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Abstrak

Penelitian ini bertujuan untuk menguji secara empiris pengaruh kepercayaan
konsumen, komitmen konsumen, komunikasi word of mouth terhadap loyalitas
konsumen pada hypermart di Royal Plaza Surabaya. Analisis ini menggunakan
variabel independen yaitu kepercayaan konsumen, komitmen konsumen, komunikasi
word of mouth. Variabel dependennya adalah loyalitas konsumen. Sampel penelitian
ini adalah konsumen Hypermart Royal Plaza Surabaya. Sampel dilakukan dengan
menggunakan teknik random sampling. Pengumpulan data dilakukan dengan
kuesioner disebarkan ke 100 konsumen. Metode statistik menggunakan Analisis
Regresi Linear Berganda, dengan pengujian hipotesis uji statistik t. Hasil penelitian
ini menunjukkan bahwa kepercayaan konsumen, komitmen konsumen, dan
komunikasi word of mouth berpengaruh terhadap loyalitas konsumen pada
hypermart di Royal Plaza Surabaya.

Kata kunci: kepercayaan, komitmen, komunikasi word of mouth, loyalitas
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ABSTRACT

This study was aims to examine empirically the effect of consumer trust, consumer
commitment, word of mouth communication on consumer loyalty at hypermart at Royal
Plaza Surabaya. This analysis used independent variables, namely consumer trust,
consumer commitment, word of mouth communication. The dependent variable was
consumer loyalty. The sample of this research was the consumers of Hypermart Royal
Plaza Surabaya. Samples were carried out using random sampling techniques. Data
collection was carried out by means of a questionnaire distributed to 100 consumers. The
statistical method used Multiple Linear Regression Analysis, by testing the t statistical
hypothesis test. The results of this study indicate that consumer trust, consumer
commitment, and word of mouth communication affect consumer loyalty at hypermart
at Royal Plaza Surabaya.

Keywords: trust, commitment, word of mouth communication, loyalty
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KUISIONER PENELITIAN

Perihal : Permohonan Pengisian Kuisioner
KepadaYth.

Bapak / IbuResponden

Di Tempat

Dengan Hormat,

Bersama Kuesioner ini saya :

Nama . Fitri Rahayu

Fakultas : Ekonomi dan Bisnis

Prodi : Manajemen

Universitas : Wijaya Kusuma Surabaya

Judul Penelitian : Pengaruh Kepercayaan konsumen, Komitmen konsumen,

dan Komunikasi Word Of Mouth terhadap Loyalitas

konsumen Hypermart di Royal Plaza Surabaya.

Memohon kepada bapak/ibu untuk memberikan bantuan dengan mengisi
kuisioner yang disediakan. Adapun data yang akan diperoleh dari kuesioner ini
hanya untuk penelitian pada skripsi yang saya buat.

Demikian surat permohonan ini saya ajukan, atas kesediaan Bapak / Ibu

dalam pengisian kuisioner ini, saya ucapkan terimakasih.

Hormat Saya

Fitri Rahayu



Identitas Responden

Beri tanda (V) pada kolom kotak pada pertanyaan :

Jenis Kelamin

Umur

Lama Menjadi Pelanggan Hypermart:

Perempuan

<20

21-30

31-40

Pendidikan Terakhir

< 1 Tahun

1-<2 Tahun

2- <3 Tahun

SMA/Sederajat

D3

S1

Laki-Laki

41-50

>50

3—<4Tahun

>5 Tahun

S2

S3




Petunjuk Pengisian:

1.

Mohon dengan hormat bantuan dan kesediaan Bapak / Ibu untuk

menjawab seluruh pernyataan yang ada.

Diharapkan jawaban yang di berikan berdasarkan kondisi yang objektif.

Kerahasiaan identitas Bapak / Ibu dijamin keberadaanya.

Berilah tanda (V) pada abjad yang dipilih oleh Bapak / Ibu sesuai dengan

keadaan yang sebenarnya.

Jawaban Kuesioner:

STS (Sangat Tidak Setuju)
TS (Tidak Setuju)

KS (Kurang Setuju)

S (Setuju)

SS (Sangat Setuju)

KEPERCAYAAN KONSUMEN

NO

PERTANYAAN

JAWABAN

STS

TS

KS

S

SS

Menurut saya, karyawan di Hypermart
Royal Plaza Surabaya adalah orang-
orang yang handal dibidangnya.

Karyawan di Hypermart Royal Plaza
Surabaya jujur dalam bekerja.

