KLAD K1 X112 ¥43 ¥
A 1 3" 4" m ET s 03 385" 3" 520" n2 00" £t
000 000 [E) otz 000 679 000 000 000 000 000 000
140 120 140 140 i 1o 140 130 0 140 120 140 140
.2 Pearson Corelation 3" 1 058 129 L 098 863" 047 - 005 iy 196" ons -026
Sig. (2tailed) 000 498 12 03 250 000 562 w4 000 00 958 758
N 140 120 140 140 140 130 1o 140 130 0 140 10 140 140
3 Pearson Carelation 435" 058 1 a7 234" 532" Ity -187 398” and 5™ o78 297" 870"
Sig. (24 000 458 a00 005 000 ) 02 o0a o0 000 e 000 a00 2]
[ 10 o 140 1 1 140 a0 0 1o a0 0 o 140
x4 Pearson Carrelation EET 1 206 an” 277" -an” 174 190 045 223 123 an” e
Sig. (21aied) 024 000 o0 01 oo 03 025 59 oog 3 oo o
N 1o 1o 140 1 1 140 1 o 1o a0 [ 1o 1an
s Pearson Carrelation 131 296" 1 383" 287 -132 187 162 175 058 211
Sig. (21aded) 2 a0 oo 01 1s o7 055 03 53 o1z oo o
N 1o 1o 140 1 1 140 1 o 1o a0 140 1o 1an
e Pearson Carrelation ’ an” 383" 1 3517 - 166 0" an” -008 -004 273 ABT 482
Sig. (21aed) 02 200 000 00 050 o 0o 555 860 oot a0 0
N 10 1o 140 1 1 140 1 1o 1o a0 140 1o 1an
a1 Pearson Carrelation 524" Fron 207" 381" 1 -027 62" A0 268 223 285 3682 622
Sig. (2-1a0ed) 000 oot om o0 750 o a0o 000 ) ano 200 o0
N 1o 1o 140 1 1 140 1 o 1o a0 140 1o 1an
e Pearson Carrelation 03 e -132 -166 -027 1 176 -207 7" 158 -.048 -136
Sig. (2-1asea) a7 a1 N om 750 o o W pea 575 ]
N 1o a0 140 1o 140 1 1 140 1 o 1o a0 140 1o 1an
X1 Paarson Corslation 385" 047 " 174 187" 4ga” 362" a7 ' 087 157 082 1"
g (-aikd) 100 s2 000 0 o 00 000 03 A3 064 26 169
N 1o 140 o 140 10 o 140 1 1o 140 o 140 140 1o
%110 Paarsan Corslation 31" 005 A" 160 162 431 0”7 831" 1 036 135 218 170
Sig. (2-failed) 000 649 oo 0285 055 000 000 o4 000 685 2 o010 s
N 140 140 140 140 140 o 140 140 140 140 140 140 140 140
X111 Pearson Comelation 0y 495" 08" M5 175" - 005 298" ur 087 035 1 004 356" 207
Sig (-tiked) 100 000 000 595 031 ass 000 003 a1 e85 ses 080 001
N 140 140 140 140 140 o 140 140 40 140 140 140 140 140
X112 Pearson Correlation ElES 196 o076 223" 058 - 004 223 158 157 135 004 1 068 on
Sig. (2-tailed) 000 020 368 008 A3 980 008 083 04 12 966 L) 402
N 140 140 140 140 140 10 140 140 40 140 140 140 140 140
X113 Pearson Correlation 3" 005 87 123 m’ a7 285" -048 082 218 359 068 1 505
S (2-taled) 100 o83 000 148 o2 a0t 000 578 281 00 000 a0 00
N 1o 140 1o 140 1 1o 140 1 1o 140 1o 140 140 1o
%144 Paarson Corslation 89" -028 670" £ EE 487" 392" -138 117 170 207" m 505" 1
Sig. (-aiked) 000 T 000 w00 000 00 000 08 168 o5 oo 402 000 00
N 1o 140 10 140 10 o 140 1 1o 140 1o 140 140 1o 140
X1 Paarsan Conslation B78" 495" 87" E1 396" 487 & e 487" 457" 592" 448" 465" 541" 1
Sig. (-aiked) 000 000 000 0o 000 00 000 000 000 000 000 000 000 00

