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KUESIONER 

Pengaruh Kualitas Pelayanan Dan Nilai 

Konsumen Terhadap Loyalitas Pelanggan Pada 

Jasa Pencucian Laundry Syariah. 

A. Identitas responden 

1. Nama  

 :…………………… (boleh tidak 

diisi) 

2. Jenis Kelamin  :  □ Laki-Laki  

  □ Perempuan 

3. Usia  

 :…………………… tahun 

4. Pekerjaan  

 :……………………  

5. Pendidikan Terakhir

 :…………………… 

B. Petunjuk pengisian  

Berilah tanggapan anda mengenai 

pernyataan dibawah ini dengan memberi 

tanda checkmark (√)  pada salah satu kolom 

jawaban.  

 

C. Keterangan : 

Sangat Setuju  (SS) 

Setuju   (S) 

Netral   (N) 

Tidak Setuju  (ST) 

Sangat Tidak Setuju  (STS) 

 

 



Lembar Kuesioner 

 

NO PERNYATAAN KETERANGAN 

SS S N TS STS 

1. Kualitas 

Pelayanan 

 

 Bukti Fisik 

1. Menurut saya , 

karyawan di 

Laundry Syariah 

selalu 

berpenampilan 

rapi. 

     

2. Menurut saya, 

Laundry Syariah 

sudah 

menggunakan 

peralatan yang 

canggih dan 

memadai. 

     

 Empati  

3. Menurut saya, 

Laundry Syariah 

selalu mendengar 

kritik dan saran 

dari pelanggan. 

     

4. Menurut saya , 

Laundry Syariah 

peduli akan 

keinginan 

     



konsumen. 

 Keandalan  

5.  Menurut saya , 

Karyawan Laundry 

Syariah 

memberikan 

pelayanan yang 

tepat. 

     

6. Menurut saya, 

Laundry Syariah 

memberikan 

keakuratan 

perhitungan 

administrasi yang 

baik. 

     

 Daya Tanggap      

7. Menurut saya, 

Laundry Syariah 

selalu sigap dalam 

melayani 

konsumen. 

     

8. Menurut saya , 

Laundry Syariah 

mampu menangani 

keluhan konsumen 

dengan baik. 

     

 Jaminan       

9. Menurut saya , 

Laundry Syariah 

     



memberikan 

jaminan terhadap 

mutu cucian ( 

Pakaian rapi, 

wangi dan bersih) 

10. Menurut saya , 

saya merasa aman 

menggunakan jasa 

pencucian Laundry 

Syariah. 

     

2.  Nilai Konsumen  

 Nilai Emosional 

1 Saya merasa puas 

dengan hasil 

kinerja Laundry 

Syariah. 

     

2. Saya percaya 

Laundry Syariah 

memberikan 

manfaat sesuai 

dengan kebutuhan 

konsumen, 

     

 Nilai sosial  

3. Saya tertarik 

menggukan 

Laundry Syariah 

karena memiliki 

citra baik. 

     

4. Saya merasa lebih 

percaya diri jika 

menggunakan jasa 

     



Laundry Syariah. 

 Nilai Kualitas   

5. Menurut saya, 

Laundry Syariah 

memberikan 

kualitas yang baik 

sesuai dengan yang 

dijanjikan. 

     

6, Menurut saya, 

Laundry Syariah 

memiliki kualitas 

yang baik. 

     

 Nilai Harga  

7. Menurut saya, 

Laundry Syariah 

menawarkan harga 

jasa yang 

terjangkau  

     

8. Menurut saya , 

Laundry Syariah 

memberikan harga 

sesuai dengan 

kualitas yang 

diberikan.   

     

3. Loyalitas 

Pelanggan 

 

 Kesetiaan 

terhadap 

pembelian produk 

1. Jika dikemudian 

hari saya akan 

     



menggunakan jasa 

pencucian pakaian, 

besar kemungkinan 

anada akan 

menggunakan 

Laundry Syariah 

2. Saya akan 

menempatkan 

Laundry Syariah 

sebagai pilihan 

utama.  

