Lampiran 1
Pengaruh Perilaku Konsumen Terhadap Transaksi Berbasis E- Commerce
(Studi pada Mahasiswa Fakultas Ekonomi Universitas Islam Negeri Maulana
Malik Ibrahim Malang)
Kuesioner
A. Ketentuan :
1. Mahasiswa Fakultas Ekonomi UIN-Malang yang masih aktif kuliah.
2. Pernah melakukan Transaksi online .
3. Transaksi online yang dimaksud adalah semua jenis kebutuhan terutama
fashion (Pakaian, Tas, Sepatu dan Aksesoris)
Apabila anda merasa tidak memenuhi kriteria ketiga point diatas,
maka kuesioner ini dapat anda abaikan.
B. Data Responden
Nama PP
Jurusan e

Umur et e et e e e e ete e aaaaraea

Angkatan TP P PP RO PP PR
C. Petunjuk
Mohon dicentang (\) pada kolom jawaban STS, TS, N, S dan SS sesuai
dengan pendapat yang anda fahami, ketahui, dan dirasakan.
STS = sangat tidak setuju; TS =tidak setuju; N  =netral
S = setuju; SS = sangat setuju.

D. Pernyataan

Jawaban
NO Pernyataan

SS | S| N [ TS | STS

1. | Dalam keputusan transaksi online

informasi didapatkan dari keluarga.

2. | Dalam keputusan transaksi online

informasi didapatkan dari teman.




Kelompok jejaring social (facebook,
twetter BBM), memberikan informasi

dalam transaksi online.

4. | Selebritis mempengaruhi keputusan
transaksi dalam belanja online.

5. | Transaksi online menjadi kebiasaan
dalam belanja.

6. | Lingkungan memberi informasi dalam
keputusan transaksi online.

7. | Pria dan wanita berbeda dalam
pengambilan keputusan transaksi online

8. | Pekerjaan menentukan tingkat transaksi
online.

9. | Jumlah pendapatan mempengaruhi
tingkat transaksi online.

10. | Pentingnya amanah dalam melakukan
transaksi online.

11. | Adanya niat baik produsen dalam
transaksi online.

12. | Penting adanya testymoni dalam
melakukan transaksi online.

13. | Tingkat Keamanan (Security) Web Site
yang baik.

14.| Ada keinginan dan kebutuhan melakukan
transaksi online.

15. | Pentingnya kenyamanan dalam transaksi
online.

16. | Puas dengan transaksi online dan akan
mereferensikan jika orang lain ingin.

17. | Karakteristik konsumen mempengaruhi




tingkat Transaksi online.

18.

Meningkatkan minat dan merasa lebih

baik dengan transaksi online

19. | Lebih konsumtif dengan transaksi online

20. | Kesesuaian harga menjadi pertimbangan
dalam melakukan transaksi online.

21. | Potongan harga menjadi pertimbangan
dalam melakukan transaksi online.

22.| Adanya garansi di setiap transaksi
pembelian online.

23. | Adanya kesesuaian produk baik gambar,
warna dan motif dengan tampilan aslinya
dalam transaksi online.

24. | Mempunyai kehandalan produk
dibandingkan produk yang lainnya dalam
transaksi online.

25. | E- commerce memberikan kemudahan
akses dalam bertransaksi.

26. | Transaksi terasa lebih efektif dengan E-
Commerce.

27. | Lebih efisien dalam bertransaksi dengan
akses E-Commerce.

28. | Jaringan komunikasi transaksi E-
commerce semakin hari semakin
meningkat.

29. | Adanya Web Site Resmi yang digunakan

dalam transaksi E- Commerce.

Tanggal : ...




Lampiran 111

X1 Kelompok Acuhan

Distribusi Variabel

Keluarga
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 14 12.1 12.1 12.1
2 57 49.1 49.1 61.2
3 20 17.2 17.2 78.4
4 22 | 19.0 19.0 97.4
5 3 2.6 2.6 100.0
Total 116 | 100.0 100.0
Teman
Valid Cumulative
Frequency |Percent Percent Percent
Valid 1 5 4.3 4.3 4.3
2 11 9.5 9.5 13.8
3 19 16.4 16.4 30.2
4 66 56.9 56.9 87.1
5 15 12.9 12.9 100.0
Total 116 [ 100.0 100.0
Kelompok Maya
Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 9 7.8 7.8 7.8
2 3 2.6 2.6 10.3
3 8 6.9 6.9 17.2
4 42 36.2 36.2 534
5 54 46.6 46.6 100.0
Total 116 [ 100.0 100.0




