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Appendix 1: Biodata
BIODATA

Personal Identity

Name : Muhammad Sarwan MA

Place, date of birth : Ujung Pandang, July 3, 1999

Female gender : Male

Home Address : Jalan Barukang Raya No.50, Makassar
Home Phone and

Mobile : - 1085322251977

E-mail address : Muhammadsarwan3@gmail.com

Educational Background

A. Formal Education
1. 2003-2005: TK Hang Tuah Makassar
2. 2005-2011: SD Negeri Hang Tuah Makasssar
3. 2011-2014: SMP Islam Athirah Makassar
4. 2014-2017: SMA Negeri 1 Makassar
5. 2018-2022: S1 Manajemen Universitas Hasanuddin

B. Non Formal Education
1. Hasanuddin University Basic Character Study Skill Training
2. Humber Virtual Global Summer School 2021

Achievement History

A. Academic Achievements

Experience
A. Organization
1. Member of the 2018 Hasanuddin University Indonesian Young Entrepreneurs
Association
B. Work

Thus this biodata is actually made.
Makassar, August 2021

Muhammad Sarwan MA
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Appendix 2: Research Questionnaire
RESEARCH QUESTIONNAIRE

Subject: Submission of Statement for Research
To:

Dear responders

| am a student at the Faculty of Economics, Hasanuddin University Makassar
who is conducting research on "The Influence of Product Quality, Brand Image and

life style on Customer Buying Decision of Apple Iphone”

In connection with this, | really hope that you are willing to help me to fill out the
guestionnaire below. The opinions of you (i) are very significant data in determining
the success of this study. For the participation in filling out this questionnaire | thank

you for your attention and cooperation.

Best Regards,

Muhammad Sarwan MA

Researcher
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A. RESPONDENT IDENTITY

Name
Gender
a. Men
b. Woman
Age
Batch
a. 2018
b. 2019
c. 2020
Department

a. Management
b. Accounting

c. Economics

B. RESPONDENT ASSESSMENT

Please give an answer and mark (X) on the number provided according to the
assessment in assessing each statement item.

1 = Strongly Disagree (STS) 3 = Netral (N) 5 = Strongly agree (SS)

2 = Disagree (TS) 4 = Agree (S)



A. Product Quality (Variable X1)
STS | TS SS
No Question
1 2 5

Durability

1 Apple iPhone have good
durability.

2 Apple iPhone perform in long-
term

3 Apple iPhone has a secure
system

Realibility

4 Apple iPhone has good
product reliability

5 Apple iPhone are not easily
damaged.

6 Apple iPhone is made with
good quality materials

Accuracy

7 Apple iPhone has accurate
features.

8 Apple iPhone has interesting
features

9 The information generated by
the iPhone system is accurate

Ease of operation

10 | Apple iPhone easy to
operateas

11 | Apple iPhone has clear user
instructions

12 | Apple iPhone features are
easy to understand

Repair

13 | Apple iPhone has a
guaranteed smartphone repair
warranty

14 | Apple iPhone service center is
easy to find

15 Apple iPhone always offer
adequate after sales service.
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B. Brand Image (Variable X2)
STS | TS SS
No Question
1 2 5

Favourability of brand associations

1 | feel proud when using an
iPhone brand smartphone

2 iPhone smartphone brand is a
brand that is easy to remember

3 iPhone brand is a brand that is
easy to pronounce

Strenght of brand association

4 iPhone brand has a good
reputation

5 iPhone brand smartphone has
an attractive appearance

6 iPhone brand smartphone has
advanced technology

Uniqueness of brand association

7 iPhone brand smartphone has
a unique color

8 iPhone brand smartphone has
its own distinctive design

9 iPhone smartphone brand has
unigue modern design
innovation

C. Lifestyle (Variable X3)
STS | TS SS
No Question
1 2 5

Activities

1 iPhone smartphone has an
important role in my daily
activities

2 iPhone smartphones make it
easier for me to complete
tasks or work

3 iPhone smartphones make me
comfortable in social relations.

Interests

4 iPhone smartphones are more
attractive than other
smartphones.

5 iPhone smartphone support
my education.