N 140 140 10 140 140 140 140 140 140 140 10 140 140 "o 140




Variabel Xz (Place)

¥21 Feamon Gorelaton [ w” D 177 150 I a2
Sip, (4aler 00 a0 a5 a0 o 062 “ 03 [
n 190 10 1o 140 10 140 1 0 140 190 10
%22 PemmonGereimton 150" ' as” o8 om 40t o3 " sa”
S (2ailed) 00 00 000 o ang o 261 o o0
[ 140 1 140 1o 140 0 140 1o 14 0 [ 140 [T 140 1o
%23 FeamonConellon OB A03 1 e T e " 1" T 128 oot ez
Sig. (2 tatlea) 00 0 900 a0 ose oo 000 o 018 oo 141 " 01 000 7 o00
[ 140 1 140 10 140 10 140 1o ] o 140 1 140 10 140 10
24 PeasonCometaton 6250 56 gew vt ms” g ™ am” " a8 st nr e
Sl (-taled) 00 003 om0 000 o 012 oo o0t ot 00 mz a0
[ 1m0 140 10 14 1o 1 o ] 10 [T 140 1 140 10
X25  Paamon Gomsianon g 1 18 a8 oz 7m0 095 140 w g a a s s3
g, (ailed) o0 T ann 001 o a1 005 o1 003 a a0
[ 10 140 0 140 " a i 1 1 140 10
20 Pearsen Comretaton 25" A58 1 40 058 s 058 E 208" pse g
Sl (2taled) 03 83 sa7 4 03 4 oo ) ns 483 a0
[ 1m0 10 10 14 1o 1 o 140 1490 1 10 10
%27 Paaron Gomssanon TP T T s 1w s ) w e
g (aied) o0 ane 587 000 o 200 oo me R ) a0
[ 0 140 10 14 1 ran i 1 10 10 10 1m0
¥28  Pearsen Corretaton 284" e 78 [T R a8 T
S (4alled) o a5 am s o0 w3 wz o om0
[ 140 10 14 14 m 1 140 1o 140 1o
28 Paarson Comsiaton kD W aw 1 o4 208" ] i a4
g, (ailed) 001 o3 03 o5 60 000 180 snn
[ 1 1 1 ran 1 a 1 4 a0
X210 Pearson Gorrelation 085 ose am” aes 008 1 ar” ase” 1000”
S0, sl 7 m om 266 208 a2
[ 1o 4 4 1o 1o 4
X211 Fearson Gonslation o pry W =
Sig (2taiec) 098 o o0 000 007 o0
[ 1o ] ] 1o 1o 140
X212 Pearson Gorrelation 082 081 28" 1o o8t 0
S0, aile) on 3 7 002 o7 190 000 G m o7 000
[ 14 1o 14 1o 4 1o 1o 14 1o 14 1o 1
¥213 Fearson Gonslation m” L 2" o6t [ 125 "
8p, (4ailar) oot 008 oot 000 om 000 007 4 o0 13 200
[ ] o ] o [ o o 140 140 o I
%214 Peasan Corelalion I a0 n nr 3 1w sa”
Sl (2failed) ont oot onn 000 011 180 o2 000 28 200 a0
[ ] 1o ] 1o 14 1o 14 1o 14 1o 14 1o 140 10
X215 Fearson Gonslation Wt e R i aa” i 16 3 1 I
Sy, (4allecy 000 om 000 om 003 o 003 o2 002 157 000 o7 1 om 157 000
[ o 14 o [ o 14 o 14 o 140 o 140 o 140 1o 140 0
%218 Pearsan Corslalion 158 088 " 080 s asT 388" oo 100" asf 2" am aes 10 1 e
Sl (2tiled) 082 261 078 o2 3 am 000 om0 286 om0 028 oo 008 o2 157 200

[ o 140 o ] uo ] 1o ] 1o ] 1o 14 1o 14 1o 140 1o



Variabel X3 (Price)

Variabel Y (Keputusan Pembelian)

