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Manajemendi Fakultas Ekonomi dan Bisnis Universitas PGRI Adi
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Susi Adelia



A. Identitas Responden

No Responden :

JenisKelamin : Laki-laki / Perempuan (Coret
yang tidak perlu)

Usia : Tahun

B. Petunjuk Pengisian

1.

Bacalah dengan teliti setiap pertanyaan atau pernyataan
dan pililah jawaban menurut pendapat
Bapak/Ibu/Saudara dan yang paling sesuai dengan
keadaan.

Berilah tanda centang (V) pada pilihan jawaban
Bapak/Ibu/Saudara kehendaki pada kolom vyang
dianggap paling sesuai.

Keterangan Pilihan

No Jawaban Skor
1. Sangat Tidak Setuju (STS) 1
2. Tidak Setuju (TS) 2
3. Cukup (C) 3
4. Setuju (S) 4
5. Sangat Setuju (SS) 5

Mohon setiap pernyataan diisi seluruhnya.
Identitas dan isi jawaban dijaga kerahasiaannya.



C. Daftar Pernyataan

1. Price Perception

No

Pernyataan

SS

TS

STS

A.

Keterjankauan Harga

Saya merasa harga produk Nasa
PT. Natural Nusantara Cabang
Stokis Bangkalan terjangkau

Saya merasa produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan mempunyai
tingkat potongan harga produk

yang tinggi

B.

Kesesuaian Harga dengan kualitas produk

Saya merasa harga produk Nasa
PT. Natural Nusantara Cabang
Stokis Bangkalan Sesuai dengan
kualitas produk

Saya merasa harga produk Nasa
PT. Natural Nusantara Cabang
stokis Bangkalan tidak sesuai
dengan harga dan kualitas
produk.

C.

Perbandingan harga dengan competit

Saya merasa harga produk Nasa
PT. Natural Nusantara Cabang
Stokis = Bangkalan  bersaing

dengan produk-produk pesaing




lain.

Saya merasa secara umum harga
produk Nasa PT. Natural
Nusantara  Cabang  Stokis
Bangkalan lebih mahal.

2. Customer Satisfacion

No

Pernyataan

SS

TS

STS

A.

Tangible (bukti langsung)

Saya merasa fasilitas produk
Nasa PT. Natural Nusantara
Cabang Stokis Bangkalan sudah
lengkap dan baik

Saya merasa produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan  kurang
memenuhi kebutuhan

konsumen.

Reliability (keandalan)

Saya merasa puas dalam
membeli produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan berdasarkan
pengalaman saya




Saya merasa Produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan tidak dapat
memenuhi harapan saya

C.

Responsiveness (daya tanggap)

Saya merasa nyaman terhadap
pelayanan  dengan  penjual
Produk Nasa PT. Natural
Nusantara  Cabang  Stokis
Bangkalan

Saya merasa pelayanan
karyawan Produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan bersikap tidak
sopan dan tidak ramah terhadap
saya

D.

Assurance (jaminan)

Saya merasa aman ketika
membeli produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan

Saya merasa dikecewakan oleh
Produk Nasa PT. Natural
Nusantara  Cabang  Stokis
Bangkalan




E. Empahty (empati)

Saya merasa komunikasi
terhadap konsumen produk
Nasa PT. Natural Nusantara
Cabang Stokis Bangkalan Toko
sudah terjalin dengan baik

Saya merasa Produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan Toko tidak
ideal dan tidak idaman buat
saya

3. MinatBeliUlang

No

Pernyataan

SS

TS

STS

A. Minat transaksional

1 | Saya berniat untuk membeli
kembali produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan

2 | Saya enggan membeli kembali

produk Nasa PT. Natural
Nusantara  Cabang  Stokis
Bangkalan

B. Minat preferensial

Saya lebih memilih produk




Nasa PT. Natural Nusantara
Cabang Stokis Bangkalan dari
pada produk yang lain

Saya tidak akan mencoba semua
produk Nasa PT. Natural
Nusantara ~ Cabang  Stokis
Bangkalan karna tadak menarik

. Minat eksploratif

Saya  tidak ragu  untuk
merekomendasikan produk
Nasa PT. Natural Nusantara
Cabang Stokis Bangkalan

Saya tidak akan menjadi
pelanggannya Produk Nasa PT.
Natural Nusantara Cabang
Stokis Bangkalan lagi




