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Lampiran 1 Kuesioner Penelitian skripsi
KUESIONER
PENGARUH TAGLINE GRATIS ONGKIR DAN BRAND AWARENESS PADA
SHOPEE TERHADAP KEPUTUSAN PEMBELIAN MAHASISWI UNIVERSITAS
ISLAM SUMATERA UTARA

Nama :
Prodi :
Fakultas:
Angkatan :

Silahkan memberikan tanda centang (v ) pada pilihan yang telah disediakan.

Petunjuk Pengisian

Keterangan Pilihan:
SS = Sangat Setuju, bila pernyataan yang disampaikan sangat sesuai dengan

pendapat atau kondisi Saudara.

S = Setuju, bila pernyataan yang disampaikan sesuai dengan pendapat atau

kondisi Saudara.

RG =RAGU - RAGU, bila Anda merasa ragu-ragu untuk menentukan apakah pernyataan
tersebut sesuai atau tidak sesuai dengan pendapat atau kondisi Saudara.

TS = Tidak Setuju, bila pernyataan yang disampaikan tidak sesuai dengan

pendapat atau kondisi Saudara.

STS = Sangat Tidak Setuju, bila pernyataan yang disampaikan sangat tidak

sesuai dengan pendapat atau kondisi Saudara

No Pernyataan STS | TS | RG S SS

1 Tagline " gratis ongkir " dari shopee sangat
menarik perhatian saya

2 Saya lebih memilih belanja di Shopee karena
adanya tagline "Gratis Ongkir".

3 Tagline "Gratis Ongkir" sering mempengaruhi
keputusan saya dalam memilih Shopee sebagai
platform belanja.

4 Saya pernah mendengar tagline gratis ongkir dari
shopee.

5 Tagline gratis ongkir yang dibuat shopee mudah
untuk saya ingat

6 Menurut saya tagline gratis ongkir sesuai
denganyang saya harapkan
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Menurut saya tagline gratis ongkir berbeda
daritagline dari E-Commerce lainnya

Menurut saya tagline gratis ongkir

yangdisampaikan shopee sesuai dengan yang
Ditawarkan

Saya memilih shopee ketika ingin membeli
produk di E-Commerce (belanja online)

10

Tagline " gratis ongkir " dari shopee sangat
menarik perhatian saya

"

Saya langsung mengingat shopee Ketika sedang
membicarakan E-Commerce

12

Saya menyadari keberadaan shopee dari atribut
(warna, logo) yang sering terlihat

13

Saya langsung mengetahui adanya shopee
dalam industri E-Commerce

14

Saya sering memutuskan untuk berbelanja di
Shopee karena Tagline "Gratis Ongkir".

15

terhadap Shopee.

Tagline "Gratis Ongkir" membuat saya lebih onal_

16

Saya sering membandingkan harga di Shopee

dengan platform lain sebelum memutuskan untuk
membeli.

17

Adanya promosi "Gratis Ongkir" mempengaruhi
saya untuk lebih sering berbelanja di Shopee.

Terimakasih @
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LAMPIRAN

Dokumentasi Pengambilan Angket
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LAMPIRAN 1

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL X1 “TAGLINE GRATIS ONGKIR”

—

8 olo|en]|al || ~| || ] —| av| o] | en| | =] || v o = =] ] o] o | —
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LAMPIRAN 2

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS
TABULASI DATA ANGKET JAWABAN RESPONDEN
VARIABEL X2 “BRAND AWARENESS”

No BRAND AWARENESS (X2) Total
P1 P2 P3 P4 P5

1 4 4 4 5 4 21
2 2 4 4 4 4 18
3 4 4 4 4 4 20
4 3 4 4 5 4 20
5 3 3 3 4 4 17
6 4 4 4 4 4 20
7 4 4 4 4 4 20
8 4 4 4 4 4 20
9 3 3 4 4 4 18
10 4 4 4 4 4 20
11 4 4 3 4 4 19
12 4 4 4 5 4 21
13 4 3 3 5 4 19
14 4 5 5 5 5 24
15 5 4 5 5 4 23
16 4 4 4 4 4 20
17 4 4 4 4 4 20
18 3 3 3 4 4 17
19 3 4 4 4 4 19
20 4 4 4 4 4 20
21 4 4 4 4 4 20
22 5 5 4 5 4 23
23 4 4 4 4 4 20
24 4 4 4 4 4 20
25 4 4 4 4 4 20
26 4 4 4 4 4 20
27 4 4 4 5 4 21
28 5 5 5 5 5 25
29 4 4 4 4 4 20
30 4 4 4 5 4 21

