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ABSTRAKSI

Selama beberapa tahun terakhir diketahui bahwa J.Co Donuts and Coffee
tidak mampu masuk kedalam Top Brand Index Kategori Café Kopi. Fenomena
yang terjadi di lapangan mengatakan bahwa terjadi penurunan pendapatan dan
juga banyaknya konsumen yang tidak puas terhadap pelayanan yang dilakukan
oleh J.Co Donuts and Coffee khususnya pada Cabang Semarang menjadi dasar
permasalahan mengapa penelitian ini dilaksanakan. Kemudian dibangun model
penelitian empirik brand image dan customer experience terhadap repurchase
intention serta permasalahan tentang repurchase intention melalui konsep brand
trust.

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh brand
image dan customer experience terhadap repurchase intention melalui brand trust
di J.Co Donuts and Coffee semarang dengan menggunakan dasar penelitian
explanatory research dan metode accidental samplingyang dipadu dengan
purposive sampling.Karena Kketidakterbatasan populasi yang ada, maka
berdasarkan teori Roscow ditentukanlah minimal sampel yang diambil sebanyak
40 orang.Berdasarkan metode dan dasar tersebut, diperoleh sampel sebanyak 104
konsumen J.Co Donuts and Coffee Cabang Semarang. Kemudian data yang
diperoleh dianalisis secara kuantitatif dengan menggunakan program SPSS
(Statistical Package for Social Science) untuk mengetahui pengaruh dari variabel
eksogen terhadap variabel endogen dalam penelitian ini

Penelitian ini menghasilkan temuan bahwa brand image terbukti
mempunyai pengaruh terhadap brand trust, customer experience terbukti
berpengaruh terhadap brand trust, brand image dan customer experience terbukti
berpengaruh terhadap brand trust, brand trust terbukti mempunyai pengaruh
terhadap repurchase intention.

Kata Kunci: Repurchase Intention, Brand Trust, Brand Image, Customer
Experience, Perilaku Konsumen, Statistical Package for Social Science (SPSS)
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ABSTRACT

Over the last few years it has been known that J.Co Donuts and Coffee was
unable to enter the Top Brand Index of the Coffee Café Category. The
phenomenon that occurs in the field says that there is a decrease in income and
also the number of consumers who are not satisfied with the services provided by
J.Co Donuts and Coffee, especially in the Semarang branch, are the basis of the
problem why this research was carried out. Then an empirical research model is
built on brand image and customer experience on repurchase intention as well as
problems regarding repurchase intention through the concept of brand trust.

This study aims to determine how the influence of brand image and
customer experience on repurchase intention through brand trust in J.Co Donuts
and Coffee Semarang by using explanatory research and accidental sampling
method combined with purposive sampling. Because of the infinity of the existing
population, based on Roscow's theory, a minimum sample of 40 people was
determined. Based on these methods and bases, a sample of 104 J.Co Donuts and
Coffee Semarang customers was obtained. Then the data obtained were analyzed
quantitatively using the SPSS (Statistical Package for Social Science) program to
determine the effect of exogenous variables on endogenous variables in this study.

This research has found that brand image is proven to have an influence on
brand trust, customer experience is proven to have an effect on brand trust, brand
image and customer experience is proven to have an effect on brand trust, brand
trust is proven to have an influence on repurchase intention..

Key Words : Repurchase Intention, Brand Trust, Brand Image, Customer
Experience, Consumer Behaviour, Statistical Package for Social Science (SPSS)



DAFTAR ISI

SURAT PERNYATAAN KEASLIAN ..o I
HALAMAN PENGESAHAN ... ii
IMOTTO e eeneennee s 1\
KATA PENGANTAR ...ttt v
ABSTRAKSI ... viii
ABSTRACT .ttt neennee s IX
DAFTAR ISL... et ae e X
DAFTAR GAMBAR ... s xiii
DAFTAR TABEL ... Xiv
BAB 1 PENDAHULUAN ... 1
1.1 Latar Belakang Masalah...........cccccociiiiiiiiciiceccs e 1
1.2 Perumusan MasSalah ...t 13
1.3 Tujuan Penelitian .........cvoiiiiiiiiieie s 14
1.4 Kegunaan PENEILIAN........c.ccv it e 15
1.5 LANCASAN TEO ....cviuiieiiiiiieteeet ettt 15
151  Perilaku KONSUMEN ..ot 15