Karyawan di Hypermart Royal Plaza
Surabaya selalu memberikan perhatian
dan peduli kepada pelanggan untuk
memberikan pelayanan terbaik.

Hypermart Royal Plaza Surabaya




adalah tempat perbelanjaan yang‘

terpercaya

KOMITMEN KONSUMEN

NO

PERTANYAAN

JAWABAN

STS

TS

KS

S

SS

Saya merasa puas melakukan transaksi
di Hypermart Royal Plaza Surabaya.

Saya merasa senang  dengan
kelengkapan barang di Hypermart
Royal Plaza Surabaya.

Saya merasa puas dengan pelayanan
yang diberikan di Hypermart Royal
Plaza Surabaya.

Saya berkeinginan untuk berbelanja
kembali di Hypermart Royal Plaza
Surabaya karena barang yang dijual
berkualitas.

Saya termotivasi untuk berbelanja di
Hypermart Royal Plaza Surabaya
karena kelengkapan barang yang
dijual.

Saya berkeinginan untuk berbelanja
kembali di Hypermart Royal Plaza
Surabaya karena kualitas
pelayanannya baik.

KOMUNIKASI WORD OF MOUTH

NO

PERTANYAAN

JAWABAN

STS

TS

KS

S

SS

Saya akan bercerita kepada orang lain
tentang kualitas pelayanan yang baik
di Hypermart Royal Plaza Surabaya

Saya akan merekomendasikan produk
yang ada di Hypermart Royal Plaza
Surabaya kepada orang lain.

Saya akan merekomendasikan kepada




orang lain untuk berbelanja di
Hypermart Royal Plaza Surabaya

V.

LOYALITAS KONSUMEN

NO

PERTANYAAN

JAWABAN

STS

TS

KS

S

SS

Saya akan melakukan pembelian ulang
di Hypermart Royal Plaza Surabaya.

Saya akan merekomendasikan kepada
orang lain untuk berbelanja di
Hypermart Royal Plaza Surabaya.

Saya bersedia berbelanja di Hypermart
Royal Plaza Surabaya dengan
membayar harga yang lebih tinggi.
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23
24
25
26
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28
29
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36
37
38
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Nama Pelanggan

Kusrini

Nur

Dewi

Dian
Sri
Putri
Eka
Sari
Ayu
Wahyu
Indah
Siti
Ika
Agus
Fira
Ratna
Andi
Agung
Ahmad
Kurniawan
Yuni
Budi
Adi
Eko
Nurul
Putra

Arif
Puspita
Ari
Indra
Dyah
Rizki
Maria
Ratih
Pratiwi
Kartika
Wulandari
Fajar
Bayu
Lestari
Anita

Keg

Jenis Kelamin | Umur | Lama Pelanggan | Pendidikan Terakhir X11
L 31 1 SMA 5
L 32 1 SMA 5
P 31 1 SMA 5
P 31 1 S1 5
P 25 1 S1 5
P 24 2 S1 5
P 26 1 S1 5
P 27 2 S1 5
P 35 8 SMA 5
P 36 3 SMA 5
P 35 3 SMA 4
L 25 1 S1 5
P 26 3 S1 5
P 27 3 S1 5
P 28 3 S1 5
L 32 2 S1 5
P 35 3 S2 5
P 36 3 SMA 5
L 30 3 S1 5
L 32 3 SMA 5
L 33 3 SMA 5
L 30 2 SMA 5
P 27 1 SMA 5
L 25 2 S1 4
L 26 2 S1 5
L 24 1 SMA 5
P 28 1 S1 4
L 29 1 S1 5
P 21 2 SMA 5
L 30 2 SMA 4
P 34 1 S1 5
L 30 8 S1 5
L 31 3 S1 4
P 32 3 S2 5
L 33 3 S1 5
P 33 1 SMA 4
P 35 1 SMA 5
P 37 2 S1 5
P 24 1 SMA 5
P 23 3 SMA 5
L 29 3 S1 5
L 32 3 S1 5
P 33 3 S1 4
P 27 4 SMA 5




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
85
86
87
88
89
90

Kintan
Rahmawati
Fitria
Retno
Kurnia
Novita
Aditya
Ria
Nugroho
Della
Handayani
Rahayu
Yunita
Rina
Ade
Widya
Intan