6 iPhone smartphones are the
current trend
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Opinions

7

iPhone can increase my
confidence

8 iPhone smartphones are
easier to use than other
smartphones

9 iPhone smartphones

technology provide appropriate
satisfaction

D. Buying Decision (Variable Y)

STS | TS SS
No Question
1 2 5

Problem identification
1 iPhone smartphone fulfill my

telecommunication needs
2 iPhone smartphone features

help me complete my task
3 iPhone smartphone provided

guality that supports the
satisfaction that | need

Information search

4

iPhone product quality
information is easy to find on
the internet

iPhone smartphone have
several advantages and
disadvantages

6

iPhone users reviews are very
useful in providing information

Alternative evaluation

7 Evaluate several existing
smartphone brands other than
iPhone

8 Find out several smartphone
price in some stores

9 Compared the performance of

several smartphones including
the iPhone

Purchase decision

10 Decided to buy an iphone
smartphone after compare with
other brand

11 iPhone smartphone have
superior quality

12 iPhone smartphone quality as

what | expected
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13 iPhone smartphone quality as
advertised

Post-purchase behavior

14 iPhone smartphone quality
satisfied me

15 iPhone is worth the price

16 | will recommend iPhone to

others

57



Appendix 3: Research Data

1. Deskripsi Variabel Buying Decision (Y) Beserta Skor Variabelnya
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Variabel

Pernyataan

Jawaban

SS

TS

STS

(%)

F (%)

(%)

(%)

(%)

Skor Total

Buying

Decision

(¥)

iPhone
smartphone fulfill
my
telecommunication
needs

69%

30%

1%

0%

0%

468

iPhone
smartphone
features help me
complete my task

40%

53%

7%

0%

0%

433

iPhone
smartphone
provided quality
that supports the
satisfaction that |
need

61%

38%

1%

0%

0%

460

1.361

iPhone product
quality information
is easy to find on
the internet

57%

40%

3%

0%

0%

454

iPhone
smartphone have
several
advantages and
disadvantages

53%

42%

5%

0%

0%

448

iPhone users
reviews are very
useful in providing
information

53%

39%

8%

0%

0%

445

1.347

Evaluate several
existing
smartphone
brands other than
iPhone

53%

41%

6%

0%

0%

447

Find out several
smartphone price
in some stores

50%

39%

11%

0%

0%

439

Compared the
performance of
several
smartphones

54%

42%

4%

0%

0%

450

1.336
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including the
iPhone
Decided to buy an
iphone
smartphone after | 5go, | 40% | 1% | 0% | 0% 458
compare with
other brand
iPhone
smartphone have | g495 | 35% | 1% | 0% | 0% 463
superior quality
iPhone 1.843
expected
iPhone
S?ua;ti'?;:ge 5806 | 40% | 2% | 0% | 0% | 456
advertised
iPhone
smartphone
quality satisfied | 63% | 36% | 1% | oo | 0% | 462
me
Iph?r?:;;srigaorth 65% | 32% | 2% | 00 | 19% 460 1.383
| will recommend
iPhone to others | 69% 1% | 4% | 0% | 0% 40l
Total 7270
Rata-Rata 454.38
2. Deskripsi Variabel Product Quality (X1) Beserta Skor Variabelnya
Jawaban
Variabel Pernyataan Skor Total
SS S N TS STS
F o F F F
@) | | (90) | (%) | (%)
Apple iPhone
have good 4% | 47% | 4% | 006 | 0% 445
durability.
Product Quality Apple iPhone 1.357
perform in long- | 53% | 44% | 3% | qop | o | 450 '
(X1) term
Apple iPhone has
apspecure system 63% 1 36% | 1% | g% | 0% 462




453
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Apple iPhone has

good product =

59%

6% 0%

0%

1.364

reliability
Apple iPhone are

not easily

damaged.

47% | 42%

11% | 0%

0%

43

6

Apple iPhone is

made with good 2%

75%

0% | 0%

0%

475

quality materials

Apple iPhone has

accurate features. | 2%

39%

6% | 0%

0%

449

1.356

Apple iPhone has
interesting
features

63%

36%

1% | 0%

0%

462

The information
generated by the
iPhone system is
accurate

54%

37%

9% 0%

0%

445

Apple iPhone easy

to operateas 59%

40%

1% | 0%

0%

458

1.362

Apple iPhone has
clear user
instructions

59%

36% | 5%

0%

0%

454

450

Apple iPhone
features are easy
to understand

54%

42% | 4%

0%

0%

Apple iPhone has
a guaranteed

smartphone 65%

35% | 0%

0%

0%

465

1.321

repair warranty

Apple iPhone

service center is | 4504

40% | 11%

4%

0%

426

easy to find
App|e iPhone
always offer

48%

37% | 12%

3%

0%

adequate after
sales service.

