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ABSTRACT

This study stems from the observation that the Mulya Abadi Dairy Group possesses substantial
potential in the livestock sector but continues to face several challenges, including ineffective
marketing strategies, a suboptimal distribution system, and weak synergy among its members.

. The objective of this research is to assess the extent to which marketing strategy(X1),
distribution system (X2), and cooperation (X3) influence productivity (Y), both partially and
simultaneously. The methodology used is a quantitative approach, with data collected through
surveys of 77 farmers selected randomly from a population of 330, then analyzed using SPSS

version 26.

The analysis results indicate that all three independent variables have a positive and significant
effect on productivity, both individually and collectively. Therefore, improving the effectiveness
of marketing strategies, enhancing the distribution system, and strengthening collaboration
among members are essential aspects in boosting group productivity. Based on these findings,
the study recommends stronger promotional development, more targeted market segmentation,
increased distribution logistics efficiency, and better teamwork development to support the
growth of the dairy industry in Pudak District, Ponorogo Regency.
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INTRODUCTION
The livestock sector, particularly dairy cattle, plays a strategic role in the Indonesian economy,
not only as a food supplier in the form of milk, but also as a source of livelihood for rural
communities. One example is the milk Mulya Abadi group in Pudak District, Ponorogo, is one
such farming community with significant potential for increasing local milk production. However,
this group still faces various challenges that hinder productivity, including suboptimal marketing
strategies, an inefficient distribution system, and weak cooperation among group members.
Consequently, its dairy products struggle to reach wider and more competitive markets, which
adversely affects business growth and the farmers’ welfare.
This study primarily aims to analyze the influence of marketing strategies, distribution systems,
and collaborative efforts on the productivity of dairy farmer groups, both individually and
collectively. pecifically, it examines: (1) the individual influence of marketing strategies on
productivity; (2) the role of distribution systems in enhancing productivity; (3) the impact of
internal collaboration among members; and (4) the combined effect of these three variables on the
overall productivity of the Susu Mulya Abadi group.
Theoretically, this research contributes to the development of marketing and operational

management, particularly in the context of the smallholder livestock industry. Practically, the
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results are expected to serve as a reference for dairy farmer groups in increasing productivity
through the implementation of more targeted marketing strategies, improved distribution systems,
and strengthened collaboration among members. While the detailed results are presented in the
analysis section, it can be initially suggested that increasing productivity may be achieved through
promotional strategies based on market segmentation, the adoption of efficient distribution
technologies, and the reinforcement of a collaborative work culture among farmers and group

leaders.

LITERATURE REVIEW AND DEVELOPMENT HYPOTHESIS

Marketing strategy is the basic approach used by business units to achieve predetermined goals
through decisions regarding target markets, the marketing mix (4Ps: product, price, place,
promotion), and marketing cost planning. It plays a critical role in enhancing product
competitiveness, including for local dairy products.

. Without an effective marketing strategy, even high-quality products will struggle to gain
recognition among consumers. Previous research by Sucinda et al. (2021) and Pangastuti &
Nurhadi (2021) showed that marketing strategy has a significant impact on increasing business
productivity, both in the craft and agribusiness sectors.

In addition to marketing strategy, the distribution system is also essential in ensuring that products
reach consumers on time and in good condition

. According to Permata & Suwardi (2022), an efficient distribution system supports stable
product supply and pricing. Poorly managed distribution can lead to product damage, delivery
delays, and declining customer satisfaction. Research by Dewantara (2020) shows that the
distribution system significantly impacts productivity, particularly in the context of economic
equity and operational efficiency.

In addition to strategy and distribution, collaboration among group members is key to
achieving collective goals. Good collaboration creates synergy and efficiency, facilitates
coordination, communication, and problem-solving. Anggraeni & Saragih (2022) emphasize that
collaboration within work groups can increase productivity through mutual trust and shared
responsibility. In the context of a dairy group, collaboration allows members to share information,
knowledge, and resources that support smooth production and product distribution.

Based on the theory, previous research results, and logical arguments, the following
hypothesis can be formulated: H1: Marketing strategy influences the productivity of the Mulya
Abadi milk group. H2: Distribution system influences the productivity of the Mulya Abadi milk
group. H3: Cooperation influences the productivity of the Mulya Abadi milk group. H4: Marketing



strategy, distribution system, and cooperation simultaneously influence the productivity of the
Mulya Abadi milk group.
RESEARCH METHODS

Utilizing a quantitative framework and survey methodology, this research investigates the
extent to which marketing efforts, distribution practices, and teamwork contribute to productivity
within the Mulya Abadi Dairy Group in Pudak District. Utilizing a causal research design, this
study aims to examine the cause-and-effect relationships between the independent and dependent
variables by conducting hypothesis testing. This approach is considered appropriate as it provides
an objective and measurable understanding of the extent to which each variable influences the
productivity outcomes within the dairy group.

