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BAB V  

PENUTUP 

 

A. Kesimpulan 

Berdasarkan hasil penelitian dan pembahasan mengenai pengaruh 

lokasi dan kepercayaan konsumen terhadap keputusan pembelian produk 

perabot rumah tangga di UD. Rahmat Kecamatan Batang Natal, maka dapat 

disimpulkan  bahwa: 

1. Lokasi (X1) berpengaruh terhadap keputusan pembelian UD. Rahmat 

Kecamatan Batang Natal. Hal ini dibuktikan dengan nilai thitung sebesar 

3,177 > ttabel sebesar 1,989 dan nilai signifikansi sebesar 0,002 < 0,05. 

Dengan demikian, semakin baik, strategis, dan mudah dijangkau lokasi 

UD. Rahmat, maka semakin besar kecenderungan konsumen untuk 

melakukan keputusan pembelian.     

2. Kepercayaan Konsume (X2) berpengaruh terhadap keputusan pembelian 

UD. Rahmat Kecamatan Batang Natal. Hal ini dibuktikan dengan nilai 

thitung sebesar 4,901 > ttabel sebesar 1,989 dan nilai signifikansi sebesar 

0,000 < 0,05. Dengan demikian, semakin tinggi kepercayaan konsumen 

terhadap keandalan, kejujuran, kompetensi, kepedulian, dan keamanan 

produk yang ditawarkan UD. Rahmat, maka semakin tinggi pula 

keputusan konsumen untuk melakukan pembelian. 

3. Lokasi (X1) dan Kepercayaan Konsumen (X2) berpengaruh terhadap  

keputusan pembelian (Y) pada UD. Rahmat Kecamatan Batang Natal. 

Hasil uji F menunjukkan nilai Fhitung sebesar 38,731 > Ftabel sebesar 

3,11 dengan nilai signifikansi sebesar 0,000 < 0,05. Model penelitian 

memiliki nilai Adjusted R Square sebesar 0,476 atau 47,6%, yang berarti 

lokasi dan kepercayaan konsumen secara bersama-sama mampu 

menjelaskan 47,6% variasi keputusan pembelian, sedangkan 52,4% 

sisanya dipengaruhi oleh faktor -faktor  lain yang tidak diteliti dalam 

penelitian ini.
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B. Saran  

Berdasarkan hasil penelitian yang telah dilakukan, penulis 

memberikan beberapa saran sebagai berikut: 

1. Bagi UD. Rahmat 

UD. Rahmat disarankan untuk meningkatkan kenyamanan dan 

kemudahan akses lokasi usaha, khususnya dengan memperhatikan 

pengaturan tempat parkir dan akses konsumen menuju toko agar aktivitas 

pembelian dapat berlangsung dengan lebih nyaman.  

2. Bagi Kepercayaan komsumen 

UD. Rahmat perlu mempertahankan dan meningkatkan kepercayaan 

konsumen dengan memberikan informasi produk secara jujur, jelas, dan 

transparan, terutama mengenai kualitas, ketahanan, harga, dan keamanan 

produk. Hal ini diharapkan dapat mengurangi keraguan konsumen serta 

meningkatkan keputusan pembelian dan pembelian ulang.  

3. Bagi peneliti selanjutnya 

Peneliti selanjutnya  disarankan untuk menambahkan variabel lain yang 

berpotensi memengaruhi keputusan pembelian, seperti harga, kualitas 

produk, kualitas pelayanan, promosi, dan kepuasan konsumen, serta 

menggunakan objek atau wilayah penelitian yang berbeda agar hasil 

penelitian dapat memberikan pemahaman yang lebih luas mengenai faktor-

faktor yang memengaruhi keputusan pembelian. 
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Correlations 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 TOTAL 

P1 Pearson Correlation 1 .405** .497** .430** .300** .353** .367** .499** .226* .296** .651** 

Sig. (2-tailed)  .000 .000 .000 .006 .001 .001 .000 .039 .006 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P2 Pearson Correlation .405** 1 .294** .420** .244* .281** .337** .255* .319** .488** .623** 