Lampiran 7

OUTPUT SPSS
kuensi jawaban responden
X1 1
Cumulative
Frequency Percent  Valid Percent Percent
Valid Tidak Setuju 5 4.6 4.6 4.6
Cukup 16 14.8 14.8 19.4
Setuju 50 46.3 46.3 65.7
Sangat Setuju 37 34.3 34.3 100.0
Total 108 100.0 100.0
X1 2
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 6 5.6 5.6 5.6
Cukup 14 13.0 13.0 18.5
Setuju 49 45.4 454 63.9
Sangat Setuju 39 36.1 36.1 100.0

Total 108 100.0 100.0




X1 3

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 5 4.6 4.6 4.6
Cukup 18 16.7 16.7 21.3
Setuju 43 39.8 39.8 61.1
Sangat Setuju 42 38.9 38.9 100.0
Total 108 100.0 100.0
X1 4
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 4 3.7 3.7 3.7
Cukup 16 14.8 14.8 18.5
Setuju 52 48.1 48.1 66.7
Sangat Setuju 36 33.3 33.3 100.0
Total 108 100.0 100.0
X165
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 5 4.6 4.6 4.6
Cukup 14 13.0 13.0 17.6
Setuju 50 46.3 46.3 63.9
Sangat Setuju 39 36.1 36.1 100.0
Total 108 100.0 100.0




X1 6

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 4 3.7 3.7 3.7
Cukup 20 18.5 18.5 22.2
Setuju 44 40.7 40.7 63.0
Sangat Setuju 40 37.0 37.0 100.0
Total 108 100.0 100.0
X2 1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 16 14.8 14.8 17.6
Setuju 53 49.1 49.1 66.7
Sangat Setuju 36 33.3 33.3 100.0
Total 108 100.0 100.0
X2 2
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 18 16.7 16.7 19.4
Setuju 52 48.1 48.1 67.6
35 324 324 100.0

Sangat Setuju
Total 108 100.0 100.0




X2_3

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 16 14.8 14.8 17.6
Setuju 54 50.0 50.0 67.6
Sangat Setuju 35 32.4 32.4 100.0
Total 108 100.0 100.0
X2 4
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 19 17.6 17.6 20.4
Setuju 54 50.0 50.0 70.4
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0
X2 5
Cumulative
Freqguency Percent Valid Percent Percent
Valid Tidak Setuju 4 3.7 3.7 3.7
Cukup 24 22.2 22.2 25.9
Setuju 50 46.3 46.3 72.2
Sangat Setuju 30 27.8 27.8 100.0
Total 108 100.0 100.0




X2_6

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Cukup 16 14.8 14.8 17.6
Setuju 54 50.0 50.0 67.6
Sangat Setuju 35 32.4 32.4 100.0
Total 108 100.0 100.0
X2 7
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Cukup 16 14.8 14.8 17.6
Setuju 52 48.1 48.1 65.7
Sangat Setuju 37 34.3 34.3 100.0
Total 108 100.0 100.0
X2 8
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 15 13.9 13.9 16.7
Setuju 53 49.1 49.1 65.7
Sangat Setuju 37 34.3 34.3 100.0
Total 108 100.0 100.0




X2_9

Cumulativ
Frequency Percent Valid Percent e Percent
Valid Tidak Setuju 3 2.8 2.8 2.8
Cukup 17 15.7 15.7 18.5
Setuju 56 51.9 51.9 70.4
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0
X2 10
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Cukup 21 194 19.4 22.2
Setuju 52 48.1 48.1 70.4
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0
Y11
Cumulative
Frequency Percent Valid Percent Percent
Valid Cukup 23 21.3 21.3 21.3
Setuju 46 42.6 42.6 63.9
Sangat Setuju 39 36.1 36.1 100.0
Total 108 100.0 100.0




Y1 2

Cumulative
Frequency Percent Valid Percent Percent
Valid  Cukup 22 20.4 20.4 204
Setuju 46 42.6 42.6 63.0
Sangat Setuju 40 37.0 37.0 100.0
Total 108 100.0 100.0
Y1l 3
Cumulative
Frequency Percent Valid Percent Percent
Valid Cukup 18 16.7 16.7 16.7
Setuju 43 39.8 39.8 56.5
Sangat Setuju 47 43.5 43.5 100.0
Total 108 100.0 100.0
Y1l 4
Cumulative
Freqguency Percent Valid Percent Percent
Valid Cukup 21 19.4 19.4 19.4
Setuju 43 39.8 39.8 59.3
Sangat Setuju 44 40.7 40.7 100.0
Total 108 100.0 100.0