     

 Ketahanan 

terhadap pengaruh 

yang    negatif 

mengenai 

perusahaan 

 

3. Saya akan 

mengatakan  

Hal positif 

mengenai Laundry 

Syariah kepada 

orang lain.  

     

4. Saya tetap 

menggunnakan 

jasa Laundy 

Syariah karna 

kualitasnya yang 

baik. 

     

 Mereferensikan 

secara total 

esistensi 

 



perusahaan 

5. Saya 

merekomendasikan 

kepada orang lain 

tentang jasa 

Laundry Syariah 

     

6. Saya selalu 

mendorong teman 

atau kerabat saya 

untuk selalu 

menggunakan 

Laundry Syariah 

     

 

 

 

 

 

 

 

 

 



 

Tabulasi Kuisioner 
 

RESPONDEN 
Kualitas Pelayanan 

TOTAL 
X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 X1.5_1 X1.5_2 

Resp_1 5 5 5 5 5 5 5 5 5 5 50 

Resp_2 5 5 5 5 5 4 5 5 5 5 49 

Resp_3 4 5 5 4 4 5 4 4 5 5 45 

Resp_4 5 5 5 5 5 5 5 5 5 5 50 

Resp_5 5 5 5 5 5 5 5 5 5 5 50 

Resp_6 5 5 5 5 5 5 5 5 5 5 50 

Resp_7 5 5 5 5 5 5 5 5 5 5 50 

Resp_8 5 5 5 5 5 5 5 5 5 5 50 

Resp_9 4 4 4 4 4 4 5 4 4 4 41 

Resp_10 5 5 5 5 5 5 5 5 5 5 50 

Resp_11 5 5 5 5 5 5 5 5 5 5 50 

Resp_12 4 4 4 4 4 4 4 4 4 4 40 

Resp_13 4 5 5 5 5 5 4 4 5 5 47 

Resp_14 5 5 5 5 5 5 5 5 5 5 50 

Resp_15 5 5 5 5 5 5 5 5 5 5 50 



Resp_16 4 4 4 4 4 4 4 4 4 4 40 

Resp_17 5 5 5 5 5 5 5 5 5 5 50 

Resp_18 5 5 5 5 5 5 5 5 5 5 50 

Resp_19 4 4 4 4 4 4 4 4 4 4 40 

Resp_20 4 4 4 4 4 4 4 4 4 4 40 

Resp_21 5 5 5 5 5 5 5 5 5 5 50 

Resp_22 3 3 3 3 3 3 3 3 3 3 30 

Resp_23 3 3 3 3 3 3 3 3 3 3 30 

Resp_24 3 3 4 4 4 3 3 3 3 4 34 

Resp_25 4 3 4 4 4 3 3 4 3 4 36 

Resp_26 4 4 4 4 4 4 4 4 4 4 40 

Resp_27 5 5 5 5 5 5 5 5 5 5 50 

Resp_28 4 3 4 4 4 3 3 4 3 4 36 

Resp_29 4 4 4 4 4 4 4 4 4 4 40 

Resp_30 4 4 4 4 4 4 4 4 4 4 40 

