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Lampiran 1. Kuesioner

KUESIONER PENELITIAN

Assalamualaikum Wr. Wb.

Kepada Yth.
Bapak/Ibu/Saudara/i
Di Tempat

Dalam rangka menyelesaikan Pendidikan Sarjana Manajemen (S.M) pada
Program Studi Manajemen Fakultas Ekonomi dan Bisnis Universitas
Muhammadiyah Bengkulu, Saya yang bertanda tangan di bawah ini:
Nama : Shela Novaliani Dwi Rahmadani
NPM 2261201113
Program Studi : Manajemen
Judul : Pengaruh Sosial Media Marketing dan Product Quality Terhadap

Purchase Intention Kosumen Produk Hawwa passion Bengkulu

Penelitian : Toko Hawwa passion Kota Bengkulu

Sangat mengharapkan Bapak/Ibu/Saudara/i untuk bersedia menjadi
responden dalam penelitian ini. Penelitian ini merupakan salah satu syarat yang
harus dipenuhi untuk mendapatkan gelar Sarjana Manajemen pada Program Studi
Manajemen Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Bengkulu.
Jawaban pernyataan yang Bapak/Ibu/Saudara/i berikan sangat bermanfaat dalam
penyelesaian penelitian ini. Tidak ada jawaban yang salah dan benar atas
pernyataan yang Bapak/lbu/Saudara/i berikan. Saya akan menjamin kerahasian dari
jawaban yang Bapak/lbu/Saudara/i berikan, oleh karena itu saya sangat
mengharapkan kejujuran dari Bapak/Ibu/Saudara/i dalam pengisian kuesioner

penelitian ini. Atas bantuan dan kerjasamanya, saya ucapkan terimakasih.

Wassalamualaikum Wr. Wh.
Hormat Saya

Shela Novaliani Dwi Rahmadani



A. Identitas Responden

1 Nama PP

2 Jenis Kelamin e
a. Laki-laki
b. Perempuan

3 Usia B et tceaan e eaanaaneaaeaannn
a. 15-22 Tahun
b. 23-30 Tahun
c. 31-40 Tahun keatas

4  Pekerjaan e T %
a. Pelajar/Mahasiswa
b. Bekerja

c. Lain-lain



B. Petunjuk Pengisian
Berilah tanda (centang) pada kolom penelitian yang sesuai dengan yang

Bapak/Ibu/Saudara/I alami.

SKOR KETERANGAN
1 Sangat Tidak Setuju (STS)
2 Tidak Setuju (TS)
3 Kurang Setuju (KS)
4 Setuju (S)
5 Sangat Setuju (SS)

1. Pernyataan yang berhubungan dengan Sosial Media Marketing (X1)

No Pernyataan STS | TS | KS | SS S
Saya merasa konten di sosial media
Hawwa passion Bengkulu sangat
menarik dan informatif tentang
kelebihan produk.

Saya merasa konten media sosial
Hawwa passion Bengkulu
mempengaruhi keputusan saya untuk
membeli atau menggunakan produk.
Hawwa passion Bengkulu efektif
menjaga produk untuk tetap berada di
pikiran saya karena konten di media
sosialnya.

Sumber: Aurelia (2025)

2. Pernyataan yang berhubungan dengan Product Quality (X2)

No Pernyataan STS| TS | KS | SS S

1 Produk mampu memenuhi kebutuhan
" | fungsional saya dengan baik.

Produk sesuai dengan spesifikasi atau
2. | standar yang dijelaskan oleh Hawwa
passion Bengkulu.

Menurut saya harga produk di Hawwa
3. | passion sesuai dengan kualitas yang
diberikan.

Sumber.: Aurelia (2025)



3. Pernyataan yang berhubungan dengan Purchase Intention (Y)

No Pernyataan STS| TS | KS | SS

Saya sering mempertimbangkan untuk
membeli produk perawatan diri di

1. | Hawwa passion Bengkulu
dibandingkan dengan produk di tempat
lain.

Saya cenderung lebih

merekomendasikan produk perawatan
2. |diri di Hawwa passion Bengkulu
kepada  teman dan  keluarga
dibandingkan di tempat lain.

