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Citra Destinasi 0,844
Kepuasan wisatawan 0,583 0,779
s A 0,506 0,623 0,786
Percived Value 0,681 0,662 0,580 0,779
Revisit Intention 0,528 0,561 0,424 0,647 0,819
Cross Loadings

gitra_ _ Kt_apuasan :g;:lr'lt:: Percived Revisi_t

estinasi wisatawan Destinasi Value Intention

DI.11 0,839 0,459 0,442 0,550 0,467
DI.16 0,848 0,523 0,413 0,599 0,424
DSQ.11 0,402 0,466 0,775 0,490 0,400
DSQ.6 0,360 0,534 0,760 0,424 0,299
DSQ.7 0,414 0,481 0,810 0,438 0,308
DSQ.9 0,415 0,476 0,796 0,469 0,323
PV.10 0,534 0,510 0,436 0,783 0,488
PV.11 0,545 0,555 0,528 0,813 0,518
PV.12 0,545 0,508 0,489 0,816 0,526
PV.13 0,493 0,455 0,485 0,786 0,546
PV.14 0,499 0,490 0,452 0,788 0,597
PV.15 0,480 0,413 0,406 0,766 0,508
PV.16 0,487 0,425 0,404 0,753 0,549
PV.17 0,523 0,444 0,390 0,788 0,559
PV.18 0,521 0,457 0,391 0,770 0,563
PV.3 0,542 0,592 0,451 0,719 0,449
PV.4 0,515 0,597 0,459 0,728 0,411
PV.5 0,516 0,589 0,459 0,750 0,448
PV.6 0,530 0,575 0,423 0,764 0,465
PV.7 0,573 0,490 0,443 0,807 0,476
PV.8 0,594 0,558 0,496 0,819 0,486
PV.9 0,587 0,570 0,504 0,809 0,470
RI.2 0,400 0,470 0,362 0,506 0,763
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RIL.3 0,457 0,427 0,375 0,524 0,841
RL.4 0,440 0,463 0,345 0,563 0,860
RL5 0,426 0,448 0,341 0,525 0,866
RI.6 0,404 0,471 0,289 0,486 0,781
RL7 0,462 0,476 0,370 0,568 0,799
TS.2 0,454 0,759 0,468 0,502 0,436
TS.3 0,407 0,803 0,469 0,433 0,413
TS.4 0,408 0,812 0,434 0,496 0,432
TS.5 0,469 0,786 0,496 0,500 0,416
TS.6 0,461 0,801 0,548 0,537 0,461
TS.7 0,461 0,810 0,523 0,557 0,468
TS.8 0,545 0,705 0,461 0,551 0,436
TS.9 0,413 0,750 0,470 0,533 0,423
Rasio Heterotrait-
Monotrait (HTMT)

gitra. : K?puasan :;l;zlr"?: Percived Revisi.t

estinasi wisatawan L. Value Intention
Destinasi
Citra Destinasi
Kepuasan wisatawan 0,790
Percived Value 0,901 0,706 0,664
Revisit Intention 0,720 0,619 0,500 0,695
Collinearity Statistik (VIF)
Nilai Outer VIF
VIF

DI.11 1,219
DI.16 1,219
DSQ.11 1,507
DSQ.6 1,447
DSQ.7 1,758
DSQ.9 1,686
PV.10 2,870
PV.11 3,337
PV.12 3,454
PV.13 2,998
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3,510

