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LAMPIRAN 

DAFTAR KUISIONER PENELITIAN 

A. IDENTITAS RESPONDEN 

Nama  :  

Usia  : (   ) 17 – 19 tahun 

  (   ) 20 – 22 tahun 

  (   ) > 23 tahun 

 

B. PETUNJUK PENGISISAN 

1. Mohon mengisi pertanyaan di bawah ini dengan sebenar-benarnya. 

2. Berilah tanda checklist (√) pada kolom yang tersedia dan dipilih sesuai dengan 

keadaan yang sebenarnya terjadi. 

3. Dalam menjawab pertanyaan ini, mohon tidak ada jawaban yang salah.  

4. Jawaban yang tersedia berupa Skala Likert yaitu 1-5 yang memiliki arti sebagai 

berikut : STS : Sangat Tidak Setuju (1) TS : Tidak Setuju (2) KS : Kurang Setuju 

(3) S : Setuju (4) SS : Sangat Setuju (5) 

 

 

Variabel Iklan 

 Alur Cerita      

No  Pertanyaan  
Sangat 

Setuju 
Setuju Netral  

Tidak 

Setuju 

Sangat 

Tidak 

Setuju 

1 
Apakah  anda sering melihat iklan 

produk Pinkflash di Shopee?  

     

2 
Apakah gaya iklan produk Pinkflash 

menarik? 
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3 

Apakah anda langsung tertarik ketika 

melihat iklan produk Pinkflash di 

Shopee? 

     

 Setting       

4 
Apakah iklan produk Pinkflash 

menarik perhatian anda? 

     

5 

Apakah iklan produk Pinkflash 

meyakinkan anda untuk memakai 

produk tersebut? 

     

6 

Apakah deskripsi pada produk 

Pinkflash yang diiklankan di Shopee 

memberikan keterangan mengenai 

keunggulan produk tersebut? 

     

 Tokoh       

7 
Apakah model iklan yang digunakan 

produk Pinkflash menarik? 

     

8 

Apakah daya tarik bintang iklan 

produk Pinkflash mempengaruhi 

anda? 

     

9 

Apakah visualisasi produk Pinkflash 

di Shopee menimbulkan keinginan 

anda untuk membeli? 

     

 Isi Pesan      

10 
Apakah pesan iklan produk Pinkflash 

mudah dimengerti? 

     

11 

Apakah pesan yang disampaikan pada 

iklan produk Pinkflash membuat anda 

sering ingat dan menginginkan produk 

     



 
 

69 

tersebut? 

12 

Apakah iklan produk Pinkflash di 

Shopee membuat anda sesegera 

mungkin untuk mengetahui varian lain 

dari produk tersebut? 

     

 Musik      

13 

Apakah musik yang digunakan dalam 

iklan produk Pinkflash mempengaruhi 

anda? 

     

14 

Apakah informasi yang disampaikan 

pada iklan produk Pinkflash di Shopee 

meyakinkan anda untuk membeli 

produk tersebut? 

     

15 

Apakah pemilihan e-commerce 

Shopee sebagai media promosi 

membantu anda menimbulkan 

keinginan untuk membeli produk 

Pinkflash? 

     

 Kata Kunci/Slogan       

16 
Apakah slogan iklan produk Pinkflash 

di Shopee menarik perhatian anda? 

     

17 

Apakah pemilihan metode atau cara 

pembayaran diperlukan dalam 

keputusan pembelian anda? 

     

18 Apakah pemilihan waktu sangat 

dibutuhkan dalam pembelian anda? 
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Variabel Keputusan Pembelian 

 Decision       

19 

Apakah anda membeli produk Pinkflash 

di Shopee karena harga yang ditawarkan 

sesuai dengan status ekonomi anda? 

     

20 

Apakah anda membeli produk Pinkflash 

karena yang ditawarkan sesuai dengan 

gaya hidup usia anda? 