Saya merasa harga produk di Hawwa
3. | passion Bengkulu berbanding lurus
dengan kualitas yang saya peroleh.

Sumber. Aurelia (2025)



Lampiran 2. Tabulasi data

Responden

SOSIAL MEDIA MARKETING (X)

XI.1

XI.2

XL.3

3

4

4
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XL.3

XI1.2

XI.1

Responden | SOSIAL MEDIA MARKETING (X))

No

42

43

44
45

46
47
48
49
50
51

52
53

54
55
56
57
58
59
60
61

62

63

64
65

66
67
68
69

70
71

72

73

74
75

76
77
78
79
80
81

82

83




Responden

SOSIAL MEDIA MARKETING (X1)

No

XI.1

XI1.2

XL.3

84

4

3

4

85

86

87

88

89

90

91

92

93

94

95

96
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X2.3

X2.2

X2.1

Responden | PRODUCT QUALITY (X3)

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30

31

32

33
34

35

36
37

38
39
40
41

42




X2.3

X2.2

X2.1

Responden | PRODUCT QUALITY (X3)

No

43
44
45
46
47
48
49
50
51

52

53
54
55
56
57
58
59
60
61

62

63
64
65
66
67
68
69
70
71

72

73
74
75
76
77
78
79
80
81

82

83
84




Responden | PRODUCT QUALITY (X3)
No X2.1 X2.2 X2.3
85 4 5 4
86 4 2 4
87 1 5 5
88 5 4 4
89 4 5 4
920 3 3 4
91 5 3 4
92 4 5 4
93 4 5 4
94 3 3 5
95 2 2 4
96 3 4 4




XL.3

XI1.2

XI.1

Responden | PURCHASE INTENTION (Y)

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
31

32

33
34

35

36
37

38
39
40
41

42




XL.3

XI1.2

XI.1

Responden | PURCHASE INTENTION (Y)

No

43
44
45
46
47
48
49
50
51

52

53
54

55
56
57
58
59
60
61

62

63
64
65
66
67
68
69
70
71

72

73
74

75
76
77
78
79
80
81

82

83
84




Responden | PURCHASE INTENTION (Y)
No XI.1 XI1.2 XI1.3
85 4 4 3
86 3 2 3
87 4 5 5
88 3 4 4
89 4 5 4
920 4 4 5
91 5 4 4
92 3 4 4
93 4 5 4
94 3 2 3
95 4 3 4
96 3 4 3




Lampiran 3. Uji Instrumen

Variabel Item | R Tabel | R Hitung | Keterangan
1 0,361 0,818 Valid
Sosial Media Marketing (X1) 2 0,361 0,854 Valid
3 0,361 0,939 Valid
Variabel Item | R Tabel | R Hitung | Keterangan
1 0,361 0,871 Valid
Product Quality (X2) 2 0,361 0,868 Valid
3 0,361 0,835 Valid
Variabel Item | R Tabel | R Hitung | Keterangan
1 0,361 0,866 Valid
Purchase Intention (Y) 2 0,361 0,918 Valid
3 0,361 0,836 Valid
Hasil Uji Coba Penelitian Reliabilitas
Variabel Cronbach’s Alpha | R Tabel | Keterangan
Sosial Media Marketing (X1) 0,826 0,6 Reliabel
Product Quality (X2) 0,816 0,6 Reliabel
Purchase Intention (Y) 0,843 0,6 Reliabel

a. Uji Validitas Variabel Sosial Media Marketing (X1)

Correlations
X1.1 X1.2 X1.3 X1.TOTAL
X1.1 Pearson Correlation 1 506 696 818"
Sig. (2-tailed) 004 000 000
N 30 30 30 30
X1.2 Pearson Correlation 506 1 696 845
Sig. (2-tailed) .004 000 000
M 30 30 30 30
X1.3 Pearson Correlation 696 696 1 939"
Sig. (2-tailed) .000 000 000
N 30 30 30 30
X1 TOTAL  Pearson Correlation 88 845 8939 1
Sig. (2-tailed) .000 000 000
N 30 30 30 30

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




b. Uji Validitas Variabel Product Quality (X2)

