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LAMPIRAN 

Lampiran  1 Kuesioner Penelitian 

A. Celebrity Endorser (X1) 

 

No Pernyataan SS S R TS STS 

1 

NCT Dream sebagai celebrity 

endorser Mie Lemonilo 

memiliki popularitas yang 

tinggi 

     

2 

Saya mengenal NCT Dream 

sebelum menjadi celebrity 

endorser Mie Lemonilo 

     

3 

Boygroup NCT Dream 

memiliki penampilan fisik yang 

menarik sebagai celebrity 

endorser Mie Lemonilo 

     

4 

NCT Dream mempunyai 

kharisma yang menarik saya 

dalam membeli produk Mie 

Lemonilo 

     

5 

NCT Dream merupakan idola 

yang mencerminkan semangat 

anak muda 

     

6 

NCT Dream mampu 

mempengaruhi konsumen untuk 

mengonsumsi Mie Lemonilo 

     

 

B. Fanatisme Penggemar (X2) 

 

No Pernyataan SS S R TS STS 

1 

Saya membeli produk Mie 

Lemonilo karena pengaruh 

NCT Dream yang 

mengiklankan produk Mie 

Lemonilo 

     

2 

Saya akan membeli produk 

yang berhubungan dengan NCT 

Dream  
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3 

Jika idola saya direndahkan 

oleh fandom lain, maka saya 

akan mempermasalahkannya 

     

4 

Jika terjadi war atau 

perkelahian antar fandom, saya 

memilih ikut campur untuk 

membela fandom dan idol saya 

     

5 

Saya bersedia membayar 

dengan harga mahal untuk 

produk yang berhubungan 

dengan NCT Dream 

     

6 

Saya selalu mencari informasi 

tentang merchandise NCT 

Dream yang keluaran terbaru 

     

 

C. Merchandise (X3) 

 

No Pernyataan SS S R TS STS 

1 

Saya membeli produk Mie 

Lemonilo karena mendapat 

hadiah merchandise NCT 

Dream 

     

2 

Saya membeli produk Mie 

Lemonilo untuk menambah 

koleksi merchandise NCT 

Dream saya 

     

3 

Merchandise Mie Lemonilo 

sangat bermanfaat bagi 

kehidupan saya 

     

4 

Saya membeli Mie Lemonilo 

karena tertarik dengan kualitas 

merchandisenya  

     

5 

Saya membeli Mie Lemonilo 

karena saya membutuhkan 

merchandise-nya 

     

6 

Merchandise Mie Lemonilo x 

NCT Dream mampu menarik 

perhatian saya untuk membeli 

Mie Lemonilo. 
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D. Keputusan Pembelian (Y) 

 

No Pernyataan SS S R TS STS 

1 
Saya membeli produk Mie 

Lemonilo untuk memenuhi 

kebutuhan sehari-hari saya 

     

2 

Mie Lemonilo dikonsumsi 

langsung oleh NCT Dream 

menjadikan saya yakin dengan 

Mie Lemonilo 

     

3 
Saya membeli Mie Lemonilo 

karena bujukan dari orang lain 

     

4 

Setelah melihat konsumen lain 

mengonsumsi Mie Lemonilo 

saya berkeinginan untuk 

membelinya 

     

5 

Setelah saya mencari tau 

informasi mangenai Mie 

Lemonilo saya tertarik 

membelinya 

     

6 

Saya merekomendasikan 

produk Mie Lemonilo kepada 

teman atau saudara saya 

     

 

