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Lampiran 1. Kuesioner Penelitian   

   

KUESIONER PENELITIAN   

   

Jawablah dengan benar dan jujur dengan memberi tanda ( ) pilih salah satu 

jawaban yang anda anggap tepat.   

   

A. Karakteristik Responden   

1. Nama         :   

2. Jenis Kelamin      : Laki-laki/Perempuan   

3. Umur         :   

4. Pendidikan Terakhir   :  1. SMA   

2. S1   

3. S2   

   

5. Pekerjaan       :   

   

B. Petunjuk Pengisian    

Pada bagian ini, Bapak/Ibu diminta membubuhkan tanda cek ( ) 

pada salah satu alternatif jawaban yang menurut Bapak/Ibu paling tepat 

pada kolom yang telah tersedia.   

   

Keterangan   

Simbol   Kategori   Nilai/Bobot   

SS   Sangat Setuju   5   

S   Setuju   4   
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CS   Cukup Setuju   3   

TS   Tidak Setuju   2   

STS   Sangat Tidak Setuju   1   

   

   

   

   

1. Variable Personal Selling (X)   

No.   Pernyataan Personal Selling (x)   Alternatif Jawaban   

1.   Anda mengetahui produk dan mendapat 

informasi Tabungan Easy Wadiah dari   

Petugas Bank (Satpam & Customer 

Service) Bank Syariah Indonesia secara 

langsung ketika mendatangi kantor 

cabang.   

SS   S   CS   TS   STS   

5   4   3   2   1   

2.   Anda mengetahui produk dan mendapat 

informasi Tabungan Easy Wadiah dari 

Petugas Bank Syariah Indonesia yang 

melakukan kunjungan di Perusahaan.   

               

3.   Anda mengetahui produk dan mendapat 

informasi Tabungan Easy Wadiah dari  

Petugas Pemasaran Bank Syariah  

Indonesia.   

               

3.   Petugas Bank mencari calon Nasabah 

dengan mengelompokkan berdasarkan 

kebutuhan Nasabah dan jenis produk 

yang ditawarkan.    

               

 

4.   Petugas Bank aktif melakukan pencarian 

informasi tentang tujuan Nasabah 

menabung.    

               

5.   Petugas Bank dapat menggali kebutuhan 

dan keinginan Nasabah dengan baik.   
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6.   Apakah anda setuju bahwa Petugas 

Bank melakukan kunjungan ke 

perusahaan dan melakukan pendekatan 

terhadap Nasabah   

               

7.   Petugas Bank memiliki kemampuan yang 

baik dalam memulai pembicaraan yang 

menarik.   

               

8.   Apakah anda setuju presentasi yang 

diberikan oleh Petugas Bank dapat   

               

  meningkatkan daya Tarik untuk membuka  

Tabungan Easy Wadiah Bank   

Syariah Indonesia   

          

9.   Petugas Bank memiliki kemampuan dan 

pengetahuan yang baik tentang Produk 

Tabungan Easy Wadiah.   

               

10.   Kritik, saran dan pertanyaan Naasabah 

tentang Produk Tabungan Easy Wadiah 

dapat dijawab dengan baik.   

               

11.   Cara penyampaian petugas bank dalam 

menjawab kritik, saran dan pertanyaan 

nasabah baik, mudah dipahami dan 

solutif.   

               

12.   Apakah anda setuju proses pembukaan 

rekening tabungan easy wadiah 

dilakukan dengan baik.   

               

13.   Respon nasabah mengenai produk 

tabungan easy wadiah dapat dimengerti 

dengan baik oleh petugas bank.   

               

14.   Petugas bank berusaha menunjukkan 

hubungan yang baik kepada nasabah 

setelah proses penjualan tabungan easy 

wadiah.   
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16.   Petugas bank cepat tanggap dalam 

mengatasi klaim yang diajukan oleh 

nasabah.   

               

17.   Petugas bank dapat menjaga dan 

memelihara hubungan baik pasca 

pembelian produk.   

               

   

2. Variable Direct Marketing (x)   

No.   Pernyataan Direct Marketing (x)     Alternatif Jawaban   

1.   Apakah anda setuju bahwa petugas bank 

telah memberika penjelasan tentang   

SS   S   CS   TS   STS   

5   4   3   2   1   

  

  informasi produk secara menarik dan 

informatif?   

          

2.   Petugas bank memiliki pengetahuan yang 

cukup dalam menjelaskan informasi 

mengenai produk.   

               

3.   Apakah anda setuju bahwa petugas bank 

telah memberika penjelasan secara jelas 

dan terperinci sehingga tidak menimbulkan 

pertanyaan kemudian.   

               

3.   Sikap yang ramah dan kesigapan dalam 

menjawab pertanyaan Nasabah telah 

dimiliki Petugas Bank.   