X31  Pearson Corelation 1 370" 045 217 471" 5057 218" 3017 ET
Sig. (2tailed) 000 594 012 000 000 010 000 000
N 140 140 140 140 140 140 140 140 140
X32  Pearson Corelation 370" 1 108 196 403”7 187 318" 2017 5007
Sig. (2ailed) 000 202 020 000 027 000 000 000
N 140 140 140 140 140 140 140 140 140
X33 Pearson Cormelation 045 08 1 i 266" FIEN 387 357 B56
Sig. (2tailed) 594 202 000 001 000 000 000 000
N 140 140 140 140 140 140 140 140 140
X34  Pearson Corelation 212 196 467" 1 377 536 4007 188" 74”7
Sig. (2ailed) 012 020 000 000 000 000 026 000
N 140 140 140 140 140 140 140 140 140
X35  Pearson Corelation 47" 403”7 268" 3t 1 373" A4g” A7 B5a"
Sig. (2tailed) 000 000 001 000 000 000 000 000
N 140 140 140 140 140 140 140 140 140
X36  Pearson Corelation 505" 187 4137 536 373" 1 3617 320”7 727"
Sig. (2ailed) 000 027 000 000 000 000 000 000
N 140 140 140 140 140 140 140 140 140
X37  Pearson Corelation 218" 315" 37" A400” A4g” 3617 1 B00” 741"
Sig. (2tailed) 010 000 000 000 000 000 000 000
N 140 140 140 140 140 140 140 140 140
X38  Pearson Corelation £l 2017 387" 188" 478" 320”7 6007 1 639"
Sig. (2ailed) 000 000 000 026 000 000 000 000
N 140 140 140 140 140 140 140 140 140
Variabel X4 (Promotion)
%41  Pearson Correlation 1 4017 400" 468" 421" 237" 391 366 881"
Sig. (2ailed) 000 000 000 000 005 000 000 000
N 140 140 140 140 140 140 140 140 140
X4.2  Pearson Correlation 4017 1 18 120 075 5567 2447 152 5247
Sig. (2ailed) 000 473 A8T 379 000 004 073 000
N 140 140 140 140 140 140 140 140 140
%43 Pearson Correlation 400" 116 1 508" 615" 207" u2” 449" 872"
Sig. (2tailed) 000 173 000 000 016 000 000 000
N 140 140 140 140 140 140 140 140 140
¥4.4  Pearson Correlation LN 120 509" 1 4137 162 4587 372" 583
Sig. (2ailed) 000 A8T 000 000 056 000 000 000
N 140 140 140 140 140 140 140 140 140
X45  Pearson Correlation 41" 075 815" A3 1 283" 650" 204" 79"
Sig. (2tailed) 000 379 000 000 001 000 000 000
N 140 140 140 140 140 140 140 140 140
%48 Pearson Correlation 237" 555 202" 162 283" 1 238" 408" 608"~
Sig. (2tailed) 005 000 016 056 001 005 000 000
N 140 140 140 140 140 140 140 140 140
X47  Pearson Correlation 301” 244" 427 455" 659" 238" 1 6307 4"
Sig. (2ailed) 000 004 000 000 000 005 000 000
N 140 140 140 140 140 140 140 140 140
¥48  Pearson Correlation 366" 152 4497 372" 804" 408" 6307 1 776"
Sig. (2tailed) 000 073 000 000 000 000 000 000
N 140 140 140 140 140 140 140 140 140



