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Lampiran 1. Kuesioner 

KUESIONER PENELITIAN 

“Pengaruh Customer Experience dan Hedonic Shopping Value Terhadap 

Impulse Buying Pada Aplikasi Shopee” 

(Studi Kasus Mahasiswa Angkatan 2021 Fakultas Ekonomi dan Bisnis Universitas 

Muhammadiyah Bengkulu) 

Dengan ini saya mohon kesedian saudara untuk mengisi daftar pernyataan 

dalam daftar kuesioner ini untuk dipergunakan dalam penyelesaian penelitian 

program studi S1 Manajemen di Fakultas Ekonomi dan Bisnis Universitas 

Muhammadiyah Bengkulu. 

Akhir kata, saya ucapkan terima kasih kepada responden yang telah bersedia 

meluangkan waktunya untuk mengisi kuesioner ini. 

A. Identitas Peneliti 

Nama   : Afifah Huda Refiyahya 

NPM   : 2161201130 

Program Studi  : Manajemen 

Fakultas  : Ekonomi dan Bisnis 

Perguruan Tinggi : Universitas Muhammadiyah Bengkulu 

B. Identitas Responden 

Nama     : ………………………………………………..  

Jenis kelamin   : (    ) Laki-laki  (    ) Perempuan   

Usia       : (    ) 17 – 20 Tahun  (    ) 21 – 30 Tahun  

     (    ) > 30 Tahun   



 

 

Pernah melakukan pembelian di Shopee berapa kali:   

 (     ) 2 Kali    (     ) 3 Kali         (     ) Lebih dari 3 kali  

C. Petunjuk Pengisian Jawaban 

Bacalah setiap pernyataan dengan seksama, Berilah tanda ceklis () pada 

salah satu kolom disamping item pernyataan yang dianggap paling benar! 

SS : Sangat Setuju : Di beri bobot 5 

S : Setuju  : Di beri bobot 4 

N : Netral `  : Di beri bobot 3 

TS : Tidak Setuju  : Di beri bobot 2 

STS : Sangat Tidak Setuju : Di beri bobot 1 

D. Daftar Pertanyaan 

1. Customer Experience 

No  Pertanyaan  STS  TS  N S SS  

1  Saya merasa produk di Shopee menarik 

perhatian yang membuat saya melakukan 

pembelian secara spontan 

          

2  Menurut saya penjual di Shopee sangat baik 

dan ramah 

          

3  Menurut saya Shopee memberikan 

kesempatan kepada pelanggan untuk 

memberikan kritik dan saran 

          

4  Menurut saya barang yang diterima sesuai           



 

 

dengan deskripsi penjual  

5  Menurut saya Shopee menyediakan barang 

yang serupa dengan harga yang berbeda 

          

Sumber: Ridho Putra Pratama, 2023 

2. Hedonic Shopping Value  

No  Pertanyaan  STS  TS  N  S  SS  

1  Saya berbelanja di Shopee karena menurut 

saya berbelanja merupakan suatu 

pengalaman yang menyenangkan untuk 

mencoba produk baru  

          

2 Saya merasa mempunyai kenikmatan 

tersendiri saat berbelanja di Shopee dengan 

teman atau kerabat 

          

3  Saya berbelanja di Shopee karena saya ingin 

meredakan stres dan masalah yang sedang 

saya hadapi 

          

4  Saya berbelanja di Shopee untuk melihat 

produk baru yang tersedia 

          

5 Saya merasa berbelanja di Shopee untuk 

orang lain adalah kepuasan diri 

          

6  Saya senang berbelanja di Shopee ketika 

menemukan penawaran menarik seperti 

          



 

 

voucher diskon 

 Sumber: Tarisma Dewi Ramadhani, 2023   

3. Impulse Buying   

No  Pertanyaan  STS  TS  N S  SS  

1  Saya suka membeli produk secara spontan 

di Shopee karena ada promosi yang menarik  

          

2  Beberapa produk, saya beli tanpa adanya 

perencanaan sebelumnya  

          

3  Setiap kali melihat produk dengan model 

yang unik atau terbaru saya langsung 

membelinya tanpa berfikir panjang  

          

4  Saya sering memebeli barang yang ada 

penawaran khusus, meskipun kadang belum 

dibutuhkan  

          

  Sumber: Tarisma Dewi Ramadhani, 2023   

  

