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LAMPIRAN IV 

HASIL UJI SPSS 

Validitas 30 Responden 

Sales Promotion 

Correlations 

 X1.1 X1.2 X1.3 TOTAL.X
1 

X1.1 

Pearson Correlation 1 .517** .529** .806** 

Sig. (2-tailed)  .003 .003 .000 

N 30 30 30 30 

X1.2 
Pearson Correlation .517** 1 .774** .883** 
Sig. (2-tailed) .003  .000 .000 
N 30 30 30 30 

X1.3 
Pearson Correlation .529** .774** 1 .888** 
Sig. (2-tailed) .003 .000  .000 
N 30 30 30 30 

TOTAL.X
1 

Pearson Correlation .806** .883** .888** 1 

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

N 30 30 30 30 

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

Visual Merchandising 

Correlations 
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