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Lampiran1:
I. ldentitas Responden
Sebelum menjawab pertanyaan dalam kuesioner ini, mohon Saudara
mengisi data berikut terlebih dahulu. (Jawaban yang saudara berikan akan
diperlakukan secara rahasia). Lingkari untuk jawaban pilihan saudara.
1. Berapa usia anda saat ini ?
a. 17 tahun
b. 18 tahun
c. 19 tahun
d. 20 tahun
e. 21 tahun
f. 22 tahun
Il. Petunjuk Pengisian Kuesioner
Responden dapat memberikan jawaban dengan memberikan tanda silang
(X) pada salah satu pilihan jawaban yang tersedia. Hanya satu jawaban saja yang
dimungkinkan untuk setiap pertanyaan. Pada masing-masing pertanyaan terdapat

lima alternative jawaban yang mengacu pada teknik skala Likert, yaitu:

Sangat Setuju (SS) =5
Setuju (S) =4
Kurang Setuju (KS) =3
Tidak Setuju (TS) =2

Sangat Tidak Setuju (STS) =1



Daftar Pertanyaan

Variabel Promosi
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NO Pertanyaan SS KS | TS | STS
1 Produk kecantikan Ms. Glow
memberikan promosi yang menarik
2 | Produk kecantikan Ms. Glow melakukan
kegiatan promosi melalui media online
dan  menyebarkan  brosur  kepada

pelanggan

3 Iklan  produk kecantikan Ms. Glow
mudah ditemui dimana-mana

4 | Sales produk kecantikan Ms. Glow
melakukan promosi dengan melakukan
pendekatan kepada konsumen

5 | Testimoni pelanggan baik terhadap
pelayanan mempengaruhi untuk
menggunakan produk kecantikan Ms.
Glow.

6 | Ms. Glow mengadakan event-event
beauty untuk memperkenalkan
produknya

7 | Ms. Glow memberikan diskon pada
pembelian produknya yang membeli
melalui penjualan umum

8 | Beauty consultant Ms. Glow dapat
menjelaskan dengan detail mengenai
kualitas, dan keunggulan dari produk Ms.
Glow

9 | Komunikasi beauty consultant Ms. Glow
mudah di  pahami  dan  jelas
penyampaiannya sehingga membuat
konsumen tertarik

10 | Ms. Glow adalah produk yang terkenal

dan terpercaya.




Daftar Pertanyaan
Variabel Citra Merek
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kecantikan lainnya selain Ms. Glow

NO Pertanyaan SS TS | STS
1 Ms. Glow mempunyai varian produk
kecantikan yang bermacam-macam
2 Ms. Glow merupakan merek yang mudah
dikenal dan mudah diingat

3 Ms. Glow adalah produk kecantikan yang
memberikan banyak manfaat bagi
konsumennya

4 Produk kecantikan Ms. Glow lebih
bervariasi dibanding merek lain

5 Kemasan produk kecaantikan Ms. Glow
lebih menarik dibanding merek yang lain

6 Ms. Glow menyediakan  petunjuk
pemakaian dikemasan produknya

7 Informasi mengenai Ms. Glow sangat
mudah untuk didapatkan

8 Saya tidak berniat beralih ke produk
kecantikan lain, selain Ms. Glow

9 Pernah menyarankan atau
menganjurkan  orang  lain untuk
menggunakan produk kecaantikan Ms.
Glow

10 | Tidak pernah membeli produk




Daftar Pertanyaan

Variabel Keputusan Pembelian
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berinovasi dengan kualitas dan ragam
produknya.