The research object is the Mulya Abadi Milk Group, which serves as a representation of
rural-based dairy industry operations. The participants in this study consist of active dairy farmers
who are members of the group. The total population is 330 individuals, A sample of 77
respondents was determined using Slovin's formula with a 10% margin of error. To minimize
sampling bias, the study adopted a simple random sampling technique, providing each population
member with an equal chance of selection.

This study examines four key variables, including three independent variables and one
dependent variable. The first independent variable, marketing strategy (X1), is defined as a
structured approach to reaching target markets, involving elements such as product development,
pricing, and promotional initiatives. The second independent variable, the distribution system
(X2), pertains to the effective movement of products from producers to end-users and includes
indicators such as distribution points, timeliness, product handling, and information flow.

The third is cooperation (X3), encompassing elements such as teamwork, coordination,
communication, comfort in collaboration, and conflict management within the group. The
dependent variable is productivity (Y), defined as the effectiveness in utilizing available resources
to produce milk. Productivity is measured through indicators such as individual capability, output
improvement, motivation at work, personal growth, quality, and overall efficiency.

The data collection process employed two main instruments: structured questionnaires and
semi-structured interviews. The questionnaires were constructed based on a five-point Likert
scale, spanning from “Strongly Disagree” (1) to “Strongly Agree” (5), and were intended to
thoroughly measure all relevant variables in the study. Before deployment, the tools undergo
validation and reliability testing to ensure measurement accuracy. To enrich the quantitative
findings, interviews were also conducted with central figures such as group leaders and
administrators for deeper contextual insights.

The data were analyzed using SPSS version 26 software. Instrument validity was verified

using Pearson's Product Moment correlation method, with items deemed valid if their correlation



coefficient surpassed the threshold value. Instrument reliability was evaluated through Cronbach's
Alpha, where values above 0.6 indicated acceptable internal consistency. Before conducting
regression analysis, classical assumption testing was carried out. This included the Kolmogorov-
Smirnov test to evaluate data normality, multicollinearity checks through Tolerance values
exceeding 0.1 and VIF scores below 10, and the Glejser test to identify the presence of
heteroscedasticity. Once all classical assumptions were satisfied, A multiple linear regression
analysis was utilized to assess how the independent variables influence productivity. The F-test
was applied to evaluate the collective effect of all variables, while t-tests were conducted to
analyze the individual impact of each variable. Hypothesis testing was carried out at a 5%
significance level (o = 0.05), with results considered statistically significant when the p-value was
below 0.05. This approach offered a structured and evidence-based method for identifying the key
factors affecting productivity within local dairy farming groups.
RESEARCH RESULTS AND DISCUSSION

This study was conducted on 77 respondents who are active members of the Mulya Abadi Milk
Group in Pudak District, Ponorogo Regency. Respondents were randomly selected using simple
random sampling from a population of 330 dairy farmers. The respondents exhibited diverse
characteristics in terms of age, educational background, and dairy farming experience. Most
respondents had more than five years of experience in the livestock business, while others were
classified as novice farmers with less than three years of experience.

To understand the characteristics of each research variable, descriptive analysis was
conducted using statistical indicators such as the minimum, maximum, mean, and standard

deviation. The results are as follows:

Variable N Minimum Maximum Mean Standard
Deviation

Marketing 77 2.80 5.00 4.02 0.56

Strategy

(X1)

Distribution | 77 2.60 5.00 3.91 0.60

System (X2)

Cooperation | 77 3.00 5.00 4.15 0.48
(X3)
Productivity | 77 3.00 5.00 4.08 0.52

(YY)




Before being distributed, the questionnaire used for data collection was subjected to both
validity and reliability assessments. The validity test showed that all items had correlation
coefficients higher than the minimum required r-value (0.224), confirming their appropriateness.
Meanwhile, reliability testing demonstrated that each variable achieved a Cronbach’s Alpha score
above 0.6, indicating acceptable internal consistency. Therefore, the dataset was considered
reliable and appropriate for subsequent statistical analysis.