 

 

 

 

 

 

 

 



 

 

Lampiran 2. Tabulasi Data 

 
NO CUSTOMER EXPERIENCE (X1) HEDONIC SHOPPING VALUE (X2) IMPULSE BUYING (Y) 

 

X1.1  X1.2 X1.3 X1.4 X1.5 TOTAL X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 TOTAL Y1 Y2 Y3 Y4 TOTAL 

1 4 4 3 5 4 20 5 4 4 4 4 4 25 5 5 4 5 19 

2 5 4 5 3 4 21 4 5 4 3 4 5 25 4 5 3 1 13 

3 4 3 5 3 3 18 4 3 4 3 4 4 22 4 4 3 5 16 

4 4 5 4 4 5 22 4 4 4 4 5 5 26 4 3 4 4 15 

5 3 5 5 3 3 19 4 4 4 4 4 5 25 5 5 5 4 19 

6 4 4 5 5 5 23 5 5 4 5 4 4 27 4 4 4 5 17 

7 4 5 3 4 3 19 4 4 5 4 5 5 27 3 5 5 1 14 

8 5 4 5 3 5 22 5 3 3 5 3 3 22 4 4 5 5 18 

9 4 3 3 5 4 19 3 4 5 4 3 5 24 5 4 4 4 17 

10 4 5 4 4 5 22 4 4 4 4 5 4 25 4 5 5 4 18 

11 4 4 4 4 5 21 4 5 5 5 4 5 28 4 4 5 4 17 

12 4 4 4 4 5 21 4 5 3 4 5 4 25 5 4 4 5 18 

13 5 4 4 5 4 22 4 4 5 4 5 4 26 5 4 4 5 18 

14 1 1 3 1 1 7 1 1 1 2 2 2 9 2 3 2 2 9 

15 5 5 5 4 5 24 4 5 5 5 5 4 28 5 5 3 5 18 

16 3 2 2 2 1 10 3 1 2 1 2 1 10 1 3 3 2 9 

17 4 4 5 4 4 21 4 4 4 4 4 4 24 5 4 4 4 17 

18 4 5 4 5 3 21 3 4 4 5 4 4 24 4 3 4 5 16 

19 5 5 3 5 3 21 4 3 4 5 5 4 25 5 3 3 4 15 

20 4 5 4 4 3 20 4 4 5 5 5 3 26 3 4 4 5 16 

21 5 5 4 4 4 22 4 5 3 3 5 4 24 3 3 4 4 14 

22 5 4 4 5 5 23 5 4 5 4 4 5 27 5 5 3 4 17 

23 4 4 5 4 5 22 5 5 4 5 5 4 28 5 5 4 5 19 

24 4 5 3 4 4 20 5 5 3 5 3 5 26 4 4 5 4 17 



 

 