NO Pertanyaan SS TS | STS

1 Produk kecantikan Ms. Glow merupakan
produk pilihan terakhir

2 Dari begitu banyak merek kosmetik,
produk kecantikan Ms. Glow merupakan
yang saya pilih

3 | Membeli Ms. Glow karena sudah dikenal
masyarakat dan memberikan kepuasan
tersendiri

4 | Membeli Ms. Glow karena kualitasnya
telah dikenal masyarakat

5 | Membeli Ms. Glow karena harganya
sesuai dengan kualitasnya

6 | Membeli Ms. Glow karena kualitasnya
dapat bersaing dengan produk lain sejenis

7 | Membeli Ms. Glow karena kualitasnya
sesuai dengan harapan

8 | Membeli Ms. Glow karena merupakan
produk halal untuk digunakan

9 | Membeli Ms. Glow karena banyak
penggemarnya

10 | Membeli Ms. Glow  karena selalu
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Data Uji Instrumen
Promosi (X1)
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No | Pernyataan/Pertanyaan Jih
Skor

1 2 3 3 10
1

3 3 3 5 3 32
2

3 3 3 3 3 32
3

2 1 2 3 3 23
3

3 3 3 3 3 30
5

3 3 3 3 3 30
6

3 3 3 3 3 27
7

3 3 2 3 3 27
8

3 3 3 3 3 30
9

3 3 3 3 2 28
10

2 3 3 3 3 29
11

3 3 3 3 3 34
12

3 3 3 3 3 29
13

3 3 2 3 3 29
13

3 3 3 3 3 30
15

3 2 2 2 3 26
16

3 3 3 3 3 30
17

3 3 3 3 3 30
18

3 3 3 3 3 30
19

3 3 3 3 2 27
20

3 3 3 3 3 30
21

3 3 3 3 3 30
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22

24
23

19
23

30
25

30
26

30
27

30
28

23
29

30

30

30
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No | Pernyataan/Pertanyaan Jih
Skor

1 2 3 4 10
1

3 3 3 3 3 30
2

3 3 3 3 3 30
3

3 3 3 3 3 29
3

3 3 3 3 3 30
5

3 3 3 3 3 30
6

3 3 3 3 2 25
7

3 3 3 3 3 30
8

3 3 3 3 3 30
9

3 2 2 2 2 21
10

3 3 3 3 3 30
11

2 2 3 2 2 24
12

2 2 3 2 2 25
13

3 3 3 3 3 29
13

3 3 3 3 3 30
15

3 3 3 3 3 30
16

3 3 3 3 3 30
17

3 3 3 3 3 30
18

3 3 3 3 3 30
19

3 3 3 3 3 30
20

3 3 3 3 3 30
21

3 3 3 3 3 30
22

3 3 3 3 3 30
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23

30

23

30

25

30

26

30

27

30

28

28

29

30

30

30




3. Keputusan Pembelian ()
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No | Pernyataan/Pertanyaan Jih
Skor

1 2 3 3 10
1

3 3 3 3 3 30
2

4 4 3 4 4 37
3

3 3 2 3 3 29
3

3 3 3 3 3 30
5

3 3 3 3 3 30
6

3 3 3 3 3 30
7

3 3 3 3 3 30
8

3 3 3 3 3 30
9

3 3 3 3 3 30
10

3 3 3 3 3 30
11

3 3 3 3 3 30
12

3 3 3 3 3 30
13

3 3 3 3 3 30
13

3 3 3 3 3 30
15

3 3 3 3 3 30
16

4 5 5 4 4 42
17

3 3 3 3 3 30
18

3 3 3 3 3 34
19

3 3 3 3 3 30
20

3 3 5 3 3 36
21

3 3 3 3 3 34
22

3 3 3 3 3 30
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23

24

23

30

25

30

26

34

27

31

28

29

29

30

30

30




Reliability

Promosi

Case Processing Summary

N

Cases Valid

Excluded?

Total

30 100.0
0 .0
30 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
.827 .836 10