Y1 5

Cumulative
Frequency Percent Valid Percent Percent
Valid  Cukup 22 20.4 20.4 204
Setuju 47 43.5 43.5 63.9
Sangat Setuju 39 36.1 36.1 100.0
Total 108 100.0 100.0
Y1 6
Cumulative
Frequency Percent Valid Percent Percent
Valid Cukup 23 21.3 21.3 21.3
Setuju 45 41.7 41.7 63.0
Sangat Setuju 40 37.0 37.0 100.0
Total 108 100.0 100.0




Uji Deskriptive

Descriptive Statistics

Std.
Minimum Maximum Mean Deviation
X1 1 108 2 5 4.10 .820
X1 2 108 2 5 4.12 .840
X1 3 108 2 5 4.13 .855
X1 4 108 2 5 4.11 .789
X1.5 108 2 5 4.14 .814
X1_6 108 2 5 4.11 .835
Valid N (listwise) 108
Descriptive Statistics
Std.
Minimum Maximum Mean Deviation

X2 1 108 2 5 4.13 762
X2 2 108 2 5 4.10 773
X2_3 108 2 5 4.12 .758
X2 4 108 2 5 4.06 .765
X2_5 108 2 5 3.98 .809
X2_6 108 2 5 4.12 .758
X2 7 108 2 5 4.14 767
X2_8 108 2 5 4.15 .759
X2_9 108 2 5 4.08 .750
X2_10 108 2 5 4.05 778
Valid N (listwise) 108




Descriptive Statistics

Std.
N Minimum Maximum Mean Deviation
Y1l 1 108 3 5 4.15 747
Y1l 2 108 3 5 4.17 743
Y1l 3 108 3 5 4.27 731
Y1l 4 108 3 5 4.21 .749
Y1 5 108 3 5 4.16 .738
Y1 6 108 3 5 4.16 751

valid N (listwise) 108




Validitas

Correlations

Frice
1_1 K1 _2 X1_3 W_d <1 _5 H1_G Perception
®1_1 Pearson Correlation 1 865 848" az0 833 a4 943"
Sig. (2-tailed) .000 000 .000 .000 .000 .000
I 108 108 108 108 108 108 108
®1_2 Pearson Correlation BES 1 824”7 826 758 847" g19”
Sig. (2-tailed) .000 000 .000 .000 .000 .000
I 108 108 108 108 108 108 108
®1_3 Pearson Correlation g48”" 824 1 837" 833" 843" o327
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
I 108 108 108 108 108 108 108
M1 _4 Fearson Correlation 2207 826 837" 1 gag” 232" 26
Sig. (2-tailed) .000 .000 000 .000 .000 .000
I 108 108 108 108 108 108 108
X1_5 Fearson Correlation 233" 755 833" zag” 1 8215 a1z
Sig. (2-tailed) .000 .000 000 .000 .000 .000
M 108 108 108 108 108 108 108
X1_6 Pearson Gorrelation a4 G447 8437 a3z 815 1 838"
Sig. (2-tailed) .000 .000 000 .000 .000 .000
I 108 108 108 108 108 108 108
Price Perception  Pearson Correlation 843" a1e 832" 826 @12 838" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
I 108 108 108 108 108 108 108

** Correlation is significant atthe 0.01

level (2-tailed).