Lampiran  2 Validitas dan Reliabilitas 

A. Celebrity Endorser (X1) 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 total_X1 

X1.1 Pearson Correlation 1 .731
**
 .795

**
 .610

**
 .844

**
 .783

**
 .908

**
 

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

N 100 100 100 100 100 100 100 

X1.2 Pearson Correlation .731
**
 1 .638

**
 .450

**
 .728

**
 .621

**
 .801

**
 

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

N 100 100 100 100 100 100 100 

X1.3 Pearson Correlation .844
**
 .728

**
 1 .834

**
 .907

**
 .798

**
 .928

**
 

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

N 100 100 100 100 100 100 100 

X1.4 Pearson Correlation .783
**
 .621

**
 .834

**
 1 .833

**
 .836

**
 .911

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

N 100 100 100 100 100 100 100 

X1.5 Pearson Correlation .858
**
 .761

**
 .907

**
 .833

**
 1 .844

**
 .934

**
 

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

N 100 100 100 100 100 100 100 

X1.6 Pearson Correlation .810
**
 .698

**
 .798

**
 .836

**
 .844

**
 1 .920

**
 

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

N 100 100 100 100 100 100 100 

total_

X1 

Pearson Correlation .908
**
 .801

**
 .928

**
 .911

**
 .934

**
 .920

**
 1 

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

N 100 100 100 100 100 100 100 

 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.959 6 

 

B. Fanatisme Penggemar (X2) 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 total_X2 

X2.1 Pearson 

Correlation 

1 .778
**
 .504

**
 .199

*
 .353

**
 .430

**
 .764

**
 

Sig. (2-tailed)  .000 .000 .048 .000 .000 .000 

N 100 100 100 100 100 100 100 

X2.2 Pearson 

Correlation 

.778
**
 1 .466

**
 .231

*
 .515

**
 .564

**
 .827

**
 

Sig. (2-tailed) .000  .000 .021 .000 .000 .000 

N 100 100 100 100 100 100 100 

X2.3 Pearson 

Correlation 

.504
**
 .466

**
 1 .437

**
 .284

**
 .214

*
 .681

**
 

Sig. (2-tailed) .000 .000  .000 .004 .033 .000 

N 100 100 100 100 100 100 100 

X2.4 Pearson 

Correlation 

.199
*
 .231

*
 .437

**
 1 .507

**
 .309

**
 .608

**
 

Sig. (2-tailed) .048 .021 .000  .000 .002 .000 
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N 100 100 100 100 100 100 100 

X2.5 Pearson 

Correlation 

.353
**
 .515

**
 .284

**
 .507

**
 1 .557

**
 .733

**
 

Sig. (2-tailed) .000 .000 .004 .000  .000 .000 

N 100 100 100 100 100 100 100 

X2.6 Pearson 

Correlation 

.430
**
 .564

**
 .214

*
 .309

**
 .557

**
 1 .708

**
 

Sig. (2-tailed) .000 .000 .033 .002 .000  .000 

N 100 100 100 100 100 100 100 

total_X2 Pearson 

Correlation 

.764
**
 .827

**
 .681

**
 .608

**
 .733

**
 .708

**
 1 

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

N 100 100 100 100 100 100 100 

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

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

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.815 6 

 

C. Merchandise (X3) 

  Correlations 

 X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 total_X3 

X3.1 Pearson Correlation 1 .821
**
 .365

**
 .657

**
 .795

**
 .610

**
 .859

**
 

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

N 100 100 100 100 100 100 100 

X3.2 Pearson Correlation .821
**
 1 .407

**
 .644

**
 .638

**
 .450

**
 .868

**
 

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

N 100 100 100 100 100 100 100 

X3.3 Pearson Correlation .365
**
 .407

**
 1 .562

**
 .853

**
 .898

**
 .709

**
 

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

N 100 100 100 100 100 100 100 

X3.4 Pearson Correlation .657
**
 .644

**
 .562

**
 1 .848

**
 .683

**
 .867

**
 

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

N 100 100 100 100 100 100 100 

X3.5 
Pearson Correlation .795

**
 .638

**
 .853

**
 .848

** 
1 .705

** 
.913

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

N 100 100 100 100 100 100 100 

X3.6 
Pearson Correlation .610

**
 .450

**
 .598

**
 .683

** 
705

**
  1

 
.754

**
 

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

N 100 100 100 100 100 100 100 

total_X3 Pearson Correlation .859
**
 .868

**
 .709

**
 .867

**
 .913

** 
.754

** 
1 

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

N 100 100 100 100 100 100 100 

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

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.844 6 

 