               

4.   Proposal penawaran produk yang 

nasabah terima melalui e-mail memiliki 

penampilan yang menarik    

               

5.   Anda mengetahui keberadaan dan 

keunggulan produk tabungan easy wadiah 

dari e-mail penawaran produk   

Bank Syariah Inndonesia   

               

6.   Proposal penawaran yang diterima 

nasabah sudah sesuai denga kebutuhan   

dan bersifat informatif   
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7.   Setelah membaca dan memahami 

proposal penawaran tabungan easy 

wadiah, saya menjadi tertarik dengan 

produk yang ditawarkan   

   

               

8.   Anda mendapat informasi dan 

kebenaran produk tabungan easy 

wadiah dari brosur dan katalog   

               

9.   Brosur dan katalog tabungan easy 

wadiah memiliki penampilan yang  

menarik dan informatif   

               

10.   Setelah membaca dan memahami brosur                  

  dan katalog tabungan easy wadiah, saya 

jadi tertarik dengan produk tersebut   

          

11.   Apakah anda setuju jika dikatakan bahwa 

Bank penting melakukan promosi  

tentang Bank melalui media online   

               

12.   Apakah anda setuju jika dikatakan bahwa 

Bank penting melakukan promosi  

tentang Bank melalui media online   

               

13.    Wefrom BSI menyajikan informasi 

tentang produk tabungan easy wadiah 

secara rinci dan informatif   

               

14.   Webform BSI mudah diakses kapan saja 

dan dimana saja   

               

   

3. Keputusan Menabung (Y)   

No.   Pernyataan Direct Marketing (x)     Alternatif Jawaban   

1.   Apakah anda setuju menyisihkan 

Sebagian penghasilan untuk membuka 

tabungan easy wadiah   

SS   S   CS   TS   STS   

5   4   3   2   1   
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2.   Pencarian informasi tentang produk 

tabungan yang akan digunakan menjadi 

factor penting sebelum membuka 

tabungan easy wadiah   

               

3.   Kemudahan akses atau mendapatkan 

informasi tabungan easy wadiah.   

               

3.   Apakah anda yakin fitur dan benefit yang 

dimiliki oleh produk tabungan easy 

wadiah sesuai dengan kebutuhan anda 

saat ini   

               

4.   Saya yakin produk tabungan lain tidak 

dapat memberikan fasilitas yang baik dari 

tabungan easy wadiah    

               

5.   Berdasarkan hasil evaluasi dan pencarian 

informasi produk, akhirnya   

               

  saya memutuskan membuka tabungan 

easy wadiah   

          

6.   Bank memberikan pelayanan pasca 

pembelian dengan baik sehingga saya 

puas dengan keputusan membuka  

tabungan easy wadiah   

               

7.   Setelah membuka tabungan easy wadiah 

saya merasakan kepuasan atas produk 

yang telah saya miliki dan tidak akan 

berpindah ke produk lainnya   

   

               

8.   Saya akan merekomendasikan tabungan 

easy wadiah kepada orang lain   
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LAMPIRAN   

Lampiran 1. Pengujian Validitas dan Reliabilitas   

Variabel Personal Selling   

Pengujian Validitas   

Correlations   

X1  

   .1   

X1  

.2   

X1  

.3   

X1  

.4   

X1  

.5   

X1  

.6   

X1  

.7   

X1  

.8   

X1  

.9   

X1  

.10  

X1  

 .11  

X1  

 .12  

X1  

 .13  
X1  
.14  

X1  

 .15  

X1  

 .16  

X1  

 .17  
TX  
1   

X1 
Pears .1  

on   

1   .7  

16  
**  

.4 

64  
 **  

.1 

79  

  

.2  

74  

.2  

 75  

.2  

38  

.3  

17  

.4  

48  
*  

.11 

7  

  

.24  
 1  

.28  
 3  

.45  

 4*  

.16  

 1  

.31  
 
4  

.23  

 5  

.40  

 7*  

.5  

 00 
**  

  

  
Correl 

ation   

Sig.  
(2tailed) 

   

  

.0  

00  

.0  

10  

.3  

45  

.1  

43  

.1  

 41  

.2  

06  

.0  

88  

.0  

13  

.53  

 6  

.19  
 9  

.12  
 9  

.01  
 2  

.39  
 4  

.09  
 
1  

.21  

 1  

.02  
 6  

.0  
 
05  

N   30   30  30  30  30   30  30  30  30   30   30   30  30   30   30   30   30   30  

X1 
Pears .2  

on   

.7 

16  
**  

1  

  

 .3  

79  
*  

.4  

36  
  *  

.3  

65  
  *  

.5 

21  
 **  

.4  

01  
  *  

.4 

91  
 **  

.6 

26  
 **  

.43 

4*  

  

.40  

 5*  

.51  

 9**  

.30  

 6  

.30  
 9  
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0  

.49  
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.43  

 6*  

.6  

 75 
**  
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ation   

Sig.  
(2tailed) 
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.3  

79  
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.6 
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.2 

85  

  

.4  

91  
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.56  

 5**  

.30  
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.61  

 7**  

.36  

 8*  

.49  

 7**  

.25  

 2  

.49  

 5**  

.65  

 2**  

.7  

 58  
**  

  

Sig.  
(2tailed) 

.0  

13  

  

.0  

 00  

.0  

 81  

.0  

 30  

.0  

 01  

.0  

 17  

.0  

00  

.0  

 00  
    

.00 

3  
.00  

 3  
.00  

 0  
.04  

 6  
.00  

 5  
.17  

 
9  

.00  

 5  

.00  
 0  

.0  
 
00  

  
N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

X1 
Pears  

.10  on   

.1  

17  

.4  

 34  
*  

.4 

65  
 **  

.4  

51  
  *  

.6 

13  
 **  

.5 

20  
 **  

.6 

21  
 **  

.5 

67  
 **  

.5 

24  
 **  

1  

  

 .84  

2**  

.78  

 6**  

.14  

 5  

.71  

 2**  

.18  

 0  

.63  

 4**  

.54  

 3**  

.7  

 90  
**  

  

  
Correl 

ation   

Sig.  
(2tailed) 

.5  

36  

  

.0  

 17  

.0  

 10  

.0  

 12  

.0  

 00  

.0  

 03  

.0  

00  

.0  

 01  

.0  

 03  
    

.00 

0  
.00  

 0  
.44  

 5  
.00  

 0  
.34  

 
2  

.00  

 0  

.00  
 2  

.0  
 
00  

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  
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X1 
Pears  