25 5 4 5 5 4 23 4 4 4 5 4 4 25 4 3 5 5 17 

26 5 4 4 4 5 22 4 5 5 4 5 5 28 4 5 4 2 15 

27 5 5 4 4 5 23 4 4 5 4 4 4 25 4 4 4 4 16 

28 5 5 4 4 5 23 4 4 4 5 4 5 26 2 5 5 3 15 

29 5 2 5 4 2 18 3 3 5 5 4 3 23 4 5 4 4 17 

30 4 4 4 5 5 22 5 5 4 4 4 5 27 5 2 3 3 13 

31 4 5 4 5 5 23 4 3 4 4 3 3 21 3 3 3 3 12 

32 3 4 5 4 5 21 4 5 4 3 3 3 22 5 4 3 4 16 

33 5 3 4 3 4 19 3 4 3 3 2 3 18 4 3 3 4 14 

34 1 3 1 1 2 8 2 2 4 5 5 4 22 3 3 4 4 14 

35 3 5 5 3 3 19 4 4 4 3 4 5 24 3 5 3 4 15 

36 4 5 5 5 4 23 5 5 4 5 5 5 29 4 5 3 5 17 

37 5 5 4 3 4 21 4 4 4 5 5 3 25 3 4 3 4 14 

38 4 4 5 4 4 21 4 5 4 5 4 4 26 4 4 4 5 17 

39 5 5 4 4 5 23 4 4 4 4 5 4 25 4 4 5 4 17 

40 5 5 5 3 3 21 4 1 3 1 1 4 14 3 5 4 5 17 

41 4 4 5 4 5 22 4 4 4 4 4 5 25 4 4 5 5 18 

42 5 5 5 4 3 22 4 3 4 4 5 4 24 4 4 4 5 17 

43 4 4 4 5 4 21 4 4 5 5 4 4 26 5 5 4 4 18 

44 4 4 5 3 4 20 4 4 5 4 5 5 27 4 5 3 5 17 

45 2 4 4 3 4 17 4 4 5 5 4 5 27 5 4 1 2 12 

46 4 4 4 4 5 21 5 4 5 4 4 5 27 5 4 4 5 18 

47 4 4 4 4 5 21 4 5 3 5 3 4 24 5 4 5 4 18 

48 4 5 4 4 5 22 3 4 4 4 4 2 21 5 4 5 4 18 

49 2 3 5 5 3 18 3 3 3 4 4 5 22 3 4 3 3 13 

50 5 4 4 5 4 22 4 5 4 4 4 5 26 5 4 5 4 18 

51 5 5 5 5 4 24 5 5 5 3 4 4 26 4 4 5 4 17 

52 5 4 5 4 4 22 3 5 5 5 4 4 26 5 4 5 5 19 



 

 

53 4 5 4 5 4 22 5 5 3 3 4 4 24 4 4 4 3 15 

54 4 5 4 3 4 20 5 3 3 5 3 4 23 3 4 5 3 15 

55 4 3 5 4 4 20 3 3 3 3 4 5 21 4 4 4 5 17 

56 4 3 5 4 3 19 5 4 4 5 3 3 24 5 1 3 5 14 

57 3 4 5 3 4 19 3 5 5 4 3 3 23 5 3 5 3 16 

58 4 5 5 4 5 23 4 3 3 5 4 4 23 4 3 4 4 15 

59 5 4 4 3 4 20 5 5 5 5 4 5 29 4 5 4 5 18 

60 1 1 2 1 1 6 1 1 1 2 2 2 9 2 2 2 2 8 

61 3 3 5 4 4 19 4 5 5 5 4 3 26 5 4 5 4 18 

62 1 1 1 3 3 9 3 1 2 3 2 3 14 3 3 2 2 10 

63 3 5 4 3 4 19 4 3 4 4 4 5 24 5 4 3 2 14 

64 4 4 3 4 3 18 5 5 3 4 3 4 24 4 5 5 5 19 

65 4 4 4 5 4 21 4 4 4 5 5 5 27 5 5 5 3 18 

66 4 5 4 4 5 22 4 4 5 5 4 5 27 5 4 2 1 12 

67 4 4 3 5 5 21 4 4 3 4 5 5 25 4 4 4 5 17 

68 5 5 4 4 4 22 5 4 4 3 4 4 24 5 4 4 4 17 

69 5 4 5 4 4 22 5 5 4 4 3 4 25 4 4 5 5 18 

70 4 5 3 4 5 21 3 5 5 3 4 3 23 4 3 5 4 16 

71 4 3 5 4 4 20 3 3 3 3 4 5 21 4 4 4 3 15 

72 4 5 5 4 5 23 4 4 4 5 4 5 26 5 5 4 4 18 

73 4 4 3 4 5 20 5 4 4 4 4 5 26 5 4 3 3 15 

74 4 3 5 3 3 18 4 3 4 5 4 5 25 5 3 3 3 14 

75 1 4 3 1 3 12 1 5 5 4 5 5 25 4 5 3 3 15 

76 4 4 4 5 5 22 4 4 4 4 5 5 26 5 4 3 4 16 

77 5 5 4 5 4 23 4 4 5 5 4 4 26 5 5 4 4 18 

78 4 4 3 5 4 20 3 3 5 5 4 5 25 4 4 4 5 17 

79 5 4 5 4 5 23 5 5 4 4 5 3 26 4 4 5 4 17 

80 5 5 4 4 4 22 4 5 4 5 5 4 27 5 5 4 4 18 



 

 