Item Statistics

100

Mean Std. Deviation [N

iteml 2.87 .346 30

item2 2.83 531 30

item3 2.80 .407 30

item4 2.93 .583 30

item5 2.93 521 30

item6 3.00 .695 30

item7 2.80 484 30

item8 2.87 .346 30

item9 2.73 521 30

item10 2.87 .346 30

Inter-ltem Correlation Matrix

iteml |Jitem2 [item3 [item4 item5 item6 |item7 [item8 [|item9 |item10

item1 1.000 .626 294 125 .523 144 247 135 179 .135
item2 .626] 1.000 .639 .074 457 .000 .403 .063 .333 -.125
item3 .294 .639| 1.000 .378 .260 244 .665 294 .553 .049
item4 125 .074 .378 1.000 .098 425 .440 .638 .393 467
item5 .523 457 .260 .098 1.000 A76 219 140 .186 .140)
item6 144 .000 244 425 476] 1.000 512 431 476 431
item7 247 403 .665 440 219 .512] 1.000 247 .875 247
item8 135 .063 294 .638 140 431 .247] 1.000 .370 712
item9 179 .333 .553 .393 .186 A76 .875 .370] 1.000 .562
item10 135 -.125 .049 467 .140 431 247 712 .562 1.000|




Item-Total Statistics
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Cronbach's

Scale Mean if Scale Variance if [Corrected Item- [Squared Multiple |Alpha if Item

Item Deleted Item Deleted Total Correlation |Correlation Deleted
iteml 25.77 8.461 414 .650 .821
item2 25.80 7.959 .392 .800 .825
item3 25.83 7.868 .604 .678 .805
item4 25.70 7.459 .507 571 .813
item5 25.70 7.872 434 572 .820
item6 25.63 6.930 .547 .640 .813
item7 25.83 7.316 711 .936 791
item8 25.77 8.254 .523 741 .813
item9 25.90 7.197 .696 .952 791
item10 25.77 8.392 .450 .904 -819|

Scale Statistics

Mean

Variance

Std. Deviation

N of Items

28.63

9.413

3.068

10|




Citra Merek (X3)

Case Processing Summary

N

Cases

Valid

Excluded®

Total

30 100.0
0 .0
30 100.0

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

Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
915 917 10

Item Statistics

Mean Std. Deviation |N
iteml 2.93 .254 30
item2 2.90 .305 30
item3 2.97 .183 30
item4 2.90 .305 30
item5 2.93 .254 30
item6 2.90 .305 30
item7 2.93 .254 30
item8 2.90 .305 30
item9 2.80 .407 30
item10 2.87 .346 30
Inter-ltem Correlation Matrix

iteml |item2 [item3 [item4 [item5 |item6 [item7 [item8 |item9 |item10
iteml 1.000 .802| -.050 .802 .464| -.089| -.071] -.089| .535 .681
item2 .802( 1.000 .557] 1.000 .802 .259 .356| .259| .667 .850
item3 -.050 .557| 1.000 .557 .695 .557 .695( .557| .371 473
item4 .802( 1.000 .557| 1.000 .802 .259 .356| .259| .667 .850
item5 464 .802 .695 .802( 1.000 .356 464 .356( .535 .681
item6 -.089 .259 .557 .259 356 1.000 .802| .630[ .389 .523
item7 -.071 .356 .695 .356 464 .802| 1.000( .802| .535 .681
item8 -.089 .259 557 .259 .356 .630 .802| 1.000| .667 523
item9 .535 .667 371 .667 .535 .389 .535( .667| 1.000 .784
item10 .681 .850 A73 .850 .681 523 .681( .523| .784| 1.000
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Cronbach's

Scale Mean if Scale Variance if [Corrected Item- [Squared Multiple |Alpha if Item

Item Deleted Item Deleted Total Correlation |Correlation Deleted
iteml 26.10 4.438 465 .917
item2 26.13 3.913 .823 .898
item3 26.07 4.478 .631 911
item4 26.13 3.913 .823 .898
item5 26.10 4,162 .746 .903
item6 26.13 4.257 .515 .916
item7 26.10 4231 .674 .907
item8 26.13 4.189 574 .913
item9 26.23 3.633 774 .903
item10 26.17 3.661 921 .890

Scale Statistics

Mean Variance

Std. Deviation

N of Items

29.03 4.999

2.236

10|
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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 Based on
Cronbach's Standardized
Alpha ltems N of Items

.849 .897 10
Item Statistics
Mean Std. Deviation |N

iteml 3.03 .320 30
item2 3.07 .450 30
item3 3.13 .681 30
item4 3.13 434 30
item5 3.07 .254 30
item6 3.13 .629 30
item7 3.13 571 30
item8 3.27 .640 30
item9 3.00 .263 30
item10 3.03 .320 30