     

21 

Apakah promo/diskon dalam iklan 

produk Pinkflash di Shopee menimbulkan 

keputusan anda untuk membeli produk 

tersebut? 

     

 Action       

22 

Apakah anda yakin membeli produk 

Pinkflash di Shopee merupakan 

keputusan yang tepat? 

     

23 
Berapa kali anda membeli produk 

Pinkflash dalam 1 bulan? 

     

24 
Berapa kali anda sudah membeli produk 

Lipstik Pinkflash selama ini? 

     

25 
Berapa kali anda sudah membeli produk 

Eyeshadow Pinkflash selama ini? 

     

26 
Seberapa besar anda merekomendasikan 

produk Pinkflash ke rekan anda? 
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DATA JAWABAN RESPONDEN 

Responden X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 X.11 X.12 X.13 X.14 X.15 

1 2 3 3 2 3 2 2 2 2 3 2 2 2 2 2 

2 4 4 4 3 4 4 4 3 4 4 3 4 3 3 4 

3 5 4 4 4 4 4 4 5 5 4 5 4 3 4 4 

4 4 4 4 4 4 3 4 4 5 5 5 3 2 4 5 

5 5 4 4 4 4 4 3 4 4 4 4 4 4 4 4 

6 5 5 4 4 4 4 4 4 4 4 4 4 4 4 4 

7 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

8 4 4 4 3 4 4 4 3 4 5 3 3 3 3 4 

9 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 

10 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

11 5 5 5 5 4 4 4 5 5 5 5 5 3 5 5 

12 5 5 4 5 5 5 5 2 4 4 5 4 3 4 3 

13 2 4 4 4 4 4 3 3 4 4 3 4 2 3 3 

14 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

15 4 4 4 3 4 4 4 4 4 4 3 3 3 3 4 

16 3 4 4 3 4 4 4 4 4 4 3 4 3 4 4 

17 4 4 4 4 4 4 5 5 5 4 3 4 4 5 5 

18 4 4 4 5 5 4 4 3 5 3 4 4 2 4 5 

19 4 4 4 4 4 3 4 4 4 4 4 4 4 4 4 

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

21 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

22 4 5 5 4 4 4 4 5 4 5 5 5 5 5 5 

23 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

24 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

25 4 4 3 3 3 3 4 5 3 3 3 3 3 3 3 

 

Responden X.16 X.17 X.18 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

1 2 4 2 3 3 3 4 1 1 1 2 

2 4 5 2 4 4 4 4 2 1 2 5 

3 4 4 4 4 4 5 5 4 5 3 5 

4 3 4 1 4 3 5 4 3 4 2 5 

5 4 5 4 4 4 4 4 3 4 2 5 

6 4 4 4 4 4 4 4 4 3 5 5 

7 4 4 5 3 4 4 4 4 5 2 5 
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8 2 4 4 4 4 4 4 4 4 2 2 

9 4 4 4 4 4 4 4 4 5 5 5 

10 4 4 4 4 4 4 4 3 2 2 5 

11 5 5 5 5 5 5 5 5 5 3 5 

12 4 4 4 4 4 4 4 3 4 2 5 

13 3 2 3 3 2 3 4 2 3 4 5 

14 4 5 4 5 5 5 5 3 5 3 5 

15 3 3 3 3 3 3 4 3 4 2 5 

16 4 4 4 4 4 4 3 1 1 1 5 

17 4 5 4 5 4 5 5 3 2 1 5 

18 3 2 3 3 4 4 5 4 5 3 5 

19 4 4 5 5 4 5 4 3 1 2 5 

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

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

22 5 5 4 4 2 4 4 3 2 2 5 

23 4 4 4 4 4 4 4 5 4 3 5 

24 5 5 5 5 4 4 4 4 4 4 5 

25 3 3 5 3 3 3 4 3 2 2 5 
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HASIL PENGOLAHAN DATA DENGAN SPSS 25 

HASIL UJI VALIDITAS VARIABEL X (IKLAN) 

