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In the introduction, include the background good and correct English. Such as
to your research, the purpose of your minimizing typos and using the number of
research, and / or anything else you think is sentences in an appropriate paragraph.
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LITERATURE REVIEW

First Literature

Provide a concise and clear literature review
in your article.

Second Literature
Provide a concise and clear literature review
in your article.

Third Literature
Provide a concise and clear literature review
in your article.

Hyphothesis
Write down if any, along with pictures.

METHODOLOGY
Research Strategy
Write it here, like this.

Measurement
Write it here, like this.

Population and Sample
Write it here, like this.

Sampling Method
Wirite it here, like this.

Research Object
Write it here, like this.

Data Collection
Write it here, like this.

Research Instrument
Write it here, like this.

Data Analysis
Wirite it here, like this.

DISCUSSION
Respondents Profile
Write it here, like this.

Table 1. Example of table writing

Variable Min Max Skew C.R. Kurtosis C.R.
GTE1 1 5 -1,504 -9,11 2,04 6,178
GTE2 1 5 -0,799 -4,835 0,171 0,517
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GTE3 1 5 0,435 -2,634 -0,462 -1,398
GTE4 1 5 -1,001 -6,061 1,877 5,682
GTES 1 5 -0,968 -5,864 2,175 6,587
KW1 2 5 -0,192 -1,164 -0,032 -0,098
KW2 1 5 -0,85 -5,146 2,945 8,917
KW3 2 5 -0,64 -3,873 0,132 0,4
KwW4 3 5 -0,341 -2,062 -0,724 -2,192
KWS5 2 5 -0,511 -3,092 0,333 1,008
KW6 2 5 -0,252 -1,524 -0,336 -1,017
MD1 2 5 -1,287 -7,793 1,49 4,511
MD2 3 5 -0,81 -4,906 -0,431 -1,306
Lanjutan Tabel 2.
MD3 3 5 -0,685 -4,148 -0,507 -1,534
KP1 2 5 -0,282 -1,708 -0,562 -1,703
KP2 2 5 -0,276 -1,669 -0,374 -1,132
KP3 1 5 -0,508 -3,077 -0,173 -0,524
KP4 1 5 0,222 -1,347 -0,403 -1,221
SKDI1 1 5 -0,008 -0,049 -0,24 -0,727
SKD2 2 5 -0,191 -1,158 -0,811 2,456
SKD3 2 5 -0,07 -0,426 -0,714 -2,161
Multivariate 94,273 22,495
Source: Own (2020)
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Figure 2. Example of figure
Discuss any tables and figures that exist.

CONCLUSION
Make conclusions according to your research objectives.
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