Y11 Pearson Correlation
Sig. (2tailed)
N

¥1.2  Pearson Carrelation
Sig. (2ailed)
N

Y13 Pearson Correlation
Sig. (2tailed)
N

Y14 Pearson Correlation
Sig. (2-tailed)
N

Y15 Pearson Correlation
Sig. (2-tailed)
N

Y16 Pearson Caorrelation
Sig. (2-tailed)
N

Y1.7  Pearson Correlation
Sig. (2-tailed)
N

Y18 Fearson Correlation
Sig. (2-tailed)
N

¥1.9  Pearson Corelation
Sig. (2-tailed)
N

¥1.10  Pearson Correlation
Sig. (2-tailed)
N

Y Pearson Correlation
Sig. (2-tailed)
N

140
379"
000
140
314"
000
140
338"
000
140
315"
000
140
177
037
140
227"
007
140

106
215
140

449"
000
140
164
052
140

585"
000
140

379"
000
140

140
635"
000
140
645"
000
140
-039
645
140
4527
000
140
305"
000
140

304"
000
140
160
059
140

333"
000
140

655
000
140

314"
000
140

635

000
140

140
705"
000
140
037
661
140
412"
000
140
3447
000
140

175"
038
140

-019
824
140
052
545
140

565"
000
140

a3g” 315"
000 000
140 140

545 -039
000 645
140 140

705" 037
000 661
140 140

1 163

055

140 140

163 1
055

140 140

501" 070
000 414
140 140

az20” 096
000 259
140 140

4127 361"
000 000
140 140

237" A
005 192
140 140

4307 284"
000 001
140 140

751" 116"
000 000
140 140

177
037
140

452"
000
140

412"
000
140

5017
000
140
070

A1
140

140
572"
000
140
347"
000
140

423"

000
140
412"
000
140
639"
000
140

106
215
140
304"
000
140
175"
038
140
12"
000
140
361"
000
140
347"
000
140
344"
000
140

140
208"
001
140
744"
000
140
673"
000
140

449"
000
140
160
059
140

-019
824
140

237"
005
140
11
192
140

423"
000
140

395"
000
140

288"

001
140

140
452"
000
140
592"
000
140

164
052
140

3337

000
140
052
545
140

4307
000
140

284"
001
140

412"
000
140

ar?”
000
140

7447
000
140

462"
000
140

140
708"
000
140

140

B. Uji Reliabilitas

Variabel X1 (Product)

Reliability Statistics

Cronhach's
Alpha

M oofltems

689

14

Variabel Xz (Place)

Reliability Statistics

Cronbach's

Alpha

I of tems

B850

16




Variabel X3 (Price)

Reliability Statistics
Cronbach's

Alpha N of ltems

.784 8

Variabel Xa (Promotion)

Reliability Statistics

Cronbach's
Alpha M of tems

818 8

Variabel Y (Keputusan Pembelian)

Reliability Statistics

Cronbach's
Alpha M of ltems

804 10




Lampiran 11

Uji Asumsi Klasik

A. Uiji Normalitas Data

Normal P-P Plot of Regression Standardized Residual

10

Expected Cum Prob

Dependent Variable: Y

04 08

Observed Cum Prob

B. Uji Multikolinearitas

Coefficients?
Unstandardized | Standardized Collinearity
Model Coefficients Coefficients " Sig, Statistics
B Esr tr((i)'r Beta Tolerance | VIF

(Constant) | -8.154 3,327 -2,451 | ,016

X1 A73 ,090 ,354 5,287 | ,000 ,349 | 2,866
! X2 -A21 ,074 -450 -5,662 | ,000 248 | 4,029

X3 ,964 127 ,673 7,579 | ,000 ;199 | 5,028

X4 420 ,082 ,320 5,136 | ,000 A05 | 2,471

a. Dependent Variable: Y




C. Uji Autokorelasi

Model Summary®
Mod R Adjusted R | Std. Error | Durbin-Watson
el Square Square of the
Estimate
1 ,8882 ,789 ,782 3,20363 1,666

a. Predictors: (Constant), X4,X2,X1,X3
b. Dependent Variable: Y

D. Uji Heteroskedastisitas

Coefficients?
Unstandardized | Standardized
Model Coefficients Coefficients ¢ Sig,
B Esr tr%r Beta
(Constant) | -3,298 2,097 -1,573 | ,118
X1 ,064 ,056 ,156 1,126 | 262
! X2 ,058 ,047 ,203 1,233 | ,220
X3 ,021 ,080 ,049 ,268 | ,789
X4 -,086 ,052 -215 | -1,667 | ,098

a. Dependent Variable: RES2




Coefficients?
Unstandardized | Standardized Correlati Collinearity
Coefficients Coefficients orrelations Statistics
Model t Sig.
B Std. Beta Zero- | portial | Part | TOITANC | yp
Error order e
(Constant) -8.154 3,327 2451 ,016
X1 A73 ,090 ,354 | 5,287 | ,000 ,652 A14 ,209 ,349 2,866
1
X2 -421 ,074 -,450 56 62_ ,000 | ,527 -,438 -,224 ,248 | 4,029
X3 ,964 127 ,673 | 7,579 | ,000 ,809 ,546 ,300 ,199 | 5,028
X4 420 ,082 ,320 | 5,136 | ,000 | ,786 ,A404 ,203 A05 | 2,471