Correlations 

 X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 X.11 X.12 X.13 X.14 X.15 

X.1 Pearson 

Correlation 

1 .646

**
 

.440

*
 

.500

*
 

.440

*
 

.486

*
 

.565

**
 

.398

*
 

.530

**
 

.354 .648

**
 

.421

*
 

.366 .538

**
 

.454
*
 

Sig. (2-

tailed) 
 .000 .028 .011 .028 .014 .003 .049 .006 .083 .000 .036 .072 .006 .023 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.2 Pearson 

Correlation 

.646
*

*
 

1 .745

**
 

.619

**
 

.551

**
 

.658

**
 

.600

**
 

.340 .466

*
 

.568

**
 

.686

**
 

.723

**
 

.467

*
 

.666

**
 

.462
*
 

Sig. (2-

tailed) 

.000  .000 .001 .004 .000 .002 .097 .019 .003 .000 .000 .018 .000 .020 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.3 Pearson 

Correlation 

.440
*
 .745

**
 

1 .601

**
 

.597

**
 

.629

**
 

.456

*
 

.434

*
 

.672

**
 

.789

**
 

.674

**
 

.821

**
 

.494

*
 

.773

**
 

.720
*

*
 

Sig. (2-

tailed) 

.028 .000  .001 .002 .001 .022 .030 .000 .000 .000 .000 .012 .000 .000 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.4 Pearson 

Correlation 

.500
*
 .619

**
 

.601

**
 

1 .718

**
 

.590

**
 

.513

**
 

.233 .670

**
 

.302 .746

**
 

.583

**
 

.191 .709

**
 

.419
*
 

Sig. (2-

tailed) 

.011 .001 .001  .000 .002 .009 .263 .000 .142 .000 .002 .360 .000 .037 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.5 Pearson 

Correlation 

.440
*
 .551

**
 

.597

**
 

.718

**
 

1 .782

**
 

.606

**
 

-

.098 

.672

**
 

.308 .564

**
 

.554

**
 

.175 .520

**
 

.480
*
 

Sig. (2-

tailed) 

.028 .004 .002 .000  .000 .001 .642 .000 .134 .003 .004 .403 .008 .015 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 
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X.6 Pearson 

Correlation 

.486
*
 .658

**
 

.629

**
 

.590

**
 

.782

**
 

1 .668

**
 

.142 .559

**
 

.394 .470

*
 

.658

**
 

.410

*
 

.540

**
 

.364 

Sig. (2-

tailed) 

.014 .000 .001 .002 .000 
 

.000 .499 .004 .052 .018 .000 .042 .005 .074 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.7 Pearson 

Correlation 

.565
*

*
 

.600

**
 

.456

*
 

.513

**
 

.606

**
 

.668

**
 

1 .389 .627

**
 

.367 .482

*
 

.480

*
 

.425

*
 

.646

**
 

.536
*

*
 

Sig. (2-

tailed) 

.003 .002 .022 .009 .001 .000  .055 .001 .071 .015 .015 .034 .000 .006 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.8 Pearson 

Correlation 

.398
*
 .340 .434

*
 

.233 -

.098 

.142 .389 1 .453

*
 

.352 .392 .469

*
 

.546

**
 

.650

**
 

.569
*

*
 

Sig. (2-

tailed) 

.049 .097 .030 .263 .642 .499 .055  .023 .085 .052 .018 .005 .000 .003 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.9 Pearson 

Correlation 

.530
*

*
 

.466

*
 

.672

**
 

.670

**
 

.672

**
 

.559

**
 

.627

**
 

.453

*
 

1 .521

**
 

.628

**
 

.589

**
 

.140 .721

**
 

.819
*

*
 

Sig. (2-

tailed) 

.006 .019 .000 .000 .000 .004 .001 .023 
 

.008 .001 .002 .505 .000 .000 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

0 

Pearson 

Correlation 

.354 .568

**
 

.789

**
 

.302 .308 .394 .367 .352 .521

**
 

1 .546

**
 

.458

*
 

.363 .526

**
 

.573
*

*
 

Sig. (2-

tailed) 