1.5.2  Customer Experience (Pengalaman Konsumen) .........c.ccccocereivenrinnnn. 16

153  Brand (MErek) ...ttt 18

154  Elemen Merek (Brand EIement)...........ccccorviiiiiniiiiinnceeeen 18

155  Brand Image (Citra Merek) .........cccoovvineniieieieinse e 19

1.5.6  Brand Trust (Kepercayaan Merek) .........ccccoceveiieveniiiiecieieeie e 21

1.5.7  Repurchase Intention (Niat Beli Ulang) ........cccccooeviiiiiiiiiiiiciccie, 22

1.6 Hubungan antar Variabel ... 23
1.6.1  Pengaruh Brand Image Terhadap Brand Trust..........cc.ccocervrvivnnnnnnn. 23

1.6.2  Pengaruh Customer Experience Terhadap Brand Trust............c......... 24

1.6.3  Pengaruh Brand Trust Terhadap Repurchase Intention....................... 25

1.6.4  Pengaruh Brand Image dan Customer Experience terhadap Brand Trust

...26

1.7 Penelitian TerdaNulu ...........cooviiiiiiccc s 27
1.8 HIPOTESIS. ...ttt 27
1.9 Definisi KONSEPLUAL.........cviiiiiiiiieieeee e 29
1.10 Definisi OPErasioNal..........cccoieiieiiiieee ettt neas 30



I\, (= (oo [ ==Y aT=Y 1Y (- PO 33

1.11.1  Tipe Metode Penelitian .........cccooveviiiiiic i 33
1.11.2  Populasi dan Sampel Penelitian ..........c.cccccoveveiiieiieiiesiecnc e 33
1.11.3  Teknik Pengambilan Sampel..........ccccoviiiiiiiiiiiieeeeee 34
1.11.4  Jenis dan SUMBDEr Data .......c.cccoveveririiie i 35
1.11.5  Skala PENQUKUFAN .......cc.coviiiiiieecc e 36
1.11.6  Teknik Pengumpulan Data...........ccccceveieiiiieie i 37
1.11.7 Teknik Pengolahan Data...........ccccoouririnenieiieieisesese s 38
1.12 Metode Analisis Data dan Pengujian HipotesiS..........ccovveveveviecicnie i, 39
1121 UjJi VAlAITAS ..o 40
1.12.2  Uji Reli@bilitas........cooiiveiiiiicieiieeeeee s 41
1.12.3  Teknik ANalisa Data.........cccceriiiieriiiiiiesrsiese e eee st se e neens 41
BAB Il GAMBARAN UMUM PERUSAHAAN J.CO DONUTS & COFFEE
DAN IDENTITAS RESPONDEN ......cooiiiiiiieiii e 48
2.1 Gambaran Umum Perusahaan J.CO Donuts & COffee .........cccovvvvreieinivcinnnnnn, 48
2.2 Sejarah Perusahaan J.CO Donuts & Coffee..........ccccovviviiiiiiiiiiiiicce 49
2.3 L0g0o J.CO DONULS & COTTEE.......cviieieiieiirisie e 50
2.4 Visi dan Misi J.CO Donuts & COFfEE ......ccccveiveriieeieeee e 51
2.5 Lokasi Perusahaan J.CO Donuts & COffee ........cccvvveiiiiiie e 52
2.6 Produk dari J.CO DONULS & COFFEE ....covviviie e 53
2.7 Social Media J.Co DONULS & COFFEE.......ccviiiiiiriieeee e 57
2.8 Struktur Organisasi J.Co Donuts & Coffee ... 65
2.9 Gambaran Umum Kota SEMAraNg .........cccuvererererrerieieisiesesiesiesie e 73
2.9.1  GambaranGeografis .......c.ccccviiiieiiiie e 73
2.9.2  Jumlah Konsumen J.Co & Coffee Cabang Java Mall dan Paragon
Semarang Tahun 2020 .........cccvoviieiiiie it 74
2.10 [dentitas RESPONAEN .......coviiiiiiieeee s 74
2.10.1 Responden Berdasarkan Jenis Kelamin............ccccoooevovieniienncee, 75
2.10.2 Responden Berdasarkan UMUK ..........cccccooiiieninenneneeese e 76
2.10.3 Responden Berdasarkan Pekerjaan..........ccccoceovinininenenenenceee 77
2.10.4 Responden Berdasarkan Pendapatan ............ccccooevirinenenenencncenn, 77

