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Hasil Uji Validitas 

X1 

Correlations 

 k1 k2 k3 k4 k5 k6 k7 k8 k9 k10 total 

k1 Pearson Correlation 1 .199 .107 .082 -.049 -.163 .037 .075 .048 .194 .411
**
 

Sig. (2-tailed) 
 

.068 .328 .456 .658 .137 .738 .495 .661 .075 .000 

Sum of Squares and 

Cross-products 

69.224 12.482 5.847 4.671 -2.565 -8.953 1.929 4.176 2.365 7.565 96.741 

Covariance .824 .149 .070 .056 -.031 -.107 .023 .050 .028 .090 1.152 

N 85 85 85 85 85 85 85 85 85 85 85 

k2 Pearson Correlation .199 1 .133 -.030 .139 .047 .062 .161 .058 .180 .484
**
 

Sig. (2-tailed) .068 
 

.226 .785 .205 .667 .573 .142 .599 .099 .000 

Sum of Squares and 

Cross-products 

12.482 56.988 6.565 -1.553 6.624 2.365 2.953 8.118 2.576 6.376 

103.49

4 

Covariance .149 .678 .078 -.018 .079 .028 .035 .097 .031 .076 1.232 

N 85 85 85 85 85 85 85 85 85 85 85 

k3 Pearson Correlation .107 .133 1 .168 .147 .104 .055 .145 -.069 -.035 .422
**
 

Sig. (2-tailed) .328 .226 
 

.124 .181 .344 .619 .186 .529 .751 .000 

Sum of Squares and 

Cross-products 

5.847 6.565 42.894 7.541 6.071 4.494 2.259 6.353 -2.671 -1.071 78.282 

Covariance .070 .078 .511 .090 .072 .054 .027 .076 -.032 -.013 .932 

N 85 85 85 85 85 85 85 85 85 85 85 

k4 Pearson Correlation .082 -.030 .168 1 .215
*
 .047 .088 .099 .176 -.072 .424

**
 

Sig. (2-tailed) .456 .785 .124 
 

.048 .668 .426 .369 .108 .514 .000 

Sum of Squares and 

Cross-products 

4.671 -1.553 7.541 47.012 9.306 2.141 3.788 4.529 7.094 -2.306 82.224 

Covariance .056 -.018 .090 .560 .111 .025 .045 .054 .084 -.027 .979 

N 85 85 85 85 85 85 85 85 85 85 85 

k5 Pearson Correlation -.049 .139 .147 .215
*
 1 .447

**
 -.013 .113 -.015 .069 .468

**
 

Sig. (2-tailed) .658 .205 .181 .048 
 

.000 .908 .305 .893 .530 .000 

Sum of Squares and 

Cross-products 

-2.565 6.624 6.071 9.306 39.953 18.671 -.506 4.765 -.553 2.047 83.812 

Covariance -.031 .079 .072 .111 .476 .222 -.006 .057 -.007 .024 .998 

N 85 85 85 85 85 85 85 85 85 85 85 

k6 Pearson Correlation -.163 .047 .104 .047 .447
**
 1 .059 .234

*
 .132 .172 .458

**
 

Sig. (2-tailed) .137 .667 .344 .668 .000 
 

.592 .031 .230 .115 .000 

Sum of Squares and 

Cross-products 

-8.953 2.365 4.494 2.141 18.671 43.694 2.459 10.353 5.129 5.329 85.682 

Covariance -.107 .028 .054 .025 .222 .520 .029 .123 .061 .063 1.020 



 

 

 

 

 

N 85 85 85 85 85 85 85 85 85 85 85 

k7 Pearson Correlation .037 .062 .055 .088 -.013 .059 1 .295
**
 .035 -.051 .364

**
 

Sig. (2-tailed) .738 .573 .619 .426 .908 .592 
 

.006 .750 .646 .001 

Sum of Squares and 

Cross-products 

1.929 2.953 2.259 3.788 -.506 2.459 39.812 12.471 1.306 -1.494 64.976 

Covariance .023 .035 .027 .045 -.006 .029 .474 .148 .016 -.018 .774 

N 85 85 85 85 85 85 85 85 85 85 85 

k8 Pearson Correlation .075 .161 .145 .099 .113 .234
*
 .295

**
 1 .209 .103 .565

**
 

Sig. (2-tailed) .495 .142 .186 .369 .305 .031 .006 
 

.055 .348 .000 

Sum of Squares and 

Cross-products 

4.176 8.118 6.353 4.529 4.765 10.353 12.471 44.824 8.235 3.235 

107.05

9 

Covariance .050 .097 .076 .054 .057 .123 .148 .534 .098 .039 1.275 

N 85 85 85 85 85 85 85 85 85 85 85 

k9 Pearson Correlation .048 .058 -.069 .176 -.015 .132 .035 .209 1 -.016 .346
**
 

Sig. (2-tailed) .661 .599 .529 .108 .893 .230 .750 .055 
 

.883 .001 

Sum of Squares and 

Cross-products 

2.365 2.576 -2.671 7.094 -.553 5.129 1.306 8.235 34.753 -.447 57.788 

Covariance .028 .031 -.032 .084 -.007 .061 .016 .098 .414 -.005 .688 

N 85 85 85 85 85 85 85 85 85 85 85 

k10 Pearson Correlation .194 .180 -.035 -.072 .069 .172 -.051 .103 -.016 1 .311
**
 

