LAMPIRAN

Lampiran 1 Kuesioner Penelitian

KUESIONER PENELITIAN

PENGARUH VALENCE OF OPINION, KONTEN, DAN TINGKAT
KEPERCAYAAN TERHADAP KEPUTUSAN PEMBELIAN KULINER DI
WILAYAH PONOROGO
(STUDI KASUS FOLLOWERS INSTAGRAM @ARIESSKULINER)

1. INDETITAS RESPONDEN
Nama N

Jenis Kelamin . Laki-Laki Perempuan

Pedidikan . % SMP
Terakhir % SMA/SMK Sederajat
% DIPLOMA/S1/S2/S3
Usia . ¢ 16-25 Tahun
% 26-35 Tahun
% >36 Tahun
Pekerjaan % PNS/TNI/POLRI

e Wiraswasta

% Pelajar/Mahasiswa
< DI

Pendapatan % <Rp. 1.000.000
% Rp. 1.000.000 — Rp. 3.000.000

% Rp. 3.100.000 — Rp. 5.000.000

% >Rp. 5.000.000

1]

2. PETUNJUK PENGISIAN KUESIONER
1. Responden hanya dapat memilih salah satu pilihan saja yang dianggap

palingP benar.
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2. Berikan tanda checklist (V) pada jawaban yang dipilih dan isi semua
pernyataan Yyang telah diajukan kepada responden dengan memilih satu
jawaban saja (STS, TS,N,S atau SS)

Keterangan :
Pilihan Jawaban Kode Jawaban | Nilai Jawaban
Sangat Tidak Setuju (STS) 1
Tidak Setuju (TS) 2
Netral (N) 3
Setuju (S) 4
Sangat Setuju (SS) 5

Daftar Pernyataan/Pertanyaan Variabel Valence of Opinion (X1)

Tanggapan
No Indikator Responden
STS|TS|N|S|SS

Komentar Positif Dari Pengguna Situs Jejaring Sosial

1. | Komentar positif dari akun Instagram
@ariesskuliner dapat mempengaruhi keputusan
pembelian kuliner.

Komentar Negatif Dari Pengguna Situs Jejaringan Sosial

2. | Komentar negatif dari akun Instagram
@ariesskuliner dapat mempengaruhi keputusan
pembelian kuliner.

Rekomendasi Dari Pengguna Situs Jejaring Sosial

3. | Rekomendasi kuliner dari akun Instagram
@ariesskuliner dapat mempengaruhi keputusan
pembelian.
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Daftar Pernyataan/Pertanyaan Variabel Konten (X2)

Tanggapan
No Indikator Responden
STS|TS|N|[S|SS
Credible
1. | Informasi tentang kuliner yang ditemukan di akun
Instagram @ariesskuliner sangat kredibel.
Shareable
2. | Konten tentang kuliner yang diposting di akun

Instagram @ariesskuliner sangat cocok untuk
dishare kepada teman.

Useful or Fun

3. | Konten yang diposting oleh akun Instagram
@ariesskuliner sangat berguna ketika mencari
informasi kuliner.
Interesting
4. | Setiap konten yang diposting oleh akun Instagram
@ariesskuliner selalu menarik.
Relevant
5. | Konten yang dibagikan oleh akun Instagram
@ariesskuliner selalu relevan dengan minat
kebutuhan.
Different
6. | Konten yang diunggah oleh akun Instagram
@ariesskuliner terlihat berbeda.
On Brand
7. | Konten yang diposting oleh akun Instagram
@ariesskuliner selalu sesuai dengan brand.
Daftar Pernyataan/Pertanyaan Variabel Tingkat Kepercayaan (X3)
Tanggapan
No Indikator Responden
STS|TS|N|s|ss
Integritas
1. | Kejujuran akun Instagram @ariesskuliner sangat

mempengaruhi kepercayaan pembelian kuliner.

Kebaikan
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2. | Ulasan positif dari akun Instagram @ariesskuliner
sangat mempengaruhi kepercayaan pembelian
kuliner.

Kompetensi
3. | Pengetahuan akun Instagram @ariesskuliner

tentang kuliner memberikan keyakinan untuk
mengikuti rekomendasinya.