Correlations
X21 x2.2 X2.3 X2.TOTAL
%21 Pearson Correlation 1 612 584 871
Sig. (2-tailed) .000 .001 .000
N 30 30 30 30
X2.2 Pearson Correlation 612" 1 626 868"
Sig. (2-tailed) .000 ooo .000
N 30 30 30 30
X2.3 Pearson Correlation 584 626 1 B35
Sig. (2-tailed) 001 000 .000
N 30 30 30 30
X2TOTAL  Pearson Correlation 871" 868" 835 1
Sig. (2-tailed) .000 .0oo .000
N 30 30 30 30
** Correlation is significant atthe 0.01 level (2-tailed).
c. Uji Validitas Variabel Purchase Intention (Y)
Correlations
YA Y.2 ¥.3 Y.TOTAL
YA Pearson Correlation 1 a7 562 866
Sig. (2-tailed) 000 001 .000
N 30 30 30 30
Y.2 Pearson Correlation 697 1 679 918
Sig. (2-tailed) .000 .000 .000
N 30 30 30 30
Y3 Pearson Correlation 562 679 1 836
Sig. (2-tailed) 001 000 .000
N 30 30 30 30
YTOTAL Pearson Correlation 866 a8 836 1
Sig. (2-tailed) .000 .0oo .000
N 30 30 30 30

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

d. Uji Reliabilitas Variabel Sosial Media Marketing (X1)

Case Processing Summary

N %
Cases Valid 30 100.0
Excluded? 0 0
Total 30 100.0

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

Reliability Statistics
Cronbach's
Alpha N of ltems

826

3




e. Uji Reliabilitas Variabel Product Quality (Xz)

Case Processing Summary

N %
Cases Valid 30 100.0
Excluded?® 0 0
Total 30 100.0

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

Reliability Statistics
Cronbach's
Alpha M of ltems
816 3

f. Uji Reliabilitas Variabel Purchase Intention (Y)

Case Processing Summary

N %
Cases Valid 30 100.0
Excluded® 0 0
Total 30 100.0

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

Reliability Statistics
Cronbach's
Alpha N of ltems

843 3




Lampiran 4. Uji Asumsi Klasik

a. Uji Normalitas

One-Sample Kelmogorov-Smirnov Test

Unstandardize
d Residual
N 96
Mormal Parameters™® Mean 0000000
Std. Deviation | 1,98236295
Muost Extreme Differences  Absolute 076
Positive 047
Negative -076
Test Statistic 076
Asymp. Sig. (2-tailed) 200°¢

a. Test distribution is Normal.

h. Calculated from data

c. Lilliefars Significance Correction.

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

b. Uji Multikolinearitas

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Callinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 5,933 1,489 3,794 000
Sosial Media Marketing 248 108 228 2,261 025 940 1,064
Product Quality 227 099 229 2,295 024 940 1,064
a. Dependent Variable: Purchase Intention
Uji Heteroskedastisitas
Scatterplot
Dependent Variable: Purchase Intention
-
- o
b= o
g
o o @
v < @ @ ® o
e o o o ©
H o @
; ° oo °
- o
o an o
- %@ o @ ENE
5 o ° o @ e e
5 @© ™Y e 5
s 1 o -]
g - .
=4 o o L+ o
g o °
24
= o

T
2

L]
1

T
Q

T
1

Regression Standardized Predicted Value




Lampiran 5. Analisis Regresi Linear Berganda

a. Uji Persamaan Regresi

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Callinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Caonstant) 5,533 1,459 3,794 000
Sosial Media Marketing 248 108 228 2,261 025 940 1,064
Product Quality 227 099 229 2,295 024 940 1,064
a. Dependent Variable: Purchase Intention

b. Uji Koefisien Determinasi (R2)

Model Summary”

Adjusted R Std. Error of
Model R R Sguare Sguare the Estimate
1 3607 ,130 11 2,00357

a. Predictors: (Constant), Product Quality, Sosial Media Marketing
b. Dependent Yariable: Purchase Intention




Lampiran 6. Uji Hipotesis

a. Uji T (Parsial)