Correlations

Customer
x2_1 X2_2 H2Z_4 X2_5 X2_6 X2_T X2_8 X2_8 ®2_10 Satisfacion
x2_1 Pearson Correlation 1 707" 717" 8BTS B5E .ara” B5E 645" oo™ 838 875"
Sig. (2-tailed) o000 000 000 000 000 o000 000 000 000 000
] 108 108 108 108 108 108 108 108 108 108 108
x2_2 Pearson Correlation 707" 1 937" Fa8" 717" 533" 433" 438" 5497 .ag0” 818"
Sig. (2-tailed) 000 000 000 000 000 o000 000 000 000 000
] 108 108 108 108 108 108 108 108 108 108 108
x2_3 Pearson Correlation T177 a37” 1 7937 812" 6267 437" 4407 5577 482" sz20”
Sig. (2-tailed) 000 o000 000 000 000 o000 000 000 000 000
] 108 108 108 108 108 108 108 108 108 108 108
x2_4 Pearson Correlation B675 -l Fa3” 1 .e18™" G547 5427 5637 5447 5207 .83s5™"
Sig. (2-tailed) ooo 000 ooo ooo ooo 000 ooo ooo ooo ooo
] 108 108 108 108 108 108 108 108 108 108 108
X2_5 Pearson Correlation B56 7817 127 .e18™" 1 5837 4717 A77” 5117 5087 .so00”
Sig. (2-tailed) ooo 000 ooo ooo ooo 000 ooo ooo ooo ooo
] 108 108 108 108 108 108 108 108 108 108 108
X2_6 Pearson Correlation 879" 633 626 6647 583" 1 7277 733" 7057 688 a7
Sig. (2-tailed) ooo 000 ooo ooo ooo 000 ooo ooo ooo ooo
] 108 108 108 108 108 108 108 108 108 108 108
X2_7 Pearson Correlation 656 4337 4377 5427 4717 7277 1 a28” 7a92" 788" 815"
Sig. (2-tailed) .000 .000 .0o00 .0o00 .0o00 .000 .0o00 .0o00 .0o00 .0o00
™ 108 108 108 108 108 108 108 108 108 108 108
X2_8 Pearson Correlation 645 4367 4407 5637 4777 7337 az28” 1 782" g117" a1a”
Sig. (2-tailed) .000 .000 .0o00 .0o00 .0o00 .000 .000 .0o00 .0o00 .0o00
™ 108 108 108 108 108 108 108 108 108 108 108
x2_9 Fearson Correlation 700 5497 557 5447 5117 705 7927 782" 1 826 .83g”
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
™ 108 108 108 108 108 108 108 108 108 108 108
®2_10 Fearson Correlation 636 4907 4827 5297 506 688 788" s117 826 1 813"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
] 108 108 108 108 108 108 108 108 108 108 108
Custorner Satisfacion  Pearson Correlation ars 216 s207 835" 200" a7’ a5 818" a38" 813" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
] 108 108 108 108 108 108 108 108 108 108 108

** Correlation is significant atthe 0.01 level (2-tailed)



Correlations

Minat Beli
v1_1 w1_2 w1_3 w1_4 ¥1_5 ¥1_6 Ulang
Y1_1 Pearson Correlation 1 7817 782" 7E27 737 7587 a1
Sig. (2-tailed) .ooo .0on 000 .ooo .0oo 000
I 108 108 108 108 108 108 108
¥1_2 Pearson Correlation Te1 1 TTT Faz" T3E 690 gaz”
Sig. (2-tailed) .0oo .0oo .0oo .ooo .0oo .0oo
] 108 108 108 108 108 108 108
Y1_3 Pearson Correlation 7a2” I 1 TE47 Foo” Fos" ae3’
Sig. (2-tailed) 000 .0oo 000 .ooo .00 000
I 108 108 108 108 108 108 108
w1_4 Pearson Correlation TEZ Foaz" TE4T 1 7507 803" @117
Sig. (2-tailed) .0oo .ooo .0oo .ooo .0oo .0oo
I 108 108 108 108 108 108 108
w1_5 Pearson Correlation 737 736 7oo” 7507 1 7817 ara
Sig. (2-tailed) 000 .0oo .0o0 000 .00 000
I 108 108 108 108 108 108 108
¥1_6 Pearson Correlation 758 &o0 Fos e03" FE1l 1 286
Sig. (2-tailed) .0oo .ooo .0oo .0oo .ooo .0oo
Il 1082 102 102 102 108 1082 102
Minat Beli Ulang  Pearson Correlation ao1” goz2" eg3 @117 Y- BBE 1
Sig. (2-tailed) .0oo .ooo .0oo .0oo .ooo .0oo
I 108 108 108 108 108 108 108

** Correlation is significant at the 0.01

level (2-tailed).



Reliabilitas

X1
Reliability Statistics
Cronbach's
Alpha N of Items
.968 6

X2
Reliability Statistics
Cronbach's
Alpha N of Items
.950 10

Y
Reliability Statistics
Cronbach's
Alpha N of Items

.949 6




Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 108
Normal Parameters®” Mean .0000000
Std. Deviation 3.43132335
Most Extreme Differences Absolute .085
Positive .053
Negative -.085
Test Statistic .085
Asymp. Sig. (2-tailed) .055°

a. Test distribution is Normal.
b. Calculated from data.

c. Lilliefors Significance Correction.

Histogram

Dependent Variable: Minat Beli Ulang

Mean = -1 28616
Std Dev. = 0,951
N=108

Frequency

Regression Standardized Residual



Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Minat Beli Ulang

% 056 @(&9
" " Dbsnedrved Cul:;rob ” h
Multikolinearitas
Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Price Perception .948 1.054
Customer Satisfacion .948 1.054
Autokorelasi
Adjusted R Std. Error of =~ Durbin-
Model R R Square Square the Estimate  Watson

1 .506% .256 242 3.464 1.753




Heterokedastisitas

Scatterplot

Dependent Variable: Minat Beli Ulang

.