 

D. Keputusan Pembelian (Y) 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 total_Y 

Y.1 Pearson Correlation 1 .450
**
 .009 .368

**
 .462

**
 .445

**
 .689

**
 

Sig. (2-tailed)  .000 .932 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 

Y.2 Pearson Correlation .450
**
 1 -.023 .089 .370

**
 .464

**
 .571

**
 

Sig. (2-tailed) .000  .824 .380 .000 .000 .000 

N 100 100 100 100 100 100 100 

Y.3 Pearson Correlation .009 -.023 1 .339
**
 .128 .043 .398

**
 

Sig. (2-tailed) .932 .824  .001 .204 .670 .000 

N 100 100 100 100 100 100 100 

Y.4 Pearson Correlation .368
**
 .089 .339

**
 1 .560

**
 .502

**
 .740

**
 

Sig. (2-tailed) .000 .380 .001  .000 .000 .000 

N 100 100 100 100 100 100 100 

Y.5 Pearson Correlation .462
**
 .370

**
 .128 .560

**
 1 .637

**
 .784

**
 

Sig. (2-tailed) .000 .000 .204 .000  .000 .000 

N 100 100 100 100 100 100 100 

Y.6 Pearson Correlation .445
**
 .464

**
 .043 .502

**
 .637

**
 1 .775

**
 

Sig. (2-tailed) .000 .000 .670 .000 .000  .000 

N 100 100 100 100 100 100 100 
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total_Y Pearson Correlation .689
**
 .571

**
 .398

**
 .740

**
 .784

**
 .775

**
 1 

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

N 100 100 100 100 100 100 100 

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

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.735 6 

 

Lampiran  3 Hasil Skor Angket 

A. Celebrity Endorser (X1) 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 4 5 5 29 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

4 4 4 4 4 4 24 

5 5 5 5 5 5 30 

5 3 5 5 5 5 28 

4 5 4 2 4 4 23 

4 5 4 4 4 4 25 

1 1 1 1 1 1 6 

4 5 5 4 5 3 26 

4 2 5 4 5 4 24 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

5 2 5 5 4 4 25 

5 5 5 5 5 5 30 

5 5 5 4 5 4 28 

5 5 5 5 5 5 30 

5 5 4 5 5 4 28 

5 5 5 5 5 5 30 

1 1 1 1 1 1 6 

5 5 5 4 5 5 29 
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5 4 5 5 5 3 27 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

5 5 5 5 5 5 30 

5 5 5 4 5 4 28 

5 5 5 2 5 4 26 

1 1 1 1 1 1 6 

5 5 4 4 5 5 28 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 4 5 4 5 28 

1 1 1 1 1 1 6 

5 5 5 5 5 5 30 

5 4 4 4 5 5 27 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

4 5 5 5 5 5 29 

5 5 5 5 5 5 30 

4 4 4 4 4 5 25 

5 4 5 5 5 5 29 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

5 5 5 5 5 4 29 

4 5 5 2 3 2 21 

3 3 3 3 3 3 18 

4 4 4 3 4 4 23 

5 5 5 4 5 4 28 

3 3 5 5 5 5 26 

4 3 5 5 5 4 26 

5 5 5 4 5 4 28 

4 5 5 5 4 4 27 

5 5 4 4 4 4 26 

5 5 5 5 5 5 30 

4 5 5 5 5 4 28 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

5 2 5 5 5 5 27 
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5 5 5 5 5 5 30 

5 5 5 4 5 4 28 

5 5 5 5 5 5 30 

5 4 5 5 5 4 28 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 4 4 4 5 4 26 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

5 5 5 4 5 4 28 

4 2 5 4 3 3 21 

5 5 5 5 5 4 29 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 4 5 5 5 5 29 