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Callinearity Statistics
Model B Std. Error Beta t Sig. Tolerance YIF
1 (Constant) 5,533 1459 3,794 ,000
Sosial Media Marketing 248 108 228 2,261 025 940 1,064
Product Quality 227 099 229 2,295 024 940 1,064
a. Dependent Variable: Purchase Intention
b. Uji F (Simultan)
ANOVA®
Sum of
Model Squares df Mean Square F 5ig.
1 Regression 55,631 2 27,815 6,929 kDDEb
Residual 373,327 93 4,014
Total 428,958 95

a. Dependent Variable: Purchase Intention

b. Predictors: {Constant), Product Quality, Sosial Media Marketing




Lampiran 7. R Tabel

| [Tosaf Signifikan| |Taraf Signifikan| = Taraf Signifikan

5% | 1% 5% | 1% 5% | 1%
3 | 0,097 | 0,999 |27] 0,381 | 0,487 |55| 0.266 | 0345
4| 0950 | 0990 |28] 0,374 | 0478 |60| 0,254 | 0,330
5 | 0878 | 0959 |29| 0367 | 0,470 [65| 0244 | 0,317
6| 0811 | 0917 |30 0361 | 0463 70| 0235 | 0306
7 | 0754 | 0,874 |31] 0355 | 0436 |75| 0,227 | 029
8| 0707 | 0834 |32| 0349 | 0,449 |80| 0220 | 0286
9 | 0,666 | 0,798 |33| 0,344 | 0442 85| 0213 | 0278
10| 0,632 | 0,765 |34| 0,339 | 0,436 |90| 0,207 | 0.270