88



LAMPIRAN 3

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS
TABULASI DATA ANGKET JAWABAN RESPONDEN
VARIABEL Y “KEPUTUSAN PEMBELIAN”

No BRAND AWARENESS (X2) | Total
P1 P2 P3 P4

1 4 3 5 4 16
2 4 2 4 2 12
3 4 4 4 4 16
4 4 4 4 4 16
5 4 3 5 3 15
6 4 4 4 4 16
7 4 4 4 4 16
8 4 4 2 4 14
9 4 4 4 4 16
10 4 4 4 4 16
11 4 4 4 4 16
12 4 4 4 4 16
13 4 3 4 4 15
14 5 5 5 5 20
15 4 4 5 4 17
16 4 4 4 4 16
17 4 3 4 4 15
18 3 3 4 3 13
19 4 4 4 4 16
20 4 4 4 4 16
21 4 4 4 4 16
22 5 5 5 5 20
23 4 4 4 4 16
24 4 4 4 4 16
25 4 4 4 4 16
26 4 4 4 4 16
27 4 4 4 4 16
28 5 5 5 5 20
29 4 4 4 4 16
30 4 3 5 4 16
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LAMPIRAN 4

HASIL UJI VALIDITAS

VARIABEL XI “TAGLINE GRATIS ONGKIR”

Correlations

X1 X2 X3 X4 X5 X6 X7 X8 Total

X1 Pearson 1 7227 502" 684" 8197 746" 402 .600™ 8717

Correlation

Sig. (2-tailed) .000 .005 .000 .000 .000 .028 .000 .000

N 30 30 30 30 30 30 30 30 30
X2 Pearson 722" 1 510" 666~ 801" 5717 402 5717 835"

Correlation

Sig. (2-tailed) .000 .004 .000 .000 .001 .028 .001 .000

N 30 30 30 30 30 30 30 30 30
X3 Pearson .502” 5107 1 484" .603™ .658™ .354 529" 748"

Correlation

Sig. (2-tailed) .005 .004 .007 .000 .000 .055 .003 .000

N 30 30 30 30 30 30 30 30 30
X4 Pearson 684" 666~ 484" 1 619”7 523" .252 .386" 738"

Correlation

Sig. (2-tailed) .000 .000 .007 .000 .003 179 .035 .000

N 30 30 30 30 30 30 30 30 30
X5 Pearson .819” 8017 .603™ 619" 1 799" 378 523" .884"

Correlation

Sig. (2-tailed) .000 .000 .000 .000 .000 .039 .003 .000

N 30 30 30 30 30 30 30 30 30
X6 Pearson 746" 5717 .658™ 523" 799" 1 410 7017 8617

Correlation

Sig. (2-tailed) .000 .001 .000 .003 .000 .025 .000 .000

N 30 30 30 30 30 30 30 30 30
X7 Pearson 402" 402" .354 .252 378 410 1 410 5797

Correlation

Sig. (2-tailed) .028 .028 .055 179 .039 .025 .025 .001

N 30 30 30 30 30 30 30 30 30
X8 Pearson .600™ 5717 529" .386" 523" 7017 410 1 748"

Correlation

Sig. (2-tailed) .000 .001 .003 .035 .003 .000 .025 .000

N 30 30 30 30 30 30 30 30 30
Total Pearson 871" 835" 748" 738" .884" 861" 579”7 748" 1

Correlation

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

N 30 30 30 30 30 30 30 30 30
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**_ Correlation is significant at the 0.01 level (2-tailed).