.11  on   

.2  

41  

.4  

 05  
*  

.5 

65  
 **  

.4  

04  
  *  

.7 

08  
 **  

.3  

70  
  *  

.6 

14  
 **  

.5 

27  
 **  

.5 

22  
 **  

.84  

2**  

  

1    .59  

1**  

.19  

 5  

.69  

 6**  

.16  

 4  

.52  

 7**  

.63  

 6**  

.7  

 83  
**  

  
Correl 

ation   

 

Sig.  
(2tailed) 

.1  

99  

  

.0  

 27  

.0  

 01  

.0  

 27  

.0  

 00  

.0  

 44  

.0  

00  

.0  

 03  

.0  

 03  

.00  

 0    

   

.00 

1  
.30  

 1  
.00  

 0  
.38  

 
7  

.00  

 3  

.00  
 0  

.0  
 
00  

 

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

X1 
Pears  

.12  on   

.2  

83  

.5  

 19  
**  

.3 

06  

  

.4  

 18  
*  

.4 

65  
 **  

.6 

48  
 **  

.5 

80  
 **  

.5 

73  
 **  

.6 

17  
 **  

.78  

6**  

  

.59  

 1**  

1    .30 

1  
.47  

 3**  

.38  

 1*  

.48  

 2**  

.55  

 2**  

.7  

 53  
**  

  

  
Correl 

ation   

Sig.  
(2tailed) 

.1  

29  

  

.0  

 03  

.1  

 00  

.0  

 22  

.0  

 10  

.0  

 00  

.0  

01  

.0  

 01  

.0  

 00  

.00  

 0  

.00  
 1  

  

   

.10 

6  
.00  

 8  
.03  

 
8  

.00  

 7  

.00  
 2  

.0  
 
00  

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

X1 
Pears  

.13  on   

.4 

54  
*  

.3 

06  

  

.4  

 28  
*  

.1 

51  

  

.2  

 31  

.2  

 99  

.4  

21  
*  

.1 

89  

  

.3  

 68  
*  

.14 

5  

  

.19  
 5  

.30  
 1  

1    .52  

9**  

.58  

 4**  

.29  

 7  

.32  
 1  

.4  
 
91  

**  

  

Correl 

ation   

Sig.  
(2tailed) 

.0  

12  

  

.1  

 00  

.0  

 18  

.4  

 26  

.2  

 19  

.1  

 08  

.0  

20  

.3  

 18  

.0  

 46  

.44  

 5  

.30  
 1  

.10  
 6  

  

   

.00 

3  
.00  

 
1  

.11  

 0  

.08  
 3  

.0  
 
06  

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

 X1 Pears  

.14 on 

Correl 

ation   

.1  

61  

.3  

 09  

.5  

 54  
**  

.3 

08  

  

.6  

 16  
**  

.2 

85  

  

.6  

15  
**  

.6 

06  
 **  

.4 

97  
 **  

.71  

2**  

  

.69  

 6**  

.47  

 3**  

.52  

 9**  

1    .43  
2*  

.60  

 6**  

.52  

 7**  

.7  

 54  
**  

Sig.  
(2tailed) 

.3  

94  

  

.0  

 96  

.0  

 01  

.0  

 98  

.0  

 00  

.1  

 27  

.0  

00  

.0  

 00  

.0  

 05  

.00  

 0  

.00  
 0  

.00  
 8  

.00  
 3    

   

.01  

7  

.00  

 0  

.00  
 3  

.0  
 
00  

  
N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  
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X1 
Pears  

.15  on   

.3  

14  

.2  

 30  

.4  

 32  
*  

.1 

99  

  

.5  

 15  
**  

.4 

92  
 **  

.1 

80  

  

.4  

 35  
*  

.2 

52  

  

.18  

 0  

.16  
 4  

.38  

 1*  

.58  

 4**  

.43  

 2*  

1    .13 

4  
.39  

 2*  

.5  

 04  
**  

 

  
Correl 

ation   
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**. Correlation is significant 

at the 0.01 level (2-tailed).   

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

Pengujian Reliabilitas   

   
Reliability Statistics   

 Cronbach's Alpha   N of Items   

 
         

Sig.  
(2tailed) 

.0  

91  

  

.2  

 21  

.0  

 17  

.2  

 92  

.0  

 04  

.0  

 06  

.3  

41  

.0  

 16  

.1  

 79  

.34  

 2  

.38  
 7  

.03  
 8  

.00  
 1  

.01  
 7    

   

.48 

1  
.03  

 2  
.0  

 
04  

 
N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

X1 
Pears  

.16  on   

.2  

35  

.4  

 91  
**  

.4  

45  
  *  

.3 

57  

  

.5  

 54  
**  

.2 

83  

  

.4  

74  
**  

.4 

77  
 **  

.4 

95  
 **  

.63  

4**  

  

.52  

 7**  

.48  

 2**  

.29  

 7  

.60  

 6**  

.13  

 4  

1    .70  

7**  

.7  

 02  
**  

  

  
Correl 

ation   

Sig.  
(2tailed) 

.2  

11  

  

.0  

 06  

.0  

 14  

.0  

 53  

.0  

 01  

.1  

 30  

.0  

08  

.0  

 08  

.0  

 05  

.00  

 0  

.00  
 3  

.00  
 7  

.11  
 0  

.00  
 0  

.48  
 
1  

    

.00 

0  
.0  

 
00  

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

X1 
Pears  

.17  on   

.4 

07  
*  

.4  

36  
  *  

.5 

86  
 **  

.4  

26  
  *  

.8 

67  
 **  

.3 

44  

  