Agustina

Abdul
Setiawan

Rini
Wahyuni
Yulia
Maya
Puji
Utami
Amalia
Dina
Devi
Citra
Avrief

Bagus
Hidayat
Hendra

Eva
Endah
Raden

Novi

Irma

Astuti

Achmad

L 23 1 SMA 5
P 29 2 s1 5
P 38 3 s1 5
P 39 3 S2 5
P 37 3 SMA 5
P 36 2 S2 5
P 37 2 S1 5
L 31 1 SMA 5
P 32 1 SMA 5
L 38 2 SMA 4
P 39 3 SMA 5
P 40 4 S2 5
P 41 3 S1 4
P 42 3 S 5
P 30 3 S1 3
L 31 2 SMA 4
P 32 2 SMA 3
P 33 2 SMA 4
P 35 1 S1 4
P 37 1 s1 4
L 38 2 s1 5
L 39 1 SMA 4
L 40 3 SMA 3
L 32 2 s1 5
P 30 1 SMA 4
P 25 1 S2 4
P 26 2 SMA 4
P 23 1 S1 4
P 23 1 s1 5
P 34 3 SMA 5
P 27 1 S1 5
P 34 3 S2 5
P 33 1 S2 5
P 29 3 SMA 5
L 30 3 s1 5
L 25 2 s1 5
L 36 3 SMA 3
L 38 3 s1 4
L 39 3 s1 3
P 40 3 s1 4
P 34 4 SMA 4
L 35 3 SMA 5
P 36 4 s1 3
P 37 3 S1 4
P 37 4 S1 5
L 38 4 SMA 2




91
92
93
94
95
96
97
98
99

[ 100

Aulia
Surya
Amelia
Prima
Angga
Hadi
Diana
Anggraini
Wulan

P 31 2 S2 3
L 32 2 SMA 4
P 34 3 SMA 5
P 35 1 S1 3
L 36 1 S1 4
L 36 1 s1 2
P 37 4 SMA 3
P 38 3 SMA 5
P 38 3 S2 5
L 40 2 S1 3




yercayaan Konsumen (X1)

X1.4

X1.3

X1.2
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12
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Descriptives

Statistics
JenisKelamin Umur LamaPelanggan | PendidikanTera
khir
Valid 100 100 100 100
N Missing 0 0 0 0
JenisKelamin
Frequency | Percent | Valid Percent Cumulative
Percent
Perempuan 63 63.0 63.0 63.0
Valid Laki-Laki 37 37.0 37.0 100.0
Total 100 100.0 100.0
Umur
Frequency | Percent | Valid Percent Cumulative
Percent
21 - 30 Tahun 34 34.0 34.0 34.0
31 - 40 Tahun 63 63.0 63.0 97.0
Valid
41 - 50 Tahun 3 3.0 3.0 100.0
Total 100 100.0 100.0
LamaPelanggan
Frequency Percent Valid Percent Cumulative
Percent
<1 Tahun 30 30.0 30.0 30.0
1-<2Tahun 23 23.0 23.0 53.0
Valid 2-<3Tahun 40 40.0 40.0 93.0
3-<4Tahun 7 7.0 7.0 100.0
Total 100 100.0 100.0
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
X1.1 100 2 5 4.50 759
X1.2 100 3 5 4.48 .674
X1.3 100 2 5 4.09 .954
X1.4 100 3 5 4.18 .657
X2.1 100 2 5 4.16 .762
X2.2 100 2 5 4.34 .844
X2.3 100 3 5 4.15 730
X2.4 100 2 5 3.87 991
X2.5 100 2 5 4.01 .969
X2.6 100 2 5 431 .861
X3.1 100 2 5 3.99 .959
X3.2 100 2 5 4.05 .845
X3.3 100 3 5 4.52 .611
Y1.1 100 3 5 4.35 744
Y1.2 100 2 5 4.12 .795
Y1.3 100 3 5 4.29 .856
Valid N (listwise) 100




Frequencies

Frequency Table

X1.1
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 2 2.0 2.0 2.0
Kurang Setuju 10 10.0 10.0 12.0
Valid Setuju 24 24.0 24.0 36.0
Sangat Setuju 64 64.0 64.0 100.0
Total 100 100.0 100.0
X1.2
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 10 10.0 10.0 10.0
Setuju 32 32.0 32.0 42.0
Valid
Sangat Setuju 58 58.0 58.0 100.0
Total 100 100.0 100.0
X1.3
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 8 8.0 8.0 8.0
Kurang Setuju 17 17.0 17.0 25.0
Valid Setuju 33 33.0 33.0 58.0
Sangat Setuju 42 42.0 42.0 100.0
Total 100 100.0 100.0
X1.4
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 14 14.0 14.0 14.0
Setuju 54 54.0 54.0 68.0
Valid
Sangat Setuju 32 32.0 32.0 100.0
Total 100 100.0 100.0
X2.1
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 1 1.0 1.0 1.0
Kurang Setuju 19 19.0 19.0 20.0
Valid Setuju 43 43.0 43.0 63.0
Sangat Setuju 37 37.0 37.0 100.0
Total 100 100.0 100.0
X2.2
Frequency Percent Valid Percent Cumulative