Inter-ltem Correlation Matrix

iteml |item2 [item3 |item4 |item5 |item6 |item7 |item8 |item9 [item10
iteml 1.000( .943 .295 .464| .822 .663 .352 124 .821] 1.000
item2 .943| 1.000 420 .483| .866 577 .367 176 .876 .943
item3 .295( .420( 1.000 .637| .346| -.043 .484 .548 .385 .295
item4 .464| .483 .637] 1.000f .543 .059 .065 .240 .302 464
itemb .822| .866 .346 .543( 1.000 591 174 .099 518 .822
item6 .663| .577 -.043 .059( .591| 1.000 141 251 418 .663
item7 .352| .367 484 .065| .174 .141] 1.000 .749 .460 .352
item8 124 176 .548 .240( .099 .251 .749| 1.000 .205 124
item9 .821| .876 .385 .302| .518 418 .460 .205] 1.000 .821
item10 | 1.000| .943 .295 .464| .822 .663 .352 124 .821] 1.000
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Cronbach's

Scale Mean if Scale Variance if [Corrected Item- [Squared Multiple |Alpha if Item

Item Deleted Item Deleted Total Correlation |Correlation Deleted
iteml 27.97 8.309 .787 .824
item2 27.93 7.651 .808 .813
item3 27.87 7.430 .530 .843
item4 27.87 8.464 479 .841
item5 27.93 8.754 .695 .835
item6 27.87 7.982 418 .853
item7 27.87 7.844 .529 .838
item8 27.73 7.789 .466 .848
item9 28.00 8.690 713 .833
item10 27.97 8.309 .787 .824

Scale Statistics

Mean Variance

Std. Deviation

N of Items

31.00 9.862

3.140

10|
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Lampiran 3

SKOR HASIL JAWABAN ANGKET

VARIABEL PROMOSI (X3)

Jih
Skor

32

35
33
37

36
37
44

36
44

28
42

36
30
37
40

38
38
32

37

25
43

45

32
32
34
37

39
40

34
36
32
35
33
37

36

Skor Dari PernyataanAngket

10

No

Spl

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
31

32
33
34
35
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37

44

36
44

28

36
37
38
39
40
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SKOR HASIL JAWABAN ANGKET

VARIABEL CITRA MEREK (X3)

JIh
Skor

40
38
38
38
38
43

49

44
47

34
42

47

41

43

42

44
40
39
42

36
44
46
42

38
42

45

42

45

44
42

40
38
38
38
38
43

Skor Dari PernyataanAngket

10

No

Spl

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
31

32
33
34
35
36
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49

44
47

34

37
38
39
40
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SKOR HASIL JAWABAN ANGKET

VARIABEL KEPUTUSAN PEMBELIAN (Y)

JIh
Skor

40
42

34
42

42

46

50
46

49

34
42

42

43

42

46
46
41

40
49

39
48
50
42

33
42

47

42

42

42

42

40
42

34
42

42

46

50

Skor Dari PernyataanAngket

10

No

Spl

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
31

32
33
34
35
36
37
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38 4 5 5 5 5 5 4 4 5 4 46
39 5 5 5 5 5 5 5 5 4 5 49
40 4 3 4 3 3 3 3 3 4 4 34
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Promosi (X,)
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Statistics
iteml | item2 | item3 | item4 | item5 | item6 | item7 |item8]| item9 |[item10
N Valid 40 40 40 40 40 40 40 40 40 40
Missing 0 0 0 0 0 0 0 0 0 0
Mean 4.02 4.10 3.85 3.80 3.00 3.22 3.48( 3.55 3.70 3.65
Std. Error of Mean 110 .106 116 .109 113 31 101 .134 114 .092
Median 4.00 4.00 4.00 4.00 3.00 3.00 3.00( 3.00 4.00 4.00
Mode 4 4 4 4 3 3 3 3 4 4
Std. Deviation .698 672 .736 .687 .716 .832 .640| .846 723 .580
Variance 487 451 541 A72 513 .692 .410| .715 .523 .336
Range 3 3 3 3 2 3 3 3 3 2
Minimum 2 2 2 2 2 2 2 2 2 3
Maximum 5 5 5 5 4 5 5 5 5 5
Sum 161 164 154 152 120 129 139| 142 148 146
iteml
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 5.0 5.0 5.01
3 3 7.5 7.5 12.5
4 27 67.5 67.5 80.0
5 8 20.0 20.0 100.0
Total 40 100.0 100.0
item?2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 25 25 25
3 4 10.0 10.0 12.5
4 25 62.5 62.5 75.0]
5 10 25.0 25.0 100.0
Total 40 100.0 100.0
item3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 7.5 7.5 7.5
3 5 125 125 20.0]
4 27 67.5 67.5 87.5
5 5 12.5 12.5 100.0}