430

6760

Total

450.67

Rata-Rata




3. Deskripsi Variabel Brand Image (X2) Beserta Skor Variabelnya
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Variabel

Pernyataan

Jawaban

SS

TS

STS

(%)

F (%)

(%)

(%)

(%)

Skor
Total

Brand Image

(X2)

I feel proud when
using an iPhone
brand
smartphone

49%

43%

8%

0%

0%

441

iPhone
smartphone
brand is a brand
that is easy to
remember

59%

39%

2%

0%

0%

457

1.332

iPhone brand is a
brand that is easy
to pronounce

48%

38%

14%

0%

0%

434

iPhone brand has
a good reputation

71%

28%

1%

0%

0%

470

iPhone brand
smartphone has

an attractive

appearance

67%

32%

1%

0%

0%

466

1.401

iPhone brand
smartphone has
advanced
technology

66%

33%

1%

0%

0%

465

iPhone brand
smartphone has a
unique color

68%

31%

1%

0%

0%

467

iPhone brand
smartphone has
its own distinctive
design

70%

28%

2%

0%

0%

468

1.398

iPhone
smartphone
brand has unique
modern design
innovation

64%

35%

1%

0%

0%

463

Total

4131

Rata-Rata

459




4. Deskripsi Variabel Lifestyle (X3) Beserta Skor Variabelnya
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Variabel

Pernyataan

Jawaban

SS

TS

STS

(%)

F (%)

(%)

(%)

(%)

Skor Total

Lifestyle

(X3)

iPhone
smartphone has
an important role
in my daily
activities

62%

36%

2%

0%

0%

460

iPhone
smartphones
make it easier for
me to complete
tasks or work

42%

50%

8%

0%

0%

434

1.339

iPhone
smartphones
make me
comfortable in
social relations.

48%

49%

3%

0%

0%

445

iPhone
smartphones are
more attractive
than other
smartphones.

54%

44%

2%

0%

0%

452

iPhone
smartphone
support my
education.

37%

56%

7%

0%

0%

430

1.331

iPhone
smartphones are
the current trend

55%

39%

6%

0%

0%

449

iPhone can
increase my
confidence

45%

46%

9%

0%

0%

436

iPhone
smartphones are
easier to use than
other
smartphones

53%

44%

3%

0%

0%

450

1.350

iPhone
smartphones
technology
provide
appropriate
satisfaction

65%

34%

1%

0%

0%

464

Total

4020

Rata-Rata

446.67




5. Uji Validitas

a.