Sig. (2-tailed) .000  .007 .000 .025 .010 .002 .019 .003 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P3 Pearson Correlation .497** .294** 1 .470** .353** .226* .471** .402** .219* .391** .648** 

Sig. (2-tailed) .000 .007  .000 .001 .039 .000 .000 .045 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P4 Pearson Correlation .430** .420** .470** 1 .470** .443** .427** .427** .433** .437** .750** 

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

N 84 84 84 84 84 84 84 84 84 84 84 

P5 Pearson Correlation .300** .244* .353** .470** 1 .555** .528** .430** .337** .339** .686** 

Sig. (2-tailed) .006 .025 .001 .000  .000 .000 .000 .002 .002 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P6 Pearson Correlation .353** .281** .226* .443** .555** 1 .432** .414** .251* .340** .655** 

Sig. (2-tailed) .001 .010 .039 .000 .000  .000 .000 .021 .002 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P7 Pearson Correlation .367** .337** .471** .427** .528** .432** 1 .622** .275* .339** .713** 

Sig. (2-tailed) .001 .002 .000 .000 .000 .000  .000 .011 .002 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P8 Pearson Correlation .499** .255* .402** .427** .430** .414** .622** 1 .227* .276* .673** 

Sig. (2-tailed) .000 .019 .000 .000 .000 .000 .000  .038 .011 .000 



 
 

 

N 84 84 84 84 84 84 84 84 84 84 84 

P9 Pearson Correlation .226* .319** .219* .433** .337** .251* .275* .227* 1 .541** .572** 

Sig. (2-tailed) .039 .003 .045 .000 .002 .021 .011 .038  .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P10 Pearson Correlation .296** .488** .391** .437** .339** .340** .339** .276* .541** 1 .671** 

Sig. (2-tailed) .006 .000 .000 .000 .002 .002 .002 .011 .000  .000 

N 84 84 84 84 84 84 84 84 84 84 84 

 TOTAL Pearson Correlation .651** .623** .648** .750** .686** .655** .713** .673** .572** .671** 1 

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

N 84 84 84 84 84 84 84 84 84 84 84 

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

Correlations 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 TOTAL 

P1 Pearson Correlation 1 .259* .264* .378** .251* .219* .251* .299** .297** .256* .551** 

Sig. (2-tailed)  .017 .015 .000 .021 .046 .021 .006 .006 .019 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P2 Pearson Correlation .259* 1 .247* .140 .281** .480** .210 .223* .079 .406** .552** 

Sig. (2-tailed) .017  .023 .205 .010 .000 .055 .041 .476 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P3 Pearson Correlation .264* .247* 1 .258* .260* .166 .270* .378** .367** .312** .575** 

Sig. (2-tailed) .015 .023  .018 .017 .131 .013 .000 .001 .004 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P4 Pearson Correlation .378** .140 .258* 1 .393** .424** .266* .351** .187 .204 .572** 



 
 

 

Sig. (2-tailed) .000 .205 .018  .000 .000 .014 .001 .088 .062 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P5 Pearson Correlation .251* .281** .260* .393** 1 .505** .424** .274* .475** .459** .692** 

Sig. (2-tailed) .021 .010 .017 .000  .000 .000 .012 .000 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P6 Pearson Correlation .219* .480** .166 .424** .505** 1 .387** .200 .194 .333** .636** 

Sig. (2-tailed) .046 .000 .131 .000 .000  .000 .069 .077 .002 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P7 Pearson Correlation .251* .210 .270* .266* .424** .387** 1 .434** .351** .369** .642** 

Sig. (2-tailed) .021 .055 .013 .014 .000 .000  .000 .001 .001 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P8 Pearson Correlation .299** .223* .378** .351** .274* .200 .434** 1 .408** .474** .654** 

Sig. (2-tailed) .006 .041 .000 .001 .012 .069 .000  .000 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P9 Pearson Correlation .297** .079 .367** .187 .475** .194 .351** .408** 1 .450** .620** 