Regression Studentized Residual

Regression Standardized Predicted Value

Regresi Linear Berganda

Unstandardized Coefficients

Model B Std. Error

1 (Constant) 9.894 2.560
Price Perception .260 .075
Customer Satisfacion .215 .054

Uji t

Model t Sig.

1 (Constant) 3.866 .000
Price Perception 3.480 .001
Customer Satisfacion 3.978 .000




Uji F

Model df Mean Square F Sig.

1 Regression 2 216.425 18.038 .000°
Residual 105 11.998
Total 107




Tabulasi data

Responden

Price Perception

X1 1 (X1 2 |[x1 3 |[x1_ 4 |[x1 5 |[Xx1_6 | skor_xa
Responden_1 4 4 4 4 4 4 24
Responden_?2 4 a4 5 a4 a4 a4 25
Responden_3 5 5 5 5 5 5 30
Responden_4 a4 a4 a4 a4 4 4 24
Responden_5 5 5 5 a4 5 5 29
Responden_6 5 5 5 5 5 5 30
Responden_7 a4 a4 5 a4 4 4 25
Responden_8 4 a4 4 a4 4 4 24
Responden_9 5 5 5 5 5 5 30
Responden_10 5 5 5 5 5 5 30
Responden_11 5 5 5 5 5 5 30
Responden_12 4 4 4 4 4 a4 24
Responden_13 5 5 5 5 5 5 30
Responden_14 3 3 3 3 3 3 18
Responden_15 3 3 3 3 3 3 18
Responden_16 4 a4 3 3 3 a4 21
Responden_17 4 4 3 4 3 4 22
Responden_18 4 4 4 4 4 4 24
Responden_19 3 3 3 a4 3 3 19
Responden_20 5 5 5 5 5 5 30
Responden_21 4 4 4 4 4 4 24
Responden_22 4 4 4 4 4 4 24
Responden_23 4 4 4 4 4 4 24
Responden_24 5 5 5 5 5 5 30
Responden_25 4 4 4 4 2 4 22
Responden_26 a4 q q 3 3 4 22
Responden_27 a4 4 aq q a4 q 249
Responden_28 5 a4 a4 a4 5 5 27
Responden_29 5 a4 a4 5 5 5 28
Responden_30 4 a4 4 a4 a4 4 24
Responden_31 4 a4 4 a4 4 a4 24
Responden_32 4 3 3 3 3 3 19
Responden_33 5 5 5 5 5 5 30
Responden_34 4 a4 a4 a4 a4 a4 24
Responden_35 a4 a4 a4 a4 a4 a4 24
Responden_36 4 a4 a4 a4 a4 a4 24
Responden_37 5 5 5 5 5 5 30
Responden_38 4 2 4 4 4 4 22
Responden_39 3 3 4 4 4 4 22
Responden_40 4 a4 a4 4 4 4 24




Responden_41 4 5 5 5 4 4 27
Responden_42 5 5 5 5 4 4 28
Responden_43 4 4 4 4 4 4 24
Responden_44 4 4 5 5 5 4 27
Responden_45 5 5 5 5 5 5 30
Responden_46 5 5 5 5 5 4 29
Responden_47 4 5 5 4 4 5 27
Responden_48 4 5 4 4 4 4 25
Responden_49 5 5 5 5 5 5 30
Responden_50 5 5 5 5 5 5 30
Responden_51 4 4 4 4 4 4 24
Responden_52 5 5 5 5 5 5 30
Responden_53 4 4 4 4 4 4 24
Responden_54 4 4 4 4 4 5 25
Responden_55 5 5 5 5 5 5 30
Responden_56 4 4 4 4 4 4 24
Responden_57 4 5 5 5 5 5 29
Responden_58 5 5 4 4 4 5 27
Responden_59 3 3 4 3 4 3 20
Responden_60 4 4 4 4 4 4 24
Responden_61 3 4 4 4 3 4 22
Responden_62 2 2 2 2 2 2 12
Responden_63 2 2 2 2 2 2 12
Responden_64 5 5 5 5 5 5 30
Responden_65 4 3 3 3 4 3 20
Responden_66 3 3 3 3 4 3 19
Responden_67 4 4 4 4 4 4 24
Responden_68 4 4 3 3 3 3 20
Responden_69 4 4 3 3 4 3 21
Responden_70 4 4 5 3 4 3 23
Responden_71 5 5 5 5 5 5 30
Responden_72 4 4 5 4 4 4 25
Responden_73 5 5 5 4 5 5 29
Responden_74 5 5 5 5 5 5 30
Responden_75 5 5 5 5 5 5 30
Responden_76 4 4 4 4 4 5 25
Responden_77 4 4 4 4 4 4 24
Responden_78 5 5 5 5 5 5 30
Responden_79 5 5 5 5 5 5 30
Responden_80 5 5 5 5 5 5 30