2.10.5 Responden Berdasarkan Frekuensi Pembelian Ulang dalam 6 Bulan
Terakhir ..ot e et et e e et e e e (8

BAB [ PEMBAHASAN ..o 80

3.1

(O IV Uo7 TS 80

Xi



3.2 UJIREHADIIITAS ... 84

3.3. ANalisis DESKIIPLIT .......ccveiiiiie s 86
3.3.1. Persepsi Responden Terhadap Brand Image...........cccccvvveveviicecicinenenne, 86
3.3.2. Persepsi Responden Terhadap Customer EXpPerience ..........cccccoveeveernnnn. 102
3.3.3. Persepsi Responden Terhadap Brand Trust .........cccccooeviereneeinieniennnns 115
3.3.4. Persepsi Responden Terhadap Repurchase Intention............cccccevvevennine 130

3.4 Analisis Pengaruh Brand Image Terhadap Brand Trust............cccocvevvevvieenenne. 137
3.4.1. Analisis Tabulasi Silang Brand Image Terhadap Brand Trust................ 137
3.4.2.Uji Regresi Linear Sederhana ...........ccccocevenieiiii e sve e 138
3.4.3 KOEFISIEN KOFEIASI......cviiiiiiiieiiicic s 140
3.4.4 KOEfisien DeterMiNaSi..........cueruiriieereieeiieseseeseseeeesesee e sree e seesseeseens 141
BB UJIE T oot s 142

3.5. Analisis Pengaruh Customer Experience Terhadap Brand Trust.............ccccue..e.. 144
3.5.1. Analisis Tabulasi Silang Customer Experience Terhadap Brand Trust .. 144
3.5.2 Uji Regresi Linear SEdernana ..........ccccoeveveieiiniiniiiise e 145
3.5.3 KOEFiSIEN KOTEIASI......cviiiiiiiieiiiicie e 147
3.5.4.K0efisien DetermMiNGSi.........ccucviiierinieienieneieee st 148
B 5.5 Uji Tt sees s es s 149

3.6. Analisis Pengaruh Brand Image dan Customer Experience Terhadap Brand Trust
............................................................................................................................ 151
3.6.1. Uji Regresi Linear Berganda............ccccevveveiieieii e sve s 151
3.6.2. KOEefiSien KOFEIaSi........c.ccuviveiiiiiieie s 153
3.6.3. Koefisien DeterminaSi.........cccuiiiiiieriiieie e siese st sie e 154
BB, UjJi Foocce s 155

3.7. Analisis Pengaruh Brand Trust terhadap Repurchase Intention ...............ccco...... 157
3.7.1. Analisis Tabulasi Silang Brand Trust Terhadap Repurchase Intention .. 157
3.7.2. Analisis Regresi Sederhana ..o 158
3.7.3. KOEfiSien KOFelasi..........cccoiiiiiiiiieecece st 160
3.7.4. Koefisien DeterminaSi.........ccceiiiiieiiieiiese e se et sie e 161
375 Uji T st s 162

3.8. PEMDANGSAN ......eiiieei e 163

BAB IV PENUTUP ...ttt 168
4.5 KESIMPUIAN L.ttt r e re e 168
T L PSPPSR 171

DAFTAR PUSTAKA ..ttt 1744

Xii



DAFTAR GAMBAR

Gambar 1.1 Top Brand Index Kategori Café Kopi Tahun 2016-2020 ................. 10
Gambar 1.2 Data Pencapaian Target J.Co Donuts & Coffee Paragon Mall dan