3,012

2,512

3,291

2,559

2,900

4,121

4,678

3,125

3,111

3,858

3,864

1,829

2,517

2,760

3,076

1,984

1,993

2,079

2,563

2,439

2,086

2177

2,303

1,695

1,872

Fit_Model

Ringkasan Fit

0,066 0,066
2,863 2,863
1,160 1,160
3319,672 3319,672
0,764 0,764

HASIL OUTPUT SEM PLS BOOTSTRAPING MODEL



Hasil Akhir

Koefisien Jalur
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Mean, STDEV, T-Values,
P-Values
Sampel Rata- Standar T P
Asli (O) rata Deviasi Statistik | Value
Sampel (STDEV) ( s
(M) O/STDE
\'A)]
Citra Destinasi -> 0,177 0,183 0,049 3,631 0,000
Kepuasan wisatawan
Citra Destinasi -> 0,113 0,115 0,060 1,895 0,059
Revisit Intention
Kepuasan wisatawan -> | 0,220 0,219 0,060 3,682 0,000
Revisit Intention
Kualitas layanan 0,331 0,329 0,049 6,803 0,000
Destinasi -> Kepuasan
wisatawan
Kualitas layanan -0,024 -0,024 0,058 0,418 0,676
Destinasi -> Revisit
Intention
Percived Value -> 0,350 0,348 0,050 6,975 0,000
Kepuasan wisatawan
Percived Value -> 0,438 0,439 0,057 7,633 0,000
Revisit Intention
Keyakinan Interval
Sampel Asli Rata-rata | 2.5% 97.5%
(O) Sampel
(M)
Citra Destinasi -> 0,177 0,183 0,080 0,272
Kepuasan wisatawan
Citra Destinasi -> Revisit 0,113 0,115 0,005 0,245
Intention
Kepuasan wisatawan -> 0,220 0,219 0,097 0,332
Revisit Intention
Kualitas layanan 0,331 0,329 0,231 0,413
Destinasi -> Kepuasan
wisatawan
Kualitas layanan -0,024 -0,024 -0,136 0,092
Destinasi -> Revisit
Intention
Percived Value -> 0,350 0,348 0,242 0,441
Kepuasan wisatawan
Percived Value -> Revisit 0,438 0,439 0,322 0,555
Intention
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Keyakinan Interval Bias-
Dikoreksi

Sampel Asli Rata-rata | Bias 2.5%
(O) Sampel
(M)
Citra Destinasi -> 0,177 0,183 0,006 0,071
Kepuasan wisatawan
Citra Destinasi -> Revisit 0,113 0,115 0,002 0,005
Intention
Kepuasan wisatawan -> 0,220 0,219 -0,001 0,094
Revisit Intention
Kualitas layanan 0,331 0,329 -0,002 0,233
Destinasi -> Kepuasan
wisatawan
Kualitas layanan -0,024 -0,024 0,000 -0,137
Destinasi -> Revisit
Intention
Percived Value -> 0,350 0,348 -0,002 0,244
Kepuasan wisatawan
Percived Value -> Revisit 0,438 0,439 0,001 0,317
Intention
HASIL OUTPUT SEM PLS PREDIKSI
Ringkasan Prediksi MV
PLS
RMSE MAE MAPE prediksi
Q2
TS.2 0,770 0,590 19,269 0,305
TS.3 0,771 0,591 19,114 0,251
TS.7 0,638 0,487 15,047 0,366
TS.8 0,629 0,474 13,503 0,348
TS.4 0,805 0,619 21,333 0,267
TS.6 0,637 0,495 14,406 0,367
TS.5 0,712 0,557 17,370 0,322
TS.9 0,662 0,485 14,975 0,312
RI.6 0,741 0,563 17,300 0,236
RI.3 0,631 0,473 12,882 0,286
RL7 0,693 0,538 15,527 0,324
RL5 0,589 0,451 11,719 0,275
RI.2 0,728 0,552 16,584 0,258
RI.4 0,579 0,438 11,255 0,313
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LM
RMSE MAE MAPE prediksi
QZ
TS.2 0,785 0,597 19,225 0,278
TS.3 0,753 0,569 18,206 0,284
TS.7 0,636 0,476 14,513 0,370
TS.8 0,633 0,477 13,483 0,340
TS.4 0,812 0,624 21,250 0,255
TS.6 0,622 0,474 13,653 0,395
TS.5 0,715 0,556 17,287 0,317
TS.9 0,660 0,491 14,801 0,316
RI.6 0,753 0,565 17,377 0,21
RL3 0,639 0,470 12,861 0,269
RI.7 0,697 0,522 15,114 0,316
RI.5 0,598 0,450 11,780 0,251
RI.2 0,744 0,555 16,642 0,226
RI.4 0,577 0,424 10,998 0,317
Ringkasan Prediksi LV
PLS
RMSE MAE prediksi_Q?
Kepuasan wisatawan 0,689 0,525 0,530
Revisit Intention 0,764 0,575 0,423
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Lampiran
OUTPUT HASIL FREWENSI VARIABEL
DSQ.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 5 1.0 1.0 1.0
2 21 42 4.2 5.2
3 142 28.2 28.2 33.3
4 243 48.2 48.2 815
5 93 18.5 18.5 100.0
Total 504 100.0 100.0
DSQ2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 .6 6 .6
1 13 26 26 3.2
2 39 7.7 7.7 10.9
3 103 20.4 20.4 31.3
4 263 52.2 52.2 83.5
5 83 16.5 16.5 100.0
Total 504 100.0 100.0
DSQ3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 12 24 24 24
2 35 6.9 6.9 9.3
3 221 43.8 43.8 53.2
4 176 34.9 34.9 88.1
5 60 11.9 11.9 100.0
Total 504 100.0 100.0