Sig. (2-tailed) .006 .476 .001 .088 .000 .077 .001 .000  .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P10 Pearson Correlation .256* .406** .312** .204 .459** .333** .369** .474** .450** 1 .686** 

Sig. (2-tailed) .019 .000 .004 .062 .000 .002 .001 .000 .000  .000 

N 84 84 84 84 84 84 84 84 84 84 84 

TOTAL Pearson Correlation .551** .552** .575** .572** .692** .636** .642** .654** .620** .686** 1 

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

N 84 84 84 84 84 84 84 84 84 84 84 



 
 

 

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

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

 

 



 
 

 

Correlations 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 TOTAL 

P1 Pearson Correlation 1 .534** .501** .450** .418** .383** .186 .030 .320** .297** .618** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .091 .785 .003 .006 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P2 Pearson Correlation .534** 1 .494** .427** .283** .125 .327** .000 .396** .363** .583** 

Sig. (2-tailed) .000  .000 .000 .009 .257 .002 .997 .000 .001 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P3 Pearson Correlation .501** .494** 1 .587** .551** .539** .331** .172 .516** .493** .781** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .002 .117 .000 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P4 Pearson Correlation .450** .427** .587** 1 .366** .240* .170 .208 .440** .317** .635** 

Sig. (2-tailed) .000 .000 .000  .001 .028 .122 .057 .000 .003 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P5 Pearson Correlation .418** .283** .551** .366** 1 .414** .416** .240* .517** .412** .710** 

Sig. (2-tailed) .000 .009 .000 .001  .000 .000 .028 .000 .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P6 Pearson Correlation .383** .125 .539** .240* .414** 1 .445** .241* .383** .312** .640** 

Sig. (2-tailed) .000 .257 .000 .028 .000  .000 .027 .000 .004 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P7 Pearson Correlation .186 .327** .331** .170 .416** .445** 1 .354** .377** .315** .623** 

Sig. (2-tailed) .091 .002 .002 .122 .000 .000  .001 .000 .004 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P8 Pearson Correlation .030 .000 .172 .208 .240* .241* .354** 1 .349** .130 .477** 

Sig. (2-tailed) .785 .997 .117 .057 .028 .027 .001  .001 .240 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P9 Pearson Correlation .320** .396** .516** .440** .517** .383** .377** .349** 1 .660** .759** 

Sig. (2-tailed) .003 .000 .000 .000 .000 .000 .000 .001  .000 .000 

N 84 84 84 84 84 84 84 84 84 84 84 

P10 Pearson Correlation .297** .363** .493** .317** .412** .312** .315** .130 .660** 1 .642** 



 
 

 

Hasil Uji Validitas Lokasi (X1) 

 

 

Hasil uji reliabilitas lokasi (X1) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.857 10 

 

Hasil uji reliabilitas kepercayaan konsumen (X2) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.818 10 

Sig. (2-tailed) .006 .001 .000 .003 .000 .004 .004 .240 .000  .000 

N 84 84 84 84 84 84 84 84 84 84 84 

TOTAL Pearson Correlation .618** .583** .781** .635** .710** .640** .623** .477** .759** .642** 1 

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

N 84 84 84 84 84 84 84 84 84 84 84 

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

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



 
 

 

 

Hasil uji reliabilitas keputusan pembelian (Y) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.834 10 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

Hasil Uji Asumsi Klasik 

 

 
 

 



 
 

 

 
 

 



 
 

 

 
 

Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 LOKASI .671 1.490 

KEPERCAYAAN 

KONSUMEN 

.671 1.490 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 



 
 

 

 

Hasil Analisis Regresi Linear Berganda  

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 9.731 3.813  2.552 .013 

LOKASI .288 .091 .308 3.177 .002 

KEPERCAYAAN 

KONSUMEN 

.483 .099 .475 4.901 .000 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

Hasil Uji Hipotesis 

Uji Parsial (uji t) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 9.731 3.813  2.552 .013 