.6  

57  
**  

.7 

07  
 **  

.6 

52  
 **  

.54  

3**  

  

.63  

 6**  

.55  

 2**  

.32  

 1  

.52  

 7**  

.39  

 2*  

.70  

 7**  

1    .8  

39  
**  

  

  
Correl 

ation   

Sig.  
(2tailed) 

.0  

26  

  

.0  

 16  

.0  

 01  

.0  

 19  

.0  

 00  

.0  

 62  

.0  

00  

.0  

 00  

.0  

 00  

.00  

 2  

.00  
 0  

.00  
 2  

.08  
 3  

.00  
 3  

.03  
 
2  

.00  

 0  
  

   

.0  

00  

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

TX 
Pears 1  

on   

.5 

00  
**  

.6 

75  
 **  

.6 

93  
 **  

.5 

80  
 **  

.8 

21  
 **  

.5 

94  
 **  

.7 

66  
 **  

.7 

74  
 **  

.7 

58  
 **  

.79  

0**  

  

.78  

 3**  

.75  

 3**  

.49  

 1**  

.75  

 4**  

.50  

 4**  

.70  

 2**  

.83  

 9**  

1   

  
Correl 

ation   

Sig.  
(2tailed) 

.0  

05  

  

.0  

 00  

.0  

 00  

.0  

 01  

.0  

 00  

.0  

 01  

.0  

00  

.0  

 00  

.0  

 00  

.00  

 0  

.00  
 0  

.00  
 0  

.00  
 6  

.00  
 0  

.00  
 
4  

.00  

 0  

.00  
 0    

   

N   30   30   30   30   30   30  30   30   30   30   30   30   30   30   30   30   30   30  

.932     17     



91   

   

   

 

Variabel Direct Marketing   

Pengujian Validitas   

Correlations   

X2.  

   1 

X2.  

 2   

X2.  

3   

X2.  

4   

X2.  

5   

X2.  

6   

X2.  

7   

X2.  

8   

X2.  

9   
X2. 

10   
X2. 

11   
X2. 

12   
X2. 

13   
X2. 

14   

TX  

2   

X2. Pearso  

1   n   

1   .75  

2**  

.56  

 1**  

.57  

 5**  

.54  

 5**  

.60  

 8**  

.42  

  2*  

.28  

  0  

.44  

  7*  

.57  

 2**  

.58  

 7**  

.55  

 6**  

.73  

 0**  

.83  

 2**  

.77  

 1**  

  

Correla 

tion   

Sig.  
(2tailed)  

   .00 

0  
.00  

  1  
.00  

  1  
.00  

  2  
.00  

  0  
.02  

  0  
.13  

  4  
.01  

  3  
.00  

  1  
.00  

  1  
.00  

  1  
.00  

  0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

2   n   

.75  

2**  

1    .66  

0**  

.54  

 0**  

.68  

 2**  

.76  

 0**  

.52  

 8**  

.48  

 5**  

.45  

  9*  

.73  

 2**  

.61  

 2**  

.41  

  6*  

.74  

 9**  

.67  

 4**  

.83  

 1**  

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

0      
.00 

0  
.00  

  2  
.00  

  0  
.00  

  0  
.00  

  3  
.00  

  7  
.01  

  1  
.00  

  0  
.00  

  0  
.02  

  2  
.00  

  0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

3   n   

.56  

1**  

.66  

 0**  

1    .74  

9**  

.70  

 1**  

.67  

 6**  

.60  

 9**  

.50  

 3**  

.20  

  6  

.51  

 8**  

.47  

 8**  

.65  

 4**  

.68  

 8**  

.68  

 8**  

.80  

 8**  

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

1  
.00  

  0      
.00 

0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  5  
.27  

  4  
.00  

  3  
.00  

  8  
.00  

  0  
.00  

  0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

4   n   

.57  

5**  

.54  

 0**  

.74  

 9**  

1    .76  

8**  

.62  

 6**  

.32  

  1  

.71  

 7**  

.37  

  4*  

.66  

 4**  

.52  

 0**  

.71  

 2**  

.68  

 4**  

.75  

 7**  

.82  

 2**  
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Correla 

tion   

Sig.  
(2tailed)  

.00 

1  
.00  

  2  
.00  

  0      
.00 

0  
.00  

  0  
.08  

  3  
.00  

  0  
.04  

  2  
.00  

  0  
.00  

  3  
.00  

  0  
.00  

  0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

5   n   

.54  

5**  

.68  

 2**  

.70  

 1**  

.76  

 8**  

1    .77  

4**  

.51  

 5**  

.60  

 3**  

.54  

 0**  

.65  

 9**  

.59  

 4**  

.64  

 6**  

.79  

 0**  

.79  

 0**  

.88  

 1**  

  

Correla 

tion   

Sig.  
(2tailed)  

.00 

2  
.00  

  0  
.00  

  0  
.00  

  0      
.00 

0  
.00  

  4  
.00  

  0  
.00  

  2  
.00  

  0  
.00  

  1  
.00  

  0  
.00  

  0  
.00  

  0  

.00  

  0  

  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

6   n   

.60  

8**  

.76  

 0**  

.67  

 6**  

.62  

 6**  

.77  

 4**  

1    .69  

9**  

.47  

 6**  

.40  

  2*  

.59  

 8**  

.52  

 3**  

.48  

 3**  

.71  

 0**  

.60  

 4**  

.83  

 6**  

  

Correla 

tion   

Sig.  
(2tailed)  

