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LAMPIRAN 

UJI VALIDITAS DAN REABILITAS 

1. Uji Validitas 

Uji Validitas digunakan untuk mengukur valid atau tidaknya suatu 

kuesioner. Kriteria yang digunakan untuk menyatakan suatu instrumen 

dianggap valid atau layak digunakan dalam pengujian hipotesis apabila nilai 

signifikansi < 0.05. jika nilai signifikansi >0.05 maka dinyatakan tidak valid. 

Variabel X  

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 TOTAL_X 

X1.1 

Pearson Correlation 1 ,568** ,519** ,317** ,312** ,256** ,415** ,397** ,462** ,689** 

Sig. (2-tailed) 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.2 

Pearson Correlation ,568** 1 ,604** ,359** ,324** ,297** ,373** ,434** ,523** ,744** 

Sig. (2-tailed) ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.3 

Pearson Correlation ,519** ,604** 1 ,347** ,361** ,305** ,383** ,474** ,529** ,757** 

Sig. (2-tailed) ,000 ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.4 

Pearson Correlation ,317** ,359** ,347** 1 ,650** ,352** ,368** ,250** ,390** ,629** 

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

,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.5 

Pearson Correlation ,312** ,324** ,361** ,650** 1 ,451** ,462** ,244** ,448** ,659** 

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

,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.6 

Pearson Correlation ,256** ,297** ,305** ,352** ,451** 1 ,369** ,286** ,396** ,566** 

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

,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.7 

Pearson Correlation ,415** ,373** ,383** ,368** ,462** ,369** 1 ,384** ,488** ,678** 

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

,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.8 Pearson Correlation ,397** ,434** ,474** ,250** ,244** ,286** ,384** 1 ,492** ,663** 
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Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 
 

,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 

X1.9 

Pearson Correlation ,462** ,523** ,529** ,390** ,448** ,396** ,488** ,492** 1 ,780** 

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

,000 

N 357 357 357 357 357 357 357 357 357 357 

TOTAL_X 

Pearson Correlation ,689** ,744** ,757** ,629** ,659** ,566** ,678** ,663** ,780** 1 

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

N 357 357 357 357 357 357 357 357 357 357 

 

Variabel Y  

Correlations 

 Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Y1.8 Y1.9 Y1.10 Y1.11 Y1.12 TOTAL_Y 

Y1.1 

Pearson Correlation 1 ,619** ,594** ,478** ,404** ,292** ,249** ,366** ,379** ,288** ,311** ,308** ,651** 

Sig. (2-tailed) 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.2 

Pearson Correlation ,619** 1 ,591** ,453** ,385** ,291** ,298** ,467** ,437** ,341** ,305** ,376** ,687** 

Sig. (2-tailed) ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.3 

Pearson Correlation ,594** ,591** 1 ,539** ,300** ,202** ,362** ,525** ,419** ,245** ,208** ,244** ,630** 

Sig. (2-tailed) ,000 ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.4 

Pearson Correlation ,478** ,453** ,539** 1 ,407** ,312** ,266** ,361** ,370** ,367** ,327** ,310** ,643** 

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

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.5 

Pearson Correlation ,404** ,385** ,300** ,407** 1 ,590** ,238** ,330** ,472** ,403** ,419** ,446** ,709** 

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

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.6 

Pearson Correlation ,292** ,291** ,202** ,312** ,590** 1 ,205** ,255** ,332** ,315** ,363** ,433** ,620** 

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

,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.7 

Pearson Correlation ,249** ,298** ,362** ,266** ,238** ,205** 1 ,648** ,470** ,208** ,311** ,221** ,567** 

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

,000 ,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.8 

Pearson Correlation ,366** ,467** ,525** ,361** ,330** ,255** ,648** 1 ,542** ,297** ,352** ,362** ,688** 

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

,000 ,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.9 Pearson Correlation ,379** ,437** ,419** ,370** ,472** ,332** ,470** ,542** 1 ,384** ,375** ,440** ,714** 
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Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 
 

,000 ,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.10 

Pearson Correlation ,288** ,341** ,245** ,367** ,403** ,315** ,208** ,297** ,384** 1 ,433** ,330** ,597** 

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

,000 ,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.11 

Pearson Correlation ,311** ,305** ,208** ,327** ,419** ,363** ,311** ,352** ,375** ,433** 1 ,447** ,642** 

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

,000 ,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

Y1.12 

Pearson Correlation ,308** ,376** ,244** ,310** ,446** ,433** ,221** ,362** ,440** ,330** ,447** 1 ,657** 

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

,000 

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

TOTAL_

Y 

Pearson Correlation ,651** ,687** ,630** ,643** ,709** ,620** ,567** ,688** ,714** ,597** ,642** ,657** 1 

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

N 357 357 357 357 357 357 357 357 357 357 357 357 357 

 

Tabel diatas menunjukkan bahwa seluruh item pertanyaan untuk mengukur 

variabel X dan Y dalam penelitian ini adalah valid. Hal tersebut dibuktikan 

dengan nilai signifikansi <0.05. 