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

HASIL UJI VALIDITAS

VARIABEL X2 “BRAND AWARENESS”

Correlations

X1 X2 X3 X4 X5 Total
X1 Pearson Correlation 1 545™ 433 .381° 274 769"
Sig. (2-tailed) .002 .017 .038 143 .000
N 30 30 30 30 30 30
X2 Pearson Correlation 545" 1 713" .342 573" .843"
Sig. (2-tailed) .002 .000 .064 .001 .000
N 30 30 30 30 30 30
X3 Pearson Correlation 433 713" 1 .342 573" .803"
Sig. (2-tailed) .017 .000 .064 .001 .000
N 30 30 30 30 30 30
X4 Pearson Correlation .381 .342 .342 1 378 .650"
Sig. (2-tailed) .038 .064 .064 .039 .000
N 30 30 30 30 30 30
X5 Pearson Correlation 274 573" 573" 378 1 661"
Sig. (2-tailed) 143 .001 .001 .039 .000
N 30 30 30 30 30 30
Total Pearson Correlation 769" .843™ .803” .650" 661" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 30 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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HASIL UJI VALIDITAS

VARIABEL Y “KEPUTUSAN PEMBELI”

Correlations

X1 X2 X3 X4 Total
X1 Pearson Correlation 1 .629” 426" .690” .844"
Sig. (2-tailed) .000 017 .000 .000
N 31 31 31 31 31
X2 Pearson Correlation 629" 1 .072 845" .833"
Sig. (2-tailed) .000 699 .000 .000
N 31 31 31 31 31
X3 Pearson Correlation 426 .072 1 .226 551"
Sig. (2-tailed) .017 .699 .221 .001
N 31 31 31 31 31
X4 Pearson Correlation .690” .845" .226 1 .892"
Sig. (2-tailed) .000 .000 221 .000
N 31 31 31 31 31
Total Pearson Correlation 844" .833" 5517 .892" 1
Sig. (2-tailed) .000 .000 001 .000
N 31 31 31 31 31

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

HASIL RELIABILITAS VARIABEL X1 “TAGLINE GRATIS ONGKIR”

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 N of Items
.908 8
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HASIL RELIABILITAS VARIABEL X2 “BRAND AWARENESS”

Reliability Statistics
Cronbach's
Alpha N of Items
.783 5

HASIL RELIABILITAS VARIABEL Y “KEPUTUSAN PEMBELI”

Reliability Statistics
Cronbach's
Alpha N of Items
.753 4

TABULASI DATA ANGKET JAWABAN RESPONDEN
VARIABEL X1 “Tagline Gratis Ongkir”

Tagline Gratis Ongkir (X1)

No. P1 P2 P3 P4 P5 P6 P7 P8
1 5 5 5 5 5 3 3 3
2 4 4 3 4 4 3 4 2
3 5 4 4 4 4 4 4 4
4 4 4 4 4 4 5 4 3
5 3 4 4 4 3 3 3 4
6 4 4 4 4 4 3 4 4
7 4 5 4 5 5 3 3 3
8 5 5 5 5 5 5 4 4
9 4 4 5 4 4 3 5 4
10 4 3 4 4 4 4 3 3
11 4 4 5 4 4 4 3 4
12 5 4 4 5 5 5 4 4
13 5 4 5 4 4 4 3 4
14 4 4 4 4 4 4 4 4
15 4 5 4 4 4 4 4 4
16 4 4 4 4 4 4 3 4
17 4 4 4 4 4 4 4 4
18 5 5 5 5 5 5 5 5
19 4 4 3 4 4 4 4 4

20 4 4 3 4 4 4 4 4
21 5 4 5 4 4 5 4 4




22
23

24
25

26
27

28

29

30
31

32
33

34
35

36
37
38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
33

54
55

56
57
58
59

60
61

62

63

64
65

66
67
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342

340

360

364

368

369

370

384
TABULASI DATA ANGKET JAWABAN RESPONDEN

68

69
70
71

72
73

74
75

76
77
78

79
80
81

82
83

84
85

86
Total

VARIABEL X2 “Brand Awareness”

P5

P4

P3

P2

BRAND AWARENESS (X2)

P1

No

10

11

12
13
14
15
16
17
18
19
20
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21

22
23

24
25

26

27

28

29

30
31

32
33

34
35

36
37
38

39
40

41

42

43

44
45

46

47

48

49

50
51

52
53

54
55
56
57
58
59
60
61

62
63

64
65

66
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355

370

355

362

364

67

68

69
70

71

72
73

74
75

76
77
78

79

80
81

82
&3

84

85

86
Total

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL Y “Keputusan Pembelian”