.00 

0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0      
.00 

0  
.00  

  8  
.02  

  7  
.00  

  0  
.00  

  3  
.00  

  7  
.00  

  0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

7   n   

.42  
2*  

.52  

 8**  

.60  

 9**  

.32  

  1  

.51  

 5**  

.69  

 9**  

1    .19 

0  
.15  

  7  
.20  

  1  
.16  

  9  
.50  

 0**  

.54  

 1**  

.47  

 0**  

.60  

 2**  

  
Correla 

tion   

Sig.  
(2tailed)  

.02 

0  
.00  

  3  
.00  

  0  
.08  

  3  
.00  

  4  
.00  

  0      
.31 

3  
.40  

  8  
.28  

  7  
.37  

  1  
.00  

  5  
.00  

  2  
.00  

  9  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

8   n   

.28 

0  
.48  

 5**  

.50  

 3**  

.71  

 7**  

.60  

 3**  

.47  

 6**  

.19  

  0  

1    .52  

9**  

.72  

 4**  

.43  

  4*  

.40  

  3*  

.56  

 9**  

.37  

  3*  

.65  

 3**  
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Correla 

tion   

Sig.  
(2tailed)  

.13 

4  
.00  

  7  
.00  

  5  
.00  

  0  
.00  

  0  
.00  

  8  
.31  

  3      
.00 

3  
.00  

  0  
.01  

  7  
.02  

  7  
.00  

  1  
.04  

  2  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

9   n   

.44  
7*  

.45  

  9*  

.20  

  6  

.37  

  4*  

.54  

 0**  

.40  

  2*  

.15  

  7  

.52  

 9**  

1    .56  

4**  

.75  

 8**  

.44  

  9*  

.70  

 5**  

.33  

  4  

.61  

 2**  

  
Correla 

tion   

 

Sig.  
(2tailed)  

.01 

3  
.01  

  1  
.27  

  4  
.04  

  2  
.00  

  2  
.02  

  7  
.40  

  8  
.00  

  3      
.00 

1  
.00  

  0  
.01  

  3  
.00  

  0  
.07  

  1  

.00  

  0  

 

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

10  n   

.57  

2**  

.73  

 2**  

.51  

 8**  

.66  

 4**  

.65  

 9**  

.59  

 8**  

.20  

  1  

.72  

 4**  

.56  

 4**  

1    .75  

6**  

.54  

 8**  

.75  

 7**  

.59  

 2**  

.80  

 2**  

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

1  
.00  

  0  
.00  

  3  
.00  

  0  
.00  

  0  
.00  

  0  
.28  

  7  
.00  

  0  
.00  

  1      
.00 

0  
.00  

  2  
.00  

  0  
.00  

  1  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

11  n   

.58  

7**  

.61  

 2**  

.47  

 8**  

.52  

 0**  

.59  

 4**  

.52  

 3**  

.16  

  9  

.43  

  4*  

.75  

 8**  

.75  

 6**  

1    .57  

2**  

.77  

 3**  

.54  

 1**  

.75  

 0**  

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

1  
.00  

  0  
.00  

  8  
.00  

  3  
.00  

  1  
.00  

  3  
.37  

  1  
.01  

  7  
.00  

  0  
.00  

  0      
.00 

1  
.00  

  0  
.00  

  2  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  
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X2. Pearso  

12  n   

.55  

6**  

.41  

  6*  

.65  

 4**  

.71  

 2**  

.64  

 6**  

.48  

 3**  

.50  

 0**  

.40  

  3*  

.44  

  9*  

.54  

 8**  

.57  

 2**  

1    .81  

0**  

.73  

 4**  

.77  

 5**  

  

Correla 

tion   

Sig.  
(2tailed)  

.00 

1  
.02  

  2  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  7  
.00  

  5  
.02  

  7  
.01  

  3  
.00  

  2  
.00  

  1      
.00 

0  
.00  

  0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

13  n   

.73  

0**  

.74  

 9**  

.68  

 8**  

.68  

 4**  

.79  

 0**  

.71  

 0**  

.54  

 1**  

.56  

 9**  

.70  

 5**  

.75  

 7**  

.77  

 3**  

.81  

 0**  

1    .77  

3**  

.93  

 6**  

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  2  
.00  

  1  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0      
.00 

0  

.00  

  0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

X2. Pearso  

14  n   

.83  

2**  

.67  

 4**  

.68  

 8**  

.75  

 7**  

.79  

 0**  

.60  

 4**  

.47  

 0**  

.37  

  3*  

.33  

  4  

.59  

 2**  

.54  

 1**  

.73  

 4**  

.77  

 3**  

1    .83  

8**  
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**. Correlation is significant 

at the 0.01 level (2-tailed).   

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

   
Pengujian Reliabilitas   

   
Reliability Statistics   

Cronbach's Alpha   N of Items   

.948    14  

    

Variabel Keputusan Menabung   

Pengujian Validitas   

   
Correlations   

     
Y.1   Y.2   Y.3   Y.4   Y.5   Y.6   Y.7   Y.8   Y.9   TY   

Y.1  Pearson   
1   .565**   .372*   .722**   .684**   .709**   .616**   .377*   .374*   .762**  

  
Correlation   

Sig. (2-tailed)   
   

.001   .043   .000   .000   .000   .000   .040   .042    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.2  Pearson   
.565**    1   .452*   .554**   .388*   .421*   .577**   .709**   .453*   .727**  

  
Correlation   

Sig. (2-tailed)   .001  
    

.012   .002   .034   .020   .001   .000   .012    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.3  Pearson   
.372*   .452*    1   .240   .487**   .515**   .290   .362*   .568**   .597**  