DSQ4

Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 4 8 8 8
2 22 4.4 4.4 5.2
3 90 17.9 17.9 23.0
4 272 54.0 54.0 77.0
5 116 23.0 23.0 100.0
Total 504 100.0 100.0
DSQ5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 12 24 24 24
2 59 11.7 1.7 14.1
3 143 284 28.4 42.5
4 204 40.5 40.5 82.9
5 86 17.1 171 100.0
Total 504 100.0 100.0
DSQ6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 18 3.6 3.6 4.0
3 122 242 242 28.2
4 251 49.8 49.8 78.0
5 111 22.0 22.0 100.0
Total 504 100.0 100.0




DSQ7
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 17 34 34 3.8
3 99 19.6 19.6 23.4
4 254 50.4 50.4 73.8
5 132 26.2 26.2 100.0
Total 504 100.0 100.0
DSQ8
Cumulative
Frequency | Percent [ Valid Percent Percent
Valid 1 1 2 2 2
2 7 1.4 1.4 1.6
3 83 16.5 16.5 18.1
4 232 46.0 46.0 64.1
5 181 35.9 35.9 100.0
Total 504 100.0 100.0
DSQ9
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 21 4.2 4.2 4.8
3 125 24.8 24.8 29.6
4 248 49.2 49.2 78.8
5 107 21.2 21.2 100.0
Total 504 100.0 100.0

DSQ10
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Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 21 4.2 4.2 4.6
3 181 35.9 35.9 40.5
4 212 421 42.1 82.5
5 88 17.5 17.5 100.0
Total 504 100.0 100.0
DSQ11
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 2 4 4 .6
3 56 11.1 11.1 1.7
4 268 53.2 53.2 64.9
5 177 35.1 35.1 100.0
Total 504 100.0 100.0
DI1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 10 2.0 2.0 2.0
4 102 20.2 20.2 22.2
5 392 77.8 77.8 100.0
Total 504 100.0 100.0
DI2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 1 2 2 2
3 20 4.0 4.0 4.2
4 167 33.1 33.1 37.3
5 316 62.7 62.7 100.0
Total 504 100.0 100.0
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DI3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 85 16.9 16.9 16.9
4 168 33.3 33.3 50.2
5 251 49.8 49.8 100.0
Total 504 100.0 100.0
DI4
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 45 8.9 8.9 8.9
4 188 37.3 37.3 46.2
5 271 53.8 53.8 100.0
Total 504 100.0 100.0
DI5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 1 2 2 4
3 62 12.3 12.3 12.7
4 144 28.6 28.6 41.3
5 296 58.7 58.7 100.0
Total 504 100.0 100.0
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D16

Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
3 69 13.7 13.7 13.9
4 156 31.0 31.0 44.8
5 278 55.2 55.2 100.0
Total 504 100.0 100.0
DI7
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 3 .6 6 8
3 29 5.8 5.8 6.5
4 172 34.1 341 40.7
5 299 59.3 59.3 100.0
Total 504 100.0 100.0
DI8
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 4 8 8 1.2
3 72 14.3 14.3 15.5
4 204 40.5 40.5 56.0
5 222 44.0 44.0 100.0
Total 504 100.0 100.0