Daftar Pernyataan/Pertanyaan Variabel Keputusan Pembelian ()

Tanggapan
No Indikator Responden
STS|TS|N|S|SS
Kemantapan Membeli Setelah Mengetahui Informasi Produk
1. | Saya merasa yakin membeli kuliner setelah
mendapatkan informasi lengkap dari akun
Instagram @ariesskuliner.
Memutuskan Membeli Karena Merek Yang Paling Disukai
2. |Saya  sering membeli kuliner  yang
direkomendasikan ~ oleh  akun  Instagram
@ariesskuliner karena reputasi yang baik.
Membeli Karena Sesuai Dengan Keinginan Dan Kebutuhan
3. | Saya membeli kuliner sesuai dengan yang
diungkapkan akun Instagram @ariesskuliner
Membeli Karena Mendapat Rekomendasi Dari Orang Lain
4. | Rekomendasi akun Instagram @ariesskuliner

seringkali menjadi pertimbangan utama ketika
membeli kuliner.
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Lampiran 2 Tabulasi Data
Hasil Angket Variabel Valence Of Opinion (X1)

X1

=
[EEN
=
N

X1.3 | X1.TOTAL

3 13

14

10

15

12

5

10

12

11

13

13

9

14

14

9

10

15

12

12

9

14

9

10

14

15

9

8

13

15

12

11

15

12

13

12

12

12

14

15
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11
15
12
14

15
11
12

13
13

11

10
15
12
13
14
12
13
13
12
13
14
11
15
13
13
14
14
12
15
11
12
11
11
12
12
12
15
10
11
14
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10
15
15
15
14
15
15
15
13
12
12
14

15
15
12
15
15
10
11
15
15
12
10
14

15
12
13
14
12
12
10
13
12
15
10
10
13
14
14
13
12
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13
12
11
10
15
14
13
10
12

15
13
13

13
13
15
15
15
12
15
12
12
14
15
14
13
14
15
15
15
14

13
13
13
12
13
12
12
12
14
11
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15
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15
13
15
11
14
14

12
11
12
14
14
14
14
14
14
14
12
14

14
14
15
15
15
12
15
11
12
12
14
13
10

13
13
15
11
13
10
15
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15
15
15
15
15
15
15
15
15
12
15
15
15
15
15
15
12
15
15
14
15
15
15
15
15
15
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15
15
15
15
15
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15
15
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15
15
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15
15
15
15
15
15
15
15
15
14
13
13

15
15
15
15
15

13
10
12

13

12
13
12
13
13
13
13
13
10
13
14
12
13
11
13
14
13
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12
12
13
11
11
12
11
12
11
13
14
11
12
13
15
13
13
11
10
13
12
14
13
12
13
12
13
13
13
14
11
13
13
15
15
11
13
12
13
13
11
10
12
12
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13
11
11
12
12
10
13
14
14

14
10
10
12
12
11
10
12
10
14
11
13
14
10
14
15
11
12
14
13
10
12
12
15
13
13
13
14
14
12
14
14
11
12

109



15
15
15
15
15
15

Hasil Angket Variabel Konten (X2)

X2

30
32

30
35

28
24
22
28
28
29
34
21

25
29

21

21

35
22
21

31

35

21

21

29
35
21

27
31

35
28
35
35
30

X2.1| X2.2 | X23 | X24 | X25 | X2.6 | X2.7 | X2TOTAL

110



29
23
28
28
32

27
21

28
35

24
29
28
35
22
28
28
32

33
21

25
21

26
35
28
29
23
31

28
30
27
29
31

26
35
31

29
35
35

22
35

25
24
25
26
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31

28
28
33
26
31

32

31

24
35

33
35

34
22
32
27
34
31

22
35
26
32
28
30
35
35

27
26
30
32
25
23
35

14
34
25
22
23
24
31

21

27
28
35
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24
26
32
29
34
22
28
27
29
27

29
30
27
25
29
26
28
11
35

29
28
22
31

30
35
35

30
27

35

28
27

35
24
30
29
35

35
35

35
35

18
30
28
27
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28
28
35
24
28
26
25
26
35

35

35
27

35
28
35
35
21

28
24
25
35

35
35
35

35
35

35
31

35

24
35

35
35

35
35
29
35
27

31

28
30
25
28
27
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30
33
35
26
27