To offer an overall understanding of respondents' perceptions, descriptive statistics were

calculated for the four research variables. The mean score for the marketing strategy variable (X1)
was 4.02 with a standard deviation (SD) of 0.56, a minimum score of 2.80, and a maximum of
5.00. The distribution system variable (X2) showed an average of 3.91 with an SD of 0.60, ranging
from 2.60 to 5.00. The cooperation variable (X3) recorded a mean of 4.15 and SD of 0.48, with
scores between 3.00 and 5.00. Lastly, the productivity variable (Y) had an average of 4.08 with an
SD of 0.52, with minimum and maximum values of 3.00 and 5.00, respectively. All variables fell
within the high category, indicating that respondents generally held favorable views regarding
marketing, distribution, cooperation, and productivity in the group.
Classical assumption tests were carried out prior to conducting the regression analysis. The
Kolmogorov-Smirnov test confirmed the normality of data distribution with a significance level
exceeding 0.10. The multicollinearity test yielded VIF values below 10 and Tolerance values
above 0.10, suggesting no multicollinearity issues among the independent variables. Additionally,
the Glejser test found no indications of heteroscedasticity, as all significance values were greater
than 0.10. These results confirm that the regression model meets the assumptions required for
valid hypothesis testing.

The findings from the multiple linear regression analysis indicated that marketing strategy,
distribution system, and cooperation each exerted a significant impact on productivity. Based on
the t-test, the marketing strategy variable produced a significance value below 0.05, leading to the
acceptance of H1. The distribution system also had a significant effect on productivity (p < 0.05),
supporting H2. The cooperation variable also showed a statistically significant effect on
productivity (p < 0.05), supporting hypothesis H3. In addition, the F-test results indicated that the
joint effect of the three variables significantly influenced the productivity of the milk group, as
reflected by an F-value greater than the critical threshold and a p-value below 0.05, thereby
confirming hypothesis H4.

Interpretation of these findings highlights the essential role of marketing strategies in expanding
consumer reach, particularly through increased use of social media and personalized outreach to
loyal customers. The implementation of a more efficient distribution system—such as scheduled
deliveries and enhanced storage management—has improved consumer trust and streamlined

product turnover. Moreover, active cooperation among group members, including task sharing,



effective communication, and mutual assistance in production, has significantly contributed to
higher productivity levels. In summary, the findings address the research questions and reinforce
the conclusion that integrated strategies in marketing, distribution, and cooperation are essential

for enhancing the operational effectiveness of dairy producer groups.

CONCLUSION

The findings from the data analysis and discussion indicate that marketing strategies,
distribution systems, and collaboration have a significant and positive impact on the productivity
of the Mulya Abadi Dairy Group in Pudak District, Ponorogo, both when examined individually
and in combination. Well-structured marketing efforts—particularly those involving market
targeting, product development, pricing strategies, and promotional activities—have effectively
enhanced market penetration and the competitiveness of locally produced dairy goods. In addition,
a streamlined distribution system contributes substantially to the timely and efficient delivery of
milk products, ensuring quality preservation throughout the process. Furthermore, collaboration
among group members—through effective coordination, transparent communication, mutual
comfort in teamwork, and cooperative problem-solving—helps foster a supportive and productive
working environment.

Practically, the results of this study imply that dairy groups can improve overall
productivity by strengthening digital-based promotions, building an integrated internal logistics
system, and reinforcing the values of togetherness and teamwork. Improved marketing strategies
can reach more potential consumers, while an organized distribution system allows products to
reach consumers more quickly and safely. Strong collaboration also creates a sense of belonging
within the group, which will strengthen business sustainability.

However, this study has several limitations. First, the scope of the study was limited to one
dairy farming group in one sub-district, so the results cannot necessarily be generalized to similar
groups in other areas. Second, the approach used was solely quantitative, so it failed to delve
deeper into qualitative aspects such as the group's internal social dynamics. Furthermore, the study
did not consider external variables such as the role of government, weather conditions, or market
price fluctuations, which could also potentially impact productivity.