2. Uji Reabilitas 

Pengujian reabilitas untuk menunjukkan seberapa besar suatu instrumen 

dapat dipercaya dan digunakan sebagai alat pengumpul data. metode yang 

digunakan adalah dengan metode Cronbach’s Alpha. Suatu instrumen 

dikatakan reliabel apabila Cronbach’s Alpha> 0.6. Pengujian Reliabilitas data 

kuesioner inimenggunakan aplikasi SPSS 

Variabel X 

Case Processing Summary 

 N % 

Cases 

Valid 357 100,0 

Excludeda 0 ,0 

Total 357 100,0 
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a. Listwise deletion based on all variables in the procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,859 9 

 

 

Item-Total Statistics 

 Scale Mean if Item 

Deleted 

Scale Variance if Item 

Deleted 

Corrected Item-Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

X1.1 29,82 31,683 ,600 ,843 

X1.2 30,13 29,534 ,646 ,838 

X1.3 30,45 28,815 ,654 ,837 

X1.4 29,56 32,443 ,529 ,849 

X1.5 29,58 32,250 ,569 ,846 

X1.6 29,49 33,913 ,475 ,854 

X1.7 29,65 31,435 ,580 ,845 

X1.8 30,25 30,640 ,542 ,849 

X1.9 30,23 28,693 ,688 ,833 

 

 

 
 

Variabel Y 

Case Processing Summary 

 N % 

Cases 

Valid 357 100,0 

Excludeda 0 ,0 

Total 357 100,0 

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

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,871 12 
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Item-Total Statistics 

 Scale Mean if Item 

Deleted 

Scale Variance if Item 

Deleted 

Corrected Item-Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Y1.1 42,59 47,366 ,579 ,860 

Y1.2 42,54 46,952 ,621 ,858 

Y1.3 42,39 48,116 ,561 ,861 

Y1.4 42,63 47,649 ,572 ,861 

Y1.5 43,38 44,748 ,626 ,856 

Y1.6 43,87 45,465 ,509 ,865 

Y1.7 42,81 47,248 ,463 ,867 

Y1.8 42,64 46,887 ,621 ,858 

Y1.9 42,80 46,141 ,647 ,856 

Y1.10 42,81 47,020 ,502 ,864 

Y1.11 43,04 45,678 ,545 ,862 

Y1.12 43,37 44,660 ,552 ,862 

 

Tabel di atas menunjukkan bahwa variabel X dan Y telah memenuhi syarat 

reliabel dengan nilai Cronbach’s Alpha> 0.6 yaitu sebesar 0.859 dan 0.871. 
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UJI NORMALITAS DAN LINEARITAS 

1. Uji normalitas 

Uji Normalitas kolmogorov Smirnov merupakan bagian dari uji asumsi 

klasi. Tujuan uji normalitas untuk mengetahui apakah nilai residual 

berdistribusi normal atau tidak. Model regresi yang baik adalah memiliki 

nilai residual yang berdistribusi normal.  Jika nilai signifikansi > 0.05 

maka nilai residual berdistribusi normal, begitupun sebaliknya. 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 357 

Normal Parametersa,b 
Mean 0E-7 

Std. Deviation 5,31344977 

Most Extreme Differences 

Absolute ,061 

Positive ,061 

Negative -,044 

Kolmogorov-Smirnov Z 1,156 

Asymp. Sig. (2-tailed) ,138 

a. Test distribution is Normal. 

b. Calculated from data. 

 

Tabel diatas menunjukkan nilai sig >0.05 yaitu sebesar 0.138 yang artinya 

nilai residual berdistribusi normal. 

 

2. Uji Linearitas 

Uji linearitas dengan spss untuk mengetahui bentuk hubungan antara 

variabel bebas dan variabel terikat. Dasar pengambilan keputusannya jika 
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nilai sig.deviation from linearity > 0.05 maka terdapat hubungan yang 

liniear antara variabel bebas dengan variabel terikat. 

ANOVA Table 

 Sum of Squares df Mean 

Square 

F Sig. 

TOTAL_Y * TOTAL_X 

Between Groups 

(Combined) 10344,624 25 413,785 15,010 ,000 

Linearity 9418,805 1 9418,805 341,656 ,000 

Deviation from Linearity 925,818 24 38,576 1,399 ,103 

Within Groups 9125,040 331 27,568 
  

Total 19469,664 356 
   

 

Tabel di atas menunjukkan bahwa variabel X dan Y telah memenuhi syarat 

nilai sig.deviation from linearity > 0.05  yaitu sebesar 0.103. 
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