P4

P3

P2

BRAND AWARENESS (X2)

P1

No

10

11

12
13
14
15
16
17
18
19
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20
21

22
23

24
25

26
27

28

29

30
31

32
33
34
35
36
37
38
39
40

41

42
43

44
45

46
47

48

49
50
51

52
53
54
35
56
57
58
59
60
61

62
63

64
65
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66 5 5 5 5
67 4 4 4 4
68 5 5 5 5
69 5 5 3 5
70 4 3 2 5
71 5 5 5 5
72 5 4 5 5
73 4 4 4 4
74 4 5 4 4
75 4 5 4 5
76 4 4 4 3
77 5 5 4 5
78 4 4 4 4
79 4 4 4 5
80 5 4 4 5
81 4 4 4 3
82 4 4 4 4
83 3 4 3 3
84 4 3 4 4
85 4 3 4 4
86 4 3 4 4
Total | 361 369 361 365

HASIL UJI NORMALITAS DATA

Variables Entered/Removed?
Variables Variables
Model Entered Removed Method
1 Brand . Enter
Awareness,
Tagline Gratis
Ongkir®
a. Dependent Variable: Keputusan Pembelian
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .746° .556 .546 1.298

a. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 175.281 2 87.640 52.054 .000°
Residual 139.742 83 1.684
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Total

315.023 85

a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

Coefficients?®

Standardized
Unstandardized Coefficients  Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.211 1.536 .788 433
Tagline Gratis Ongkir .308 .051 527 6.021 .000 .699 1.431
Brand Awareness .249 .069 .313 3.581 .001 .699 1.431
a. Dependent Variable: Keputusan Pembelian
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N
Predicted Value 14.26 19.76 16.81 1.436 86
Std. Predicted Value -1.779 2.051 .000 1.000 86
Standard Error of Predicted 141 435 232 .071 86
Value
Adjusted Predicted Value 14.21 19.87 16.81 1.440 86
Residual -3.207 2.756 .000 1.282 86
Std. Residual -2.472 2.124 .000 .988 86
Stud. Residual -2.565 2.157 .001 1.010 86
Deleted Residual -3.452 2.842 .002 1.340 86
Stud. Deleted Residual -2.656 2.207 .000 1.022 86
Mahal. Distance .014 8.575 1.977 1.890 86
Cook's Distance .000 .168 .015 .028 86
Centered Leverage Value .000 .101 .023 .022 86
a. Dependent Variable: Keputusan Pembelian
One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 86
Normal Parameters*® Mean .0000000
Std. Deviation 1.28219684
Most Extreme Differences Absolute .078
Positive .049
Negative -.078
Test Statistic .078
Asymp. Sig. (2-tailed) .200¢
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a. Test distribution is Normal.
b. Calculated from data.

Histogram

Dependent Variable: Y

Mean =1 G6E-15
Stdl. Dev. = 0988
M =86

Frequency

Regression Standardized Residual

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Y

08

06

04

Expected Cum Prob

0z

0o 02 04 0E 08 1.0

Observed Cum Prob
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Model

HASIL UJI ANALISIS REGRESI LINEAR BERGANDA

Variables Entered/Removed?

Variables Variables
Entered Removed Method

Brand . Enter
Awareness,

Tagline Gratis

Ongkir®

a. Dependent Variable: Keputusan Pembelian
b. All requested variables entered.

Model

Model Summary
Adjusted R Std. Error of the
R R Square Square Estimate

1

.746° .556 .546 1.298

a. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

ANOVA?

Model Sum of Squares df Mean Square F Sig.