Selebritis

Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 17 14.7 14.7 14.7
2 38 32.8 32.8 47.4
3 30 25.9 25.9 73.3
il 23 19.8 19.8 93.1
5 8 6.9 6.9 100.0
Total 116 [ 100.0 100.0
X2 BUDAYA
Kebiasaan
Cumulative
Frequency| Percent [Valid Percent| Percent
Valid 1 9 7.8 7.8 7.8
2 40 345 345 42.2
3 44 37.9 37.9 80.2
il 16 13.8 13.8 94.0
5 7 6.0 6.0 100.0
Total 116 [ 100.0 100.0
Lingkungan
Cumulative
Frequency| Percent Valid Percent| Percent
Valid 1 5 4.3 4.3 4.3
2 17 14.7 14.7 19.0
3 25 21.6 21.6 40.5
4 53 45.7 45.7 86.2
5 16 13.8 13.8 100.0
Total 116 [ 100.0 100.0




Jenis Kelamin

Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 4 3.4 3.4 3.4
2 7 6.0 6.0 9.5
3 28 24.1 24.1 33.6
4 57 49.1 49.1 82.8
5 20 17.2 17.2 100.0
Total 116 [ 100.0 100.0
X3 KELAS SOSIAL
Pekerjaan
Cumulative
Frequency | Percent [Valid Percent|  Percent
Valid 1 4 34 3.4 3.4
2 20 17.2 17.2 20.7
3 30 25.9 25.9 46.6
4 43 37.1 37.1 83.6
5 19 16.4 16.4 100.0
Total 116 [ 100.0 100.0
Pendapatan
Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 6 5.2 5.2 5.2
2 14 12.1 12.1 17.2
3 23 19.8 19.8 37.1
4 50 43.1 43.1 80.2
5 23 19.8 19.8 100.0
Total 116 [ 100.0 100.0




X4 KEPERCAYAAN

Amanah
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 2 1.7 1.7 3.4
3 14 12.1 12.1 155
4 34 29.3 29.3 44.8
5 64 55.2 55.2 100.0
Total 116 | 100.0 100.0
Niat Baik Produsen
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 4 34 3.4 34
2 6 5.2 5.2 8.6
3 25 21.6 21.6 30.2
4 44 37.9 37.9 68.1
5 37 31.9 31.9 100.0
Total 116 [ 100.0 100.0
Adanya Testymoni
Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 4 3.4 3.4 5.2
3 19 16.4 16.4 21.6
4 39 33.6 33.6 55.2
5 52 44.8 44.8 100.0
Total 116 [ 100.0 100.0




Keamanan

Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 10 8.6 8.6 10.3
3 14 12.1 12.1 224
4 43 37.1 37.1 59.5
5 47 40.5 40.5 100.0

Total 116 [ 100.0 100.0

X5 KEPRIBADIAN
Keinginan

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 4 3.4 3.4 3.4
2 6 5.2 5.2 8.6
3 38 32.8 32.8 41.4
4 48 41.4 41.4 82.8
5 20 17.2 17.2 100.0

Total 116 | 100.0 100.0

Kenyamanan

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 9 7.8 7.8 9.5
3 16 13.8 13.8 23.3
4 39 33.6 33.6 56.9
5 50 43.1 43.1 100.0

Total 116 | 100.0 100.0




Kepuasan

Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 4 34 3.4 34
2 15 12.9 12.9 16.4
3 42 36.2 36.2 52.6
il 36 31.0 31.0 83.6
5 19 16.4 16.4 100.0
Total 116 [ 100.0 100.0
X6 GAYA HIDUP
Karakteristik Konsumen
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 4 34 3.4 34
2 6 5.2 5.2 8.6
3 27 23.3 23.3 31.9
4 59 50.9 50.9 82.8
5 20 17.2 17.2 100.0
Total 116 [ 100.0 100.0
Minat
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 5 4.3 4.3 4.3
2 26 22.4 22.4 26.7
3 55 47.4 47.4 74.1
4 24 20.7 20.7 94.8
5 6 5.2 5.2 100.0
Total 116 [ 100.0 100.0