LOKASI .288 .091 .308 3.177 .002 

KEPERCAYAAN 

KONSUMEN 

.483 .099 .475 4.901 .000 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 



 
 

 

 

 

Uji Simultan (Uji F) 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 525.824 2 262.912 38.731 .000b 

Residual 549.843 81 6.788   

Total 1075.667 83    

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

b. Predictors: (Constant), KEPERCAYAAN KONSUMEN, LOKASI 

 

Uji Koefisien Determinasi (R2) 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .699a .489 .476 2.605 

a. Predictors: (Constant), KEPERCAYAAN KONSUMEN, LOKASI 

b. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

 

 

 



 
 

 

Pr 

df 

0.25 

0.50 

0.10 

0.20 

0.05 

0.10 

0.025 

0.050 

0.01 

0.02 

0.005 

0.010 

0.001 

0.002 

81 0.67753 1.29209 1.66388 1.98969 2.37327 2.63790 3.19392 

82 0.67749 1.29196 1.66365 1.98932 2.37269 2.63712 3.19262 

83 0.67746 1.29183 1.66342 1.98896 2.37212 2.63637 3.19135 

84 0.67742 1.29171 1.66320 1.98861 2.37156 2.63563 3.19011 

85 0.67739 1.29159 1.66298 1.98827 2.37102 2.63491 3.18890 

86 0.67735 1.29147 1.66277 1.98793 2.37049 2.63421 3.18772 

87 0.67732 1.29136 1.66256 1.98761 2.36998 2.63353 3.18657 

88 0.67729 1.29125 1.66235 1.98729 2.36947 2.63286 3.18544 

89 0.67726 1.29114 1.66216 1.98698 2.36898 2.63220 3.18434 

90 0.67723 1.29103 1.66196 1.98667 2.36850 2.63157 3.18327 

91 0.67720 1.29092 1.66177 1.98638 2.36803 2.63094 3.18222 

92 0.67717 1.29082 1.66159 1.98609 2.36757 2.63033 3.18119 

93 0.67714 1.29072 1.66140 1.98580 2.36712 2.62973 3.18019 

94 0.67711 1.29062 1.66123 1.98552 2.36667 2.62915 3.17921 

95 0.67708 1.29053 1.66105 1.98525 2.36624 2.62858 3.17825 

96 0.67705 1.29043 1.66088 1.98498 2.36582 2.62802 3.17731 

97 0.67703 1.29034 1.66071 1.98472 2.36541 2.62747 3.17639 

98 0.67700 1.29025 1.66055 1.98447 2.36500 2.62693 3.17549 

99 0.67698 1.29016 1.66039 1.98422 2.36461 2.62641 3.17460 

100 0.67695 1.29007 1.66023 1.98397 2.36422 2.62589 3.17374 

101 0.67693 1.28999 1.66008 1.98373 2.36384 2.62539 3.17289 

102 0.67690 1.28991 1.65993 1.98350 2.36346 2.62489 3.17206 

103 0.67688 1.28982 1.65978 1.98326 2.36310 2.62441 3.17125 

104 0.67686 1.28974 1.65964 1.98304 2.36274 2.62393 3.17045 

105 0.67683 1.28967 1.65950 1.98282 2.36239 2.62347 3.16967 

106 0.67681 1.28959 1.65936 1.98260 2.36204 2.62301 3.16890 

107 0.67679 1.28951 1.65922 1.98238 2.36170 2.62256 3.16815 

108 0.67677 1.28944 1.65909 1.98217 2.36137 2.62212 3.16741 

109 0.67675 1.28937 1.65895 1.98197 2.36105 2.62169 3.16669 



 
 

 