  
Correlation   

Sig. (2-tailed)   .043   .012  
    

.201   .006   .004   .119   .049   .001    .000  

  
Correla 

tion   

               

Sig.  
(2tailed)  

.00 

0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  9  
.04  

  2  
.07  

  1  
.00  

  1  
.00  

  2  
.00  

  0  
.00  

  0      
.00  

0  

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  

TX  

2   

Pearso  

n   

.77  

1**  

.83  

 1**  

.80  

 8**  

.82  

 2**  

.88  

 1**  

.83  

 6**  

.60  

 2**  

.65  

 3**  

.61  

 2**  

.80  

 2**  

.75  

 0**  

.77  

 5**  

.93  

 6**  

.83  

 8**  

1   

  
Correla 

tion   

Sig.  
(2tailed)  

.00 

0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0  
.00  

  0      

N   30   30   30   30   30   30   30   30   30   30   30   30   30   30   30  
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N   30    30    30    30    30    30    30    30    30    30  

Y.4  Pearson   
.722**   .554**   .240    1   .799**   .691**   .818**   .719**   .512**   .860**  

  
Correlation   

Sig. (2-tailed)   .000   .002   .201  
    

.000   .000   .000   .000   .004    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.5  Pearson   
.684**   .388*   .487**   .799**    1   .783**   .707**   .626**   .520**   .849**  

  
Correlation   

Sig. (2-tailed)   .000   .034   .006   .000  
    

.000   .000   .000   .003    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.6  Pearson   
.709**   .421*   .515**   .691**   .783**    1   .793**   .572**   .503**   .852**  

  
Correlation   

Sig. (2-tailed)   .000   .020   .004   .000   .000  
    

.000   .001   .005    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.7  Pearson   
.616**   .577**   .290   .818**   .707**   .793**    1   .758**   .496**   .872**  

  
Correlation   

Sig. (2-tailed)   .000   .001   .119   .000   .000   .000  
    

.000   .005    .000  

N   30    30    30    30    30    30    30    30    30    30  

Y.8  Pearson   
.377*   .709**   .362*   .719**   .626**   .572**   .758**    1   .698**   .829**  

  
Correlation   

          

Sig. (2-tailed)   .040   .000   .049   .000   .000   .001   .000  
    

.000    .000  
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**. Correlation is significant 

at the 0.01 level (2-tailed).   

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

   

   

Pengujian Reliabilitas   

   
Reliability Statistics   

   
      

Lampiran 2. Identitas Responden   

Jenis Kelamin   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   Laki-Laki   134    42.0    42.0    42.0  

  
Perempuan   185    58.0    58.0    100.0  

Total   319    100.0    100.0  
    

   
Usia   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   21 - 30 Tahun   187    58.6    58.6    58.6  

  
31 - 40 Tahun   71    22.3    22.3    80.9  

41 - 50 Tahun   41    12.9    12.9    93.7  

di atas 50 Tahun   2    .6    .6    94.4  

 
Di bawah 20 tahun   18    5.6    5.6    100.0  

Total   319    100.0    100.0  
    

   
Pendidikan   

   N   
30    30    30    30    30    30    30    30    30    30  

Y.9  Pearson   
.374*   .453*   .568**   .512**   .520**   .503**   .496**   .698**    1   .707**  

  Correlation   

Sig. (2-tailed)   .042   .012   .001   .004   .003   .005   .005   .000  
    

.000  

N   30    30    30    30    30    30    30    30    30    30  

TY  Pearson   
.762**   .727**   .597**   .860**   .849**   .852**   .872**   .829**   .707**    1  

  Correlation   

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

N   30    30    30    30    30    30    30    30    30    30  

Cronbach's Alpha   N of Items   

.920    9  



98   

 

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   S1   
191  

  59.9    59.9    59.9  

  
S2   94    29.5    29.5    89.3  

SMA   34    10.7    10.7    100.0  

Total   319    100.0    100.0  
    

   
Pekerjaan   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   Lainnya   39    12.2    12.2    12.2  

  
Pegawai BUMN   98    30.7    30.7    42.9  

Pegawai Negeri Sipil   47    14.7    14.7    57.7  

Pegawai Swasta   61    19.1    19.1    76.8  

Wiraswasta   74    23.2    23.2    100.0  

Total   319    100.0    100.0  
    

   

Lampiran 3. Analisis Deskriptif   

Variabel Personal Selling   

   
X1.1   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

  
N   54    16.9    16.9    17.2  

S   163    51.1    51.1    68.3  

SS   101    31.7    31.7    100.0  

Total   319    100.0    100.0  
    

   

   
X1.2   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   
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Valid   TS   
2  

  .6    .6    .6  

  
N   65    20.4    20.4    21.0  

S   187    58.6    58.6    79.6  

SS   65    20.4    20.4    100.0  

Total   319    100.0    100.0  
    

   

   

X1.3   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
4  

  1.3    1.3    1.3  

  
N   58    18.2    18.2    19.4  

S   174    54.5    54.5    74.0  

SS   83    26.0    26.0    100.0  

Total   319    100.0    100.0  
    

       
X1.4  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   STS   
1  

  .3    .3    .3  

  
TS   4    1.3    1.3    1.6  

N   64    20.1    20.1    21.6  

S   156    48.9    48.9    70.5  

SS   94    29.5    29.5    100.0  

Total   319    100.0    100.0  
    

   

   
X1.5   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
6  

  1.9    1.9    1.9  



100   

 

  
N   55    17.2    17.2    19.1  

S   171    53.6    53.6    72.7  

SS   87    27.3    27.3    100.0  

Total   319    100.0    100.0  
    

   