5 5 5 5 5 5 30 

2 1 1 1 2 2 9 

4 5 5 5 5 5 29 

4 5 5 4 4 5 27 

4 4 5 5 4 5 27 

2 1 1 2 1 1 8 

5 5 5 5 5 5 30 

5 3 3 3 3 3 20 

3 3 3 3 3 3 18 

4 4 4 3 4 4 23 

3 5 4 4 5 3 24 

5 5 5 5 5 5 30 

5 4 5 5 4 4 27 

5 5 4 4 4 5 27 

3 5 4 4 4 4 24 

4 4 4 4 4 4 24 

5 5 5 5 5 5 30 

5 5 4 5 4 5 28 
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B. Fanatisme Penggemar (X2) 

 

5 5 5 5 5 5 30 

5 5 3 3 5 4 25 

3 2 2 3 2 5 17 

5 5 4 3 4 4 25 

5 5 4 3 4 4 25 

5 5 3 3 2 4 22 

4 4 2 2 4 4 20 

4 4 2 4 3 3 20 

5 5 4 3 3 3 23 

5 3 4 2 3 3 20 

4 2 3 2 1 2 14 

4 4 3 2 2 3 18 

1 2 2 4 4 2 15 

5 4 4 3 4 4 24 

4 4 3 3 2 3 19 

4 5 4 4 5 5 27 

5 5 5 5 3 4 27 

5 4 5 3 4 4 25 

5 5 2 2 4 4 22 

2 4 3 3 3 5 20 

5 4 3 5 3 4 24 

4 4 3 3 4 4 22 

5 5 4 5 5 5 29 

1 1 1 4 1 4 12 

4 4 4 4 4 3 23 

4 4 3 2 3 4 20 

4 2 5 3 3 4 21 

5 5 4 3 3 4 24 

5 4 4 4 4 4 25 

5 4 3 2 3 4 21 

3 4 4 2 4 4 21 

3 3 4 3 3 3 19 

1 1 1 1 1 1 6 

4 4 3 2 4 5 22 

5 5 5 3 4 5 27 

4 5 4 4 4 5 26 

5 3 3 2 1 3 17 

1 1 1 4 4 1 12 
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5 4 2 2 3 4 20 

5 4 2 3 3 4 21 

5 5 4 4 3 5 26 

5 5 5 5 5 5 30 

4 5 5 3 2 4 23 

5 5 5 5 5 5 30 

5 4 4 4 3 4 24 

5 5 4 4 3 4 25 

5 4 3 2 2 2 18 

5 5 4 4 5 5 28 

5 4 3 3 3 5 23 

2 4 1 1 2 3 13 

3 3 3 3 3 3 18 

3 3 3 4 3 3 19 

4 4 4 3 3 3 21 

4 4 4 4 4 5 25 

4 4 4 3 3 4 22 

5 5 4 3 5 5 27 

5 5 5 5 5 3 28 

5 3 4 4 3 2 21 

5 4 3 3 3 3 21 

3 3 4 3 3 3 19 

5 5 3 2 3 5 23 

3 4 3 1 2 1 14 

5 5 5 3 2 5 25 

5 4 4 2 3 3 21 

5 4 5 4 3 2 23 

4 5 5 4 4 4 26 

5 5 5 2 2 3 22 

5 5 2 4 4 4 24 

5 5 1 4 5 5 25 

5 5 4 4 4 4 26 

5 5 4 4 3 3 24 

5 5 4 3 3 2 22 

5 5 4 4 5 5 28 

4 4 3 2 3 4 20 

5 5 1 1 3 5 20 

3 3 3 3 3 2 17 

5 5 4 3 2 2 21 

3 3 4 4 3 4 21 

5 5 4 1 3 3 21 
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4 5 4 2 4 5 24 

5 5 5 4 4 5 28 

5 5 4 4 4 3 25 

5 5 4 3 4 4 25 

1 1 1 2 2 2 9 

5 4 2 3 4 5 23 

4 3 4 3 2 2 18 

4 4 2 3 4 4 21 

1 1 1 1 1 1 6 

5 5 1 1 3 4 19 

3 3 3 3 3 3 18 

2 2 2 2 2 2 12 

3 3 3 4 3 3 19 

4 3 4 3 3 4 21 

5 5 5 3 3 3 24 

5 3 4 2 3 2 19 

4 4 1 2 3 4 18 

4 3 3 2 2 2 16 

4 4 4 4 4 4 24 

5 4 4 3 1 3 20 

5 5 3 3 5 5 26 

 