Responden_81 4 4 4 4 4 4 24
Responden_82 5 5 5 5 5 5 30
Responden_83 2 2 2 3 3 3 15
Responden_84 3 3 3 3 3 3 18
Responden_85 3 3 4 4 4 3 21
Responden_86 4 3 4 4 4 3 22
Responden_87 3 4 3 3 3 4 20
Responden_88 4 4 4 4 4 4 24
Responden_89 4 3 4 3 4 4 22
Responden_90 2 2 2 2 2 2 12
Responden_91 2 2 2 2 2 2 12
Responden_92 5 5 5 5 5 5 30
Responden_93 3 4 3 4 3 3 20
Responden_94 3 4 3 3 3 3 19
Responden_95 4 4 4 4 4 4 24
Responden_96 3 3 3 4 4 3 20
Responden_97 3 4 3 4 4 3 21
Responden_98 5 5 5 5 5 5 30
Responden_99 5 5 4 5 5 5 29
Responden_100 4 4 5 4 5 5 27
Responden_101 4 4 4 4 5 4 25
Responden_102 5 5 5 5 5 5 30
Responden_103 5 5 5 5 5 5 30
Responden_104 4 4 4 4 4 4 24
Responden_105 5 5 5 5 5 5 30
Responden_106 3 3 3 4 4 3 20
Responden_107 3 4 3 4 4 3 21
Responden_108 5 5 5 5 5 5 30




Customer Satisfacion

Responden
X2_1 |X2_2 [X2_3 |X2_4 [X2_5 [X2_6 |X2_7 |X2_8 |X2_9 |X2_10| Skor_X2
Responden_1 4 4 4 4 4 5 5 5 4 5 44
Responden_2 5 5 5 5 5 4 4 4 5 4 46
Responden_3 5 5 5 5 5 5 5 5 5 5 50
Responden_4 4 5 5 5 5 4 4 4 4 4 44
Responden_5 5 3 3 3 3 5 5 5 5 5 42
Responden_6 5 5 5 5 5 5 5 5 5 5 50
Responden_7 4 4 5 4 4 4 4 4 4 4 41
Responden_8 4 4 4 4 4 4 4 4 4 4 40
Responden_9 5 5 5 5 5 5 5 5 5 5 50
Responden_10 5 5 5 5 5 5 5 5 5 5 50
Responden_11 3 3 3 3 3 3 3 3 3 3 30
Responden_12 4 3 3 3 3 4 4 4 3 3 34
Responden_13 4 4 4 4 4 4 4 4 3 3 38
Responden_14 4 4 4 4 5 4 4 4 4 4 41
Responden_15 3 4 4 4 4 3 3 3 3 3 34
Responden_16 4 4 4 4 4 4 4 4 4 4 40
Responden_17 4 4 5 4 5 4 4 4 4 4 42
Responden_18 4 3 3 3 3 4 4 4 4 4 36
Responden_19 4 4 4 4 4 4 4 4 4 4 40
Responden_20 3 3 3 3 3 3 3 3 3 3 30
Responden_21 4 4 4 4 4 4 4 4 4 4 40
Responden_22 4 4 4 4 4 4 4 4 4 3 39
Responden_23 3 4 4 3 4 3 3 3 3 3 33
Responden_24 2 2 2 2 2 2 2 2 2 2 20
Responden_25 4 4 4 4 4 4 4 4 4 4 40
Responden_26 5 5 4 4 4 5 5 5 4 4 45
Responden_27 3 4 4 3 4 3 3 3 4 4 35
Responden_28 4 4 4 3 3 4 4 4 4 4 38
Responden_29 4 4 4 4 3 4 3 4 4 3 37
Responden_30 3 4 4 4 3 4 4 4 4 4 38
Responden_31 4 4 4 4 4 4 3 3 3 3 36
Responden_32 4 4 4 4 4 4 4 4 4 4 40
Responden_33 3 3 3 3 3 3 3 3 3 3 30
Responden_34 4 4 4 4 2 4 4 4 4 4 38
Responden_35 4 4 4 4 3 4 4 4 4 4 39
Responden_36 3 3 3 3 3 3 4 4 3 4 33
Responden_37 2 2 2 2 2 2 2 2 2 2 20
Responden_38 4 4 4 4 4 4 4 4 4 4 40
Responden_39 5 5 5 4 4 5 5 4 4 4 45
Responden_40 3 3 3 4 4 3 4 4 3 4 35