26
35

35
35

35

35
35

35
35

35
35
35

28
35

35
35

35
35
35

30
28
31

31

35

35
34
35
35

35
35
35

35
35

35
35

35
35
35

35
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35
35

35
35
35

35
35

35
35

35

35
35

35
35

35
35
35

28
28

21

21

21

35
35

35
35

35
21

25
24

31

21

29
24
27
29
28
28
27
28
28
32
25
27
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28
28
29
26
28
28
33
30
33
32

28
30
29
27

27
29
31

29
28
29
29
35
26
26
28
25
29
28
29
26
29
30
28
25
23
25
26
28
29
27

27
31

29
28
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28
27

26
30
26
25
29
32
29
27

25
28
27
32

33
32
27

32
27

27
27

29
29
27

28
27

27
25
26
34
27

31

35

23
33
30
31

28
26
29
33
34
28
28
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28
29
30
30
28
27
30
35
35

35

35

35

35

Hasil Angket Variabel Tingkat Kepercayaan (X3)

X3
X3.1 | X3.2 | X3.3 | X3.TOTAL

12
15
11
15
12

11

13
12
13

10
15

11
15
11
12
15
15

12
15
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12
13
15
12
15
15
12
12
13
11
12
15
12

12
15
15
13
12
15
12
12
12
13
14

11
12
12
15
12
12
11
13
13
11
14
11
15
12
15
14
15
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14
15
13
15
11
11
10
12
12
12
12
15
11
13
12
14

15
14
15
14
12
15
14
15
11
10
15
11
15
15
15
15
15
10
12
13
15
12
10
15

14
13
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11
11
10
11
12
12
15
15

12
13
12
15
12
12
12
13
10
12
12
13
12
12

12

15
13
14
13
14
14
15
15
15
12
15
12
12
15
13
14
14
15
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15
15
15
15

15
12
14
12
14
15
12
12
14
12
14
15
15
15
14
15
14
15
15

12
12
12
15
15
15
15
15
15
15
15
15

15
15
15
15
15
15
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15
12
13
12
15
12
12
11
14
12
15
12
12
12
15
15
15
15
15
15
15
15
15
15
15
12
15
15
15
15
15
15
13
13
15
12
15
15
15
15
15
15
15
15
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15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
15
12
14

15
15
15
15
15

14
12
11

14
12
13
14
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12
12
12
12
15
15
12
12
14
13
12
14
12
13
15
13
15
12
12
13
13
11
13
13
13

12
14
13
15
12
11
11
11
12
13
12
14
12
12
13
13
14
13
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13
13
14

13
13
13
14
12
13
12
11

11
12
13
12
12
12
15
11
12
13
14
13
12
13
12
12
13
12
13
12
13
12
12
12
12
12
12
14
15

10
15
14
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13
11
12
13
15
13
14
14
14
12
14
13
15
14
15
15
15
15
15
15
15

Hasil Angket Variabel Keputusan Pembelian ()

15
16
14
20
16
11
12
15
18
15
18
13
12
16
12

20
12
14
20

Y11 |VY12|Y13]|YlL4 | YLTOTAL
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20
12
12
16
20
12
17
18
20
16
18
20
16
15
15
14
16
19
16
12
16
20
19
16
16
20
16
16
15
16
19
12
15
12
12
20
16
17

16
16
16
14
15
18
15
20
18
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19
19
18
11
20
11
14
13
14
16
15
16
10
16
18
16
13
13
20
20
20
20
17
18
15
20
16
11
20
13
18
18
18
20
20
13
15
18
20
10
13
20

20
15
12
10
14
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15
14
16
16
20
11
16
18
16
17
14
16
19
17
12
13
16
17
16
16
13
15

20
15
13
17
18
14
20
18
18
16
20
13
15
20

18
15
20
20
20
20
20
12
17
16
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19
13
17
20
12
16
18
15
12
20
20
20
13
20
16
20
20
10
16
12
15
20
20
20
20
20
20
20
15
20
12
20
20
20
20
20
16
20
16
17
13
18
15
16
16
16
15
20
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17
13
13
20
20
20
20
20
20
20
20
20
20
20
12
20
20
20
20
20
20
16
13
20
16
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
20
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20
20
20
20
20
20
20
20
20
20
17
16
12
12
12
20
20
20
20
20
12
14
16
17
12
16
14
15
16
15
17
16
15
16
20
16
17
18
16
15
16
16
16
19
17
20
20
16
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16
17
17
17
14
13
13
13
15
15
20
17
16
16
13
16
17
17
17
16
16
16
17
17
18
17
16
18
18
17
19
18
15
15
16
14
14
19
15
16
16
18
16
16
16
16
19
18
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18
16
17
15
16
18
16
16
16
14
16
18
16
18
20
16
17
20
14
19
17
18
14
14
16
20
19
17
17
19
20
18
18
18
19
20
20
20
20
20
20
20
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Lampiran 3 Uji Validitas