81 4 4 4 4 5 21 4 4 4 4 4 4 24 4 4 4 4 16 

82 4 4 5 5 4 22 3 4 4 4 4 4 23 5 4 4 3 16 

83 5 4 5 4 5 23 5 5 4 4 4 4 26 4 4 4 4 16 

84 5 5 5 5 5 25 5 5 5 5 5 5 30 5 4 5 4 18 

85 3 4 5 4 3 19 4 3 3 4 4 5 23 4 4 3 3 14 

86 3 2 4 2 2 13 3 2 2 2 1 4 14 5 5 5 5 20 

87 4 4 5 5 4 22 4 3 4 4 3 4 22 4 4 4 4 16 

88 4 4 4 4 4 20 3 4 4 4 4 4 23 4 4 4 3 15 

89 5 5 5 5 5 25 5 5 5 5 5 5 30 5 5 5 5 20 

90 4 4 4 4 4 20 3 3 4 4 4 4 22 4 4 4 4 16 

91 3 4 5 5 4 21 4 3 4 4 4 4 23 4 4 4 4 16 

92 5 5 5 5 4 24 4 4 3 3 4 4 22 4 3 4 4 15 

93 4 4 4 4 4 20 3 4 4 4 4 4 23 4 4 4 4 16 

94 4 5 5 5 4 23 4 4 5 5 3 5 26 5 5 5 4 19 

95 4 5 5 5 5 24 4 5 5 5 5 5 29 5 5 5 5 20 

96 3 3 5 5 4 20 3 3 3 3 3 4 19 4 5 4 5 18 

97 5 5 5 5 4 24 5 5 5 5 4 5 29 4 4 5 4 17 

98 3 3 5 4 4 19 3 3 3 3 3 4 19 4 4 4 4 16 

99 4 5 5 5 5 24 4 5 5 5 4 4 27 5 5 5 4 19 

100 5 4 4 5 4 22 4 4 4 4 4 4 24 5 5 5 5 20 

101 5 5 5 5 5 25 5 5 5 5 5 5 30 5 5 5 5 20 

102 5 5 5 5 5 25 5 5 5 5 5 5 30 5 5 5 5 20 

103 4 4 4 4 4 20 4 5 5 4 4 4 26 5 4 4 4 17 

104 5 5 5 5 5 25 5 5 5 5 5 5 30 5 5 5 5 20 

105 3 3 3 3 3 15 3 3 3 3 3 3 18 3 3 3 3 12 

106 5 5 5 5 5 25 5 5 5 5 5 5 30 5 5 5 5 20 

107 4 4 5 5 4 22 4 4 5 4 4 5 26 4 4 4 4 16 

108 3 5 5 4 4 21 4 4 4 5 5 5 27 5 5 5 4 19 



 

 