DI9
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 3 .6 .6 1.0
3 28 5.6 5.6 6.5
4 191 37.9 37.9 44 .4
5 280 55.6 55.6 100.0
Total 504 100.0 100.0
DI10
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 9 1.8 1.8 2.0
3 71 14.1 14.1 16.1
4 240 47.6 47.6 63.7
5 183 36.3 36.3 100.0
Total 504 100.0 100.0
DI11
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 5 1.0 1.0 1.0
3 61 12.1 12.1 13.1
4 233 46.2 46.2 59.3
5 205 40.7 40.7 100.0
Total 504 100.0 100.0
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DI12
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 23 46 4.6 52
3 150 29.8 29.8 34.9
4 195 38.7 38.7 73.6
5 133 26.4 26.4 100.0
Total 504 100.0 100.0
DI13
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 4 8 8 8
2 29 5.8 5.8 6.5
3 131 26.0 26.0 32.5
4 205 40.7 40.7 73.2
5 135 26.8 26.8 100.0
Total 504 100.0 100.0
DI14
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 23 46 4.6 52
3 131 26.0 26.0 31.2
4 221 43.8 43.8 75.0
5 126 25.0 250 100.0
Total 504 100.0 100.0
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DI15
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 13 26 2.6 3.0
3 95 18.8 18.8 21.8
4 220 43.7 43.7 65.5
5 174 345 345 100.0
Total 504 100.0 100.0
DI16
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 6 1.2 1.2 1.6
3 91 18.1 18.1 19.6
4 214 42.5 42.5 62.1
5 191 37.9 37.9 100.0
Total 504 100.0 100.0
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PV1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 19 3.8 3.8 4.2
3 122 242 242 284
4 259 51.4 514 79.8
5 102 20.2 20.2 100.0
Total 504 100.0 100.0
PV2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 25 5.0 5.0 5.6
3 139 27.6 27.6 33.1
4 240 47.6 47.6 80.8
5 97 19.2 19.2 100.0
Total 504 100.0 100.0
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PV3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 19 3.8 3.8 4.0
3 176 34.9 34.9 38.9
4 220 43.7 43.7 82.5
5 88 17.5 17.5 100.0
Total 504 100.0 100.0
PV4
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 20 4.0 4.0 46
3 174 34.5 34.5 39.1
4 230 45.6 45.6 84.7
5 77 15.3 15.3 100.0
Total 504 100.0 100.0
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PV5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 16 3.2 3.2 34
3 174 34.5 34.5 37.9
4 232 46.0 46.0 83.9
5 81 16.1 16.1 100.0
Total 504 100.0 100.0
PV6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 18 3.6 3.6 3.6
3 169 33.5 33.5 371
4 231 45.8 45.8 82.9
5 86 17.1 17.1 100.0
Total 504 100.0 100.0
PV7
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 4 8 8 1.0
3 145 28.8 28.8 29.8
4 245 48.6 48.6 78.4
5 109 21.6 21.6 100.0
Total 504 100.0 100.0




PV38
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 5 1.0 1.0 1.0
3 125 24.8 24.8 25.8
4 248 49.2 49.2 75.0
5 126 25.0 25.0 100.0
Total 504 100.0 100.0
PV9
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 2 4 4 4
3 128 254 254 25.8
4 243 48.2 48.2 74.0
5 131 26.0 26.0 100.0
Total 504 100.0 100.0
PV10
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 7 14 14 1.6
3 119 23.6 23.6 25.2
4 246 48.8 48.8 74.0
5 131 26.0 26.0 100.0
Total 504 100.0 100.0