Percent




Tidak Setuju 4 4.0 4.0 4.0
Kurang Setuju 12 12.0 12.0 16.0
Valid Setuju 30 30.0 30.0 46.0
Sangat Setuju 54 54.0 54.0 100.0
Total 100 100.0 100.0
X2.3
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 20 20.0 20.0 20.0
Setuju 45 45.0 45.0 65.0
Valid
Sangat Setuju 35 35.0 35.0 100.0
Total 100 100.0 100.0
X2.4
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 12 12.0 12.0 12.0
Kurang Setuju 20 20.0 20.0 32.0
Valid Setuju 37 37.0 37.0 69.0
Sangat Setuju 31 31.0 31.0 100.0
Total 100 100.0 100.0
X2.5
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 11 11.0 11.0 11.0
Kurang Setuju 13 13.0 13.0 24.0
Valid Setuju 40 40.0 40.0 64.0
Sangat Setuju 36 36.0 36.0 100.0
Total 100 100.0 100.0
X2.6
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 3 3.0 3.0 3.0
Kurang Setuju 17 17.0 17.0 20.0
Valid Setuju 26 26.0 26.0 46.0
Sangat Setuju 54 54.0 54.0 100.0
Total 100 100.0 100.0
X3.1
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 7 7.0 7.0 7.0
Kurang Setuju 25 25.0 25.0 32.0
Valid Setuju 30 30.0 30.0 62.0
Sangat Setuju 38 38.0 38.0 100.0
Total 100 100.0 100.0




X3.2

Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 4 4.0 4.0 4.0
Kurang Setuju 21 21.0 21.0 25.0
Valid Setuju 41 41.0 41.0 66.0
Sangat Setuju 34 34.0 34.0 100.0
Total 100 100.0 100.0
X3.3
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 6 6.0 6.0 6.0
Setuju 36 36.0 36.0 42.0
Valid
Sangat Setuju 58 58.0 58.0 100.0
Total 100 100.0 100.0
Y1.1
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 16 16.0 16.0 16.0
Setuju 33 33.0 33.0 49.0
Valid
Sangat Setuju 51 51.0 51.0 100.0
Total 100 100.0 100.0
Y1.2
Frequency Percent Valid Percent Cumulative
Percent
Tidak Setuju 2 2.0 2.0 2.0
Kurang Setuju 20 20.0 20.0 22.0
Valid Setuju 42 42.0 42.0 64.0
Sangat Setuju 36 36.0 36.0 100.0
Total 100 100.0 100.0
Y1.3
Frequency Percent Valid Percent Cumulative
Percent
Kurang Setuju 26 26.0 26.0 26.0
Setuju 19 19.0 19.0 45.0
Valid
Sangat Setuju 55 55.0 55.0 100.0
Total 100 100.0 100.0
Correlations
Correlations
X1
Pearson Correlation .525"
X1.1 Sig. (2-tailed) .000
N 100




Pearson Correlation .533"
X1.2 Sig. (2-tailed) .000
N 100
Pearson Correlation .642"
X1.3 Sig. (2-tailed) .000
N 100
Pearson Correlation 440"
X1.4 Sig. (2-tailed) .000
N 100
**_Correlation is significant at the 0.01 level (2-
tailed).
Reliability
Scale: ALL VARIABLES
Case Processing Summary
N %
Valid 100 100.0
Cases Excluded? 0 .0
Total 100 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's Alpha | Cronbach's Alpha N of Items
Based on
Standardized Items
.668 .622 5
Inter-ltem Correlation Matrix
X1.1 X1.2 X1.3 X1.4 X1
X1.1 1.000 .138 .007 .020 .525
X1.2 .138 1.000 .105 .008 .533
X1.3 .007 .105 1.000 .054 .642
X1.4 .020 .008 .054 1.000 440
X1 .525 .533 .642 440 1.000
Inter-ltem Covariance Matrix
X1.1 X1.2 X1.3 X1.4 X1
X1.1 .576 .071 .005 .010 .662
X1.2 .071 454 .067 .004 .596
X1.3 .005 .067 911 .034 1.018
X1.4 .010 .004 .034 432 480
X1 .662 .596 1.018 480 2.755