109 4 5 5 5 4 23 5 5 4 4 4 5 27 4 5 4 5 18 

110 4 5 4 5 5 23 4 4 4 4 4 4 24 4 5 5 4 18 

111 4 5 5 5 3 22 4 5 3 4 4 5 25 5 4 4 3 16 

112 4 4 5 4 4 21 5 5 5 4 4 5 28 5 5 4 5 19 

113 4 4 4 4 4 20 4 4 4 4 5 5 26 4 4 4 5 17 

114 4 5 4 4 5 22 4 4 4 5 4 4 25 5 4 4 4 17 

115 4 4 4 5 4 21 4 4 5 4 4 4 25 4 4 4 5 17 

116 4 4 5 5 4 22 4 5 5 5 4 4 27 5 5 4 4 18 

117 5 4 5 4 4 22 5 4 3 3 3 5 23 4 4 4 4 16 

118 4 4 4 5 5 22 4 4 5 4 3 4 24 4 5 5 4 18 

119 4 4 4 5 4 21 4 5 5 4 5 5 28 4 4 4 5 17 

120 3 3 4 2 4 16 3 4 4 4 4 5 24 5 5 5 3 18 

121 3 2 5 5 4 19 4 4 3 4 4 4 23 5 5 3 4 17 

122 4 4 4 5 4 21 4 3 4 3 4 5 23 4 4 4 4 16 

123 3 4 4 4 4 19 3 3 3 3 4 5 21 5 4 4 3 16 

124 3 3 4 4 4 18 3 3 3 4 4 5 22 4 4 4 4 16 

125 5 5 5 5 5 25 4 4 4 4 4 5 25 4 4 4 4 16 

126 3 3 4 5 4 19 4 3 4 4 3 3 21 4 4 3 5 16 

127 4 4 5 5 5 23 2 3 4 3 4 4 20 5 4 4 4 17 

128 4 4 4 5 4 21 5 5 5 3 5 5 28 4 4 4 5 17 

129 4 5 5 4 4 22 4 4 3 4 4 5 24 4 4 4 4 16 

130 4 4 4 5 5 22 3 4 4 3 4 5 23 4 4 4 5 17 

131 4 4 4 5 3 20 4 4 4 3 4 4 23 4 5 4 4 17 

132 3 3 3 5 3 17 3 4 3 3 4 4 21 4 4 4 5 17 

133 5 4 4 5 5 23 3 3 3 3 4 5 21 4 4 5 4 17 

134 3 4 4 5 3 19 4 4 4 3 4 5 24 4 4 4 5 17 

135 3 4 4 5 5 21 3 3 3 4 4 5 22 4 4 4 4 16 

136 5 5 5 5 4 24 4 4 4 5 5 5 27 5 4 5 5 19 



 

 

137 4 4 4 5 4 21 4 4 5 2 4 5 24 4 4 5 5 18 

138 3 4 4 5 5 21 5 4 4 4 4 5 26 4 4 4 4 16 

139 3 4 4 5 3 19 4 4 4 3 4 4 23 4 4 4 4 16 

140 3 4 4 4 5 20 3 4 4 4 4 4 23 5 5 4 4 18 

141 4 4 4 5 5 22 4 4 5 3 4 4 24 4 5 5 5 19 

142 4 4 5 5 5 23 4 4 4 5 5 5 27 4 4 4 5 17 

143 4 4 5 5 5 23 4 4 4 4 4 5 25 5 4 4 4 17 

144 4 4 5 5 5 23 4 4 4 4 4 5 25 5 5 5 4 19 

145 3 4 4 5 4 20 4 4 4 4 3 5 24 5 5 4 5 19 

146 4 5 4 5 5 23 4 4 5 4 4 4 25 4 4 4 4 16 

147 3 3 4 4 5 19 4 4 4 4 4 4 24 5 4 4 4 17 

148 5 4 4 5 4 22 4 4 5 5 5 4 27 5 5 4 4 18 

149 4 4 4 5 4 21 4 4 5 4 4 5 26 4 4 4 4 16 

150 4 5 4 4 4 21 4 4 3 3 4 4 22 5 5 4 3 17 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Lampiran 3. Uji Instrumen 

 

a. Uji Validitas Customer Experience 

Correlations 

 E01 E02 E03 E04 E05 TOTAL 

E01 Pearson Correlation 1 .388
*
 .431

*
 .240 .133 .598

**
 

Sig. (2-tailed)  .034 .018 .202 .485 .000 

N 30 30 30 30 30 30 

E02 Pearson Correlation .388
*
 1 .494

**
 .211 .272 .733

**
 

Sig. (2-tailed) .034  .006 .263 .145 .000 

N 30 30 30 30 30 30 

E03 Pearson Correlation .431
*
 .494

**
 1 .465

**
 .165 .764

**
 

Sig. (2-tailed) .018 .006  .010 .385 .000 

N 30 30 30 30 30 30 

E04 Pearson Correlation .240 .211 .465
**
 1 .322 .666

**
 

Sig. (2-tailed) .202 .263 .010  .082 .000 

N 30 30 30 30 30 30 

E05 Pearson Correlation .133 .272 .165 .322 1 .581
**
 

Sig. (2-tailed) .485 .145 .385 .082  .001 

N 30 30 30 30 30 30 

TOTAL Pearson Correlation .598
**
 .733

**
 .764

**
 .666

**
 .581

**
 1 

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

N 30 30 30 30 30 30 

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

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

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

b. Uji Validitas Hedonic shopping Value 

 