item3

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7.5 7.5 7.5
3 12,5 125 20.0|
4 27 67.5 67.5 87.5
5 5 12.5 12.5 100.0}
Total 40 100.0 100.0
item4
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7.5 7.5 7.5
3 12.5 12.5 20.0]
4 29 72.5 72.5 92.5
5 3 7.5 7.5 100.0}
Total 40 100.0 100.0
item5
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 10 25.0 25.0 25.0
3 20 50.0 50.0 75.0
4 10 25.0 25.0 100.0
Total 40 100.0 100.0
item6
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7 17.5 17.5 17.5
3 20 50.0 50.0 67.5
4 10 25.0 25.0 92.5
5 3 7.5 7.5 100.0}
Total 40 100.0 100.0
item7
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 2.5 2.5 2.5
3 21 525 52.5 55.0
4 16 40.0 40.0 95.0
5 2 5.0 5.0 100.0
Total 40 100.0 100.0




114

item8
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 5.0 5.0 5.00
3 21 52.5 52.5 57.5
4 10 25.0 25.0 82.5
5 7 17.5 17.5 100.0
Total 40 100.0 100.0
item9
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 5.0 5.0 5.0
3 12 30.0 30.0 35.0
4 22 55.0 55.0 90.0
5 4 10.0 10.0 100.0
Total 40 100.0 100.0
item10
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 40.0 40.0 40.0
4 22 55.0 55.0 95.0
5 2 5.0 5.0 100.0
Total 40 100.0 100.0
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Citra Merek (X3)
Statistics
iteml | item2 | item3 | item4 | item5 | item6 | item7 |item8]| item9 |[item10
N Valid 40 40 40 40 40 40 40 40 40 40
Missing 0 0 0 0 0 0 0 0 0 0
Mean 4.50 4.35 4.25 4.40 3.85 3.88 4.12 4.00 4.20 4.05
Std. Error of Mean 101 .098 112 .100 127 .096 .082| .095 .096 .080
Median 5.00 4.00 4.00 4.00 4.00 4.00 4.00( 4.00 4.00 4.00
Mode 5 4 4 5 3 4 4 4 4 4
Std. Deviation .641 .622 707 .632 .802 .607 516 .599 .608 .504
Variance 410 .387 .500 .400 .644 .369 .266| .359 .369 .254
Range 2 2 2 2 2 2 2 2 2 2
Minimum 3 3 3 3 3 3 3 3 3 3
Maximum 5 5 5 5 5 5 5 5 5 5
Sum 180 174 170 176 154 155 165 160 168 162
iteml
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 3 7.5 7.5 7.5
4 14 35.0 35.0 42.5
5 23 57.5 57.5 100.0}
Total 40 100.0 100.0
item?2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 3 7.5 7.5 7.5
4 20 50.0 50.0 57.5
5 17 42.5 42.5 100.0}
Total 40 100.0 100.0
item3
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 6 15.0 15.0 15.0
4 18 45.0 45.0 60.0
5 16 40.0 40.0 100.0
Total 40 100.0 100.0