Item-Total Statistics

Scale Mean if Item | Scale Variance if Corrected Item- Squared Multiple | Cronbach's Alpha

Deleted Item Deleted Total Correlation Correlation if Item Deleted
X1.1 30.00 8.949 .329 .655
X1.2 30.02 9.091 .363 .648




X1.3 30.41 7.861 420 .618
X1.4 30.32 9.533 .260 677
X1 17.25 2.755 1.000 .185
Correlations
Correlations
X2
Pearson Correlation 443"
X2.1 Sig. (2-tailed) .000
N 100
Pearson Correlation A71"
X2.2 Sig. (2-tailed) .000
N 100
Pearson Correlation 401"
X2.3 Sig. (2-tailed) .000
N 100
Pearson Correlation .533"
X2.4 Sig. (2-tailed) .000
N 100
Pearson Correlation 592"
X2.5 Sig. (2-tailed) .000
N 100
Pearson Correlation 431"
X2.6 Sig. (2-tailed) .000
N 100
**_Correlation is significant at the 0.01 level (2-
tailed).
Reliability
Scale: ALL VARIABLES
Case Processing Summary
N %
Valid 100 100.0
Cases Excluded? 0
Total 100 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's Alpha | Cronbach's Alpha N of Items
Based on
Standardized ltems
.666 .625
Inter-ltem Correlation Matrix
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2
X2.1 1.000 -.007 .193 .095 -.002 .139 443
X2.2 -.007 1.000 -.002 .065 .218 .076 471
X2.3 .193 -.002 1.000 .027 .055 .054 401
X2.4 .095 .065 .027 1.000 .243 -.047 .533
X2.5 -.002 .218 .055 .243 1.000 .057 .592




X2.6 139 .076 .054 -.047 .057 1.000 431
X2 443 471 401 .533 .592 431 1.000
Inter-ltem Covariance Matrix
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2
X2.1 .580 -.004 .107 .072 -.002 .091 .844
X2.2 -.004 712 -.001 .055 .178 .055 .994
X2.3 .07 -.001 .533 .020 .039 .034 731
X2.4 .072 .055 .020 .983 .234 -.040 1.322
X2.5 -.002 178 .039 234 .939 .047 1.436
X2.6 .091 .055 .034 -.040 .047 741 .929
X2 .844 .994 731 1.322 1.436 .929 6.257
Item-Total Statistics
Scale Mean if tem | Scale Variance if Corrected Item- Squared Multiple | Cronbach's Alpha
Deleted Item Deleted Total Correlation Correlation if Item Deleted
X2.1 45.52 22.232 .308 .651
X2.2 45.34 21.762 .325 .647
X2.3 45.53 22.635 .268 .659
X2.4 45.81 20.721 .368 .635
X2.5 45.67 20.223 443 .618
X2.6 45.37 22.054 .276 .656
X2 24.84 6.257 1.000 .339
Correlations
Correlations
X3

Pearson Correlation .756™
X3.1 Sig. (2-tailed) .000

N 100

Pearson Correlation .684"
X3.2 Sig. (2-tailed) .000

N 100

Pearson Correlation .502"
X3.3 Sig. (2-tailed) .000

N 100

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

tailed).

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N %
Valid 100 100.0
Cases Excluded? 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the

procedure.




Reliability Statistics

Cronbach's Alpha | Cronbach's Alpha N of Items
Based on
Standardized Items
742 723 4

Inter-ltem Correlation Matrix

X3.1 X3.2 X3.3 X3
X3.1 1.000 213 .130 .756
X3.2 .213 1.000 .086 .684
X3.3 .130 .086 1.000 .502
X3 .756 .684 .502 1.000
Inter-ltem Covariance Matrix
X3.1 X3.2 X3.3 X3
X3.1 919 172 .076 1.167
X3.2 172 715 .044 931
X3.3 .076 .044 .373 494
X3 1.167 931 494 2.592
Item-Total Statistics
Scale Mean if Item | Scale Variance if Corrected Item- Squared Multiple | Cronbach's Alpha
Deleted Item Deleted Total Correlation Correlation if Item Deleted
X3.1 21.13 6.619 574 .666
X3.2 21.07 7.359 .501 .708
X3.3 20.60 8.768 .339 T77
X3 12.56 2.592 1.000 .339
Correlations
Correlations
Y

Pearson Correlation .621"
Y1.1 Sig. (2-tailed) .000

N 100

Pearson Correlation .705"
Y1.2 Sig. (2-tailed) .000

N 100

Pearson Correlation .655™
Y1.3 Sig. (2-tailed) .000

N 100

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

tailed).