a. Dependent Variable: Y

A 1n % 11N ueq epueldiag 1omur 152139y sisifeuy

71 uertdure|






Lampiran 13
Tabel Frekuensi Jawaban Responden

x1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid S 84 60.0 60.0 60.0
SS 56 40.0 40.0 100.0
Total 140 100.0 100.0
x1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 10 7.1 7.1 7.1
TS 26 18.6 18.6 25.7
RR 2 1.4 1.4 27.1
S 66 47.1 47.1 74.3
SS 36 25.7 25.7 100.0
Total 140 100.0 100.0
x1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid RR 2 1.4 1.4 1.4
S 80 57.1 57.1 58.6
SS 58 41.4 41.4 100.0

Total 140 100.0 100.0




x1.4

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 10 7.1 7.1 7.1
RR 20 14.3 14.3 21.4
S 50 35.7 35.7 57.1
55 60 42.9 42.9 100.0
Total 140 100.0 100.0
x1.5
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 8 5.7 5.7 5.7
RR 2 1.4 1.4 7.1
S 74 52.9 52.9 60.0
SS 56 40.0 40.0 100.0
Total 140 100.0 100.0
x1.6
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 4 2.9 2.9 2.9
RR 2 1.4 1.4 4.3
g 68 48.6 48.6 52.9
55 66 47.1 47.1 100.0
Total 140 100.0 100.0




x1.7

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 2 1.4 1.4 1.4
RR 2 1.4 1.4 2.9
S 78 55.7 55.7 58.6
SS 58 41.4 41.4 100.0
Total 140 100.0 100.0
x1.8
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 14 10.0 10.0 10.0
TS 32 22.9 22.9 32.9
RR 8 5.7 5.7 38.6
g 50 35.7 35.7 74.3
SS 36 25.7 25.7 100.0
Total 140 100.0 100.0
x1.9
Cumulative
Frequency Percent Valid Percent Percent
Valid RR 2 1.4 1.4 1.4
S 48 34.3 34.3 35.7
SS 90 64.3 64.3 100.0
Total 140 100.0 100.0




x1.10

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 2 1.4 1.4 1.4
RR 2 1.4 1.4 2.9
S 50 35.7 35.7 38.6
SS 86 61.4 61.4 100.0
Total 140 100.0 100.0
x1.11
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 16 11.4 11.4 11.4
RR 4 2.9 2.9 14.3
S 78 55.7 55.7 70.0
SS 42 30.0 30.0 100.0
Total 140 100.0 100.0
x1.12
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 6 4.3 4.3 4.3
TS 2 1.4 1.4 5.7
RR 16 11.4 11.4 17.1
S 42 30.0 30.0 47.1
SS 74 52.9 52.9 100.0
Total 140 100.0 100.0




x1.13

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 2 1.4 1.4 1.4
RR 2 1.4 1.4 2.9
S 82 58.6 58.6 61.4
SS 54 38.6 38.6 100.0
Total 140 100.0 100.0
x1.14
Cumulative
Frequency Percent Valid Percent Percent
Valid RR 8 5.7 5.7 5.7
S 62 44.3 44.3 50.0
SS 70 50.0 50.0 100.0
Total 140 100.0 100.0
X2.1
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 2 1.4 1.4 1.4
RR 2 1.4 1.4 2.9
S 58 41.4 41.4 44.3
SS 78 55.7 55.7 100.0
Total 140 100.0 100.0




X2.2

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 6 4.3 4.3 4.3
RR 2 1.4 1.4 5.7
S 70 50.0 50.0 55.7
55 62 44.3 44.3 100.0
Total 140 100.0 100.0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 6 4.3 4.3 4.3
RR 2 1.4 1.4 5.7
g 82 58.6 58.6 64.3
SS 50 35.7 35.7 100.0
Total 140 100.0 100.0
X2.4
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 4 2.9 2.9 2.9
RR 2 1.4 1.4 4.3
§ 82 58.6 58.6 62.9
S8 52 37.1 37.1 100.0
Total 140 100.0 100.0