1 Regression 175.281 2 87.640 52.054 .000°
Residual 139.742 83 1.684
Total 315.023 85

a. Dependent Variable: Keputusan Pembelian

b. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) 1.211 1.536 788 433
Tagline Gratis 308 .051 527 6.021 .000
Ongkir
Brand .249 .069 313 3.581 .001
Awareness

a. Dependent Variable: Keputusan Pembelian

LAMPIRAN T TABEL
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LAMPIRAN 8, T Tabel Untuk Alpha a 5% t

df | 0,05 [ 0,025 df | 005 | 0,025 dr | 005 | 0025 df | 0,05 | 0,025
! 6,314 | 12.706 53 1674 | 2.006 105 | 1.659 | 1983 157 | 1.655 | 1.975
2 2,920 | 4.303 54 1.674 | 2.008 106 [ 1.659 | 1.983 158 | 1.655 | 1975
3 2353 | 3.182 35 1673 | 2.004 107 [ 1.659 | 1.982 159 | 1.654 | 1.975
4 2.132 | 2.776 St 1.673 | 2.003 108 [ 1.659 | 1.982 160 | 1.654 | 1.975
5 2.015 | 2.571 57 1.672 | 2.002 109 [ 1.659 | 1.982 161 | 1.654 | 1975
b 1.943 | 2.447 58 1.672 | 2002 110 [ 1.659 | 1.982 162 | 1.654 | 1.975
7 1.895 | 2.365 59 1671 | 2.001 111 | 1.659 [ 1.982 163 | 1.654 | 1.975
8 1860 | 2.306 60 1671 | 2.000 112 ] 1.659 [ 1.981 164 | 1.654 | 1.975
9 1.833 | 2262 ol 1.670 | 2.000 113 [ 1.658 | 1.981 165 | 1.654 | 1.974
10 1.812 | 2228 62 1670 | 1.999 114 | 1658 | 1981 166 | 1.654 | 1974
11 1.796 | 2.201 63 1.669 | 1.998 115 | 1.658 [ 1981 167 | 1.654 | 1.974
12 1.782 [ 2.179 64 1.660 | 1.998 16 [ 1.658 | 1981 168 | 1.654 | 1.974
13 1771 ] 2160 65 1669 | 1.997 117 [ 1.658 | 1980 169 | 1.654 | 1.974
14 1.761 | 2145 [ 1668 | 1.997 118 | 1.658 [ 1980 170 | 1.654 | 1.974
15 1.753 | 2.131 67 1668 | 1.996 119 [ 1.658 | 1.980 171 | 1.654 | 1974
16 1.746 | 2.120 68 1668 | 1.995 120 [ 1.658 | 1.980 172 | 1.654 | 1.974
17 1.740 1 2110 69 1.667 [ 1,995 121 | 1.658 [ 1.980 173 | 1.654 | 1.974
18 1.734 [ 2.101 70 1.667 | 1.994 122 [ 1.657 | 1.980 174 | 1.654 [ 1974
19 1.729 | 2093 71 1667 | 1.995 123 [ 1.657 | 1.979 175 | 1.654 | 1.974
20 1.725 | 2.086 72 Loth | 1.993 124 | 1.657 | 1.979 176_| 1.654 | 1.974
21 1.721 | 2.080 73 1666 | 1,993 125 ) 1.657 [ 1.979 177 | 1.654 | 1.973
22 1.717 ] 2.074 74 1666 | 1.993 126 [ 1.657 | 1.979 178 | 1.653 | 1.973
23 1.714 | 2069 75 1665 | 1.992 127 [ 1.657 | 1.979 179 | 1.653 | 1.973
24 1711 | 2064 76 1665 | 1.992 128 | 1.657 [ 1.979 180 | 1.653 | 1.973
25 1.708 | 2060 77 1665 | 1.991 129 [ 1.657 ] 1,979 18] | 1.653 | 1973
26 1.706 | 2.056 78 1.665 | 1.99] 130 [ 1.657 | 1.978 182 | 1.653 | 1.973
27 1.703 | 2,052 79 1664 | 1.990 131 ) 1657 [ 1978 183 | 1.654 | 1.973
28 1.701 | 2.048 80 1664 | 1.990 132 [ 1.656 | 1.978 IR4 | 1.653 | 1973
29 1.699 | 2045 81 Le64 | 1.990 133 [1.656 | 1.978 IBS | 1.653 | 1.973
30 1.697 | 2042 82 1.664 | 1.989 134 | 1656 [ 1978 186 | 1.653 | 1973
31 1.696 | 2.040 83 1663 | 1.989 135 [1.656 | 1.978 187 | 1.653 | 1.973
32 1.694 | 2037 84 1663 | 1.989 136 [ 1.656 | 1978 188 | 1.653 | 1.973
33 1.692 | 2.035 85 1663 | 1.988 137 [ 1.656 | 1.977 189 | 1.654 | 1.973
34 1.601 | 2.032 86 1.663 | 1.988 138 [ 1.656 | 1.977 190 | 1.653 | 1873
35 1.690 | 2030 87 1663 | 1.988 139 ) 1.656 [ 1977 191 | 1.653 | 1.972
36 1.688 | 2028 B8 1.662 | 1.987 140 | 1.656 [ 1977 192 | 1.653 | 1.972
37 1.687 | 2.026 89 1.662 | 1.987 41 | 1.656 [ 1.977 193 | 1.653 | 1.972
38 1.686 | 2024 90 1662 | 1.987 142 [ 1.656 | 1.977 194 | 1.653 | 1972
19 1.68S | 2.023 91 1.662 | |.986 143 | 1.656 [ 1.977 195 | 1.654 | 1.972
40 1.684 | 2.021 92 1.662 | 1.986 144 | 1656 [ 1.977 196 | 1.653 | 1.972
41 1.683 | 2.020 93 1661 | 1.986 145 [ 1.655 | 1.976 197 | 1.653 ]| 1972
42 1.682 [ 2018 94 1661 | 1986 146 | 1.655 | 1.976 198 | 1.653 | 1.972
43 1.681 [ 2017 95 I.661 | 1.985 147 | 1.655 [ 1.976 199 | 1.653 [ 1972
44 1.680 | 2.015 96 1661 | 1.985 148 [ 1.655 | 1.976 200 | 1.653 [ 1.972
45 1.679 | 2014 97 Lobl | 1.985 149 [ 1.655 | 1.976