.083 .003 .000 .142 .134 .052 .071 .085 .008  .005 .021 .075 .007 .003 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.11 Pearson 

Correlation 

.648
*

*
 

.686

**
 

.674

**
 

.746

**
 

.564

**
 

.470

*
 

.482

*
 

.392 .628

**
 

.546

**
 

1 .620

**
 

.354 .734

**
 

.524
*

*
 

Sig. (2-

tailed) 

.000 .000 .000 .000 .003 .018 .015 .052 .001 .005  .001 .083 .000 .007 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

2 

Pearson 

Correlation 

.421
*
 .723

**
 

.821

**
 

.583

**
 

.554

**
 

.658

**
 

.480

*
 

.469

*
 

.589

**
 

.458

*
 

.620

**
 

1 .594

**
 

.794

**
 

.634
*

*
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Sig. (2-

tailed) 

.036 .000 .000 .002 .004 .000 .015 .018 .002 .021 .001 
 

.002 .000 .001 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

3 

Pearson 

Correlation 

.366 .467

*
 

.494

*
 

.191 .175 .410

*
 

.425

*
 

.546

**
 

.140 .363 .354 .594

**
 

1 .606

**
 

.381 

Sig. (2-

tailed) 

.072 .018 .012 .360 .403 .042 .034 .005 .505 .075 .083 .002  .001 .061 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

4 

Pearson 

Correlation 

.538
*

*
 

.666

**
 

.773

**
 

.709

**
 

.520

**
 

.540

**
 

.646

**
 

.650

**
 

.721

**
 

.526

**
 

.734

**
 

.794

**
 

.606

**
 

1 .752
*

*
 

Sig. (2-

tailed) 

.006 .000 .000 .000 .008 .005 .000 .000 .000 .007 .000 .000 .001  .000 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

5 

Pearson 

Correlation 

.454
*
 .462

*
 

.720

**
 

.419

*
 

.480

*
 

.364 .536

**
 

.569

**
 

.819

**
 

.573

**
 

.524

**
 

.634

**
 

.381 .752

**
 

1 

Sig. (2-

tailed) 

.023 .020 .000 .037 .015 .074 .006 .003 .000 .003 .007 .001 .061 .000 
 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

6 

Pearson 

Correlation 

.475
*
 .690

**
 

.722

**
 

.468

*
 

.379 .523

**
 

.483

*
 

.564

**
 

.465

*
 

.422

*
 

.626

**
 

.885

**
 

.717

**
 

.790

**
 

.544
*

*
 

Sig. (2-

tailed) 

.017 .000 .000 .018 .061 .007 .014 .003 .019 .036 .001 .000 .000 .000 .005 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

7 

Pearson 

Correlation 

.332 .313 .417

*
 

-

.007 

.004 .147 .227 .322 .149 .499

*
 

.275 .398

*
 

.619

**
 

.444

*
 

.368 

Sig. (2-

tailed) 

.105 .127 .038 .973 .984 .484 .275 .117 .476 .011 .184 .049 .001 .026 .070 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

X.1

8 

Pearson 

Correlation 

.380 .432

*
 

.294 .331 .112 .362 .388 .503

*
 

.106 .107 .261 .481

*
 

.630

**
 

.470

*
 

.108 

Sig. (2-

tailed) 

.061 .031 .154 .106 .593 .075 .055 .010 .613 .612 .207 .015 .001 .018 .608 
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N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

Tota

l_X 

Pearson 

Correlation 

.699
*

*
 

.802

**
 

.845

**
 

.687

**
 

.595

**
 

.690

**
 

.717

**
 

.631

**
 

.728

**
 

.629

**
 

.781

**
 

.856

**
 

.688

**
 

.921

**
 

.737
*

*
 

Sig. (2-

tailed) 