X2.5

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 10 7.1 7.1 7.1
RR 10 7.1 7.1 14.3
S 74 52.9 52.9 67.1
5s 46 32.9 32.9 100.0
Total 140 100.0 100.0
X2.6
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 4 2.9 2.9 2.9
TS 74 52.9 52.9 55.7
RR 2 1.4 1.4 57.1
S 46 32.9 32.9 90.0
SS 14 10.0 10.0 100.0
Total 140 100.0 100.0
X2.7
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 16 11.4 11.4 11.4
S 76 54.3 54.3 65.7
SS 48 34.3 34.3 100.0
Total 140 100.0 100.0




X2.8

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 20 14.3 14.3 14.3
S 72 51.4 51.4 65.7
SS 48 34.3 34.3 100.0
Total 140 100.0 100.0
X2.9
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 6 4.3 4.3 4.3
TS 70 50.0 50.0 54.3
RR 6 4.3 4.3 58.6
S 44 31.4 31.4 90.0
S5 14 10.0 10.0 100.0
Total 140 100.0 100.0
X2.10
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 68 48.6 48.6 48.6
RR 2 1.4 1.4 50.0
g 56 40.0 40.0 90.0
SS 14 10.0 10.0 100.0
Total 140 100.0 100.0




X2.11

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 2 1.4 1.4 1.4
RR 2 1.4 1.4 2.9
S 74 52.9 52.9 55.7
SS 62 44.3 44.3 100.0
Total 140 100.0 100.0
X2.12
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 6 4.3 4.3 4.3
TS 18 12.9 12.9 17.1
RR 4 2.9 2.9 20.0
S 74 52.9 52.9 72.9
SS 38 27.1 27.1 100.0
Total 140 100.0 100.0
X2.13
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 28 20.0 20.0 20.0
TS 48 34.3 34.3 54.3
RR 18 12.9 12.9 67.1
S 38 27.1 27.1 94.3
SS 8 5.7 5.7 100.0
Total 140 100.0 100.0




X2.14

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 10 7.1 7.1 7.1
RR 24 17.1 17.1 24.3
S 66 47.1 47.1 71.4
55 40 28.6 28.6 100.0
Total 140 100.0 100.0
X2.15
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 12 8.6 8.6 8.6
RR 8 5.7 5.7 14.3
S 74 52.9 52.9 67.1
SS 46 32.9 32.9 100.0
Total 140 100.0 100.0
X2.16
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 30 21.4 21.4 21.4
TS 66 47.1 47.1 68.6
RR 8 5.7 5.7 74.3
S 22 15.7 15.7 90.0
SS 14 10.0 10.0 100.0
Total 140 100.0 100.0




X3.1

Cumulative
Frequency Percent Valid Percent Percent
Valid RR 8 5.7 5.7 5.7
S 88 62.9 62.9 68.6
SS 44 31.4 31.4 100.0
Total 140 100.0 100.0
X3.2
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 6 4.3 4.3 4.3
TS 46 32.9 32.9 37.1
RR 12 8.6 8.6 45.7
S 50 35.7 35.7 81.4
SS 26 18.6 18.6 100.0
Total 140 100.0 100.0
X3.3
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 4 2.9 2.9 2.9
TS 40 28.6 28.6 31.4
RR 12 8.6 8.6 40.0
S 56 40.0 40.0 80.0
SS 28 20.0 20.0 100.0
Total 140 100.0 100.0




X3.4

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 6 4.3 4.3 4.3
TS 42 30.0 30.0 34.3
RR 10 7.1 7.1 41.4
S 54 38.6 38.6 80.0
SS 28 20.0 20.0 100.0
Total 140 100.0 100.0
X3.5
Cumulative
Frequency Percent Valid Percent Percent
Valid RR 4 2.9 2.9 2.9
S 100 71.4 71.4 74.3
S5 36 25.7 25.7 100.0
Total 140 100.0 100.0
X3.6
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 24 17.1 17.1 17.1
RR 22 15.7 15.7 32.9
S 58 41.4 41.4 74.3
55 36 25.7 25.7 100.0
Total 140 100.0 100.0




X3.7

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 40 28.6 28.6 28.6
RR 8 5.7 5.7 34.3
S 48 34.3 34.3 68.6
SS) 44 31.4 31.4 100.0
Total 140 100.0 100.0
X3.8
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 8 5.7 5.7 5.7
S 92 65.7 65.7 71.4
SS 40 28.6 28.6 100.0
Total 140 100.0 100.0
X4.1
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 28 20.0 20.0 20.0
RR 4 2.9 2.9 22.9
S 64 45.7 45.7 68.6
SS 44 31.4 31.4 100.0
Total 140 100.0 100.0