Lampiran 8. T Tabel

df 0,08 10,025 | df [ 0,058 [0,025 df [ 0,05 [0,0238 df [ 0,05 [0,025
1 6314 | 12.706 53 | 1.674 | 2.006 105 | 1.659 | 1983 157 | 1.655 | 1975
p] 3920 | 4.303 4 [ 1674 | 2005 106 | 1659 | 1083 158 | 1.655 | 1975
3 3353 | 3.182 55 | 1.673 | 2004 107 | 1659 | 1982 139 | 1654 [1975
] 21322776 56 | 1673 | 2003 108 | 1.659 [ 1982 160 | 1654 | 1975
5 3015 | 2571 57 | 1.672 | 2.002 109 | 1.659 | 1982 161 | 1654 | 1975
6 1943 | 2447 58 | 1672 | 2002 110 | 1.659 [ 1983 162 | 1654 [ 1975
7 1.895 | 2.365 59 | 1.671 | 2.001 111 | 1639 | 1982 163 | 1654 | 1975
g 1.860 | 2.306 60 [ 1.671 | 2000 112 | 1.659 | 1981 164 | 1654 | 1975
9 1833 | 2262 61 | 1.670 | 2.000 113 | 1658 | 1981 165 | 1.654 | 1974
10 | 1.812 [ 2228 62| 1670 [ 1999 114 | 1658 | 1.981 166 | 1654 | 1974
11| 17962301 63 | 1.669 | 1998 115 | 1658 | 1981 167 | 1654 | 1974
12 | 1.782 | 2179 64 | 1669 | 1998 116 | 1.658 | 1981 168 | 1654 | 1974
13 | 1.771 | 2160 65 | 1.669 | 1997 117 | 1.658 | 1.980 169 | 1.654 | 1974
14 | 1761 | 2145 66 | 1668 | 1997 118 | 1658 | 1.980 170 | 1654 | 1974
15 | 1.753 | 2.131 67 | 1.668 | 1996 119 | 1.658 | 1.980 171 | 1654 [ 1974
16 | 1.746 | 2.120 68 | 1668 | 1995 120 | 1.658 | 1980 172 | 1654 | 1974
17 | 1740 | 2.110 69 [ 1667 | 1995 121 | 1.638 | 1080 173 (1633 [1974 |
8 T38| 2101 70 [ 1687 | 1994 | 133 | 1637 | 1.080 | T/ [1633 (1973 |
o [T [2 T | 1.687 | 1993 | 133 [ 1637|1070 | T | 1654 [1971F |
(30 | 1.723 | 2.086 | 72| 1666 | 1993 | 124 | 1637 | 1979 | 1653 | 1973 |
31 | 1.721 | 2.080 | 73 | 1.666 | 1993 | 135 | 1657|1079 | 177 1653 [1973
3 | 1717|2074 74| 1.666 | 1993 | 136 | 1657|1979 | 178 | 1653 [ 1973 |
23 | 1.714 | 2.069 | 75 | 1.665 | 1992 | 127 | 1657|1979 | 179 [ 1633 [1973 |
W | TNT 3063 78 | 1.685 | 1997 | 138 [ 1637 [ 1979 | 180 | 1.653 [ 1973 |
35 | 1.708 | 2. 77| 1665 | 1991 | 129 [ 1657|1979 | 181 [ 1633 [1973
36 | 1.706 | 2.036 78 | 1.665 | 1991 | 130 | 1637|1978 183 (1633 [1973 |
37 | 1.703 | 2053 9 [ 1.664 | 1990 | 37 [ 1637|1078 | 183 [ 1654 [1973 |
(38 | 1.701 | 2.048 | 80 | 1.664 | 1990 | 132 | 1636 | 1978 183 [ 1633 [1973 |
39 | 1699 | 2043 81 [ 1663 | 1.990 | 133 | 1636 | 1978 183 | 16353 1973
30 | 1697 | 2.042 T | 1664 | 1989 | 133 | 1636|1078 | 186 [ 1633 [1973 |
31 | 1.696 | 2040 53 | 1663 | 1989 | 135 | 1.656 | 1978 | 187 | 16353 1973
33 | 1.694 | 2037 B4 | 1663 | 1980 | 136 | 16356 | 1078 | 188 [ 1633 [1973 |
33 | 1692 | 2033 85 | 1.663 | 1988 | 137 | 1636|1977 189 (1654 [1973 |
33 | 1.601 | 2032 $6 | 1663 | 1988 | 138 | 1636 | 1977 190 | 1633 | 1973 |
35 | 1.690 | 2.030 87 | 1665 | 1988 | 130 [ 1656 | 1977 19T | 1633 [1972 |
36 | 1688 | 2. 8% | 1.662 | 1987 | 140 | 1636 | 1977 (192 | 1633 [1972 |
37 [ 1687|2036 89 | 1.660 | 1987 | a1 | 1636 [ 1977 O3 (1653 [1970 |
38 | 1.686 | 2024 90 | 1.660 | 1987 | 147 | 1636 | 1077 93 [1633 (1972 |
39 | 1685 | 2023 91T | 1.66) | 1986 | 143 [ 1636|1977 195 (1653 [1972 |
30 | 1.684 | 2.021 93 | 1.660 | 1986 | 133 | 16356 | 1977 196 | 1633 [1972 |
a1 | 1683 | 2020 93 | 1.681 | 1986 | T35 [ 1655 | 1976 | 197 [ 1633 [1972 |
4 | 1682|2018 95 | 1661 | 1986 | 136 | 1635 | 1976 198 | 1633 | 1972 |
33 | 1.681 | 3017 95 [ 1.661 | 1985 | AT (1635|1978 | 199 | 1633 [1972 |
23 | 1680 | 2015 96 | 1661 | 1985 | 148 | 1655 | 1976 200 | 1653 | 1972 |
33 | 16/9 2013 97 | 1.661 | 1983 | 139 | 1635 | 1978 |

3% | 169|013 98 [ 1.681 | 1984 | 130 [ 1635 | 1976 |

37 | 1678|2013 99 | 1.660 | 1984 | 131 | 1635|1976 |

(38 | 1677|2012 100 | 1.660 | 1984 | 132 | 1635|1976 |

39 | 1677|2011 10T [ 1660 [ 1953 | 133 | 1635|1976 |

50 | 1676|2010 102 | 1660 | 1983 | 154 | 1635|1973

3T |18 |2 103 lﬁ“‘h’ﬂ!—. 33 [ 1855|1973

53 | 1675 | 2007 104 | 1.660 | 1933 | 136 | 1655 | 1975 |



Lampiran 9. F Tabel

Titik Persentase Distribusi F untuk Probabilita = 0,05
df untuk df untuk pembilang (N1)
penyebut
(M2}
1 2 i i ] [ T i ) i0 i 12 13 i4 15