Java Supermall SEMArANG ........cccveiiiiiieee e 11
Gambar 1.3  SKema HiPOESIS.......ccvciveiieieiie e 28
Gambar 1.4 Kurva Hasil Uji t (two tailed).........cccooeiieiiiiiiie e, 45
Gambar 1.5 Kurva Hasil UJi F ... 47
Gambar 2.1 Logo J.Co Donuts & COffee..........coceriiiiiiiiiieee e 51
Gambar 2.2 Produk J.CO DONUES ........cccueriiieiieiieie e 54
Gambar 2.3 Produk J.COfEe........ccveiiieiece s 55
Gambar 2.4 Produk J.CIUD ........ccccoiiie e 56
Gambar 2.5 Produk J.COOI........ccciiiiiiieiece e 56
Gambar 2.6 Produk J.OTherS ........ccvciiiiiiece s 57
Gambar 2.7 Instagram J.CO Donuts & Coffee .........cccceeveveiiiiiiciciccecec, 58
Gambar 2.8 Facebook J.CO Donuts & Coffee........cccccvvvvevviieieee e 59
Gambar 2.9 Twitter J.Co Donuts & COffee .......ccceevvveeiviiceceee e 60
Gambar 2.10 Youtube J.CO Donuts & Coffee .........ccevevivevviieieee e 61
Gambar 2.11 Informasi Promo J.CO Donuts & Coffee........ccccvcvevviveivccicnnnnne. 62
Gambar 2.12 Informasi Cabang atau Outlet Baru J.CO Donuts & Coffee........... 63
Gambar 2.13 Informasi Event J.CO Donuts & Coffee ........cccccevvevviiccicccien, 64
Gambar 2.14 Informasi Produk Terbaru J.CO Donuts & Coffee ..........cccevvneee. 65
Gambar 2.15 Bagan Struktur Organisasi J.CoiDonuts & Coffee Pusat................ 66

Gambar 2.16 Bagan Struktur Organisasi J.Co Donuts & Coffee Setiap Cabang . 71

Xiii



DAFTAR TABEL

Tabel 1.1 Data Penjualan J.Co Donuts & Coffee Paragon Mall dan Java Supermall

1] 0T o U P T TSOPPRPR TP 11
Tabel 1.2 Pedoman Interpelasi Koefisien Korelasi...........cccccovveieiiiiiciiieiie e 42
Tabel 2.1 Jumlah Konsumen J.CO & COFFEE Cabang Java Mall dan Paragon

Semarang Tahun 2020 ..........ccoiiiiieee s 74
Tabel 2.2 Jenis Kelamin ReSPONUEN ........cociiiiiiiiiiie ettt 75
Tabel 2.3 Umur RESPONTEN ......ooiiiiiiiiii e 76
Tabel 2.4 Pekerjaan ReSPONUEN .......cooi i 77
Tabel 2.5 Pendapatan RESPONAEN ........coviieiiiieiiie e s sre s 78
Tabel 2.6 Frekuensi Pembelian dalam 6 Bulan Terakhir............cccoovoveviviviinienceninnnns 79
Tabel 3.1 Hasil Uji Validitas Variabel Brand Image...........cccooveveviiiiiiiicic e 81
Tabel 3.2 Hasil Uji Validitas Variabel Customer EXperience ..........ccovovvvvrvnereeniennnn. 82
Table 3.3 Hasil Uji Validitas Variabel Brand Trust .........c.cccooveieiiiiiiennnieie e 83
Tabel 3.4 Hasil Uji Validitas Variabel Repurchase Intention............cccccevviveienieiennns 84
Tabel 3.5 Rekapitulasi Hasil Uji Reliabilitas...........ccccooovviiiiiiiiiceece 85
Tabel 3.6 Kemudahan Memahami MENU............c.eeiivemmnmrsssssrssssssissssssnssssssssssesssssssssssses 90
Tabel 3.7 Kemudahan Memahami Promo .........ccccoeiiinininneneieeeesese e 87
Tabel 3.8 Kemudahan penggunaan fitur PEmMESANAN ...........cccerereiieiieieiinenesese e 87
Tabel 3.9 kemudahan prosedur KOMpPIain ..........cc.ooviieiiiieicieccce e 88
Tabel 3.10 kemudahan penggunaan Produk .............cccooiiiiriiinene e 88
Tabel 3.11 Desain Produk Sudah MOGEIN ..........ooeieieiiiiiiese e 89
Tabel 3.12 Desain interior sudah MOGEN ..........ooeieieiiniie e 89
Tabel 3.13 desain 10g0 SUdaN MOUEIN...........ooiiiiiiiiicie e 90
Tabel 3.14 Sistem Pelayanan Sudah MOGEIN...........ccoovieiiiieie i 91
Tabel 3.15 Produk sudah MOUEIN ..........oiviieieiieiece e 91
Tabel 3.16 Tingkat manfaat Produk ..o 92
Tabel 3.17 Tingkat manfaat PromMO..........cccceiiiieiiiiieie e e 93
Tabel 3.18 Tingkat Manfaat SUBSANA. .........cccuiirerieieieisiee e 93
Tabel 3.19 Tingkat manfaat Kehadiran ............ccccooeiiiiieiiiiccc e 94
Tabel 3.20 Tingkat manfaat KEMAaSAN ..........cccviiiiiiiiinee e 94
Tabel 3.21 Seberapa Sering Membicarakan J.CO .........cccoovviiiiiiiiiieee e 95
Tabel 3.22 Seberapa sering mendengar percakapan tentang J.CO ........ceocvvviievvnienennnns 96
Tabel 3.23 Seberapa Sering melihat iKIan J.CO ........coviiiiiiiiiie e 96
Tabel 3.24 J.co Sebagai merk yang muncul pertama..........ccoccooeveenieniiennncenne e 97
Tabel 3.25 Intensitas MengunjuNGi J.CO ....cc.oiviiiieieiiisise et 97
Tabel 3.26 Rekapitulasi Variabel Brand Image..........ccccoovviriniiinenicc e 98
Tabel 3.27 Kategori Interval Brand Image.............ooooviiiiiiiiiiiie e, 101
Tabel 3.28 Distribusi Kategorisasi Brand ImMage ...........coccovriieiiniiniinenenecescie 101
Tabel 3.29 DeSain KEMASAN .......cccoiiiiieriiiee et 102
Tabel 3.30 Aroma PrOGUK..........cooiiiiie it 103
Tabel 3.31 RASA PrOUUK ........ccviiieieci ettt 104