Sig. (2-tailed) .075 .099 .751 .514 .530 .115 .646 .348 .883 
 

.004 

Sum of Squares and 

Cross-products 

7.565 6.376 -1.071 -2.306 2.047 5.329 -1.494 3.235 -.447 21.953 41.188 

Covariance .090 .076 -.013 -.027 .024 .063 -.018 .039 -.005 .261 .490 

N 85 85 85 85 85 85 85 85 85 85 85 

total Pearson Correlation .411
**
 .484

**
 .422

**
 .424

**
 .468

**
 .458

**
 .364

**
 .565

**
 .346

**
 .311

**
 1 

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

Sum of Squares and 

Cross-products 

96.741 

103.49

4 

78.282 82.224 83.812 85.682 64.976 

107.05

9 

57.788 41.188 

801.24

7 

Covariance 1.152 1.232 .932 .979 .998 1.020 .774 1.275 .688 .490 9.539 

N 85 85 85 85 85 85 85 85 85 85 85 

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

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



Hasil Uji Validitas 

X2 

 

Correlations 

 k1 k2 k3 k4 k5 k6 k7 Total 

k1 Pearson 

Correlation 
1 .044 .221

*
 .163 .014 .088 -.054 .466

**
 

Sig. (2-tailed)  .687 .042 .136 .900 .423 .621 .000 

N 85 85 85 85 85 85 85 85 

k2 Pearson 

Correlation 
.044 1 .129 .180 .173 .284

**
 .112 .563

**
 

Sig. (2-tailed) .687  .241 .100 .113 .008 .308 .000 

N 85 85 85 85 85 85 85 85 

k3 Pearson 

Correlation 
.221

*
 .129 1 .111 .115 .303

**
 -.185 .511

**
 

Sig. (2-tailed) .042 .241  .313 .296 .005 .091 .000 

N 85 85 85 85 85 85 85 85 

k4 Pearson 

Correlation 
.163 .180 .111 1 .154 .069 .042 .481

**
 

Sig. (2-tailed) .136 .100 .313  .159 .533 .700 .000 

N 85 85 85 85 85 85 85 85 

k5 Pearson 

Correlation 
.014 .173 .115 .154 1 .186 .084 .525

**
 

Sig. (2-tailed) .900 .113 .296 .159  .088 .442 .000 

N 85 85 85 85 85 85 85 85 

k6 Pearson 

Correlation 
.088 .284

**
 .303

**
 .069 .186 1 -.101 .535

**
 

Sig. (2-tailed) .423 .008 .005 .533 .088  .357 .000 

N 85 85 85 85 85 85 85 85 

k7 Pearson 

Correlation 
-.054 .112 -.185 .042 .084 -.101 1 .271

*
 

Sig. (2-tailed) .621 .308 .091 .700 .442 .357  .012 

N 85 85 85 85 85 85 85 85 

Total Pearson 

Correlation 
.466

**
 .563

**
 .511

**
 .481

**
 .525

**
 .535

**
 .271

*
 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .012  

N 85 85 85 85 85 85 85 85 

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

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



Hasil Uji Reliabilitas 

 

Iklan 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.499 10 

 

Harga 

 

Case Processing Summary 

 N % 

Cases Valid 85 100.0 

Excluded
a
 0 .0 

Total 85 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Minat Beli 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.276 10 

 

 
 

 

 

 

 

 

 

 



Hasil Uji Normalitas 

Analisis Regresi Linear Berganda 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 22.463 3.287  6.834 .000 

Iklan .121 .095 .141 1.276 .205 

Harga .184 .120 .169 1.536 .128 

a. Dependent Variable: MinatBeli 

 

HISTOGRAM 

 

 

 
 

 



 

 

 

 

Kolmogorov Test  

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Predicted Value 

N 85 

Normal Parameters
a,b

 Mean 29.8588235 

Std. Deviation .64934662 

Most Extreme Differences Absolute .087 

Positive .087 

Negative -.051 

Test Statistic .087 

Asymp. Sig. (2-tailed) .163
c
 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 
 



Uji Multikolinearitas 

 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 22.463 3.287  6.834 .000   

Iklan .121 .095 .141 1.276 .205 .942 1.062 

Harga .184 .120 .169 1.536 .128 .942 1.062 

a. Dependent Variable: MinatBeli 

 

 
 

Uji Hesterokditas 

 
 

 



 

Hasil Uji Regresi Linear Berganda 

 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 22.463 3.287  6.834 .000 

Iklan .121 .095 .141 1.276 .001 

Harga .184 .120 .169 1.536 .000 

a. Dependent Variable: MinatBeli 

 
 

Hasil Uji Simultan F  

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 35.419 2 17.709 20.617 .079
b
 

Residual 554.887 82 6.767   

Total 590.306 84    

a. Dependent Variable: MinatBeli 

b. Predictors: (Constant), Harga, Iklan 

 
Hasil Uji t 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 22.463 3.287  6.834 .000 

Iklan .121 .095 .141 3.276 .001 

Harga .184 .120 .169 2.536 .000 

a. Dependent Variable: MinatBeli 

 

 



Hasil Uji Koefisien Determinasi 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .245
a
 .660 .337 2.60133 

a. Predictors: (Constant), Harga, Iklan 

b. Dependent Variable: MinatBeli 

 