Konsumtif

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 9 7.8 7.8 7.8
2 33 28.4 28.4 36.2
3 41 35.3 35.3 71.6
4 21 18.1 18.1 89.7
5 12 10.3 10.3 100.0
Total 116 [ 100.0 100.0
X7 HARGA
Kesesuaian Harga
Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 2 1.7 1.7 3.4
3 17 14.7 14.7 18.1
il 61 52.6 52.6 70.7
5 34 29.3 29.3 100.0
Total 116 [ 100.0 100.0
Potingan Harga
Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 3 2.6 2.6 2.6
2 11 95 9.5 121
3 22 19.0 19.0 31.0
4 57 49.1 49.1 80.2
5 23 19.8 19.8 100.0
Total 116 | 100.0 100.0
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X8 PRODUK

Bergaransi
Cumulative
Frequency | Percent |Valid Percent| Percent
Valid 1 5 4.3 4.3 4.3
2 15 12.9 12.9 17.2
3 30 25.9 25.9 43.1
4 39 33.6 33.6 76.7
5 27 23.3 23.3 100.0
Total 116 | 100.0 100.0
Kesesuaian Produk
Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 8 6.9 6.9 6.9
2 17 14.7 14.7 21.6
3 21 18.1 18.1 39.7
il 35 30.2 30.2 69.8
5 35 30.2 30.2 100.0
Total 116 [ 100.0 100.0
Kehandalan Produk
Cumulative
Frequency| Percent [Valid Percent| Percent
Valid 1 3 2.6 2.6 2.6
2 17 14.7 14.7 17.2
3 52 44.8 44.8 62.1
4 29 25.0 25.0 87.1
5 15 12.9 12.9 100.0
Total 116 [ 100.0 100.0

11



Y E-COMMERCE

Kemudahan

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 2 1.7 1.7 1.7
2 5 4.3 4.3 6.0
3 24 20.7 20.7 26.7
4 59 50.9 50.9 77.6
5 26 22.4 22.4 100.0

Total 116 | 100.0 100.0

Efektif

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 4 34 3.4 34
2 7 6.0 6.0 9.5
3 38 32.8 32.8 42.2
4 48 41.4 41.4 83.6
5 19 16.4 16.4 100.0

Total 116 [ 100.0 100.0

Efisien

Valid Cumulative
Frequency | Percent Percent Percent
Valid 1 3 2.6 2.6 2.6
2 12 10.3 10.3 12.9
3 35 30.2 30.2 43.1
4 55 47.4 47.4 90.5
5 11 95 9.5 100.0

Total 116 [ 100.0 100.0

12



Jaringan Komunikasi

Valid Cumulative
Frequency| Percent Percent Percent
Valid 1 3 2.6 2.6 2.6
2 5 4.3 4.3 6.9
3 27 23.3 23.3 30.2
4 55 47.4 47.4 77.6
5 26 22.4 22.4 100.0
Total 116 | 100.0 100.0
Website Resmi
Valid Cumulative
Frequency| Percent Percent Percent
Valid 2 4 34 3.4 34
3 19 16.4 16.4 19.8
4 61 52.6 52.6 724
5 32 27.6 27.6 100.0
Total 116 [ 100.0 100.0
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Lampiran IV

X1 Kelompok Acuhan

Uji Validitas

Correlations

Keluarga | Teman |Kelompok Maya| Selebritis X1

Keluarga Pearson Correlation 1 N .263 -.042 N 244 N 504

Sig. (2-tailed) .004 .658 .008 .000

N 116 116 116 116 116

Teman Pearson Correlation N .263 1 508" N 447 N 184

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

N 116 116 116 116 116

Kelompok Maya  Pearson Correlation - .508 1 4317 704

042 - ) -

Sig. (2-tailed) .658 .000 .000 .000

N 116 116 116 116 116

Selebritis Pearson Correlation N 244 n 447 231" 1 N .780

Sig. (2-tailed) .008 .000 .000 .000

N 116 116 116 116 116

X1 Pearson Correlation N 504 N 784 204" N .780 1

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

N 116 116 116 116 116

**_Correlation is significant at the 0.01 level (2-tailed).
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X2 Budaya

Correlations

Kebiasaan Lingkungan Jenis kelamin X2
Kebiasaan Pearson Correlation 1 336" 361" 744
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
Lingkungan Pearson Correlation 336" 1 308" 7Y
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
Jenis kelamin Pearson Correlation 361" 308" 1 759
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
X2 Pearson Correlation 744" 775" 759" 1
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
**_Correlation is significant at the 0.01 level (2-tailed).
X3 Kalas Sosial
Correlations
Pekerjaan | Pendapatan X3
Pekerjaan Pearson Correlation 1 162" .85
Sig. (2-tailed) .000 .000l
N 116 116 116
Pendapatan Pearson Correlation 462" 1 .859
Sig. (2-tailed) .000 .000l
N 116 116 116
X3 Pearson Correlation 851" 859”7 1
Sig. (2-tailed) .000 .000
N 116 116 116