Resp_31 4 4 4 4 4 4 4 4 4 4 40 

Resp_32 5 5 5 5 5 5 5 5 5 5 50 

Resp_33 4 2 4 4 4 4 2 4 2 4 34 



Resp_34 5 5 5 5 5 5 5 5 5 5 50 

Resp_35 4 4 4 4 4 4 4 4 4 4 40 

Resp_36 4 5 5 5 4 4 5 4 5 5 46 

Resp_37 5 5 5 5 4 4 5 5 5 5 48 

Resp_38 4 4 4 4 4 4 4 4 4 4 40 

Resp_39 5 5 5 5 5 5 5 5 5 5 50 

Resp_40 3 4 3 3 3 4 4 3 4 3 34 

Resp_41 4 4 4 4 4 4 4 4 4 4 40 

Resp_42 4 3 4 3 4 4 4 4 3 4 37 

Resp_43 3 3 3 3 3 3 3 3 3 3 30 

Resp_44 3 3 3 3 3 3 3 3 3 3 30 

Resp_45 5 5 5 5 5 5 4 5 5 5 49 

Resp_46 3 4 3 4 3 3 4 3 4 3 34 

Resp_47 3 4 3 3 3 3 3 3 4 3 32 

Resp_48 4 4 4 4 4 4 4 4 4 4 40 

Resp_49 3 3 3 4 4 3 4 3 3 3 33 

Resp_50 3 4 3 4 4 3 3 3 4 3 34 

Resp_51 5 5 5 5 5 5 4 5 5 5 49 



Resp_52 5 5 5 5 5 5 4 5 5 5 49 

Resp_53 5 5 5 5 5 5 4 5 5 5 49 

Resp_54 5 3 5 5 5 5 4 5 3 5 45 

Resp_55 5 5 5 5 5 5 5 5 5 5 50 

Resp_56 4 3 4 4 4 3 4 4 3 4 37 

Resp_57 3 3 4 4 4 4 4 3 3 4 36 

Resp_58 3 3 3 3 3 3 3 3 3 3 30 

Resp_59 3 3 3 3 3 3 3 3 3 3 30 

Resp_60 4 4 4 4 4 4 3 4 4 4 39 

Resp_61 4 4 5 5 5 4 3 4 4 5 43 

Resp_62 3 4 3 3 3 4 4 3 4 3 34 

Resp_63 4 4 4 4 4 4 3 4 4 4 39 

Resp_64 4 3 4 3 4 4 3 4 3 4 36 

Resp_65 3 4 4 4 4 4 4 3 4 4 38 

Resp_66 5 5 5 5 5 5 5 5 5 5 50 

Resp_67 4 4 3 4 4 4 3 4 4 3 37 

Resp_68 4 4 4 3 3 2 4 4 4 4 36 

Resp_69 4 4 4 4 4 4 4 4 4 4 40 



Resp_70 4 4 4 4 4 4 4 4 4 4 40 

Resp_71 4 4 4 4 4 4 4 4 4 4 40 

Resp_72 2 2 2 2 2 2 2 2 2 2 20 

Resp_73 4 2 4 4 4 4 2 4 2 4 34 

Resp_74 3 3 4 4 4 4 3 3 3 4 35 

Resp_75 3 3 3 3 3 3 3 3 3 3 30 

Resp_76 3 3 3 3 3 3 3 3 3 3 30 

Resp_77 4 4 4 4 4 4 4 4 4 4 40 

Resp_78 4 4 5 5 5 4 4 4 4 5 44 

Resp_79 3 4 3 3 3 4 4 3 4 3 34 

Resp_80 4 4 4 4 4 4 4 4 4 4 40 
 

 

 

 

 

 

 

 



 