X1

Correlations
VARDSOST | VAROU0TT | VARTOU0T | AROI0RT | VARE0U0T | VAROU0S | VARG0u0T | VARDU00E | VARGO00S | VARDOOTD  VARGOSTT | VAROSTT | VARGORTT | VARGRGTY T vARGOETS T T
VARQDO01  Pearson Coralation 1 832 556 263 358 93 085 142 207 235 158 188 47 02 088 440
Sig. (2-talled) 000 000 008 oo 003 402 160 038 ne Dag 049 mi 78 7 000
N 100 100 100 10 100 10 100 10 100 100 100 10 100 10 o0 | o
VAROSOT Fearson Goraton | 937 T ] £ ET (] I T EH (G e | o 0 wa | o
Sig. (2tailed) 000 000 005 000 000 187 03 040 o0t Sk 062 004 1.000 502 000
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
WVARODO03  Pearson Comelation 556 533 1 483" a3z 517 Tl 452" a7 387 453 379" A 2817 2387 863
Sig. (2-Mailed) oD 000 000 aon 000 oo 000 oo noo DOD 000 000 003 ma ooo
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
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VARQDQOS  Pearson Corslation 359 348 433 538 1 551 401 15 520 438 368 "5 362 325 m 653
Sig. (2-talled) oo 000 000 000 000 oo oot 000 oo oD 000 000 om 01 000
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VAROW00 Fearson Gormaton | 57 ED o ER = T e o w7 T H T 247 ECMEh
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WVARODOOT  Pearson Correlation DEs 133 ae 518 a0 503 1 768 703 s 656 673 T 453 467 754
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VAROOO08  Pearsan Corrslation 142 EITY a5y 558" ne s 768 1 899 818 58T 585 B0 [ 458 HITS
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Sig (2-tailed) 03% 040 000 000 000 000 000 000 000 000 000 000 000 000 000
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WVARODO11  Pearson Correlation 198 152 453 485 368 450 656 T CTH 616 1 e 636 86 529 781
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VAR00013  Pearson Corelation 47 282 g5 433 362 545 499 610 537 S84 636 502 1 444 363 724
Sig (2-talled) 03 004 000 000 000 000 000 000 000 000 000 000 000 000 000
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VARQDO14  Pearson Corralation 028 000 291 a7 kb 243 453 482 517 432 586 57 444 1 752 669
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N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
WARODO15  Pearson Comelation Das 068 2347 386 323" 276" It 459" 43 456" 529" 548" 383 752" 1 863
Sig. (2Mailed) nr 502 ns 000 001 005 oo 000 oo noo oo 000 000 000 oo
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
Tolalx1 Pearson Correlation A 455" 663 EE 653 684 754 K 785 T Ter EEC EF 56 663 1
Sig. (2-ailed) ooo 000 000 000 000 000 000 000 000 oo o0 000 000 000 oo
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= Consiaton Is sgnicant e ©.01 v (-1ale).
* Garrelation is significant at the .05 leve| (2-tailed).
Correlations
VARDOO16 | VARDDD17 | VAROOOTE | VAROOO1S | VAROOO20 | VARDDOZ1 | VARODDZZ | VAROOOZ3 | VAROOD24 | Totahed
VAROOD16  Pearson Corelation 1 5217 578" 408" 413" EE 403" 408" 3827 658"
Sig. (2-ailed) [ilil] oo 000 [ilil] oo 000 [ilil] oo oo
i 100 100 100 100 100 100 100 100 100 100
VAROOD17  Pearson Correlation 5217 1 438”7 620" 521" 638" B4 636 525" 786"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 oo
i 100 100 100 100 100 100 100 100 100 100
VARDOD18  Pearson Correlation 5797 438" 1 358" ELE 257 408" E 2407 5817
Sig. (2-tailed) il 000 000 002 011 000 000 016 oo
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VARDOD19  Pearson Correlation 405" 629 358 1 918 EEEN 760 756 qo0” N
Sig. (2-tailed) 000 000 000 000 000 000 000 000 oo
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VARDDD20  Pearson Correlation 413" 6217 EI 819" 1 EEEN 774 g0z qo0” 877
Sig. (2-tailed) 000 000 002 000 000 000 000 000 oo
i 100 100 100 100 100 100 100 100 100 100
VARDOD21  Pearson Correlation 3827 638 257 859" EEE 1 837" g24” T21” 873"
Sig. (2-tailed) 000 000 011 000 000 000 000 000 oo
i 100 100 100 100 100 100 100 100 100 100
VARD0022  Pearson Correlation 403" 6417 408" 789" 774" EEL 1 so0” 7617 886
Sig. (2-tailed) 000 000 000 000 000 000 000 000 oo
i 100 100 100 100 100 100 100 100 100 100
VARDOD23  Pearson Correlation 408" 636 357 756 g0z B24” 800" 1 7e0” 882"
Sig. (2-tailed) 000 000 oo 000 000 oo 000 oo oo
i 100 100 100 100 100 100 100 100 100 100
VARDDD24  Pearson Correlation 3827 525 2407 7007 o0 T” 7817 o0 1 788"
Sig. (2-tailed) 000 000 016 000 000 oo 000 000 oo
i 100 100 100 100 100 100 100 100 100 100
Total2 Pearson Correlation 658" 786 LT 869" 877 873" 886 gez” 788" 1
Sig. (2-tailed) 000 000 oo 000 000 oo 000 000 oo
i 100 100 100 100 100 100 100 100 100 100