**_Correlation is significant at the 0.01 level (2-tailed).
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X4 Kepercayaan

Correlations

Niat Baik Adanya
Amanah Produsen Testymoni | Keamanan X4
Amanah Pearson Correlation 1 365" 474" 218" .682
Sig. (2-tailed) .000 .000 .019 .000
N 116 116 116 116 116
Niat Baik Produsen Pearson Correlation .36§ 1 459" 374" .77*2*
Sig. (2-tailed) .000 .000 .000 .000
N 116 116 116 116 116
Adanya Testymoni Pearson Correlation A74 459" 1 299" 763
Sig. (2-tailed) .000 .000 .001 .000
N 116 116 116 116 116
Keamanan Pearson Correlation .21§ 374" 299" 1 .662
Sig. (2-tailed) .019 .000 .001 .000
N 116 116 116 116 116
X4 Pearson Correlation .682 779" 763" 669" 1
Sig. (2-tailed) .000 .000 .000 .000
N 116 116 116 116 116

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

*, Correlation is significant at the 0.05 level (2-tailed).
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X5 Kepribadian

Correlations

Keinginan Kenyamanan Kepuasan X5
Keinginan Pearson Correlation 1 421" 256" 724
Sig. (2-tailed) .000 .006 .000
N 116 116 116 116
Kenyamanan Pearson Correlation 421" 1 397" .806
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
Kepuasan Pearson Correlation 256" 397" 1 739
Sig. (2-tailed) .006 .000 .000
N 116 116 116 116
X5 Pearson Correlation 7247 806" 739”7 1
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
**_Correlation is significant at the 0.01 level (2-tailed).
X6 Gaya Hidup
Correlations
Karakteristik
konsumen Minat Konsumtif X6
Karakteristik konsumen Pearson Correlation 1 .38§ 207" .743
Sig. (2-tailed) .000 .000 .000]
N 116 116 116 116
Minat Pearson Correlation 384" 1 519" .782
Sig. (2-tailed) .000 .000 .000]|
N 116 116 116 116
Konsumtif Pearson Correlation 407" .513 1 .83Z
Sig. (2-tailed) .000 .000 .000}
N 116 116 116 116
X6 Pearson Correlation 742" .783 837" 1
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116

**_Correlation is significant at the 0.01 level (2-tailed).
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X7 Harga

Correlations

Kesesuaian
Harga Potongan Harga X7
Kesesuaian Harga Pearson Correlation 1 281" .833
Sig. (2-tailed) .000 .000
N 116 116 116
Potongan Harga Pearson Correlation 281" 1 885
Sig. (2-tailed) .000 .000
N 116 116 116
X7 Pearson Correlation 833" 885" 1
Sig. (2-tailed) .000 .000
N 116 116 116
**_Correlation is significant at the 0.01 level (2-tailed).
X8 Produk
Correlations
Kesesuaian Kehandalan
Bergaransi Produk Produk X8
Bergaransi Pearson Correlation 1 595" 559" 823
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
Kesesuaian Produk Pearson Correlation 525" 1 612" 864
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
Kehandalan Produk Pearson Correlation 559" 612" 1 838
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116
X8 Pearson Correlation 823" 864" 838" 1
Sig. (2-tailed) .000 .000 .000
N 116 116 116 116

**_Correlation is significant at the 0.01 level (2-tailed).
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Y E-Commerce

Correlations

Jaringan Website
Kemudahan Efektif | Efisien | komunikasi Resmi Y

Kemudahan Pearson Correlation 1 206 485 204" 245" 751*;
Sig. (2-tailed) Og Og 028 008 ood
N 116 1% 1% 116 116 lé
Efektif Pearson Correlation 620" 1 53.)*7* 290" 132 798*;
Sig. (2-tailed) 000 0(()) 016 159 00(5
N 116 12-3 12-3 116 116 1%
Efisien Pearson Correlation 548" 537 1 293" 279" 809*;
Sig. (2-tailed) 000 0(()) 016 003 006
N 116 1(15 1(15 116 116 1%
ig&nugneilli]asi Pearson Correlation 204" 2.2% 2.3% 1 397" 585*;
Sig. (2-tailed) 028 12 12 000 ood
N 116 12-3 12-3 116 116 1%
Website Resmi Pearson Correlation 245" 3; 722 397" 1 552*;
Sig. (2-tailed) 008 53 Og 000 000.
N 116 12-3 12-3 116 116 1%
Y Pearson Correlation 751" 987 098 585" 550" 1

Sig. (2-tailed) 000 08 08 000 000
N 116 1(15 1(15 116 116 1%

**_Correlation is significant at the 0.01 level (2-

tailed).