RESPONDEN 
Nilai Konsumen 

TOTAL 
X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 X2.4_1 X2.4_2 

Resp_1 2 4 2 2 2 4 2 2 20 

Resp_2 4 4 4 4 4 5 3 3 31 

Resp_3 4 4 4 4 5 5 3 3 32 

Resp_4 2 2 2 2 2 2 2 2 16 

Resp_5 3 3 3 4 4 4 4 4 29 

Resp_6 3 3 3 5 4 4 4 5 31 

Resp_7 4 4 4 4 4 4 5 4 33 

Resp_8 4 4 4 4 4 3 3 4 30 

Resp_9 4 4 4 4 4 4 4 4 32 

Resp_10 2 4 2 2 2 4 4 2 22 

Resp_11 4 4 4 4 4 3 3 4 30 

Resp_12 4 4 4 4 4 4 4 4 32 

Resp_13 4 4 4 4 4 4 4 4 32 

Resp_14 4 4 4 4 4 4 4 4 32 

Resp_15 2 2 2 2 2 2 2 2 16 



Resp_16 4 4 4 4 4 4 2 4 30 

Resp_17 4 4 4 4 4 4 3 3 30 

Resp_18 4 4 4 4 4 4 4 4 32 

Resp_19 5 5 4 5 4 4 5 4 36 

Resp_20 5 5 4 5 4 4 5 5 37 

Resp_21 4 4 4 4 4 4 4 4 32 

Resp_22 5 5 5 5 5 5 5 5 40 

Resp_23 3 3 3 3 3 4 4 3 26 

Resp_24 4 4 4 4 4 4 4 4 32 

Resp_25 4 3 4 3 4 4 4 4 30 

Resp_26 3 3 3 3 3 3 3 3 24 

Resp_27 2 2 2 2 2 2 2 2 16 

Resp_28 5 5 5 5 5 5 4 5 39 

Resp_29 3 4 3 4 3 3 4 3 27 

Resp_30 3 3 3 3 3 3 3 3 24 

Resp_31 4 4 4 4 4 4 4 4 32 

Resp_32 3 4 4 4 4 3 4 3 29 

Resp_33 3 4 4 4 4 3 3 3 28 



Resp_34 5 5 5 5 5 5 4 5 39 

Resp_35 5 5 5 5 5 5 4 5 39 

Resp_36 5 5 5 5 5 5 4 5 39 

Resp_37 5 5 5 5 5 5 4 5 39 

Resp_38 4 4 4 4 4 4 4 4 32 

Resp_39 2 2 2 2 2 2 2 2 16 

Resp_40 4 4 4 4 4 4 4 3 31 

Resp_41 3 3 3 3 3 3 3 3 24 

Resp_42 3 3 3 3 3 3 3 3 24 

Resp_43 4 4 4 4 4 4 3 4 31 

Resp_44 5 5 5 5 5 4 3 4 36 

Resp_45 3 3 3 3 3 4 4 3 26 

Resp_46 4 4 4 4 4 4 3 4 31 

Resp_47 4 3 4 3 4 4 3 4 29 

Resp_48 4 4 4 4 4 4 4 3 31 

Resp_49 5 5 5 5 5 5 5 5 40 

Resp_50 3 4 4 4 4 4 3 4 30 

Resp_51 4 3 3 3 3 2 4 4 26 



Resp_52 4 4 4 4 4 4 4 4 32 

Resp_53 5 5 5 5 5 5 5 5 40 

Resp_54 4 4 4 4 4 4 4 4 32 

Resp_55 2 2 2 2 2 2 2 2 16 

Resp_56 4 4 4 4 4 4 2 4 30 

Resp_57 4 4 4 4 4 4 3 3 30 

Resp_58 3 3 3 3 3 3 3 3 24 

Resp_59 3 3 3 3 3 3 3 3 24 

Resp_60 4 4 4 4 4 4 4 4 32 

Resp_61 5 5 5 5 5 4 4 4 37 

Resp_62 3 3 3 3 3 4 4 3 26 

Resp_63 4 4 4 4 4 4 4 4 32 

Resp_64 4 3 4 3 4 4 3 4 29 

Resp_65 4 4 4 4 4 4 4 3 31 

Resp_66 2 2 2 2 2 2 2 2 16 

Resp_67 5 5 5 5 5 4 4 4 37 

Resp_68 3 3 3 3 3 4 4 3 26 

Resp_69 4 4 4 4 4 4 4 4 32 



Resp_70 4 3 4 3 4 4 3 4 29 

Resp_71 4 4 4 4 4 4 4 3 31 

Resp_72 4 4 4 4 4 4 4 4 32 

Resp_73 4 4 4 4 4 4 4 4 32 

Resp_74 5 5 5 5 5 4 4 5 38 

Resp_75 5 5 5 5 5 4 4 4 37 

Resp_76 5 5 5 5 5 4 4 5 38 

Resp_77 4 4 4 4 4 5 4 4 33 

Resp_78 5 5 5 5 5 4 4 4 37 

Resp_79 5 5 5 5 5 4 4 4 37 

Resp_80 4 4 4 4 4 3 4 3 30 

 

 

 

 

 

 

 

 