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N

%




Cases

Valid
Excludeda

Total

100 100.0
0 .0
100 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's Alpha | Cronbach's Alpha N of Items
Based on
Standardized ltems
745 .734 4

Inter-ltem Correlation Matrix

Y1.1 Y1.2 Y1.3 Y
Y1.1 1.000 .236 .061 .621
Y1.2 .236 1.000 A71 .705
Y1.3 .061 171 1.000 .655
Y .621 .705 .655 1.000
Inter-ltem Covariance Matrix
Y1.1 Y1.2 Y1.3 Y
Y1.1 .553 .139 .039 731
Y1.2 .139 .632 116 .888
Y1.3 .039 116 .733 .888
Y 731 .888 .888 2.507
Item-Total Statistics
Scale Mean if ltem | Scale Variance if Corrected Item- Squared Multiple | Cronbach's Alpha
Deleted Item Deleted Total Correlation Correlation if Item Deleted
Y1.1 21.17 7.658 442 741
Y1.2 21.40 7.111 .539 .700
Y1.3 21.23 7.209 454 732
Y 12.76 2.507 1.000 .353
Regression
Variables Entered/Removed?
Model Variables Entered Variables Method
Removed
1 X3, X2, X1b Enter
a. Dependent Variable: Y
b. All requested variables entered.
Model Summary®
Model R R Square | Adjusted | Std. Error of the Change Statistics Durbin-Watson
R Square Estimate R Square F Change | dfi df2 Sig. F Change
Change

1 4172 174 .148 1.461 174 6.742 3 96 .000 2.007

a. Predictors: (Constant), X3, X2, X1
b. Dependent Variable: Y




ANOVA?

Model Sum of Squares df Mean Square F Sig.
Regression 43.197 3 14.399 6.742 .000P
1 Residual 205.043 96 2.136
Total 248.240 99
a. Dependent Variable: Y
b. Predictors: (Constant), X3, X2, X1
Coefficients?
Model Unstandardized Coefficients Standardized t Sig. Collinearity Statistics
Coefficients
B Std. Error Beta Tolerance VIF
(Constant) 3.348 2.153 1.556 123
X1 .199 .092 .209 2.160 .033 921 1.086
' X2 .128 .059 .202 2.165 .033 991 1.009
X3 .223 .095 .227 2.354 .021 .925 1.081
a. Dependent Variable: Y
Coefficient Correlations?
Model X3 X2 X1
X3 1.000 -.033 -.269
Correlations X2 -.033 1.000 -.076
X1 -.269 -.076 1.000
' X3 .009 .000 -.002
Covariances X2 .000 .003 .000
X1 -.002 .000 .009
a. Dependent Variable: Y
Collinearity Diagnostics?
Model Dimension Eigenvalue Condition Index Variance Proportions
(Constant) X1 X2 X3
1 3.976 1.000 .00 .00 .00 .00
2 .013 17.715 .01 .00 .27 72
! 3 .008 22.450 .00 .64 .33 .23
4 .003 34.515 .99 .36 .40 .05
a. Dependent Variable: Y
Residuals Statistics?
Minimum Maximum Mean Std. Deviation N
Predicted Value 10.88 14.26 12.76 .661 100
Std. Predicted Value -2.854 2.265 .000 1.000 100
Standard Error of Predicted
Value .156 .513 .282 .078 100
Adjusted Predicted Value 11.14 14.34 12.76 .661 100
Residual -3.199 3.375 .000 1.439 100
Std. Residual -2.189 2.309 .000 .985 100
Stud. Residual -2.276 2.380 .001 1.008 100
Deleted Residual -3.458 3.585 .002 1.508 100
Stud. Deleted Residual -2.328 2.441 .000 1.016 100
Mahal. Distance 132 11.219 2.970 2.164 100
Cook's Distance .000 .105 .012 .019 100




Centered Leverag_;e Value .001 113 .030 .022

100

a. Dependent Variable: Y

Charts

Regression Studentized Residual

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Y
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