For future research, it is recommended that the scope be expanded to include farmer groups
in several regions with different characteristics to obtain more comprehensive and comparable
results. Future researchers are also expected to use a mixed methods approach to strengthen
quantitative data with in-depth qualitative findings. Furthermore, it is important to consider
external variables such as policy support, market prices, or the influence of technology in efforts
to increase dairy group productivity. Further research should also evaluate training interventions

or mentoring programs to improve the management and operations of farmer groups.
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Chart 1 Respondent Characteristics Test (Gender)

GENDER
Cumulative
Frequency Percent WValid Percent Percent
Valid Man 33 68.8 68.8 688
Woman 24 312 312 100.0
Total 77 100.0 100.0
Chart 1 Respondent Characteristics Test (Age)
AGE
Cumulative
Frequency Percent Walid Percent Percent
Walid = 33 years 17 221 22.1 2.1
21 - 25 years 24 312 312 332
old
26 - 30 years 24 312 312 244
old
31 - 35 years 12 156 15.6 100.0
old
Total 77 100.0 100.0



https://doi.org/10.29103/e-mabis.v24i1.1011

Chart 2 Respondent Characteristics Test (Frequency)

FREQUENCY
Cumulative
Frequency Percent Valid Percent Percent
Valid > 6 years 17 221 221 221
12 years old 14 18.2 12.2 40.3
3 - 4 years 32 416 416 218
5 - 6 years 14 18.2 18.2 100.0
Total 77 100.0 100.0

Chart 4 Respondents' Answers to the Marketing Strategy Variable (X1)

Respondents' Answers
Question Total
STS TS N S SS
Mulya Abadi Milk Group has 9 54 11 3 0 77
chosen the right market for its milk
products.
Farmers get sufficient information 13 39 21 3 1 77
regarding the market targeted by
the Mulya Abadi milk group.
Do you feel that the milk products 11 40 19 6 1 77
produced are of good quality?
The pricing of dairy products is in 14 41 17 4 1 77
accordance with the quality
offered.
The promotion carried out by the 13 34 19 8 3 77
Mulya Abadi milk group was
effective in increasing milk sales.
Total 60 208 87 24 6 385




Chart 5 Respondents' Answers to the Distribution System Variable (X2)

Question

Respondents' Answers

STS

TS

N

S

SS

Total

The milk collection location by the
Mulya Abadi milk group is easy to

reach

19

45

10

3

77

The location of milk collection
influences the farmer's decision to

deposit milk.

13

36

20

77

Milk collection by the Mulya
Abadi milk group is carried out on
time according to the

predetermined schedule.

16

36

21

77

Farmers are satisfied with the way
milk is stored to maintain milk

quality.

19

37

12

77

Farmers receive sufficient
information regarding the
procedure for depositing milk to

the Mulya Abadi milk group.

14

36

22

77




Chart 6 Respondents' Answers to the Cooperation Variable (X3)

Question Respondents' Answers
Total
STS TS N S SS
Cooperation between members of 14 41 20 2 0 77
the milk group is going well.
Coordination between farmers and 18 37 17 5 0 77
the Mulya Abadi milk group is
running well.
Good communication is important 12 35 24 5 1 77
in achieving the goal of optimal
milk delivery.
Farmers feel comfortable 13 41 20 2 1 77
interacting with members of the
Mulya Abadi milk group
Problems or conflicts that occur in 14 32 24 5 2 77
milk groups can be resolved well




Chart 7 Respondents' Answers to the Productivity Variable (Y)

Respondents' Answers
Question Total
STS TS N S SS

Farmers feel they are capable of 11 53 11 1 1 77
producing good quality milk to be

submitted to the Mulya Abadi milk

group.

Efforts made by the Mulya Abadi 12 37 23 5 0 77
milk group help farmers increase

milk production.

Farmers feel motivated to increase 9 37 21 10 0 77
milk productivity.
produced
Farmers receive sufficient training 2 22 14 21 18 77

and support to

improve skills in milk production

The quality of the milk produced 14 31 22 8 2 77
meets the standards set by

Mulya Abadi milk group

Efforts made by the Mulya Abadi 8 40 22 7 0 77
milk group to help farmers

in increasing the efficiency of milk

production




Chart 8 Validity Test of Variable X1

Correlations
X1.1 X1.2 X1.3 X1.4 X1.5 TOTAL X1
X1.1 Pearson Correlation 1 S81** 588** 552 339%** 782%*
Sig. (2-tailed) .000 .000 .000 .003 .000
N 77 77 77 77 77 77
X1.2 Pearson Correlation S81** 1 353 552 302%* J129%*
Sig. (2-tailed) .000 .002 .000 .008 .000
N 77 77 77 77 77 77
X1.3 Pearson Correlation 588%* 353%* 1 A435%* 433%* J150%*
Sig. (2-tailed) .000 .002 .000 .000 .000
N 77 77 77 77 77 77
X1.4 Pearson Correlation S552%* 552 A435%* 1 391 T78**
Sig. (2-tailed) .000 .000 .000 .000 .000
N 77 77 77 77 77 77
X1.5 Pearson Correlation 339%* .302** A433** 391%** 1 702%*
Sig. (2-tailed) .003 .008 .000 .000 .000
N 77 77 77 77 77 77
TOTAL X1 | Pearson Correlation J182%* J129%* J150%* J178** J702%* 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 77 77 77 77 77 77