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

* Correlation is significant at the 0.05 level (2-tailed)
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Correlations
VAROOOZ5 | VAROOOZE | VAROOOZ7 | VAROOOZE | VAROOO2S | VAROOD30 | VAROOD31 | VARODD3Z | VARDDD33 | Total<d
WARDOO25  Pearson Gorrelation 1 445" 545 625 351 485 513 Be5 BE5 73z
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARD0026  Pearson Carrelation 4457 1 e 5457 622" 5137 5737 579 459" 777
Sig. (2-tailed) oo 000 000 oo oo 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARDOOZ7  Pearson Cormelation 5457 718" 1 523" 503" 562" 586 664 548" 787"
Sig. (2-tailed) 000 000 000 000 000 i 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARDOO2E  Pearson Gorrelation 625 5497 523 1 672" e B4E BET 658 847
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARDOD29  Pearson Cormelation 3517 622" 503 672" 1 5827 507 458" 399" 726
Sig. (2-tailed) oo 000 000 000 oo 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
WARDOD30  Pearson Gorrelation 4857 5137 562" 568" 5oz 1 e BE4 547" 792"
Sig. (2-tailed) 000 000 000 000 000 i 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARD0031  Pearson Carrelation ZEN 573 566 846" 507 5487 1 757 560 808"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARDOO3Z  Pearson Cormelation 645 579" 664 667 488" 664 757" 1 646 55
Sig. (2-tailed) oo 000 000 000 oo oo 000 000 000
i 100 100 100 100 100 100 100 100 100 100
VARDOD33  Pearson Gorrelation BB5 PN 548 658 ECEN 547 5607 B4E 1 760
Sig. (2-tailed) 000 000 000 000 000 000 i 000 000
i 100 100 100 100 100 100 100 100 100 100
Totalx3 Pearson Correlation 732" 77T 797" 847 726" 7927 808" 855 760" 1
Sig. (2-tailed) 000 000 000 000 oo 000 000 000 000
i 100 100 100 100 100 100 100 100 100 100
** Correlation is significant atthe 0.01 level (2-tailed).
Correlations
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Sig. (2-talled) .ooo 000 000 000 000 000 000 000 000 000 000 000 000 000 610 000
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
VARQDO39  Pearson Corralation AN 473 614 753 778 1 ril ) 543 i 699 674 643 76 654 a7 154 843
Sig. (2-tailed) oo 000 000 000 000 000 000 000 ooo ooo D00 000 000 000 126 000
N 100 ™ 100 110 100 10 100 1m0 100 100 1 100 110 100 110 o0 | o
VARODO040  Paarson Corratation 508" 370" BT 670 853 770" 1 24" a5 729" 765 632 BET n T 126 s
Sig. (2tailed) oon 000 000 000 000 000 0o ooo oo 000 00D 000 000 000 0 ooo
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
VAROOO41  Pearson Comelafion ECH a2 Er 587 482" 543" 624 1 579 5587 457 ASE ET 49z ErH 110 617
Sig. (2-1ailed) oo 000 000 000 00a 000 000 000 oo 000 o0 000 000 o 274 000
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
VARQOQ42  Pearson Coralation 57 A20 83 752 618 T 845 579 1 72 o9 634 el BBS 385 1398 851
Sig. (Hailed) oo 000 000 000 ooa L) oo 0oo noo 000 oD 000 000 000 168 000
N 100 1 100 10 10 100 100 10 100 100 10 100 10 100 10 00 | 10
WAROO043  Pearsan Corralation 622 352 695 B850 LE] 699 729 559 2 1 an B16 783 Bl 530 091 ELE)
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000 000 000 000 000 i 000
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
VARODO44  Pearson Corralation 700" a3 B0 678 B 674 765 453 708" CEn 1 861 585 823 509 - 050 g
Sig. (2-tailed) oo oot 000 000 000 000 oo 000 ooo ooo 000 000 000 000 618 000
N 100 10 10 110 100 10 100 10 100 100 100 100 110 10 110 e | o
VARQU045  Pearson Comrelafion o are 651 08" 563" 643" 632 456 6347 a6 a6t 1 833" 843" 857 -045 7
Sig. (2-tailed) oo 000 000 000 000 000 oo ooo oo ooo 000 000 000 000 655 000
100 ™ 0 110 10 10 100 100 100 100 10 10 10 10 110 we | o
VAROOO46  Pearsan Corrslation 810 4852 838 e 804~ 728" 867 T HT 783 895 833 1 ns 455" 094 859"
" oo om0 oo om0 100 o0 a0 o 00 oo o0 oo s0n 000 2| oo
N 100 1 100 10 10 10 100 100 100 100 10 100 10 100 10 00 | oo
WAROO047  Pearson Corralation 805 380 729 EEl] 677 854 72 492 LEE) a1 823 843 3 1 819 147 B85
Sig.(2-tailed) 000 000 000 000 000 000 000 000 000 000 000 000 000 000 145 000
N 100 100 100 180 100 10 100 100 100 100 100 100 100 100 100 | w0 | oo
VARODO48  Pearson Corralation 525 216 403 e 380 ETTl a Er 385 530 508 65T 455 B 1 236 593
Sig. (2-tailed) oo 03 000 000 000 000 oo 001 ooo ooo ooo 000 000 000 018 000
N 100 10 10 110 100 10 100 100 100 100 10 100 110 100 10 e | o
WARODO49  Pearson Commelation -7 026 083 098 052 158 126 10 130 ot 050 -Das 094 147 236 1 m
Sig. (2Mailed) BE3 20 409 333 10 126 210 274 168 an 818 655 352 145 08 080
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100
Totalr’ Pearsan Correlation T 5607 86 856 792" CTE 845 & 851 868 [T} BT 850 T 583" 171 1
Sig. (2-ailed) oo 000 000 000 000 000 000 000 000 000 000 000 000 000 000 g0
N 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100