110 0.67673 1.28930 1.65882 1.98177 2.36073 2.62126 3.16598 

111 0.67671 1.28922 1.65870 1.98157 2.36041 2.62085 3.16528 

112 0.67669 1.28916 1.65857 1.98137 2.36010 2.62044 3.16460 

113 0.67667 1.28909 1.65845 1.98118 2.35980 2.62004 3.16392 

114 0.67665 1.28902 1.65833 1.98099 2.35950 2.61964 3.16326 

115 0.67663 1.28896 1.65821 1.98081 2.35921 2.61926 3.16262 

116 0.67661 1.28889 1.65810 1.98063 2.35892 2.61888 3.16198 

117 0.67659 1.28883 1.65798 1.98045 2.35864 2.61850 3.16135 

118 0.67657 1.28877 1.65787 1.98027 2.35837 2.61814 3.16074 

119 0.67656 1.28871 1.65776 1.98010 2.35809 2.61778 3.16013 

120 0.67654 1.28865 1.65765 1.97993 2.35782 2.61742 3.15954 

 

 

df untuk 

penyebut 
(N2) 

df untuk pembilang (N1) 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

46 4.05 3.20 2.81 2.57 2.42 2.30 2.22 2.15 2.09 2.04 2.00 1.97 1.94 1.91 1.89 

47 4.05 3.20 2.80 2.57 2.41 2.30 2.21 2.14 2.09 2.04 2.00 1.96 1.93 1.91 1.88 

48 4.04 3.19 2.80 2.57 2.41 2.29 2.21 2.14 2.08 2.03 1.99 1.96 1.93 1.90 1.88 

49 4.04 3.19 2.79 2.56 2.40 2.29 2.20 2.13 2.08 2.03 1.99 1.96 1.93 1.90 1.88 

50 4.03 3.18 2.79 2.56 2.40 2.29 2.20 2.13 2.07 2.03 1.99 1.95 1.92 1.89 1.87 

51 4.03 3.18 2.79 2.55 2.40 2.28 2.20 2.13 2.07 2.02 1.98 1.95 1.92 1.89 1.87 

52 4.03 3.18 2.78 2.55 2.39 2.28 2.19 2.12 2.07 2.02 1.98 1.94 1.91 1.89 1.86 

53 4.02 3.17 2.78 2.55 2.39 2.28 2.19 2.12 2.06 2.01 1.97 1.94 1.91 1.88 1.86 

54 4.02 3.17 2.78 2.54 2.39 2.27 2.18 2.12 2.06 2.01 1.97 1.94 1.91 1.88 1.86 

55 4.02 3.16 2.77 2.54 2.38 2.27 2.18 2.11 2.06 2.01 1.97 1.93 1.90 1.88 1.85 

56 4.01 3.16 2.77 2.54 2.38 2.27 2.18 2.11 2.05 2.00 1.96 1.93 1.90 1.87 1.85 

57 4.01 3.16 2.77 2.53 2.38 2.26 2.18 2.11 2.05 2.00 1.96 1.93 1.90 1.87 1.85 

58 4.01 3.16 2.76 2.53 2.37 2.26 2.17 2.10 2.05 2.00 1.96 1.92 1.89 1.87 1.84 

59 4.00 3.15 2.76 2.53 2.37 2.26 2.17 2.10 2.04 2.00 1.96 1.92 1.89 1.86 1.84 



 
 

 