Responden_41 4 4 4 4 4 4 4 4 3 3 38
Responden_42 4 3 4 4 3 4 4 4 4 3 37
Responden_43 4 4 4 4 4 3 4 4 4 3 38
Responden_44 4 4 4 4 4 4 5 4 5 4 42
Responden_45 5 5 5 5 5 5 5 5 5 5 50
Responden_46 5 5 5 4 4 4 4 4 4 4 43
Responden_47 5 4 4 5 5 5 4 4 4 4 44
Responden_48 4 4 4 4 4 5 5 5 5 5 45
Responden_49 5 5 5 5 4 5 4 4 4 4 45
Responden_50 5 5 5 5 5 5 5 5 5 5 50
Responden_51 4 4 4 4 4 5 5 5 5 5 45
Responden_52 5 5 5 5 5 5 4 4 4 4 46
Responden_53 5 5 5 4 5 4 4 4 4 4 44
Responden_54 4 4 4 5 4 5 5 5 5 5 46
Responden_55 5 5 5 5 5 5 5 5 5 5 50
Responden_56 4 4 4 4 4 4 5 5 5 5 44
Responden_57 5 5 5 5 5 5 3 3 3 3 42
Responden_58 4 5 4 5 4 4 4 4 4 4 42
Responden_59 4 4 4 4 4 4 4 4 4 4 40
Responden_60 5 3 4 5 5 5 5 5 4 4 45
Responden_61 5 5 5 5 4 5 5 5 4 4 47
Responden_62 3 3 3 3 3 3 3 3 3 3 30
Responden_63 4 4 4 4 4 4 4 4 4 4 40
Responden_64 3 4 4 5 4 4 3 4 3 3 37
Responden_65 3 5 5 5 4 3 4 4 4 4 41
Responden_66 4 4 3 4 3 4 4 4 5 4 39
Responden_67 4 5 5 5 5 4 4 4 4 5 45
Responden_68 4 5 5 4 5 4 3 3 4 3 40
Responden_69 4 5 5 4 4 4 4 4 4 4 42
Responden_70 5 5 5 5 5 4 4 4 4 5 46
Responden_71 5 5 5 5 5 5 5 5 5 5 50
Responden_72 2 2 2 2 2 2 2 2 2 2 20
Responden_73 5 3 3 3 3 5 5 5 5 5 42
Responden_74 5 5 5 5 5 5 5 5 5 5 50
Responden_75 5 5 5 5 5 5 5 5 5 5 50
Responden_76 4 4 4 4 4 4 4 5 4 4 41
Responden_77 4 4 4 4 4 4 4 4 4 4 40
Responden_78 5 5 5 5 5 5 5 5 5 5 50
Responden_79 5 5 5 5 5 5 5 5 5 5 50
Responden_80 3 3 3 3 3 3 3 3 3 3 30




Responden_81 4 4 4 3 3 4 3 3 3 3 34
Responden_82 4 4 4 3 3 4 4 4 4 4 38
Responden_83 4 4 4 4 4 4 4 4 4 5 41
Responden_84 3 3 3 3 3 3 4 4 4 4 34
Responden_85 4 4 4 3 3 4 4 3 4 4 37
Responden_86 4 4 4 4 4 4 4 5 4 5 42
Responden_87 4 4 4 4 4 4 4 4 4 4 40
Responden_88 5 5 5 4 4 5 3 4 5 5 45
Responden_89 5 5 5 4 4 5 5 5 5 4 47
Responden_90 3 3 3 3 3 3 3 3 3 3 30
Responden_91 4 4 4 4 4 4 4 4 4 4 40
Responden_92 4 3 4 3 3 3 4 4 5 4 37
Responden_93 3 4 4 4 4 3 5 5 5 4 41
Responden_94 4 4 4 5 4 4 4 3 4 3 39
Responden_95 4 4 4 4 5 4 5 5 5 5 45
Responden_96 4 3 3 4 3 4 5 5 4 5 40
Responden_97 4 4 4 4 4 4 5 5 4 4 42
Responden_98 5 5 5 5 5 5 5 5 5 5 50
Responden_99 4 4 4 4 4 5 5 5 4 4 43
Responden_100 5 4 4 4 4 5 4 4 5 5 44
Responden_101 5 5 5 5 5 4 4 4 4 4 45
Responden_102 5 4 4 4 4 5 5 5 5 4 45
Responden_103 5 5 5 5 5 5 5 5 5 5 50
Responden_104 5 5 5 5 5 4 4 4 4 4 45
Responden_105 5 4 4 4 4 5 5 5 5 5 46
Responden_106 4 3 3 4 3 4 5 5 4 5 40
Responden_107 4 4 4 4 4 4 5 5 4 4 42
Responden_108 5 5 5 5 5 5 5 5 5 5 50