Hasil Uji Validitas Variabel Valence of Opinion (X1)

Oh/ Correlations

X1.1 X1.2 X1.3 X1.TOTAL
X1.1 Pearson Correlation 1 ,498™ 537 787"
Sig. (2-tailed) ,000 ,000 ,000
N 398 398 398 398
X1.2 Pearson Correlation ,498™ 1 ,746™ 877"
Sig. (2-tailed) ,000 000 ,000
N 398 398 398 398
X1.3 Pearson Correlation 537" ,746™ 1 897"
Sig. (2-tailed) ,000 ,000 ,000
N 398 398 398 398
X1.TOTAL Pearson Correlation 787" 877 897 1
Sig. (2-tailed) ,000 ,000 ,000
N 398 398 398 398
**_Correlation is significant at the 0.01 level (2-tailed).
Hasil Uji Validitas Variabel Konten (X2)
Correlations
X2.TO
X21 X22 X23 X24 X25 X2.6 X2.7 TAL
X2.1 Pearson Correlation 1 550" ,324™ 407" 3097 ,401™ -,028 674"
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,582 ,000
N 398 398 398 398 398 398 398 398
X2.2 Pearson Correlation ,550™ 1 ,488™ ,402™ ,380™ 401" -034 725"
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,494 ,000
N 398 398 398 398 398 398 398 398
X2.3 Pearson Correlation 324 488™ 1 ,244™ 149™ 209" -042 542"
Sig. (2-tailed) ,000 ,000 ,000 ,003 ,000 ,400 ,000
N 398 398 398 398 398 398 398 398
X2.4 Pearson Correlation A7 4027 244™ 1 ,394™ 4477 -019 681"
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,699 ,000
N 398 398 398 398 398 398 398 398
X2.5 Pearson Correlation ,309 380 ,149™ ,394™ 1,647 -001 ,696™
Sig. (2-tailed) ,000 ,000 ,003 ,000 ,000 ,992 ,000
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N 398 398 398 398 398 398 398 398
X2.6 Pearson Correlation 4017 401%™ 209 447 647 1 -060 ,728™
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,236 ,000
N 398 398 398 398 398 398 398 398
X2.7 Pearson Correlation -028 -034 -042 -019 -001 -,060 1 209"
Sig. (2-tailed) ,582 ,494 ,400 ,699 ,992 ,236 ,000
N 398 398 398 398 398 398 398 398
X2.TOTAL Pearson Correlation 674 725" 542" 6817 696" ,728™ ,209™ 1
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 398 398 398 398 398 398 398 398
**_ Correlation is significant at the 0.01 level (2-tailed).
Hasil Uji Validitas Variabel Tingkat Kepercayaan (X3)
Correlations
X3.1 X3.2 X3.3 X3.TOTAL
X3.1 Pearson Correlation 1 ,699™ ,663™ 887"
Sig. (2-tailed) ,000 ,000 ,000
N 398 398 398 398
X3.2 Pearson Correlation ,699™ 1 697" ,897"
Sig. (2-tailed) 000 ,000 ,000
N 398 398 398 398
X3.3 Pearson Correlation ,663™ 697 1 ,885™
Sig. (2-tailed) ,000 ,000 ,000
N 398 398 398 398
X3.TOTAL Pearson Correlation 887" 897 ,885™ 1
Sig. (2-tailed) 000 000 ,000
N 398 398 398 398
**_Correlation is significant at the 0.01 level (2-tailed).
Hasil Uji Validitas Variabel Keputusan Pembelian (Y)
Correlations
Y1.1 Y1.2 Y1.3 Y1.4 Y1.TOTAL
Y1.1 Pearson Correlation 1 462" ,360"" ,360™" ,665™
Sig. (2-tailed) ,000 ,000 ,000 ,000
N 398 398 398 398 398
Y1.2 Pearson Correlation 462" 1 ,566™ ,566™ 784"
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Y1.3