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

tailed).
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Lampiran V

Uji Reliabilitas

X1 Kelompok Acuhan

X2 Budaya

X3 Kelas Sosial

X4 Kepercayaan

X5 Kepribadian

X6 Gaya Hidup
Reliability Statistics

Reliability Statistics

Cronbach's
Alpha N of Items
.640 4

Reliability Statistics

Cronbach's
Alpha N of Items
.632 3

Reliability Statistics

Cronbach's
Alpha N of Items
.632 2

Reliability Statistics

Cronbach's
Alpha

N of Items

695

4

Reliability Statistics

Cronbach's
Alpha N of Items
.626 3

Cronbach's
Alpha N of Items
697 3
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X7 Harga
Reliability Statistics

Cronbach's
Alpha N of Items
643 2
X8 Produk
Reliability Statistics
Cronbach's
Alpha N of Items
.789 3

Y E-Commerce
Reliability Statistics

Cronbach's
Alpha N of Items
743 5
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Lampiran VI

1.  Multikolinieritas

Uji Asumsi Regresi

Coefficients®

Standardized
Unstandardized Coefficients| Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 4.672 2.090 2.235 .027
X1 .153 .088 147 1.730 .087 .873 1.146
X2 139 121 .102 1.145 .255 .805 1.242
X3 .075 143 .045 .529 .598 871 1.148
X4 276 101 .250 2.721 .008 754 1.326
X5 274 131 .201 2.088 .039 .687 1.456
X6 .184 121 .138 1.525 .130 776 1.289]
X7 101 .176 .050 573 .568 .830 1.204
X8 .012 102 .011 122 .903 .739 1.353
a. Dependent Variable: Y
2. Heteroskedestisitas
Correlations
X1 X2 X3 X4 X5 X6 X7 X8 Abs_Res
Spearman's rho Correlation i | ) - 017
1 Coefficient 000 2997 168 218" 2677| 2677 124| 135 :
Sig. (2-tailed) ) ) 854
001 072 019 004 004 186 149 )
N j 1 j
16| 16| 16| 16| 18] 18] 18] 16 116
Correlation | ) ) 076
2 Coefficient 2997 .000| 2247 044 2837 3407 2767 127 :
Sig. (2-tailed) . ) ) 419
001 016 640 002 000 003 174 )
N j 1 j
16 16 16 16 16 16 16 16 116
Correlation | 1 ) 027
3 Coefficient 168| 224"| 000 165 053 244 127] .040 :
Sig. (2-tailed) . ) 773
072 016 077 573 008 173 666 ’
N ) 1 j
16 16 16 16 16 16 16 16 116
Correlation | ) ) 108
4 Coefficient 218" 044 165 .000| 2957 o076/ o071 309" :
Sig. (2-tailed) . ] ) 248
019 640 077 001 419 451 001 ’
N ) 1 j
16 16 16 16 16 16 16 16 116
Correlation | ) ) 152
5 Coefficient 267| 283 053] 2957 .000| 4077 3217 417" '
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Sig. (2-tailed) ) ] ) 104
004 002 573 001 000 000 000 )
N j 1 1
16| 16| 16| 16| 16| 18] 16| 16 116
Correlation | ) ) -094
6 Coefficient 2677 3407 244™ o76| 407 .000] 2927 242" .
Sig. (2-tailed) | ) ) 318
004 000 008 419 000 001 009 ’
N j 1 1
16| 16| 16| 16| 16| 18] 16| 16 116
Correlation | ) ] -.005
7 Coefficient 124| 276™| 127 o071 3217 292 .000| 163 .
Sig. (2-tailed) . . 958
186 003 173 451 000 001 081 ’
N ] 1 j
16| 16| 16| 16| 16| 16| 16| 16 116
Correlation | ; ) 021
8 Coefficient 135 127|040 3097 4177 242" 163] .000 :
Sig. (2-tailed) . ) ) 824
149 174 666 001 000 009 081 ’
N j 1 1
16| 16| 16| 16| 16| 16| 16| 16 116
Abs_ Correlation ] ] ] 1.000
Coefficient .017 .076 .027 108 152 .094 .005 021 ’
Sig. (2-tailed) . | )
854 419 773 248 104 318 958 824
N j 1 1 116
16 16 16 16 16 16 16 16
3. Autokorelasi
Model Summary®
Std. Error of the
Model R R Square |Adjusted R Square Estimate Durbin-Watson
1 5672 321 271 2.64005 1.923