81 | 385 | 310 | 270 | 247 | 231 | 220 | 211 | 204 | 1.58 | 194 | 190 | 186 | 1.B3 | 1.60 | 1.7B
82 | 384 | 310 | 270 | 247 | 231 | 220 | 211 | 204 | 158 | 1.84 | 180 | 186 | 1.B3 | .80 | 1.7E
83 | 3084 | 308 | 270 | 247 | 231 | 220 | 211 | 204 | 158 | 193 | 180 | 186 | 183 | 160 | 1.78
84 | 304 | 308 | 270 | 247 | 231 | 220 | 211 | 204 | 158 | 103 | 180 | 186 | 1.83 | 160 | 1.77
85 | 384 | 308 | 270 | 247 | 231 | 220 | 211 | 204 | 158 | 1.93 | 1.80 | 186 | 1.B2 | 18D | 1.77
98 | 304 | 308 | 270 | 247 | 231 | 219 | 211 | 204 | 108 | 1.03 | 180 | 185 | 162 | 180 | 1.77
8T | 384 | 308 | 270 | 247 | 231 | 219 | 211 | 204 | 158 | 103 | 180 | 185 | 1.82 | 1.60 | 1.77
98 | 384 | 308 | 270 | 246 | 231 | 219 | 210 | 203 | 1.58 | 1.93 | 1.80 | 1.85 | 1.B2 | .78 | 1.77
89 | 384 | 308 | 270 | 246 | 231 | 219 | 210 | 203 | 1.58 | 193 | 180 | 185 | 1682 | .78 | 1.77
100 | 384 | 308 | 270 | 246 | 231 | 249 | 210 | 203 | 1.67 | 1.93 | 180 | 1.85 | 1.682 | 1.78 | 1.77
101 | 384 | 308 | 289 | 246 | 230 | 219 | 210 | 203 | 1.57 | 1.93 | 1.8 | 1.85 | 1.62 | 1.78 | 1.77
102 | 363 | 3.08 | 289 | 246 | 230 | 219 | 210 | 203 | 1.57 | 1.92 | 1.88 | 1.85 | 1.62 | 1.78 | 1.77
103 | 383 | 308 | 260 | 246 | 230 | 2149 | 210 | 203 | 1.67 | 192 | 188 | 1.85 | 1.62 | 1.78 | 1.76
104 | 363 | 3.08 | 285 | 246 | 230 | 219 | 210 | 205 | 1.57 | 1.82 | 1.8 | 1.85 | 1.62 | 1.78 | 1.76
105 | 363 | 3.08 | 289 | 246 | 230 | 219 | 210 | 203 | 1.57 | 1.92 | 1.8 | 1.85 | 1.81 | 1.78 | 1.76
108 | 383 | 308 | 260 | 246 | 230 | 249 | 210 | 203 | 1.67 | 192 | 188 | 1.84 | 1.81 | 1.78 | 1.76
107 | 363 | 3.08 | 260 | 246 | 230 | 2148 | 210 | 205 | 1.67 | 1.82 | 1.8 | 1.84 | 1.81 | 1.78 | 1.76
108 | 363 | 3.08 | 2689 | 246 | 230 | 218 | 210 | 203 | 1.57 | 1.92 | 188 | 1.84 | 1.1 | 1.78 | 1.76
108 | 383 | 308 | 260 | 245 | 230 | 248 | 200 | 202 | 1.67 | 192 | 188 | 1.84 | 1.81 | 1.78 | 1.76
10 | 553 | 3.08 | 260 | 245 | 230 | 218 | 208 | 202 [ 1.57 | 192 | 1.88 | 1.84 | 181 | 1.7TH | 1.7E
111 | 383 | 3.08 | 280 | 245 | 230 | 218 | 208 | 202 [ 1.57 | 192 | 1.86 | 1.84 | 181 | 1.7R | 1.7E
112 | 383 | 308 | 260 | 245 | 230 | 218 | 200 | 202 | 1.06 | 192 | 188 | 184 (181 | 1.7TH | 1.76
113 | 383 | 308 | 268 | 245 | 229 | 218 | 200 | 202 | 1.06 | 1092 | 187 | 184 | 181 | 1.7H | 1.76