Y1.4

Y1.TOTAL

Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

,000
398
,360™
,000
398
,360™
,000
398
,665™
,000
398

398
566"
,000
398
566"
,000
398
784"
,000
398

,000
398

398
1,000™
,000
398
,905™
,000
398

,000
398
1,000™
,000
398

398
,905™
,000
398

,000
398
,905™
,000
398
,905™
,000
398

398

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

Hasil Uji Validitas 30 Responden Variabel Valence of Opinion (X1)

Correlations

X1.1 X1.2 X1.3 X1.TOTAL

X1.1 Pearson Correlation 1 ,366" ,347 ,705™

Sig. (2-tailed) 047 060 ,000

N 30 30 30 30

X1.2 Pearson Correlation ,366" 1 767 873"

Sig. (2-tailed) 047 ,000 ,000

N 30 30 30 30

X1.3 Pearson Correlation 347 767 1 ,863™

Sig. (2-tailed) 060 000 ,000

N 30 30 30 30

X1.TOTAL Pearson Correlation ,705™ 873" ,863™ 1
Sig. (2-tailed) ,000 ,000 ,000

N 30 30 30 30

*, Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).

139



Hasil Uji Validitas 30 Responden Variabel Konten (X2)

Correlations

X2.TOT
X2.1 X22 X23 X24 X25 X26 X2.7 AL

X2.1 Pearson Correlation 1 ,369" ,168 500" ,123 ,489™ -213  ,646™

Sig. (2-tailed) ,045 ,376 ,005 ,519 ,006 ,259 ,000

N 30 30 30 30 30 30 30 30

X2.2 Pearson Correlation ,369" 1 ,605" ,500™ ,144 419" ,103  ,801™

Sig. (2-tailed) 045 000 ,005 446 021 587 ,000

N 30 30 30 30 30 30 30 30

X2.3 Pearson Correlation ,168 ,605™ 1,017 -076 ,050 ,118 587"

Sig. (2-tailed) ,376 ,000 ,928 ,691 , 791 ,536 ,006

N 30 30 30 30 30 30 30 30

X2.4 Pearson Correlation ,500™ ,500™ 017 1 213 663" -332 685"

Sig. (2-tailed) 005 005 928 258 000 074 ,000

N 30 30 30 30 30 30 30 30

X2.5 Pearson Correlation 123 144 -076 213 1 501" -118 ,628™

Sig. (2-tailed) 519 ,446 ,691 ,258 ,005 ,534 ,016

N 30 30 30 30 30 30 30 30

X2.6 Pearson Correlation 489" 419" 050 ,663™ 501" 1 -229 752"

Sig. (2-tailed) 006 021 ,791 000 005 224 ,000

N 30 30 30 30 30 30 30 30

X2.7 Pearson Correlation ,213 ,103 ,118 ,332 ,118 ,229 1 ,663™

Sig. (2-tailed) ,259 ,587 ,536 ,074 ,534 224 , 740

N 30 30 30 30 30 30 30 30

X2.TOTAL Pearson Correlation ,646™ 801 487" ,685™ 438" 752" 063 1
Sig. (2-tailed) ,000 ,000 ,006 ,000 ,016 ,000 740

N 30 30 30 30 30 30 30 30

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

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

H asil Uji Validitas 30 Responden Variabel Tingkat Kepercayaan (X3)

Correlations

X3.1 X3.2 X3.3 X3.TOTAL

X3.1 Pearson Correlation 1 821 7787 ,919™
Sig. (2-tailed) ,000 ,000 ,000

N 30 30 30 30
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X3.2

X3.3

X3.TOTAL

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

821"
,000
30
778"
,000
30
,919™
,000
30

30
886"
,000
30
,958™
,000
30

,886™
,000
30

30
,946™
,000
30

,958™
,000
30
,946™
,000
30

30

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

Hasil Uji Validitas 30 Responden Variabel Keputusan Pembelian (YY)