item4

Cumulative
Frequency Percent Valid Percent Percent
Valid 3 3 7.5 7.5 7.5
4 18 45.0 45.0 52.5
5 19 47.5 47.5 100.0}
Total 40 100.0 100.0
item5
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 40.0 40.0 40.0
4 14 35.0 35.0 75.0
5 10 25.0 25.0 100.0
Total 40 100.0 100.0
item6
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 10 25.0 25.0 25.0|
4 25 62.5 62.5 87.5
5 5 12.5 12.5 100.0}
Total 40 100.0 100.0
item7
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 3 7.5 7.5 7.5
4 29 72.5 72.5 80.0
5 8 20.0 20.0 100.0
Total 40 100.0 100.0
item8
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 7 17.5 17.5 17.5
4 26 65.0 65.0 82.5
5 7 17.5 17.5 100.0
Total 40 100.0 100.0




item9

Cumulative
Frequency Percent Valid Percent Percent
Valid 3 4 10.0 10.0 10.0
4 24 60.0 60.0 70.0
5 12 30.0 30.0 100.0
Total 40 100.0 100.0
item10
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 4 10.0 10.0 10.0
4 30 75.0 75.0 85.0
5 6 15.0 15.0 100.0
Total 40 100.0 100.0
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Statistics
iteml | item2 | item3 | item4 | item5 | item6 | item7 |item8]| item9 |[item10
N Valid 40 40 40 40 40 40 40 40 40 40
Missing 0 0 0 0 0 0 0 0 0 0
Mean 4.50 4.32 4.62 4.45 4.08 3.98 4.28( 4.12 3.98 4.42
Std. Error of Mean .080 .104 .078 101 .140 154 .119( .096 116 113
Median 4.50 4.00 5.00 5.00 4.00 4.00 4.00( 4.00 4.00 5.00
Mode 4% 4 5 5 4% 5 5 4 4 5
Std. Deviation .506 .656 490 .639 .888 974 .751| .607 733 712
Variance .256 430 .240 .408 .789 .948 .563| .369 .538 .507
Range 1 2 1 2 3 3 2 2 2 2
Minimum 3 4 3 2 2 3 3 3 3
Maximum 5 5 5 5 5 5 5 5 5 5
Sum 180 173 185 178 163 159 171 165 159 177
a. Multiple modes exist. The smallest value is
shown
iteml
Cumulative
Frequency Percent Valid Percent Percent
Valid 4 20 50.0 50.0 50.0
5 20 50.0 50.0 100.0
Total 40 100.0 100.0
item?2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 4 10.0 10.0 10.01
4 19 47.5 47.5 57.5
5 17 42.5 42.5 100.0}
Total 40 100.0 100.0
item3
Cumulative
Frequency Percent Valid Percent Percent
Valid 4 15 37.5 375 375
5 25 62.5 62.5 100.0}
Total 40 100.0 100.0
item4
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 3 7.5 7.5 7.5




4 16 40.0 40.0 47.5
5 21 52.5 52.5 100.0
Total 40 100.0 100.0
item5
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 5.0 5.0 5.0
3 20.0 20.0 25.0
4 15 375 375 62.5
5 15 375 375 100.0}
Total 40 100.0 100.0
item6
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 7.5 7.5 7.5
3 10 25.0 25.0 325
4 12 30.0 30.0 62.5
5 15 375 375 100.0}
Total 40 100.0 100.0
item7
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 7 17.5 17.5 17.5
4 15 375 375 55.0
5 18 45.0 45.0 100.0
Total 40 100.0 100.0
item8
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 5 12.5 12.5 12.5
4 25 62.5 62.5 75.0)
5 10 25.0 25.0 100.0
Total 40 100.0 100.0




item9

Cumulative
Frequency Percent Valid Percent Percent
Valid 3 11 27.5 27.5 27.5
4 19 47.5 47.5 75.0
5 10 25.0 25.0 100.0
Total 40 100.0 100.0
item10
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 5 12.5 12.5 12.5
4 13 325 325 45.0
5 22 55.0 55.0 100.0
Total 40 100.0 100.0