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




Chart 9 Test of Variable Validity (X2)

Correlations
X2.1 X2.2 X2.3 X2.4 X2.5 TOTAL X2
X2.1 Pearson Correlation 1 408** 296%* 260%* .189 .616%*
Sig. (2-tailed) .000 .009 .023 .100 .000
N 77 77 77 77 77 77
X2.2 Pearson Correlation A408** 1 .260* .239%* 220% .658**
Sig. (2-tailed) .000 .023 .037 .045 .000
N 77 77 77 77 77 77
X2.3 Pearson Correlation 296%* .260* 1 367** 448** .695%*
Sig. (2-tailed) .009 .023 .001 .000 .000
N 77 77 77 77 77 77
X2.4 Pearson Correlation .260* .239%* 367** 1 A437** 700**
Sig. (2-tailed) .023 .037 .001 .000 .000
N 77 77 77 77 77 77
X2.5 Pearson Correlation .189 229% 448** 437** 1 .682%*
Sig. (2-tailed) .100 .045 .000 .000 .000
N 77 77 77 77 77 77
TOTAL X2 | Pearson Correlation .616** .658** .695%** 700%** .682%** 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 77 77 77 77 77 77

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

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




Chart 10 Test of Variable Validity (X3)

Correlations
X3.1 X3.2 X3.3 X3.4 X3.5 TOTAL X3
X3.1 Pearson Correlation 1 274%* 327%* 254%* .260* ST78**
Sig. (2-tailed) .016 .004 .026 .022 .000
N 77 77 77 77 77 77
X3.2 Pearson Correlation 274* 1 A489%** 402%** A14%* T43 %
Sig. (2-tailed) .016 .000 .000 .000 .000
N 77 77 77 77 77 77
X3.3 Pearson Correlation 327%* 489%* 1 .509** .349%* 768**
Sig. (2-tailed) .004 .000 .000 .002 .000
N 77 77 77 77 77 77
X3.4 Pearson Correlation 254* 402%* S509** 1 .324%* 704%*
Sig. (2-tailed) .026 .000 .000 .004 .000
N 77 77 77 77 77 77
X3.5 Pearson Correlation .260* 414%* .349%** .324%* 1 .697**
Sig. (2-tailed) .022 .000 .002 .004 .000
N 77 77 77 77 77 77
TOTAL X3 | Pearson Correlation ST78** JT43x* 768** 704%** .697** 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 77 77 77 77 77 77

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

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




Chart 11 Test of Validity of Variable (Y)

Correlations
TOTALL
Yl1.1 Y2.2 Y3.3 Y4.4 Y5.5 Y6.6 Y
YI1.1 Pearson Correlation 1 499** 449%** .081 297** .324%* .615%*
Sig. (2-tailed) .000 .000 486 .009 .004 .000
N 77 77 77 77 77 77 77
Y2.2 Pearson Correlation | .499%* 1 A440%** 129 212 214 .599**
Sig. (2-tailed) .000 .000 262 .064 .062 .000
N 77 77 77 77 77 77 77
Y3.3 Pearson Correlation | .449** 440%** 1 279% 393%* 276% T18%*
Sig. (2-tailed) .000 .000 .014 .000 .015 .000
N 77 77 77 77 77 77 77
Y4.4 Pearson Correlation .081 .129 279%* 1 .363%* .189 .616%*
Sig. (2-tailed) 486 262 .014 .001 .100 .000
N 77 77 77 77 77 77 77
YS5.5 Pearson Correlation | .297** 212 .393%* 363** 1 387** J12%*
Sig. (2-tailed) .009 .064 .000 .001 .001 .000
N 77 77 77 77 77 77 77
Y6.6 Pearson Correlation 324 214 276* .189 387+ 1 592
Sig. (2-tailed) .004 .062 .015 .100 .001 .000
N 77 77 77 77 77 77 77
TOTALL | Pearson Correlation | .615%** .599** T18** .616%* T12%* .592%* 1
Y Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 77 77 77 77 77 77 77