Correlations

Y1.1 Y1.2 Y1.3 Y1.4 Y1.TOTAL

Y1.1 Pearson Correlation 1 512" 44T 44T ,719™

Sig. (2-tailed) 004 013 013 ,000

N 30 30 30 30 30

Y1.2 Pearson Correlation 512" 1 ,630™ 630 ,844™

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

N 30 30 30 30 30

Y1.3 Pearson Correlation AAT" ,630™ 1 1,000™ ,900™

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

N 30 30 30 30 30

Y1.4 Pearson Correlation A4T" 630" 1,000™ 1 ,900™

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

N 30 30 30 30 30

Y1.TOTAL Pearson Correlation ,719™ ,844™ ,900™ ,900™ 1
Sig. (2-tailed) 000 ,000 ,000 ,000

N 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
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Lampiran 4 Uji Reliabilitas
Hasil Uji Reliabilitas VVariabel Valence of Opinion (X1)

Reliability Statistics
Cronbach's
Alpha N of Items
,816 3

Hasil Uji Reliabilitas Variabel Konten (X2)

Reliability Statistics
Cronbach's
Alpha N of Items
,706 7

Hasil Uji Reliabilitas Variabel Tingkat Kepercayaan (X3)

Reliability Statistics
Cronbach's
Alpha N of Items
,868 3

Hasil Uji Reliabilitas Variabel Keputusan Pembelian (Y)

Reliability Statistics
Cronbach's
Alpha N of Items
,833 4

Hasil Uji Reliabilitas 30 Responden Variabel Valence of Opinion (X1)

Reliability Statistics
Cronbach's
Alpha N of Items
744 3
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Hasil Uji Reliabilitas 30 Responden Variabel Konten (X2)

Reliability Statistics
Cronbach's
Alpha N of Items
,713 7

Hasil Uji Reliabilitas 30 Responden Variabel Tingkat Kepercayaan (X3)

Reliability Statistics
Cronbach's
Alpha N of Items
,935 3

Hasil Uji Reliabilitas 30 Responden Variabel Keputusan Pembelian ()

Reliability Statistics
Cronbach's
Alpha N of Items
,855 4

Lampiran 5 Hasil Uji Asumsi Klasik

Hasil Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual

N 398
Normal Parameters® Mean ,0000000
Std. Deviation 1,95704363

Most Extreme Differences  Absolute ,065
Positive ,065

Negative -,061

Test Statistic ,065
Asymp. Sig. (2-tailed) ,000°
Monte Carlo Sig. (2-tailed)  Sig. ,064¢
99% Confidence Interval ~ Lower Bound ,057

Upper Bound ,070

a. Test distribution is Normal.
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b. Calculated from data.

c. Lilliefors Significance Correction.
d. Based on 10000 sampled tables with starting seed 926214481.

Hasil Uji Multikolinearitas

Coefficients?

Collinearity Statistics

Model Tolerance VIF

1 X1.TOTAL 74 1,292
X2.TOTAL ,758 1,320
X3.TOTAL ,975 1,026

a. Dependent Variable: Y1.TOTAL

Hasil Uji Heterokedastisitas

Coefficients?

Unstandardized Coefficients

Standardized
Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1,855 ,659 2,814 ,005
X1.TOTAL ,018 ,032 ,032 ,562 575
X2.TOTAL -,011 ,022 -,028 -,487 ,627
X3.TOTAL -,014 ,030 -,023 -,450 ,653

a. Dependent Variable: RES4

Hasil Uji Analisis Regresi Linier Berganda

Coefficients?
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 9,984 1,124 8,882 ,000
X1.TOTAL ,107 ,055 ,099 1,927 ,055
X2.TOTAL ,269 ,037 ,376 7,221 ,000
X3.TOTAL -,157 ,051 -,141 -3,073 ,002

a. Dependent Variable: Y1L.TOTAL
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Lampiran 6 Uji Hipotesis
Hasil Uji Parsial (Uji T)

Coefficients?
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 9,984 1,124 8,882 ,000
X1.TOTAL ,107 ,055 ,099 1,927 ,055
X2.TOTAL ,269 ,037 ,376 7,221 ,000
X3.TOTAL -, 157 ,051 -,141 -3,073 ,002

a. Dependent Variable: Y1.TOTAL

Hasil Uji Koefesien Determinasi (R?)

Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 4378 ,191 ,184 1,964
a. Predictors: (Constant), X3.TOTAL, X1.TOTAL, X2.TOTAL
b. Dependent Variable: Y1.TOTAL
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