Correlations 

 HS01 HS02 HS03 HS04 HS05 HS06 TOTAL 

HS01 Pearson Correlation 1 .395
*
 .075 .053 .103 .054 .454

*
 

Sig. (2-tailed)  .031 .693 .781 .588 .778 .012 

N 30 30 30 30 30 30 30 

HS02 Pearson Correlation .395
*
 1 .561

**
 .000 .045 .235 .660

**
 

Sig. (2-tailed) .031  .001 1.000 .812 .211 .000 

N 30 30 30 30 30 30 30 

HS03 Pearson Correlation .075 .561
**
 1 .443

*
 .256 .429

*
 .807

**
 

Sig. (2-tailed) .693 .001  .014 .172 .018 .000 

N 30 30 30 30 30 30 30 

HS04 Pearson Correlation .053 .000 .443
*
 1 .295 .447

*
 .593

**
 

Sig. (2-tailed) .781 1.000 .014  .114 .013 .001 

N 30 30 30 30 30 30 30 

HS05 Pearson Correlation .103 .045 .256 .295 1 .077 .471
**
 

Sig. (2-tailed) .588 .812 .172 .114  .684 .009 

N 30 30 30 30 30 30 30 

HS06 Pearson Correlation .054 .235 .429
*
 .447

*
 .077 1 .602

**
 

Sig. (2-tailed) .778 .211 .018 .013 .684  .000 

N 30 30 30 30 30 30 30 



 

 

TOTAL Pearson Correlation .454
*
 .660

**
 .807

**
 .593

**
 .471

**
 .602

**
 1 

Sig. (2-tailed) .012 .000 .000 .001 .009 .000  

N 30 30 30 30 30 30 30 

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

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

 



 

 

c. Uji Validitas Impulse Buying 

Correlations 

 I01 I02 I03 I04 TOTAL 

I01 Pearson Correlation 1 .256 .385
*
 .293 .642

**
 

Sig. (2-tailed)  .171 .036 .116 .000 

N 30 30 30 30 30 

I02 Pearson Correlation .256 1 .499
**
 .234 .655

**
 

Sig. (2-tailed) .171  .005 .213 .000 

N 30 30 30 30 30 

I03 Pearson Correlation .385
*
 .499

**
 1 .586

**
 .850

**
 

Sig. (2-tailed) .036 .005  .001 .000 

N 30 30 30 30 30 

I04 Pearson Correlation .293 .234 .586
**
 1 .765

**
 

Sig. (2-tailed) .116 .213 .001  .000 

N 30 30 30 30 30 

TOTAL Pearson Correlation .642
**
 .655

**
 .850

**
 .765

**
 1 

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

N 30 30 30 30 30 

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

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

d. Uji Reliabilitas Customer Experience 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.689 5 

 

e. Uji Reliabilitas Hedonic Shopping Value 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.654 6 

 

f. Reliabilitas Impulse Buying 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.705 4 



 

 

Lampiran 4. Uji Asumsi Klasik 

 

a. Uji Normalitas 

 
One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 
Residual 

N 150 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 1.67714437 

Most Extreme Differences Absolute .060 

Positive .055 

Negative -.060 

Test Statistic .060 

Asymp. Sig. (2-tailed) .200
c,d

 

 

a. Test distribution is Normal. 
b. Calculated  from data. 
c. Lilliefors Significance Correction. 
d. This is a lower bound of the true significance. 

 

b. Uji Multikolinearitas 

  

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

Collinearity 

Statistics 

B Std. Error Beta 

Toleranc

e VIF 

1 (Constant) 6.887 1.008  6.835 .000   

X1 .261 .061 .387 4.305 .000 .511 1.957 

X2 .175 .054 .291 3.229 .002 .511 1.957 

a. Dependent Variable: Y 

 

c. Uji Heteroskedastisitas 

 
d. Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.840 .633  4.487 .000 

X1 -.048 .038 -.143 -1.268 .207 

X2 -.023 .034 -.076 -.675 .501 

 

a. Dependent Variable: Abs_RES 

 

 

 

 

 



 

 

Lampiran 5. Analisis Regresi Linear Berganda 

 

a. Uji Persamaan Regresi  

 
Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 6.887 1.008  6.835 .000 

X1 .261 .061 .387 4.305 .000 

X2 .175 .054 .291 3.229 .002 

 
a. Dependent Variable: Y 

 

b. Uji Koefisien Determinasi (R2) 

 
Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .626
a
 .392 .384 1.689 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

a. Predictors: (Constant), X2, X1 



 

 

Lampiran 6. Uji Hipotesis 

 

a. Uji T 

 
Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 6.887 1.008  6.835 .000 

X1 .261 .061 .387 4.305 .000 

X2 .175 .054 .291 3.229 .002 

 
e. Dependent Variable: Y 

 

b. Uji F 

 
    ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 270.151 2 135.075 47.377 .000
b
 

Residual 419.109 147 2.851   
Total 689.260 149    

 
a. Dependent Variable: Y 
b. Predictors: (Constant), X2, X1 

 



 

 

 

Lampiran 7. t tabel 

 