a. Predictors: (Constant), X8, X3, X1, X7, X2, X6, X4, X5
b. Dependent Variable: Y
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4, Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual

N 116
Normal Parameters? Mean .0000000]
Std. Deviation 2.5465666

2

Most Extreme Differences Absolute .051
Positive .038

Negative -.051

Kolmogorov-Smirnov Z .548
Asymp. Sig. (2-tailed) .925

a. Test distribution is Normal.
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Lampiran VII

Analisis Regresi dan Korelasi

X2, X6, X4, X5%

OUTPUT
Variables Entered/Removed”
Variables Variables
Model Entered Removed Method
1}X8, X3, X1, X7,
.|Enter

a. All requested variables entered.

b. Dependent Variable: Y

Model Summary

Std. Error
Adjusted R of the
Model R R Square Square Estimate
1 .567% 321 271 2.64005
a. Predictors: (Constant), X8, X3, X1, X7, X2, X6, X4, X5
ANOVA"®
Model Sum of Squares df Mean Square F Sig.
1 Regression 353.285 8 44.161 6.336 .000*
Residual 745.775 107 6.970
Total 1099.060 115

a. Predictors: (Constant), X8, X3, X1, X7, X2, X6, X4, X5

b. Dependent Variable: Y
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Coefficients?

Standardized
Unstandardized Coefficients Coefficients Correlations
Model B Std. Error Beta t Sig. Zero-order | Partial Part
1 (Constant) 4.672 2.090 2.235 .027
X1 .153 .088 147 1.730 .087 313 .165 .138
X2 .139 121 102 1.145 .255 .276 110 .091
X3 .075 .143 .045 .529 .598 181 .051 .042
X4 .276 .101 .250 2.721 .008 .390 .254 217
X5 274 131 .201 2.088 .039 411 .198 .166
X6 .184 121 .138 1.525 .130 .316 146 121
X7 101 .176 .050 573 .568 .256 .055 .046
X8 .012 .102 .011 122 .903 .266 .012 .010
a. Dependent Variable: Y
Mean Masing-masing Variabel
Statistics
X1 X2 X3 X4 X5 X6 X7 X8 Y
N Valid 116 116 116 116 116 116 116 116 116
Missing 0 0 0 0 0 0 0 0 0
Mean 12.9828 9.9655 7.0603| 16.4655| 11.1638 9.6810 7.8017|] 10.5172 18.8707
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10. | 8 Januari 2014 Acc Skripsi 10.
11. | 20 Januari 2014 Sidang Skripsi 11.
12. | 7 Februari 2014 Acc Keseluruhan 12,

Malang, 7 februari 2014
Mengetahui,
Ketua Jurusan

Dr. H. Misbahul Munir, Lc., M.Ei
NIP. 19750707 200501 1 005
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BIODATA PENELITI

Nama Lengkap : Furi Ratna Sari

Tempat, tanggal lahir : Blitar, 10 Oktober 1991

Alamat Asal : Dermosari 002/001- Gadungan- Gandusari- Blitar

Alamat Kos : Jalan Lilin Emas Blok C/269B Areng-areng,
Dadaprejo. Kecamatan Junrejo- Kota Batu

Telepon/Hp : 085755431321

E-mail : furiratnal0@gmail.com

Facebook : Furi Ratna Sari

Pendidikan Formal

2010-2014 : S-1 Manajemen, Fakultas Ekonomi Univarsitas Islam
Negeri Maulana Malik Ibrahim Malang

2009-2010 : D-1 Teknik Informatika, Business Training Center

2006-2009 : MAN Tlogo Gaprang Kanigoro

2003-2006 : MTsN Gandusari

1997-2003 : MI Ma’arif Dermosari

1995-1997 : TK. Al- Hidayah
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