Frequencies

Statistics
X1 X2 Y

N Valid 40 40 40}
Missing 0 0 0

Mean 36.28 41.60 42.75

Std. Error of Mean 746 .596 731

Median 36.00 42.00 42.00]

Mode 37 38 42

Std. Deviation 4,718 3.768 4.623

\ariance 22.256 14.195 21.372

Range 20 15 17

Minimum 25 34 33

Maximum 45 49 50

Sum 1451 1664 1710

X1
Cumulative
Frequency Percent Valid Percent Percent

Valid 25 1 2.5 25 25
28 2 5.0 5.0 7.5
30 1 2.5 2.5 10.0}
32 5 12.5 12.5 22.5
33 2 5.0 5.0 27.5
34 2 5.0 5.0 325
35 2 5.0 5.0 37.5
36 6 15.0 15.0 52.5
37 7 17.5 17.5 70.0
38 2 5.0 5.0 75.0
39 1 2.5 2.5 77.5
40 2 5.0 5.0 82.5
42 1 2.5 2.5 85.0}
43 1 2.5 2.5 87.5
44 4 10.0 10.0 97.5
45 1 2.5 2.5 100.0}
Total 40 100.0 100.0
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X2
Cumulative
Frequency Percent Valid Percent Percent
Valid 34 2 5.0 5.0 5.0
36 1 2.5 2.5 7.5
38 9 225 225 30.01
39 1 25 25 325
40 3 7.5 7.5 40.01
41 1 2.5 2.5 42.5
42 7 17.5 17.5 60.0]
43 3 7.5 7.5 67.5
44 5 12.5 12.5 80.0
45 2 5.0 5.0 85.0|
46 1 2.5 2.5 87.5
47 3 7.5 7.5 95.0
49 2 5.0 5.0 100.0|
Total 40 100.0 100.0
Y
Cumulative
Frequency Percent Valid Percent Percent
Valid 33 1 2.5 2.5 2.5
34 4 10.0 10.0 12.5
39 1 2.5 2.5 15.0]
40 3 7.5 7.5 225
41 1 2.5 2.5 25.0]
42 15 375 375 62.5
43 1 25 25 65.0
46 6 15.0 15.0 80.0
47 1 2.5 2.5 825
48 1 25 25 85.0
49 3 7.5 7.5 92.5
50 3 7.5 7.5 100.0}
Total 40 100.0 100.0
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Regression
Descriptive Statistics
Mean Std. Deviation N
Y% 42.75 4.623 40
X1 36.28 4.718 40
X2 41.60 3.768 40

Correlations

Y X1 X2

Pearson Correlation Y 1.000 .765 .804
X1 .765 1.000 762
X2 .804 762 1.000

Sig. (1-tailed) Y . .000 .000
X1 .000 . .000
X2 .000 .000

N Y 40 40 40
X1 40 40 40
X2 40 40 40

Variables Entered/Removed”

Variables Variables
Model Entered Removed Method
1 X2, X12 .|Enter

a. All requested variables entered.

b. Dependent Variable: Y

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .838° 701 685 2.593
a. Predictors: (Constant), X2, X1
b. Dependent Variable: Y
ANOVA®

Model Sum of Squares df Mean Square F Sig.
1 Regression 584.698 2 292.349 43.476 .000%

Residual 248.802 37 6.724

Total 833.500 39

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



Coefficients?
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Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.944 4.627 636 528

X1 .356 .136 .364 2.621 .013

X2 .646 .170 527 3.794 .001
a. Dependent Variable: Y

Coefficients?
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 2.944 4.627 .636 528
X1 .356 .136 .364 2.621 .013 419 2.387
X2 .646 170 527 3.794 .001 419 2.387
a. Dependent Variable: Y
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N

Predicted Value 34.89 50.28 42.75 3.872 40
Residual -5.900 5.733 .000 2.526 40
Std. Predicted Value -2.030 1.946 .000 1.000 40
Std. Residual -2.275 2.211 .000 974 40

a. Dependent Variable: Y
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Histogram

Dependent Variable: Y
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Normal P-P Plot of Regression Standardized Residual

Expected Cum Prob

Dependent Variable: Y
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