   
X1.6   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
5  

  1.6    1.6    1.6  

  
N   54    16.9    16.9    18.5  

S   175    54.9    54.9    73.4  

SS   85    26.6    26.6    100.0  

Total   319    100.0    100.0  
    

       
X1.7  

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
5  

  1.6    1.6    1.6  

  
N   65    20.4    20.4    21.9  

S   162    50.8    50.8    72.7  

SS   87    27.3    27.3    100.0  

Total   319    100.0    100.0  
    

   

   
X1.8   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
4  

  1.3    1.3    1.3  

  
N   58    18.2    18.2    19.4  

S   148    46.4    46.4    65.8  

SS   109    34.2    34.2    100.0  
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Total   319    100.0    100.0  
    

   

   
X1.9   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
1  

  .3    .3    .3  

 
N   54    16.9    16.9    17.2  

  
S   153    48.0    48.0    65.2  

SS   111    34.8    34.8    100.0  

Total   319    100.0    100.0  
    

       
X1.10  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   63    19.7    19.7    21.0  

S   154    48.3    48.3    69.3  

SS   98    30.7    30.7    100.0  

Total   319    100.0    100.0  
    

   

   
X1.11   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   44    13.8    13.8    15.0  

S   162    50.8    50.8    65.8  

SS   109    34.2    34.2    100.0  

Total   319    100.0    100.0  
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X1.12   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   46    14.4    14.4    15.7  

S   151    47.3    47.3    63.0  

SS   118    37.0    37.0    100.0  

Total   319    100.0    100.0  
    

       
X1.13  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   49    15.4    15.4    16.6  

S   148    46.4    46.4    63.0  

SS   118    37.0    37.0    100.0  

Total   319    100.0    100.0  
    

   

   
X1.14   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
2  

  .6    .6    .6  

  
N   56    17.6    17.6    18.2  

S   154    48.3    48.3    66.5  

SS   107    33.5    33.5    100.0  

Total   319    100.0    100.0  
    

   

   
X1.15   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
5  

  1.6    1.6    1.6  
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N   43    13.5    13.5    15.0  

S   168    52.7    52.7    67.7  

SS   103    32.3    32.3    100.0  

Total   319    100.0    100.0  
    

       
X1.16  

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
2  

  .6    .6    .6  

  
N   36    11.3    11.3    11.9  

S   160    50.2    50.2    62.1  

SS   121    37.9    37.9    100.0  

Total   319    100.0    100.0  
    

   

   
X1.17   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
4  

  1.3    1.3    1.3  

  
N   51    16.0    16.0    17.2  

S   163    51.1    51.1    68.3  

SS   101    31.7    31.7    100.0  

Total   319    100.0    100.0  
    

       
Variabel Direct Marketing   

   
X2.1   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

  
N   28    8.8    8.8    9.1  
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S   165    51.7    51.7    60.8  

SS   125    39.2    39.2    100.0  

Total   319    100.0    100.0  
    

   

   
X2.2   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   3    .9    .9    .9  

  
N   47    14.7    14.7    15.7  

S   174    54.5    54.5    70.2  

SS   95    29.8    29.8    100.0  

Total   319    100.0    100.0  
    

   

   

X2.3   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   44    13.8    13.8    15.0  

S   157    49.2    49.2    64.3  

SS   114    35.7    35.7    100.0  

 
Total   319    100.0    100.0  

    

       
X2.4  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   4    1.3    1.3    1.3  

  
N   50    15.7    15.7    16.9  

S   158    49.5    49.5    66.5  

SS   107    33.5    33.5    100.0  

Total   319    100.0    100.0  
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X2.5   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

  
N   51    16.0    16.0    16.3  

S   157    49.2    49.2    65.5  

SS   110    34.5    34.5    100.0  

Total   319    100.0    100.0  
    

   

   
X2.6   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   7    2.2    2.2    2.2  

  
N   44    13.8    13.8    16.0  

S   164    51.4    51.4    67.4  

SS   104    32.6    32.6    100.0  

Total   319    100.0    100.0  
    

       
X2.7  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

 
N   43    13.5    13.5    13.8  

  
S   154    48.3    48.3    62.1  

SS   121    37.9    37.9    100.0  

Total   319    100.0    100.0  
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Valid Percent    

X2.8   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

  
N   36    11.3    11.3    11.6  

S   181    56.7    56.7    68.3  

SS   101    31.7    31.7    100.0  

Total   319    100.0    100.0  
    

   

   
X2.9   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   3    .9    .9    .9  

  
N   55    17.2    17.2    18.2  

S   145    45.5    45.5    63.6  

SS   116    36.4    36.4    100.0  

Total   319    100.0    100.0  
    

       
X2.10  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1    .3    .3    .3  

  
N   42    13.2    13.2    13.5  

S   168    52.7    52.7    66.1  

SS   108    33.9    33.9    100.0  

Total   319    100.0    100.0  
    

   

   

X2.11   

   Cumulative   

    Frequency  
 Percent   Percent   

Valid   N   
35  

  11.0    11.0    11.0  
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S   159    49.8    49.8    60.8  

SS   125    39.2    39.2    100.0  

Total   319    100.0    100.0  
    

   

   
X2.12   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   3    .9    .9    .9  

  
N   38    11.9    11.9    12.9  

S   154    48.3    48.3    61.1  

SS   124    38.9    38.9    100.0  

Total   319    100.0    100.0  
    

       
X2.13  

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   2    .6    .6    .6  

  
N   45    14.1    14.1    14.7  

S   159    49.8    49.8    64.6  

SS   113    35.4    35.4    100.0  

Total   319    100.0    100.0  
    

   