C. Merchandise (X3) 

 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

4 4 2 3 5 3 21 

5 5 1 4 4 4 23 

5 5 3 5 5 4 27 

5 4 3 3 5 4 24 

5 5 3 4 5 5 27 

4 4 3 4 4 4 23 

4 5 3 4 5 5 26 

3 4 3 2 5 5 22 

4 2 3 3 3 2 17 

4 4 1 3 4 3 19 

1 1 3 2 2 2 11 

5 4 4 4 4 2 23 

4 4 2 4 4 3 21 

4 5 5 4 5 5 28 
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5 5 3 4 4 5 26 

5 5 4 4 5 4 27 

5 5 4 4 5 5 28 

3 4 3 3 4 4 21 

5 5 3 4 5 5 27 

5 4 2 4 4 3 22 

5 5 4 5 5 5 29 

1 1 4 1 1 2 10 

4 4 4 3 5 5 25 

5 5 4 4 4 3 25 

5 5 2 4 5 2 23 

5 5 3 4 4 4 25 

5 5 4 5 5 5 29 

5 5 5 4 4 4 27 

4 5 1 2 4 3 19 

4 4 1 1 3 1 14 

1 1 1 1 1 1 6 

5 5 4 3 4 4 25 

5 5 1 1 5 5 22 

5 4 4 4 5 5 27 

5 4 2 3 3 4 21 

1 1 1 1 1 1 6 

5 4 4 4 5 5 27 

5 4 3 4 4 5 25 

5 5 4 5 5 5 29 

5 5 4 5 5 5 29 

4 4 2 3 4 4 21 

5 5 5 4 5 5 29 

5 4 4 3 3 4 23 

5 5 5 5 5 5 30 

5 5 3 4 4 4 25 

5 5 3 2 5 5 25 

5 5 3 4 5 4 26 

4 3 2 4 3 4 20 

3 3 3 3 3 3 18 

4 3 3 4 4 4 22 

5 3 2 3 4 4 21 

5 5 5 4 5 5 29 

4 5 3 4 4 4 24 

5 5 3 4 4 3 24 

5 5 5 5 4 3 27 
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4 4 3 4 4 4 23 

4 4 4 4 4 5 25 

4 4 4 4 4 4 24 

5 5 3 4 5 4 26 

4 5 4 4 4 3 24 

4 4 4 4 5 5 26 

5 5 4 5 5 5 29 

4 4 2 3 5 4 22 

5 5 3 2 4 4 23 

5 5 2 4 5 4 25 

5 5 4 4 5 4 27 

5 5 5 5 5 5 30 

5 4 4 5 5 4 27 

5 4 3 3 5 4 24 

4 4 3 4 5 5 25 

5 5 5 4 5 5 29 

2 4 3 3 5 4 21 

5 5 5 3 5 2 25 

2 2 2 2 5 4 17 

5 4 2 3 4 4 22 

4 5 3 4 5 4 25 

5 5 4 5 5 4 28 

5 5 4 4 5 4 27 

5 5 3 5 5 4 27 

5 5 4 5 5 4 28 

4 4 4 4 5 5 26 

2 2 2 2 1 2 11 

5 5 4 4 4 4 26 

5 4 3 4 5 4 25 

5 5 4 5 5 4 28 

1 1 1 1 1 2 7 

4 5 3 5 5 4 26 

3 3 3 3 3 3 18 

3 3 3 3 3 3 18 

3 4 4 3 4 4 22 

4 4 3 4 4 3 22 

5 5 4 5 5 5 29 

5 4 3 5 5 3 25 

4 4 4 4 5 5 26 

4 2 3 3 4 3 19 

4 4 4 4 4 4 24 
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5 5 2 5 5 5 27 