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

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

Chart 12 Reliability Test of Variable (X1)

Ttem-T otal Statistics
Cronbach's
Scale Mean if |Scale Variance if | Corrected Item- | Alpha if Item
Item Deleted Item Deleted |[Total Correlation Deleted
X111 20.31 32 249 737 762
X1.2 20.19 31,296 637 758
X13 20.12 31394 679 733
X14 20.23 31260 715 749
X135 20.01 30,829 603 736
TOTAL X1 11.21 9.667 1,000 790




Appendix 13 Variable Reliability Test (X2)

Item-Total Statistics

Cronbach's
Scale Mean if |Scale Variance if | Corrected Item- | Alpha if Item
Item Deleted Item Deleted |Total Correlation Deleted
321 19.73 28306 327 47
322 19.35 26,373 546 733
X223 19.52 27,095 610 751
324 19.55 26,356 602 25
X235 19.45 27,172 303 733
TOTAL X2 10.84 5,239 1,000 691
Chart 14 Reliability Test of Variable (X3)
Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if | Corrected Item- | Alpha if Ttem
Item Deleted Item Deleted |Total Correlation Deleted
X311 20.03 10813 A6 67
X352 20.06 27.614 667 736
X33 19.36 27.203 606 730
X34 20.00 28342 626 746
X35 19 84 27,449 508 J41
TOTAL X3 11.09 8,557 1,000 738
Chart 15 Reliability Test of Variable (Y)
Item-Total Statistics
Cronbach's
Scale Mean if (Scale Variance if | Corrected Item- | Alpha if Item
Item Deleted Item Deleted |Total Correlation Deleted
¥1.1 27.73 41923 S48 735
22 27.53 41,199 316 732
733 27.40 30402 648 14
Y44 26.42 38,430 A28 24
Y33 2743 38485 629 J10
Y6.6 2743 41,356 309 T34
TOTALL 14.91 11794 1,000 00
v




Chart 16 Normality Test

One-Sample Kolmogorov-Smirnov Test

Unstandardized
Reszidual
N 77
MNormal Parametersa b Mean 0000000
Standard 2.81285351
Deviation
MMost Extreme Differences Abszolute 080
Positive {080
Nepgative -042
Test Statistics 080
Asymp. Sig. (2-tailed) 200c.d

a. Test distribution 1= Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. Thiz 13 a lower bound of the true significance.

Chart 17 Multicollinearity Test

Coefficientsa
Collinearity Statistics
Model Tolerance VIF
1 TOTAL X1 J13 1,599
TOTAL X2 588 1,700
TOTAL X3 689 1,451

a. Dependent Variable: TOTAL

Chart 18 Heteroscedasticity Test

Coefficientsa

Standardized

Unstandardized Coefficients Coefficients
hlodel B 5td. Error Beta t Sig.
{Constant) 2,082 269 2,150 035
TOTAL X1 096 078 168 1,232 222
TOTAL X2 - 107 093 -173 -1.146 235
TOTAL X3 013 {083 024 174 62

a. Dependent Variable: ABS RES




Chart 19 Multiple Regression Analysis Test

Coefficientsa
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Eeta t Sig.

{Constant) 6,354 1,353 4221 000

TOTAL X1 18 123 469 4.138 000

TOTAL X2 -011 1350 -.009 -075 940

TOTAL X3 241 136 205 1,774 (&0

a. Dependent Variable: TOTAL
Chart 20 T-Test (Partial)
Coefficientsa
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
(Constant) 6354 1,333 4221 000
TOTAL X1 18 125 A69 4.138 000
TOTAL X2 -.011 130 -002 -.073 940
TOTAL X3 241 136 205 1,774 &0

a. Dependent Variable: TOTAL
Chart 21 F Test (Simultaneous)
ANOVA

Model Sum of Squares df Mean Square F Sig.

Regression 203041 3 08347 11,939 000
Residual 601,323 73 8,237
Total 206, 364 76

a. Dependent Variable: TOTAL

b. Predictors: (Constant), TOTALX3, TOTALX1, TOTATLX2

Chart 22 R and R? Test

Model Summary
Adjusted B Standard Error
Model R E. Square Square of the Estimate
1 S74a 329 302 2870
a. Predictors: (Constant), TOTALX3, TOTALX], TOTALX2

b. Dependent Variable: TOTAL