X4.2

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 24 17.1 17.1 17.1
RR 6 4.3 4.3 21.4
S 66 47.1 47.1 68.6
SS 44 31.4 31.4 100.0
Total 140 100.0 100.0
X4.3
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 2 1.4 1.4 1.4
TS 20 14.3 14.3 15.7
RR 10 7.1 7.1 22.9
S 72 51.4 51.4 74.3
SS 36 25.7 25.7 100.0
Total 140 100.0 100.0
X4.4
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 4 2.9 2.9 2.9
TS 36 25.7 25.7 28.6
RR 16 11.4 11.4 40.0
S 48 34.3 34.3 74.3
SS 36 25.7 25.7 100.0
Total 140 100.0 100.0




X4.5

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 30 21.4 21.4 21.4
RR 12 8.6 8.6 30.0
S 66 47.1 47.1 77.1
55 32 22.9 22.9 100.0
Total 140 100.0 100.0
X4.6
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 44 31.4 314 31.4
RR 8 5.7 5.7 37.1
S 56 40.0 40.0 77.1
SS 32 22.9 22.9 100.0
Total 140 100.0 100.0
X4.7
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 22 15.7 15.7 15.7
RR 10 7.1 7.1 22.9
g 60 42.9 42.9 65.7
SS 48 34.3 34.3 100.0
Total 140 100.0 100.0




X4.8

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 16 11.4 11.4 11.4
RR 12 8.6 8.6 20.0
S 72 51.4 51.4 71.4
55 40 28.6 28.6 100.0
Total 140 100.0 100.0
Y.l
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 10 7.1 7.1 7.1
TS 40 28.6 28.6 35.7
RR 16 11.4 11.4 47.1
g 42 30.0 30.0 77.1
55 32 22.9 22.9 100.0
Total 140 100.0 100.0
Y.2
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 38 27.1 27.1 27.1
RR 14 10.0 10.0 37.1
S 58 41.4 41.4 78.6
SS 30 21.4 21.4 100.0
Total 140 100.0 100.0




Y.3

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 40 28.6 28.6 28.6
RR 20 14.3 14.3 42.9
S 48 34.3 34.3 77.1
SS 32 22.9 22.9 100.0
Total 140 100.0 100.0
Y.4
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 34 24.3 24.3 24.3
RR 16 11.4 11.4 35.7
g 60 42.9 42.9 78.6
SS 30 21.4 21.4 100.0
Total 140 100.0 100.0
Y.5
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 4 2.9 2.9 2.9
TS 64 45.7 45.7 48.6
RR 18 12.9 12.9 61.4
S 34 24.3 24.3 85.7
SS 20 14.3 14.3 100.0
Total 140 100.0 100.0




Y.6

Cumulative
Frequency Percent Valid Percent Percent
Valid TS 40 28.6 28.6 28.6
RR 8 5.7 5.7 34.3
S 74 52.9 52.9 87.1
55 18 12.9 12.9 100.0
Total 140 100.0 100.0
Y.7
Cumulative
Frequency Percent Valid Percent Percent
Valid TS 18 12.9 12.9 12.9
RR 16 11.4 11.4 24.3
S 76 54.3 54.3 78.6
S5 30 21.4 21.4 100.0
Total 140 100.0 100.0
Y.8
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 2 1.4 1.4 1.4
TS 48 34.3 34.3 35.7
RR 16 11.4 11.4 47.1
S 44 31.4 31.4 78.6
SS 30 21.4 21.4 100.0
Total 140 100.0 100.0




Y.9

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 18 12.9 12.9 12.9
TS 48 34.3 34.3 47.1
RR 4 2.9 2.9 50.0
S 40 28.6 28.6 78.6
SS 30 21.4 21.4 100.0
Total 140 100.0 100.0
Y.10
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 10 7.1 7.1 7.1
TS 56 40.0 40.0 47.1
RR 14 10.0 10.0 57.1
S 30 21.4 21.4 78.6
SS 30 21.4 21.4 100.0
Total 140 100.0 100.0
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Retai Manager
LCS SPV MKG
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SPV TSM Bandung
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