14 | 582 | 308 | 26E | 245 | 229 | 218 | 208 | 202 | 1.56 | 1.91 | 1.87 | 1.84 | 181 | .78 | 1.75
1§ | 302 | 308 | 268 | 245 | 229 | 218 | 200 | 202 [ 1.06 | 1.91 | 187 | 184 (181 | 1.7 | 1.75
18 | 382 | 307 | 268 | 245 | 229 | 218 | 200 | 202 | 106 | 101 | 187 | 184 [ 181 | 1.7TH | 1.76
NT | 582 | 307 | 268 | 245 | 229 | 218 | 208 | 202 | 1.56 | 1.91 | 1.87 | 1.84 | 1.BD | .78 | 1.75
MB | 382 | 307 | 268 | 245 | 229 | 218 | 208 | 202 | 1.56 | 191 | 187 | 184 | 180 | 1.78 | 1.75
118 | 382 | 307 | 268 | 245 | 229 | 218 | 200 | 202 | 186 | 1091 | 1.87 | 183 | 1.80 | 1.7 | 1.76
1200 | 362 | 3.07 | 288 | 245 | 229 | 218 | 209 | 202 | 1.58 | 1.91 | 1.87 | 1.83 | 1.60 | 1.78 | 1.75
121 | 362 | 3.07 | 288 | 245 | 229 | 217 | 208 | 202 | 1.58 | 1.91 | 1.87 | 1.83 | 1.80 | 1.77 | 1.75
122 | 382 | 307 | 268 | 245 | 229 | 247 | 200 | 202 | 1.68 | 1.91 | 187 | 1.83 | 1.80 | 1.77 | 1.76
123 | 362 | 307 | 268 | 245 | 229 | 247 | 208 | 201 | 1.8 | 1.91 | 1.87 | 1.83 | 1.80 | 1.77 | 1.75
124 | 362 | 307 | 268 | 244 | 229 | 217 | 208 | 201 | 1.58 | 1.91 | 1.87 | 1.83 | 1.80 | 1.77 | 1.75
126 | 382 | 307 | 268 | 244 | 220 | 247 | 208 | 201 | 1.68 | 1.91 | 187 | 1.83 | 1.80 | 1.77 | 1.76
126 | 362 | 307 | 268 | 244 | 229 | 247 | 208 | 201 | 1.5 | 1.91 | 1.87 | 1.83 | 1.80 | 1.77 | 1.75
127 | 362 | 3.07 | 268 | 244 | 229 | 217 | 208 | 201 | 1.5 | 1.91 | 1.86 | 1.83 | 1.80 | 1.77 | 1.75
128 | 382 | 307 | 268 | 244 | 220 | 247 | 208 | 201 | 1.5 | 1.91 | 186 | 1.83 | 1.80 | 1.77 | 1.76
128 | 381 | 307 | 267 | 244 | 238 | 247 | 208 | 201 | 1.25 | 1.90 | 1.86 | 1.83 | 1.60 | 1.77 | 1.74
130 | 381 | 3.07 | 2687 | 244 | 238 | 217 | 208 | 201 | 1.5 | 1.90 | 1.86 | 1.83 | 1.60 | 1.77 | 1.74
13 | 381 | 307 | 267 | 244 | 238 | 247 | 208 | 201 | 1.5 | 1.90 | 186 | 1.83 | 1.80 | 1.77 | 1.74
132 | 381 | 308 | 267 | 244 | 238 | 247 | 208 | 201 | 1.5 | 1.90 | 186 | 1.83 | 1.79 | 1.77 | 1.74
133 | 381 | 3.08 | 2687 | 244 | 238 | 217 | 208 | 201 | 1.5 | 1.90 | 1.86 | 1.83 | 1.79 | 1.77 | 1.74
134 | 361 | 308 | 2687 | 244 | 238 | 217 | 208 | 201 | 1.5 | 1.90 | 186 | 1.83 | 1.79 | 1.77 | 1.74
138 | 381 | 308 | 267 | 244 | 238 | 247 | 208 | 201 | 1.85 | 1.90 | 186 | 1.82 | 1.79 | 1.77 | 1.74
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