Xiv



Tabel 3.32 Kenyamanan AIUNaN MUSIK ..........cccoieiiiiieiinine e 104

Tabel 3.33 TEKSIUN PrOTUUK........cviiiiiiiiiie e 105
Tabel 3.34 TiNGKAL raSa SENANG.......cvrrerrirrerrereieiee sttt 105
Tabel 3.35 Tingkat KEDanQgQaan ..........ccovierieiieieieesie e 106
Tabel 3.36 TINGKAL FOKUS .......ciiiiiiiiiie s st 107
Tabel 3.37 TingKat Kreatifitas .........cccvvvveiiiiee e 107
Tabel 3.38 Tingkat kenyamanan beraktifitas............ccocevvviiiiiiiieie e, 108
Tabel 3.39 Tingkat keamanan beraktifitas............cccooviviviiiiic i, 109
Tabel 3.40 Tingkat kesesuaian Produk ............ccccoeiiiiinineneiece e 109
Tabel 3.41 Tingkat kesesuaian dengan pengunjung lain ...........ccoccoeevieevieieiieeveseeniee, 110
Tabel 3.42 Rekapitulasi Variabel Customer EXPerience ..........ccceoeivvinenenenieneieeiiniens 111
Tabel 3.43 Kategori Interval Customer EXPEIIENCE. .......cccvvevveieeiere et 114
Tabel 3.44 Distribusi Kategorisasi Customer EXPerience ........ccoccevevvevieveieeveseeinene. 114
Tabel 3.45 Tingkat pengetanuan MErK..........cccoiveieririrerise e 115
Tabel 3.46 Tingkat pengetahuan nilai-nilai Mmerk ..........ccccoooviiiiiciiic e, 116
TaADEI 3.47 REPULAST 1.vvvveieeiieie sttt ettt ste e b e e nte e neas 116
Tabel 3.48 Tingkat Kepuasan KONSUMEN ..........ccciuiiiiririnenieieeees e 117
Tabel 3.49 Tingkat kesesuaian Pelayanan.............ccccveveeireieieeieseese et 117
Tabel 3.50 Tingkat kesesuaian pelayanan.............cccuviererereieieieiesese e 118
Tabel 3.51 Tingkat pengetahuan pemilik J.CO ......c.ccovvviviiiiic i, 119
Tabel 3.52 Tingkat pengetahuan nilai-nilai pemiliK...........c.ccoovriiiiiiiiiiie, 119
Tabel 3.53 Tingkat pengetahuan reputasi pemiliK............cccovevivrieiieiiieiscee e, 120
Tabel 3.54 TiNgKat KEPUASAN .......ccveiviiieriiiiecie ettt ettt st sre e resre e nas 121
Tabel 3.55 Tingkat kesesuaian pelayanan.............cociirereneneieieiniesese e 121
Tabel 3.56 Tingkat kesesuaian Pelayanan............ccccvevvevreieiieeseseese et 121
Tabel 3.57 J.co Tidak akan mengecewakn ...........cccocviriieiiieieiss e 123
Tabel 3.58 Tingkat kesesuaian Narapan ...........ccccceeiiiereneneieeeese e 123
Tabel 3.59 Tingkat KEtUIUSAN J.CO .....ocveiiiiiicicce e 124
Tabel 3.60 Tingkat Keandalan ...........c.ccevviiieii e 125
Tabel 3.61 TingKat KEPEICAYAAN ........ccceevviiiieieiie ettt st nas 125
Tabel 3.62 Tingkat keamanan produk............c.ccceeveiiiiiiiciieic e 126
Tabel 3.63 Rekapitulasi Variabel Brand TruSt .........ccccovvviiiiveniieie e 127
Tabel 3.64 Kategori Interval Brand TrUSE..........cccoeiiiiieiniiie e 129
Tabel 3.65 Distribusi Kategorisasi Brand TrUSE...........ccooviiivieieneene e 130
Tabel 3.66 Tingkat minat membeli kembali ..o, 131
Tabel 3.67 Tingkat minat mencari INFOrMASi..........cccoviieririiie e 131
Tabel 3.68 Tingkat J.co Sebagai pilihan Utama ...........ccocovviiiiiiniini e 132
Tabel 3.69 Tingkat minat merekomendasikan ...........ccccoovriiiiiiinnn i, 133
Tabel 3.70 Rekapitulasi Variabel Repurchase Intention............cccovvviieneninencicinins 134
Tabel 3.71 Kategori Interval Repurchase INtention..........c.ccoeveiviiniinineneneseeies 136
Tabel 3.72 Distribusi Kategorisasi Repurchase Intention.............ccoccovoveviiiiieneneniene. 137
Tabel 3.73 Tabulasi Silang Variabel Brand Image Terhadap Brand Trust.................... 138
Tabel 3.74 Regresi Linier Berganda X1 dan Y1.......coooooiiiiiiiniee e 139
Tabel 3.75 Koefisien Korelasi X1 dengan Y1 ..o 141