46 1.679 | 2014 08 1661 | 1.984 150 [ 1.655 | 1.976

47 1.678 | 2.013 99 1660 | 1.984 I51 | 1.655 [ 1.976

48 1.677 | 2012 100 | 1.660 | 1.984 152 [1.655 | 1.976

49 1.677 | 2011 101 | 1660 | 1.984 153 [ 1.655 | 1.976

50 1.676 | 2010 102 | 1660 | 1983 154 [ 1.655 | 1.975

51 1.675 | 2008 103 | 1660 [ 1.983 155 | 1.655 [ 1.975

52 1.675 | 2.007 104 | 1660 | 1983 156 [ 1,655 | 1.975
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LAMPIRAN F TABEL

Titik Persentase Distribusi F untuk Probabilita = 0,05

df untuk
penyebut
(N2)

df untuk pembllang (N1)

10

11

12

13

14

15

46
47
48
49
50
51

52
53
54
55
56
57
58

59
60
61
62
63
64
65
66
67
68
69
70
7
72
73
74
75
76
77
78
79
80
81
82
83
84
85
86
87
88
89
90

4.05
4.05
4.04
4.04
4.03
4,03
4.03
4.02
4.02
4,02
4.01
4.01
4.01
4.00
4.00
4.00
4.00
3.99
3.99
3,99
3,09
3.08
3.08
3.98
3.98
3.08
3.07
3,97
397
3.97
3.97
3.97
3,06
3.96
3.96
3,96
3.96
3,06
3.95
3,05
3.95
3.95
3,95
3.05
3,95

3.20
3.20
319
3,19
318
318
318
347
317
3.16
3.16
316
316
315
315
3.15
315
3,14
314
314
3,14
3.13
113
313
313
313
3.12
312
312
312
312
312
311
3.11
3.1
311
3.1
311
311
3.10
310
310
310
310
3.10

2.81
2,80
2,80
2,78
279
2,78
2,78
2.78
2.78
2.77
277
2,77
2.76
2.76
2.76
2.76
2,75
2,75
2,75
2.75
2.74
2,74
2,74
2714
2,74
2,73
273
2,73
2,73
2,73
2,72
2,72
2.72
2,72
272
2,72
2,72
2m
2M
271
27
2M
2.M
2.1
2.71

2,57
2.57
257
2,56
2.56
2,55
2.55
2,55
2.54
2,54
2.54
2,63
2.53
2.53
2.53
2,62
2,62
2,52
2,52
2.5
2.51
25
2,51
2,60
2.50
2,50
2.50
2,50
2,50
249
249
248
249
249
249
248
248
2.48
248
2.48
248
2.48
248
247
247