RESPONDEN 
Loyalitas Pelanggan TOTAL 

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6  
Resp_1 5 5 5 5 5 5 30 

Resp_2 4 5 5 4 5 5 28 

Resp_3 5 5 4 4 5 5 28 

Resp_4 5 5 5 5 5 4 29 

Resp_5 4 4 4 4 4 4 24 

Resp_6 4 4 4 4 4 4 24 

Resp_7 5 5 5 5 5 4 29 

Resp_8 5 5 5 4 5 5 29 

Resp_9 4 4 4 4 4 4 24 

Resp_10 5 5 5 5 5 5 30 

Resp_11 5 5 5 4 4 4 27 

Resp_12 4 4 4 4 4 4 24 

Resp_13 4 4 4 3 4 3 22 

Resp_14 5 5 5 5 5 5 30 

Resp_15 5 5 5 5 5 5 30 

Resp_16 4 4 4 4 4 4 24 



Resp_17 3 3 3 4 4 4 21 

Resp_18 4 5 4 5 4 4 26 

Resp_19 5 5 5 5 5 5 30 

Resp_20 4 4 4 4 4 4 24 

Resp_21 4 4 3 4 5 3 23 

Resp_22 5 5 5 5 5 5 30 

Resp_23 4 4 4 4 4 3 23 

Resp_24 5 5 4 4 4 4 26 

Resp_25 4 4 3 4 4 4 23 

Resp_26 4 4 4 5 4 4 25 

Resp_27 5 5 5 5 5 5 30 

Resp_28 4 4 4 4 3 2 21 

Resp_29 4 4 4 3 4 3 22 

Resp_30 4 4 4 4 4 3 23 

Resp_31 5 5 5 5 5 4 29 

Resp_32 4 4 3 4 5 3 23 

Resp_33 4 4 4 4 4 4 24 

Resp_34 4 3 4 4 3 3 21 



Resp_35 5 5 4 4 4 5 27 

Resp_36 5 4 4 4 3 3 23 

Resp_37 5 5 4 4 4 4 26 

Resp_38 4 4 4 4 3 4 23 

Resp_39 5 5 5 5 5 5 30 

Resp_40 4 4 4 4 4 3 23 

Resp_41 5 4 4 4 4 3 24 

Resp_42 5 5 5 4 4 4 27 

Resp_43 5 4 4 4 4 3 24 

Resp_44 4 4 4 4 3 4 23 

Resp_45 5 5 5 4 4 4 27 

Resp_46 4 4 4 3 5 4 24 

Resp_47 5 4 5 4 4 3 25 

Resp_48 5 5 5 5 5 4 29 

Resp_49 4 4 4 4 4 4 24 

Resp_50 4 4 4 4 4 4 24 

Resp_51 5 5 5 5 5 5 30 

Resp_52 4 4 4 4 4 4 24 



Resp_53 3 3 3 3 3 3 18 

Resp_54 4 4 4 4 4 4 24 

Resp_55 4 4 4 4 4 3 23 

Resp_56 4 4 4 4 4 4 24 

Resp_57 4 3 3 3 3 3 19 

Resp_58 4 3 4 4 4 3 22 

Resp_59 4 4 4 4 4 4 24 

Resp_60 5 5 4 5 4 4 27 

Resp_61 5 4 4 4 4 4 25 

Resp_62 5 5 5 5 5 5 30 

Resp_63 5 5 4 5 4 4 27 

Resp_64 4 4 4 4 4 5 25 

Resp_65 5 5 5 5 5 5 30 

Resp_66 5 5 5 5 5 5 30 

Resp_67 4 5 5 5 5 5 29 

Resp_68 5 5 5 5 5 5 30 

Resp_69 5 4 4 4 4 4 25 

Resp_70 4 4 4 4 4 4 24 



Resp_71 5 5 5 5 5 5 30 

Resp_72 4 4 4 4 4 4 24 

Resp_73 4 4 4 4 4 4 24 

Resp_74 5 5 5 5 5 5 30 

Resp_75 4 4 4 4 4 4 24 

Resp_76 4 3 4 4 4 4 23 

Resp_77 3 3 3 3 3 3 18 

Resp_78 4 4 4 4 4 3 23 

Resp_79 4 4 4 4 4 4 24 

Resp_80 5 5 5 4 5 4 28 

 









 
 

 
 

Lampiran Pengujian Instrumen 

 

Uji Validitas (X1) 

  Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 X1.5_1 X1.5_2 TOTAL 

X1.1_1 
Pearson 

Correlatio

n 

1 .749
**
 .906

**
 .862

**
 .889

**
 .827

**
 .724

**
 .1000

**
 .749

**
 .906

**
 .941

**
 

Sig. (2-

tailed) 
 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 80 80 80 80 80 

X1.1_2 
Pearson 

Correlatio

n 

.749
**
 1 .740

**
 .756

**
 .700

**
 .751

**
 .843

**
 .749

**
 .1000

**
 .740

**
 .885

**
 

Sig. (2-

tailed) 
.000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 80 80 80 80 80 



 
 

X1.2_1 
Pearson 

Correlatio

n 

.906
**
 .740

**
 1 .917

**
 .926

**
 .834

**
 .707

**
 .906

**
 .740

**
 .1000

**
 .947

**
 

Sig. (2-

tailed) 
.000 .000  .000 .000 .000 .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 80 80 80 80 80 

X1.2_2 
Pearson 

Correlatio

n 

.862
**
 .756

**
 .917

**
 1 .946

**
 .810

**
 .702

**
 .862

**
 .756

**
 .917

**
 .931

**
 

Sig. (2-

tailed) 
.000 .000 .000  .000 .000 .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 80 80 80 80 80 

X1.3_1 
Pearson 

Correlatio

n 

.889
**
 .700

**
 .926

**
 .946

**
 1 .857

**
 .661

**
 .889

**
 .700

**
 .926

**
 .926

**
 

Sig. (2-

tailed) 
.000 .000 .000 .000  .000 .000 .000 .000 .000 .000 



 
 

 
 

N 80 80 80 80 80 80 80 80 80 80 80 

X1.3_2 
Pearson 

Correlatio

n 

.827
**
 .761

**
 .834

**
 .810

**
 .857

**
 1 .699

**
 .889

**
 .700

**
 .926

**
 .926

**
 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000  .000 .000 .000 .000 .000 

N 80 80 80 80 80 80 80 80 80 80 80 

X1.4_1 
Pearson 

Correlatio

n 

.615
**
 .843

**
 .707

**
 .702

**
 .661

**
 .699

**
 1 .827

**
 .761

**
 .834

**
 .897

**
 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000  .000 .000 .000 .000 

N 80 80 80 80 .661
**
 80 80 80 80 80 80 

X1.4_2 
Pearson 

Correlatio

n 

.1000
**
 .749

**
 .906

**
 .862

**
 .889

**
 .889

**
 .827

**
 1 .880

**
 1 .838

**
 



 
 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000  .000  .000 

N 80 80 80 80 80 80 80 80 80 80 80 

TOTAL 
Pearson 

Correlatio

n 

.941
**
 .885

**
 .947

**
 .931

**
 .897

**
 .838

**
 .841

**
 .885

**
 .897

**
 .941

**
 1 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . 

N 80 80 80 80 80 80 80 80 80 80 80 

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

 

 

 

 

 

 

 

 



 
 

 
 

Uji Validitas (X2) 

Correlations 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 X2.4_1 X.2.4_2 TOTAL 

X2.1_1 
Pearson Correlation 1 .862

**
 .952

**
 .891

**
 .928

**
 .693

**
 .615

**
 .834

**
 .952

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.1_2 
Pearson Correlation .862

**
 1 .873

**
 .895

**
 .846

**
 .721

**
 .613

**
 .703

**
 .913

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.2_1 
Pearson Correlation .952

**
 .873

**
 1 .904

**
 .976

**
 .716

**
 .562

**
 .811

**
 .955

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.2_2 
Pearson Correlation .891

**
 .895

**
 .904

**
 1 .928

**
 .679

**
 .644

**
 .824

**
 .607

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.3_1 
Pearson Correlation .928

**
 .846

**
 .976

**
 .904

**
 1 .746

**
 .566

**
 .828

**
 .958

**
 



 
 

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

N 80 80 80 80 80 80 80 80 80 

X2.3_2 
Pearson Correlation .693

**
 .721

**
 .716

**
 .679

**
 .746

**
 1 .575

**
 .667

**
 .807

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.4_1 
Pearson Correlation .615