   
X2.14   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   3    .9    .9    .9  

  
N   28    8.8    8.8    9.7  

S   154    48.3    48.3    58.0  

SS   134    42.0    42.0    100.0  
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Total   319    100.0    100.0  
    

       
Variabel Keputusan Menabung   

   
Y.1   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   N   
38  

  11.9    11.9    11.9  

  
S   154    48.3    48.3    60.2  

SS   127    39.8    39.8    100.0  

Total   319    100.0    100.0  
    

   

   
Y.2   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   1  
  .3    .3    .3  

  
N   45    14.1    14.1    14.4  

S   171    53.6    53.6    68.0  

SS   102    32.0    32.0    100.0  

Total   319    100.0    100.0  
    

   

   
Y.3   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   2  
  .6    .6    .6  

  
N   41    12.9    12.9    13.5  

S   166    52.0    52.0    65.5  

SS   110    34.5    34.5    100.0  

Total   319    100.0    100.0  
    

       
   



109   

   

   

 

Y.4   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   N   
32  

  10.0    10.0    10.0  

  
S   177    55.5    55.5    65.5  

SS   110    34.5    34.5    100.0  

Total   319    100.0    100.0  
    

   

   
Y.5   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   
1  

  .3    .3    .3  

  
N   54    16.9    16.9    17.2  

S   140    43.9    43.9    61.1  

SS   124    38.9    38.9    100.0  

Total   319    100.0    100.0  
    

   

   
Y.6   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   
2  

  .6    .6    .6  

  
N   39    12.2    12.2    12.9  

S   170    53.3    53.3    66.1  

SS   108    33.9    33.9    100.0  

Total   319    100.0    100.0  
    

       
   

Y.7   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   
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Valid   TS   
2  

  .6    .6    .6  

  
N   44    13.8    13.8    14.4  

S   161    50.5    50.5    64.9  

SS   112    35.1    35.1    100.0  

Total   319    100.0    100.0  
    

   

   
Y.8   

   

  

Frequency   Percent   Valid Percent   

Cumulative  
Percent   

Valid   TS   
1  

  .3    .3    .3  

  
N   39    12.2    12.2    12.5  

S   146    45.8    45.8    58.3  

SS   133    41.7    41.7    100.0  

 
Total   319    100.0    100.0  

    

   

   
Y.9   

   

  

Frequency   Percent   Valid Percent   
Cumulative  

Percent   

Valid   TS   6    1.9    1.9    1.9  

  
N   29    9.1    9.1    11.0  

S   138    43.3    43.3    54.2  

SS   146    45.8    45.8    100.0  

Total   319    100.0    100.0  
    

   
      

Lampiran 4. Analisis Pengaruh Personal Selling dan Direct Marketing   

terhadap Keputusan Menabung   

   
Model Summaryb   

Model   R   R Square   

Adjusted R  
Square   

Std. Error of the  
Estimate   
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1   .852a    .725    .723    1.92040  

a. Predictors: (Constant), Direct Marketing, Personal Selling   

b. Dependent Variable: Keputusan Menabung   

   

   
ANOVAa   

  
Model   Sum of Squares   df   Mean Square   F   Sig.   

1   Regression   3073.815    2    1536.908    416.739    .000b  

  
Residual   1165.388    316    3.688  

       

Total   4239.204    318  
          

a. Dependent Variable: Keputusan Menabung   

b. Predictors: (Constant), Direct Marketing, Personal Selling   

   

   
Coefficientsa   

 Coefficien

 Standardized Collinearity   

 Model   B  
 Coefficients  Statistics   

     

Std. Error   Beta   

  

Tolerance  VIF   

1   (Constant)   5.376   1.145   
   

4.695   .000   
      

  

Personal   

Selling   

.125   .029   .254   4.302   .000   .249   4.019  

 

Direct   

Marketing   

.407   .039   .622   10.511  .000   .249   4.019  

a. Dependent Variable: Keputusan Menabung   

       
Pengujian Asumsi Normalitas   

   
One-Sample Kolmogorov-Smirnov Test   

Unstandardized   

    Residual   

t   Sig.   
dardized    
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a. Test distribution is Normal.   

b. Calculated from data.   

c. Lilliefors Significance Correction.   

d. Based on 10000 sampled tables with starting seed 2000000.   

   

   

Pengujian Asumsi Multikolinieritas   

   
Coefficientsa   

Collinearity   

Statistics   

  
Tolerance    VIF   

1   (Constant)   
      

  
Personal   

Selling   

.249   4.019  

Direct   

Marketing   

.249   4.019  

a. Dependent Variable: Keputusan Menabung   

       
Pengujian Asumsi Heteroskedastisitas   

   
Coefficientsa   

Model   

 

Unstandardized Coefficients   
Standardized  
Coefficients   

t   Sig.   
B   Std. Error   Beta   

1   (Constant)   2.704    .762  
    

3.546    .000  

N   
    

319  

Normal Parametersa,b   
Mean   

  

.0000000  

  Std. Deviation     
1.91435190  

.064  

.061  

Most Extreme Differences   Absolute   
  

  
Positive   

  

 Negative     
-.064 

.064  

Test Statistic   

    

Asymp. Sig. (2-tailed)       .003c  

Monte Carlo Sig. (2-tailed)   Sig.   
  

.149d  

  99% Confidence Interval   

  

Lower Bound   

.140  

  Upper Bound   .158  

Model    
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Personal Selling   -.003    .019    -.018    -.161    .872  

Direct Marketing   -.018    .026    -.079    -.700    .484  

a. Dependent Variable: ABSRES   

   
   

   
   