**. Consiation I significant at the 0.01 lavel (2alled).
* Gorrelation is significant atthe 0.05 level (2-tailed)



6. Uji Reliabilitas
X1

Reliability Statistics
Cronbach's
Alpha M of tems
148 15
b. X2
Reliability Statistics
Cronbach's
Alpha M of tems
820 ]
c. X3
Reliability Statistics
Cronbach's
Alpha M of tems
823 g
d. Y
Reliahility Statistics
Cronbach's
Alpha M of tems
b47 16
7. TabelR
N-k = 100- 3 =97 = 0.05:97
g4 .1 6EY 2006 02371 02617 0.A307
05 01680 019946 0.2359 0.2604 0.3290
26 0.1671 0.1986 0.2347 0.2591] 0.3274
97 01663 0.1975 0.2335 0.2578 0.3258
o8 0.1654 01966 0.2324 0.2565 0.3242
29 01646 0.1956 0.2312 0.2552 0.3226
100 01638 0.1946 0.2301 0.2540 03211
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8. Uji Normalitas

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: TotalY
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One-Sample Kolmogorov-Smirnov Test

nstandardiz

ed Residual

M 100
Mormal Parameters™® Mean 0000000
Std. Deviation 4.01147477

Most Extreme Differences  Absolute 070
Positive 070

Megative -.064

Test Statistic 070
Asymp. Sig. (2-tailed) 200%4

a. Test distribution is Maormal.

h. Calculated from data.

c. Lilliefors Significance Correction.

d. This is a lower bound of the true significance.




9. Uji Heteroskedastisitas

Scatterplot
Dependent Variable: TotalY
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10. Uji Regresi berganda, Uji parsial (Uji t) dan Uji Multikolinearitas
Coefficients?
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 4.202 5.512 762 448
TotalX1 241 .073 217 3.302 .001 .845 1.183
TotalX2 480 147 272 3.275 .001 .529 1.889
TotalX3 .806 137 485 5.901 .000 .542 1.845

a. Dependent Variable: TotalY




11. Tabel t
Ttabel (a/2 : n-k-1)=0,05/2 : 100-3-1 = 0,025 : 96
= |25 1. 00D |20 JFats T ) .03
95 1.253 | 1.6eb 1800 | 237d | 2237
06 1.292 1.664 1.888 D 2372 | 2636
o7 1.252 1.664 1.98 231 2635
o8 1.202 1.664 1.887 | 23T 2635
oo 1.292 1.664 1.987 | 2370 | 2.634
100 | 1.282 1.664 1.887 | 2370 | 2833
101 1.202 1.663 1886 | 2360 | 2.633
1M 4 7 1 RART 1 GRR =T~ TR
12. Koefisien Determinasi
Model Summaryb
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 80g® 644 G638 4.07367

a. Predictors: (Constant), Total®3, Total<1, Total<2

h. DependentVariable: Totaly

68