**
 .613

**
 .562

**
 .644

**
 .566

**
 .575

**
 1 .613

**
 .721

**
 

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

N 80 80 80 80 80 80 80 80 80 

X2.4_2 
Pearson Correlation .834

**
 .703

**
 .811

**
 .824

**
 .545

**
 .828

**
 .667

**
 1 .880

**
 

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

N 80 80 80 80 80 80 80 80 80 

TOTAL 
Pearson Correlation .952

**
 .913

**
 .955

**
 .607

**
 .958

**
 .807

**
 .721

**
 .880

**
 1 

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

N 80 80 80 80 80 80 80 80 80 

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

 

 



 
 

 
 

Uji Validitas (Y) 

Correlations 

 Y.1_1 Y.1_2 Y.2_1 Y.2_2 Y.3_1 Y.3_2 TOTAL 

Y.1_1 Pearson Correlation 1 .787
**
 .728

**
 .607

**
 .545

**
 .472

**
 .805

**
 

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

N 80 80 80 80 80 80 80 

X1.1_2 
Pearson Correlation .787

**
 1 .777

**
 .704

**
 .704

**
 .670

**
 .914

**
 

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

N 80 80 80 80 80 80 80 

X1.2_1 
Pearson Correlation .728

**
 .777

**
 1 .674

**
 .647

**
 .616

**
 .873

**
 

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

N 80 80 80 80 80 80 80 

X1.2_2 
Pearson Correlation .607

**
 .704

**
 .674

**
 1 .630

**
 .622

**
 .831

**
 

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

N 80 80 80 80 80 80 80 

X1.3_1 
Pearson Correlation .545

**
 .704

**
 .647

**
 .630

**
 1 .656

**
 .828

**
 



 
 

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

N 80 80 80 80 80 80 80 

X1.3_2 
Pearson Correlation .472

**
 .670

**
 .616

**
 .622

**
 .656

**
 1 .814

**
 

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

N 80 80 80 80 80 80 80 

TOTAL 
Pearson Correlation .805

**
 .914

**
 .873

**
 .831

**
 .828

**
 .814

**
 1 

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

N 80 80 80 80 80 80 80 

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

 

 
 

 

 

 



 
 

 
 

Uji Reliabilitas (X1)     Uji Reliabilitas (X2)     

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.792 11 

 

Uji Reliabilitas (Y) 

 

 

 

 

 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.800 9 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.806 7 



 
 

Lampiran Uji Asumsi Klasik 

Uji Normalitas  

 
 

 

 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 80 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 2.97329610 

Most Extreme Differences Absolute .074 

Positive .074 

Negative -.062 

Test Statistic .074 

Asymp. Sig. (2-tailed) .200
c
 



 
 

 
 

 

Uji Multikolinieritas 

 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

X1 .921 1.085 

X2 .921 1.085 

 

 

 

 

 

 

 

 

 



 
 

 

 

Uji Heteroskedastisitas 

 
 



 
 

 
 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 27.406 3.010  9.105 .000 

Kualitas 

Pelayanan 
.057 .048 .131 1.173 .245 

Nilai Konsumen -.141 .058 -.272 -2.432 .017 

a. Dependent Variable: minat beli 

 

Uji Autokolerasi 

Model Summary
b
 

Model Durbin-Watson 

1 1.800 

 

 



 
 

Uji Hipotesis 

Uji T 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 27.406 3.010  9.105 .000 

X1 .057 .048 .131 1.173 .245 

X2 -.141 .058 -.272 -2.432 .017 

a. Dependent Variable: Y 

 

Uji F 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 87.489 2 43.744 4.823 .011b 

Residual 698.399 77 9.070   



 
 

 
 

Total 785.888 79    

a. Dependent Variable: Y 

b. Predictors: (Constant), X2, X1 

 

Analisis Regresi Linier Berganda 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .334a .111 .088 3.01166 

a. Predictors: (Constant), X2, X1 

b. Dependent Variable: Y 

 

 

 

 

 

 



 
 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 27.406 3.010  9.105 .000 

X1 .057 .048 .131 1.173 .245 

X2 -.141 .058 -.272 -2.432 .017 

a. Dependent Variable: Y 

 

 

 

 

 
 