5 5 4 5 5 4 28 

 

D. Keputusan Pembelian (Y) 

 

2 5 2 2 3 5 19 

3 5 3 3 3 3 20 

4 3 3 4 4 5 23 

1 2 4 5 3 4 19 

2 4 1 1 2 3 13 

2 3 2 3 3 3 16 

4 4 4 4 4 4 24 

3 3 2 2 3 3 16 

3 4 2 4 4 5 22 

4 5 2 5 5 5 26 

2 3 2 4 4 2 17 

2 4 2 2 3 3 16 

3 2 5 2 2 2 16 

2 4 2 3 3 3 17 

3 3 2 3 3 4 18 

4 4 4 4 4 4 24 

4 4 1 4 4 4 21 

4 5 2 4 4 4 23 

3 4 3 5 5 5 25 

4 4 1 3 4 4 20 

4 4 1 5 5 5 24 

3 3 2 2 3 4 17 

2 5 5 5 5 5 27 

1 2 5 5 4 4 21 

3 4 1 4 4 5 21 

2 2 1 2 2 1 10 

2 2 2 4 3 2 15 

3 4 4 3 4 4 22 

4 4 1 4 4 4 21 

2 4 2 2 4 3 17 

1 2 1 1 1 1 7 

2 3 1 2 4 1 13 

1 1 1 1 1 1 6 

4 4 2 4 4 4 22 

1 5 1 1 3 3 14 
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5 4 4 4 4 4 25 

5 3 1 5 5 5 24 

3 1 3 4 4 4 19 

4 4 2 4 4 5 23 

1 5 2 2 2 3 15 

2 3 1 2 4 4 16 

1 3 2 1 4 4 15 

4 4 3 4 4 5 24 

4 4 2 4 5 5 24 

3 2 2 3 4 4 18 

5 5 1 2 5 5 23 

3 3 3 4 3 3 19 

1 4 5 5 5 5 25 

3 3 2 4 4 4 20 

1 1 1 5 5 4 17 

3 3 3 3 3 3 18 

3 3 3 4 3 4 20 

3 3 2 4 4 4 20 

4 4 3 3 5 5 24 

3 4 3 4 4 4 22 

3 4 1 1 4 4 17 

1 3 1 3 1 4 13 

3 3 1 4 4 3 18 

4 4 1 2 3 2 16 

4 3 2 3 4 3 19 

3 5 2 4 4 5 23 

4 3 1 3 4 4 19 

5 4 3 5 4 4 25 

4 5 3 3 5 5 25 

3 3 2 3 3 2 16 

3 4 3 1 4 1 16 

3 4 1 1 4 4 17 

2 4 2 2 4 4 18 

5 5 1 4 4 5 24 

2 4 2 3 3 3 17 

3 4 3 4 4 4 22 

4 5 1 1 4 4 19 

5 5 2 4 4 5 25 

2 4 1 2 4 4 17 

1 3 1 1 1 1 8 

4 3 2 4 4 4 21 
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2 3 1 3 3 4 16 

3 4 2 4 5 4 22 

2 3 4 2 4 3 18 

4 5 4 4 4 4 25 

2 3 2 3 3 4 17 

4 4 4 4 4 5 25 

4 4 2 4 4 3 21 

2 2 2 2 2 2 12 

5 5 3 4 4 4 25 

3 4 2 4 4 4 21 

4 4 2 4 4 5 23 

1 1 5 2 2 1 12 

3 4 2 2 3 4 18 

3 3 3 3 3 3 18 

3 3 3 3 3 3 18 

2 2 3 3 4 4 18 

4 4 2 3 2 4 19 

3 5 4 3 3 3 21 

2 4 1 4 5 5 21 

3 4 1 4 4 4 20 

4 3 1 3 3 4 18 

4 4 4 4 4 4 24 

2 3 1 1 2 4 13 

3 4 1 1 3 5 17 

 

  