60 4.00 3.15 2.76 2.53 2.37 2.25 2.17 2.10 2.04 1.99 1.95 1.92 1.89 1.86 1.84 

61 4.00 3.15 2.76 2.52 2.37 2.25 2.16 2.09 2.04 1.99 1.95 1.91 1.88 1.86 1.83 

62 4.00 3.15 2.75 2.52 2.36 2.25 2.16 2.09 2.03 1.99 1.95 1.91 1.88 1.85 1.83 

63 3.99 3.14 2.75 2.52 2.36 2.25 2.16 2.09 2.03 1.98 1.94 1.91 1.88 1.85 1.83 

64 3.99 3.14 2.75 2.52 2.36 2.24 2.16 2.09 2.03 1.98 1.94 1.91 1.88 1.85 1.83 

65 3.99 3.14 2.75 2.51 2.36 2.24 2.15 2.08 2.03 1.98 1.94 1.90 1.87 1.85 1.82 

66 3.99 3.14 2.74 2.51 2.35 2.24 2.15 2.08 2.03 1.98 1.94 1.90 1.87 1.84 1.82 

67 3.98 3.13 2.74 2.51 2.35 2.24 2.15 2.08 2.02 1.98 1.93 1.90 1.87 1.84 1.82 

68 3.98 3.13 2.74 2.51 2.35 2.24 2.15 2.08 2.02 1.97 1.93 1.90 1.87 1.84 1.82 

69 3.98 3.13 2.74 2.50 2.35 2.23 2.15 2.08 2.02 1.97 1.93 1.90 1.86 1.84 1.81 

70 3.98 3.13 2.74 2.50 2.35 2.23 2.14 2.07 2.02 1.97 1.93 1.89 1.86 1.84 1.81 

71 3.98 3.13 2.73 2.50 2.34 2.23 2.14 2.07 2.01 1.97 1.93 1.89 1.86 1.83 1.81 

72 3.97 3.12 2.73 2.50 2.34 2.23 2.14 2.07 2.01 1.96 1.92 1.89 1.86 1.83 1.81 

73 3.97 3.12 2.73 2.50 2.34 2.23 2.14 2.07 2.01 1.96 1.92 1.89 1.86 1.83 1.81 

74 3.97 3.12 2.73 2.50 2.34 2.22 2.14 2.07 2.01 1.96 1.92 1.89 1.85 1.83 1.80 

75 3.97 3.12 2.73 2.49 2.34 2.22 2.13 2.06 2.01 1.96 1.92 1.88 1.85 1.83 1.80 

76 3.97 3.12 2.72 2.49 2.33 2.22 2.13 2.06 2.01 1.96 1.92 1.88 1.85 1.82 1.80 

77 3.97 3.12 2.72 2.49 2.33 2.22 2.13 2.06 2.00 1.96 1.92 1.88 1.85 1.82 1.80 

78 3.96 3.11 2.72 2.49 2.33 2.22 2.13 2.06 2.00 1.95 1.91 1.88 1.85 1.82 1.80 

79 3.96 3.11 2.72 2.49 2.33 2.22 2.13 2.06 2.00 1.95 1.91 1.88 1.85 1.82 1.79 

80 3.96 3.11 2.72 2.49 2.33 2.21 2.13 2.06 2.00 1.95 1.91 1.88 1.84 1.82 1.79 

81 3.96 3.11 2.72 2.48 2.33 2.21 2.12 2.05 2.00 1.95 1.91 1.87 1.84 1.82 1.79 

82 3.96 3.11 2.72 2.48 2.33 2.21 2.12 2.05 2.00 1.95 1.91 1.87 1.84 1.81 1.79 

83 3.96 3.11 2.71 2.48 2.32 2.21 2.12 2.05 1.99 1.95 1.91 1.87 1.84 1.81 1.79 

84 3.95 3.11 2.71 2.48 2.32 2.21 2.12 2.05 1.99 1.95 1.90 1.87 1.84 1.81 1.79 

85 3.95 3.10 2.71 2.48 2.32 2.21 2.12 2.05 1.99 1.94 1.90 1.87 1.84 1.81 1.79 

86 3.95 3.10 2.71 2.48 2.32 2.21 2.12 2.05 1.99 1.94 1.90 1.87 1.84 1.81 1.78 

87 3.95 3.10 2.71 2.48 2.32 2.20 2.12 2.05 1.99 1.94 1.90 1.87 1.83 1.81 1.78 

88 3.95 3.10 2.71 2.48 2.32 2.20 2.12 2.05 1.99 1.94 1.90 1.86 1.83 1.81 1.78 

89 3.95 3.10 2.71 2.47 2.32 2.20 2.11 2.04 1.99 1.94 1.90 1.86 1.83 1.80 1.78 

90 3.95 3.10 2.71 2.47 2.32 2.20 2.11 2.04 1.99 1.94 1.90 1.86 1.83 1.80 1.78 
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