PV11
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Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 6 1.2 1.2 1.4
3 111 22.0 22.0 234
4 242 48.0 48.0 71.4
5 144 28.6 28.6 100.0
Total 504 100.0 100.0
PV12
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 4 8 8 8
3 103 20.4 20.4 21.2
4 240 47.6 47.6 68.8
5 157 31.2 31.2 100.0
Total 504 100.0 100.0
PV13
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 3 .6 .6 .6
3 73 14.5 14.5 15.1
4 258 51.2 51.2 66.3
5 170 33.7 33.7 100.0
Total 504 100.0 100.0
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PV14
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 3 .6 6 .6
3 66 13.1 13.1 13.7
4 261 51.8 51.8 65.5
5 174 34.5 345 100.0
Total 504 100.0 100.0
PV15
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 3 .6 .6 .6
3 73 14.5 14.5 15.1
4 248 49.2 49.2 64.3
5 180 35.7 35.7 100.0
Total 504 100.0 100.0
PV16
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 2 4 4 .6
3 89 17.7 17.7 18.3
4 235 46.6 46.6 64.9
5 177 35.1 35.1 100.0
Total 504 100.0 100.0
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PV17
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 2 4 4 4
3 73 14.5 14.5 14.9
4 260 51.6 51.6 66.5
5 169 33.5 33.5 100.0
Total 504 100.0 100.0
PV18
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 5 1.0 1.0 1.0
3 86 17.1 171 18.1
4 243 48.2 48.2 66.3
5 170 33.7 33.7 100.0
Total 504 100.0 100.0
PV19
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 4 8 8 8
3 69 13.7 13.7 14.5
4 198 39.3 39.3 53.8
5 233 46.2 46.2 100.0
Total 504 100.0 100.0
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TS1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 7 14 1.4 14
2 27 5.4 5.4 6.7
3 69 13.7 13.7 20.4
4 190 37.7 37.7 58.1
5 21 41.9 41.9 100.0
Total 504 100.0 100.0
TS2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 5 1.0 1.0 1.0
2 36 7.1 7.1 8.1
3 106 21.0 21.0 29.2
4 218 43.3 43.3 724
5 139 27.6 27.6 100.0
Total 504 100.0 100.0
TS3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 4 8 8 8
2 36 7.1 7.1 7.9
3 107 21.2 21.2 29.2
4 236 46.8 46.8 76.0
5 121 24.0 24.0 100.0
Total 504 100.0 100.0
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TS4
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 2 2
1 8 1.6 1.6 1.8
2 42 8.3 8.3 10.1
3 120 23.8 23.8 33.9
4 222 44.0 44.0 78.0
5 111 22.0 220 100.0
Total 504 100.0 100.0
TS5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 2 2
1 3 .6 6 8
2 28 5.6 5.6 6.3
3 117 23.2 23.2 29.6
4 229 454 45.4 75.0
5 126 25.0 250 100.0
Total 504 100.0 100.0
TS6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 4 4 4
1 1 2 2 .6
2 19 3.8 3.8 4.4
3 106 21.0 21.0 254
4 245 48.6 48.6 74.0
5 131 26.0 26.0 100.0
Total 504 100.0 100.0
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TS7
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 20 4.0 4.0 46
3 105 20.8 20.8 254
4 262 52.0 52.0 774
5 114 22.6 226 100.0
Total 504 100.0 100.0
TS8
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 17 34 34 34
3 95 18.8 18.8 222
4 250 49.6 49.6 71.8
5 142 28.2 28.2 100.0
Total 504 100.0 100.0
TS9
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 2 2
1 4 8 .8 1.0
2 14 238 2.8 3.8
3 93 18.5 18.5 222
4 257 51.0 51.0 73.2
5 135 26.8 26.8 100.0
Total 504 100.0 100.0

221



TS10
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 16 3.2 3.2 3.6
3 85 16.9 16.9 20.4
4 221 43.8 43.8 64.3
5 180 35.7 35.7 100.0
Total 504 100.0 100.0
RI1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 5 1.0 1.0 1.0
2 11 22 2.2 3.2
3 62 12.3 12.3 15.5
4 226 44.8 448 60.3
5 200 39.7 39.7 100.0
Total 504 100.0 100.0
RI2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 3 .6 6 .6
2 18 3.6 3.6 4.2
3 83 16.5 16.5 20.6
4 217 43.1 43.1 63.7
5 183 36.3 36.3 100.0
Total 504 100.0 100.0
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RI3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 9 1.8 1.8 2.0
3 59 11.7 11.7 13.7
4 226 44.8 44.8 58.5
5 209 41.5 41.5 100.0
Total 504 100.0 100.0
RI4
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 4 8 8 8
3 58 11.5 11.5 12.3
4 227 45.0 45.0 57.3
5 215 42.7 427 100.0
Total 504 100.0 100.0
RI5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 1 2 2 2
2 2 4 4 .6
3 53 10.5 10.5 11.1
4 226 44.8 44.8 56.0
5 222 44.0 44.0 100.0
Total 504 100.0 100.0
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RI6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 5 1.0 1.0 1.0
2 13 2.6 2.6 3.6
3 94 18.7 18.7 222
4 219 435 43.5 65.7
5 173 34.3 34.3 100.0
Total 504 100.0 100.0
RI7
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 2 4 4 4
2 13 26 2.6 3.0
3 108 214 214 244
4 199 39.5 39.5 63.9
5 182 36.1 36.1 100.0
Total 504 100.0 100.0
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