.000 .000 .000 .000 .002 .000 .000 .001 .000 .001 .000 .000 .000 .000 .000 

N 25 25 25 25 25 25 25 25 25 25 25 25 25 25 25 

 

Correlations 

 X.16 X.17 X.18 Total_X 

X.1 Pearson Correlation .475
*
 .332 .380 .699

**
 

Sig. (2-tailed) .017 .105 .061 .000 

N 25 25 25 25 

X.2 Pearson Correlation .690
**
 .313 .432

*
 .802

**
 

Sig. (2-tailed) .000 .127 .031 .000 

N 25 25 25 25 

X.3 Pearson Correlation .722
**
 .417

*
 .294 .845

**
 

Sig. (2-tailed) .000 .038 .154 .000 

N 25 25 25 25 

X.4 Pearson Correlation .468
*
 -.007 .331 .687

**
 

Sig. (2-tailed) .018 .973 .106 .000 

N 25 25 25 25 

X.5 Pearson Correlation .379 .004 .112 .595
**
 

Sig. (2-tailed) .061 .984 .593 .002 

N 25 25 25 25 

X.6 Pearson Correlation .523
**
 .147 .362 .690

**
 

Sig. (2-tailed) .007 .484 .075 .000 

N 25 25 25 25 

X.7 Pearson Correlation .483
*
 .227 .388 .717

**
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Sig. (2-tailed) .014 .275 .055 .000 

N 25 25 25 25 

X.8 Pearson Correlation .564
**
 .322 .503

*
 .631

**
 

Sig. (2-tailed) .003 .117 .010 .001 

N 25 25 25 25 

X.9 Pearson Correlation .465
*
 .149 .106 .728

**
 

Sig. (2-tailed) .019 .476 .613 .000 

N 25 25 25 25 

X.10 Pearson Correlation .422
*
 .499

*
 .107 .629

**
 

Sig. (2-tailed) .036 .011 .612 .001 

N 25 25 25 25 

X.11 Pearson Correlation .626
**
 .275 .261 .781

**
 

Sig. (2-tailed) .001 .184 .207 .000 

N 25 25 25 25 

X.12 Pearson Correlation .885
**
 .398

*
 .481

*
 .856

**
 

Sig. (2-tailed) .000 .049 .015 .000 

N 25 25 25 25 

X.13 Pearson Correlation .717
**
 .619

**
 .630

**
 .688

**
 

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

N 25 25 25 25 

X.14 Pearson Correlation .790
**
 .444

*
 .470

*
 .921

**
 

Sig. (2-tailed) .000 .026 .018 .000 

N 25 25 25 25 

X.15 Pearson Correlation .544
**
 .368 .108 .737

**
 

Sig. (2-tailed) .005 .070 .608 .000 

N 25 25 25 25 

X.16 Pearson Correlation 1 .624
**
 .518

**
 .856

**
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Sig. (2-tailed)  .001 .008 .000 

N 25 25 25 25 

X.17 Pearson Correlation .624
**
 1 .221 .518

**
 

Sig. (2-tailed) .001  .289 .008 

N 25 25 25 25 

X.18 Pearson Correlation .518
**
 .221 1 .559

**
 

Sig. (2-tailed) .008 .289  .004 

N 25 25 25 25 

Total_X Pearson Correlation .856
**
 .518

**
 .559

**
 1 

Sig. (2-tailed) .000 .008 .004  

N 25 25 25 25 

**. 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 PEMBELIAN KONSUMEN) 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