242
241
241
240
240
240
2.29
2.39
2,39
2.38
2,38
2,58
2.37
2.7
247
237
2.36
2,36
2.36
2,36
2,35
235
235
2.35
2,35
2.4
2.54
2,34
2.34
234
2.33
2,33
2.33
2,33
233
233
233
232
2.32
2,32
2,32
2.32
232
2,32
2.32

2,30
2.30
229
229
229
228
2.28
228
2.27
227
227
2.26
226
2.28
225
225
225
225
2.24
2.24
2.24
224
224
223
223
223
223
223
222
222
222
222
2.22
222
2.21
221
2.21
221
221
221
221
220
2.20
220
2.20

222
221
221
2,20
220
220
218
219
218
218
218
218
217
217
217
216
216
216
216
215
215
215
215
215
214
214
214
2.14
214
213
213
213
213
213
2,13
212
212
212
212
2.12
212
212
212
211
211

215
214
214
213
213
213
212
212
212
21
21
211
210
210
210
209
2.09
209
209
2.08
208
208
208
2.08
207
207
207
207
207
206
206
2,06
206
206
206
205
2,06
205
205
2,05
206
2,05
205
204
2.04

208
209
208
208
207
207
207
2,06
206
2.06
205
205
2,06
2,04
204
204
203
203
203
203
203
202
202
2,02
202
2m
20
20
20m
2m
2m
200
200
2,00
200
2,00
2,00
1.89
1.80
1.88
1.89
1.89
1.89
1.88
1.e8

2,04
2.04
2.03
2,03
2,03
2,02
2,02
2,01
2m
2m
2,00
2.00
2,00
2,00
1.89
1.89
1.09
1.08
1.98
1.88
1.808
1.98
1.87
1.87
187
1.87
1.86
1.96
1.86
1.86
1.96
1.6
1.85
1.85
1.85
1.85
1.85
1.85
1.85
1.84
1.84
1.94
1.4
1.84
1.94

2,00
2,00
1.99
1.89
1.89
1.08
1.08
197
1.87
1.97
1.96
1.86
1.96
1.96
1.85
1.85
1.85
1.84
1.94
1.94
1.84
1.83
1.83
1.03
1.93
1.83
1.82
1.82
1.82
1.82
1.82
1.82
1.1
191
1.91
1891
1.01
1.0
1.80
1.80
1.80
1.90
1.90
1.80
1.80

1.87
1.96
1.96
1.86
1.85
1,856
1.04
1.94
1.84
1.83
1.83
1.83
1.82
1.82
1.82
180
181
1.81
181
1.80
1.80
1.80
1.80
1.80
1.89
1.89
1.89
1.89
1.89
1.88
1.68
1.88
1.88
1.88
1.68
1.87
1.87
1.87
1.87
1.87
1.87
1.87
1.86
1.86
1.66

184
1.83
1.83
1.93
1.82
182
191
181
191
1.90
1.90
1.80
1.689
1.89
1.89
1.88
1.66
1.88
1.88
1.87
1.87
1.87
1.87
1.86
1.86
1.86
1.86
1.86
1.85
1.85
1.85
1.85
1.85
1.85
1.84
1.84
1.84
1.84
1.64
1.84
1.84
1.83
1.83
1.83
1.83

1.91
191
1.90
1.80
1.89
1.89
1.80
1.68
1.88
1.68
1.87
1.87
1.87
1.86
1.86
1.86
1.85
1.85
1.85
1.85
1.84
1.84
1.84
1.84
1.84
1.83
1.83
1.83
1.83
1.83
1.82
1.82
1.82
1.82
1.82
1.82
1.81
1.81
1.81
1.81
1.81
1.81
1.81
1.80
1.80

1.89
1.88
1.88
1.88
1.87
1.87
1.86
1.86
1.86
1.85
1.85
1.85
1.84
1.84
1.84
1.83
1.83
1.83
1.83
1.82
1.82
1.82
1.82
1.81
1.81
1.81
1.81
1.81
1.80
1.80
1.80
1.80
1.80
1.79
1.78
1.78
1.79
1.79
1.78
1.79
1.78
1.78
1.78
1.78
1.78
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