XV



Tabel 3.76 Koefisien Determinasi X1 terhadap Y1.......cocooeiiieiiiiinininenenceeeeeeis 142

Tabel 3.77 Uji T XL terhadap Y1 ...ttt 143
Tabel 3.78 Tabulasi Silang Variabel Customer Experience Terhadap Brand Trust......144
Tabel 3.79 Hasil Uji Regresi Linier Sederhana X2 terhadap Y1 ........ccocovvvvivenvnvinene. 146
Tabel 3.80 Koefisien Korelasi X2 dengan Y1 ......c.ccccooveviiiiiieieseene e 148
Tabel 3.81 Koefisien Determinasi X2 terhadap Y1.......cccooeiiieiiininiinenesenceeeeeeie 149
Tabel 3.82 Hasil Uji T X2 Terhadap Y1.......cccooviieiiiieiccesee et 150
Tabel 3.83 Hasil Uji Regresi Linier Berganda X1 dan X2 terhadap Y1...........ccccovennnee. 152
Tabel 3.84 Koefisien Korelasi X1 dan X2 terhadap Y1 .......cccooeoiiiiiinineninciceeens 154
Tabel 3.85 Koefisien Determinasi X1 dan X2 Terhadap Y1........ccoooieviviiievcnecinene. 155
Tabel 3.86 Hasil Uji F X1 dan X2 Terhadap Y1 ... 156
Tabel 3.87Tabulasi Silang Variabel Brand Trust Terhadap Repurchase Intention........ 157
Tabel 3.88 Hasil Uji Regresi Sederhana Y1 Terhadap Y2 .......ccccoeviviviiicvveevcsecnee, 158
Tabel 3.89 Koefisien KorelasiiY1 Terhadap Y2........ccocooeiiiiieiiininine e 160
Tabel 3.90 Koefisien Determinasi Y1 Terhadap Y2......cccccovveieiieie v, 161
Tabel 3.91 Hasil Uji T YL Terhadap Y2......cocoooeiiiiiiinineneieeeese e 163

XVi