Y.1 Pearson Correlation 1 .576
**
 .778

**
 .282 .259 .017 

Sig. (2-tailed)  .003 .000 .172 .211 .937 

N 25 25 25 25 25 25 

Y.2 Pearson Correlation .576
**
 1 .583

**
 .361 .415

*
 .368 

Sig. (2-tailed) .003  .002 .076 .039 .070 

N 25 25 25 25 25 25 

Y.3 Pearson Correlation .778
**
 .583

**
 1 .507

**
 .364 .230 

Sig. (2-tailed) .000 .002  .010 .073 .269 

N 25 25 25 25 25 25 

Y.4 Pearson Correlation .282 .361 .507
**
 1 .458

*
 .443

*
 

Sig. (2-tailed) .172 .076 .010  .021 .026 

N 25 25 25 25 25 25 

Y.5 Pearson Correlation .259 .415
*
 .364 .458

*
 1 .679

**
 

Sig. (2-tailed) .211 .039 .073 .021  .000 

N 25 25 25 25 25 25 

Y.6 Pearson Correlation .017 .368 .230 .443
*
 .679

**
 1 

Sig. (2-tailed) .937 .070 .269 .026 .000  

N 25 25 25 25 25 25 

Y.7 Pearson Correlation .089 .125 -.007 .143 .508
**
 .507

**
 

Sig. (2-tailed) .673 .550 .973 .495 .010 .010 

N 25 25 25 25 25 25 

Y.8 Pearson Correlation .205 .108 .273 .102 .211 .184 

Sig. (2-tailed) .326 .607 .187 .628 .312 .379 

N 25 25 25 25 25 25 
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Total_Y Pearson Correlation .507
**
 .633

**
 .613

**
 .580

**
 .814

**
 .778

**
 

Sig. (2-tailed) .010 .001 .001 .002 .000 .000 

N 25 25 25 25 25 25 

Correlations 

 Y.7 Y.8 Total_Y 

Y.1 Pearson Correlation .089 .205 .507
**
 

Sig. (2-tailed) .673 .326 .010 

N 25 25 25 

Y.2 Pearson Correlation .125 .108 .633
**
 

Sig. (2-tailed) .550 .607 .001 

N 25 25 25 

Y.3 Pearson Correlation -.007 .273 .613
**
 

Sig. (2-tailed) .973 .187 .001 

N 25 25 25 

Y.4 Pearson Correlation .143 .102 .580
**
 

Sig. (2-tailed) .495 .628 .002 

N 25 25 25 

Y.5 Pearson Correlation .508
**
 .211 .814

**
 

Sig. (2-tailed) .010 .312 .000 

N 25 25 25 

Y.6 Pearson Correlation .507
**
 .184 .778

**
 

Sig. (2-tailed) .010 .379 .000 

N 25 25 25 

Y.7 Pearson Correlation 1 .295 .623
**
 

Sig. (2-tailed)  .153 .001 

N 25 25 25 

Y.8 Pearson Correlation .295 1 .462
*
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Sig. (2-tailed) .153  .020 

N 25 25 25 

Total_Y Pearson Correlation .623
**
 .462

*
 1 

Sig. (2-tailed) .001 .020  

N 25 25 25 

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

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

 

 

 

OUTPUT UJI REABILITAS 

Scale : ALL VARIABLES 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.935 26 

 

 

 

 

OUTPUT UJI STATISTIK DESKRIPTIF 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

X 25 42 90 70.40 9.174 

Y 25 18 38 29.88 4.484 

Valid N (listwise) 25     
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OUTPUT UJI NORMALITAS 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 25 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 3.25491555 

Most Extreme Differences Absolute .144 

Positive .070 

Negative -.144 

Test Statistic .144 

Asymp. Sig. (2-tailed) .193
c
 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 

 

OUTPUT UJI MULTIKOLINEARITAS 

Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 X 1.000 1.000 

a. Dependent Variable: Y 

 

 

OUTPUT UJI KORELASI 

Correlations 

 X Y 

X Pearson Correlation 1 .688
**
 

Sig. (2-tailed)  .000 

N 25 25 

Y Pearson Correlation .688
**
 1 

Sig. (2-tailed) .000  

N 25 25 

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

 

 

 

OUTPUT REGRESI LINIER SEDERHANA 

Coefficientsa 

Model 

Unstandardized Coefficients  

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.209 5.250  1.183 .249 

X .336 .074 .688 4.545 .000 

a. Dependent Variable: Y 

 

  