Responden

Minat Beli Ulang

vyi 1 |[yi1_2 |va 3 [v1i 4 |vi s [vi 6 Skor_Y
Responden_1 4 4 4 4 4 4 24
Responden_2 4 5 5 5 5 5 29
Responden_3 5 5 5 5 5 5 30
Responden_4 4 5 4 5 5 4 27
Responden_5 a 4 4 4 3 a4 23
Responden_6 5 5 5 5 5 5 30
Responden_7 q 4 5 4 4 3 24
Responden_8 a 4 q 4 q a 24
Responden_9 5 5 5 5 5 5 30
Responden_10 5 5 5 5 5 5 30
Responden_11 3 3 3 3 3 3 18
Responden_12 4 a 5 5 5 5 28
Responden_13 3 3 3 5 4 5 23
Responden_14 4 3 3 4 4 4 22
Responden_15 4 3 a q a q 23
Responden_16 4 q a q a 5 25
Responden_17 4 q q 3 4 3 22
Responden_18 3 q q 3 a q 22
Responden_19 4 4 4 4 4 4 24
Responden_20 3 3 3 3 3 3 18
Responden_21 3 4 q 3 4 a 22
Responden_22 q 4 4 4 5 q 25
Responden_23 5 4 5 4 q 5 27
Responden_24 a 4 q 5 5 5 27
Responden_25 5 5 5 4 5 5 29
Responden_26 4 4 5 4 5 4 26
Responden_27 5 a4 5 5 5 5 29
Responden_28 5 4 5 5 5 5 29
Responden_29 aq 4 5 4 aq 4 25
Responden_30 5 5 5 5 5 5 30
Responden_31 4 q 3 q 3 q 22
Responden_32 4 q q q q q 24
Responden_33 3 3 3 3 3 3 18
Responden_34 4 4 4 4 3 4 23
Responden_35 5 4 5 5 4 4 27
Responden_36 a 5 4 4 5 a4 26
Responden_37 5 5 5 5 4 a 28
Responden_38 5 5 a 4 5 5 28
Responden_39 5 4 q 4 q a 25
Responden_40 5 5 5 5 5 4 29




Responden_41 5 5 5 5 5 4 29
Responden_42 4 4 4 4 4 4 24
Responden_43 5 5 5 5 5 5 30
Responden_44 5 5 5 5 4 5 29
Responden_45 5 5 5 5 5 5 30
Responden_46 5 5 4 5 5 4 28
Responden_47 4 4 4 4 4 4 24
Responden_48 5 5 5 5 4 5 29
Responden_49 4 4 4 5 4 4 25
Responden_50 5 5 5 5 5 5 30
Responden_51 5 5 5 5 4 5 29
Responden_52 i 5 5 5 4 4 27
Responden_53 4 4 4 4 4 4 24
Responden_54 5 5 5 5 4 5 29
Responden_55 5 5 5 5 5 5 30
Responden_56 5 4 5 5 4 5 28
Responden_57 3 4 5 4 4 4 24
Responden_58 4 5 4 5 5 5 28
Responden_59 5 4 5 4 4 4 26
Responden_60 5 5 5 5 5 5 30
Responden_61 4 4 4 4 4 4 24
Responden_62 3 3 3 3 3 3 18
Responden_63 3 3 3 3 3 3 18
Responden_64 4 4 4 4 4 4 24
Responden_65 4 4 4 4 4 4 24
Responden_66 5 5 5 5 5 5 30
Responden_67 3 3 3 3 3 3 18
Responden_68 3 3 3 3 3 3 18
Responden_69 3 3 4 3 3 4 20
Responden_70 4 4 4 4 4 4 24
Responden_71 5 5 5 5 5 5 30
Responden_72 3 3 3 3 3 3 18
Responden_73 3 3 3 3 3 3 18
Responden_74 3 3 4 4 4 3 21
Responden_75 5 5 5 5 5 5 30
Responden_76 4 3 5 4 4 4 24
Responden_77 4 4 4 4 4 4 24
Responden_78 5 5 5 5 5 5 30
Responden_79 5 5 5 5 5 5 30
Responden_80 3 3 3 3 3 3 18




Responden_81 5 5 5 4 4 4 27
Responden_82 4 5 5 4 3 3 24
Responden_83 4 4 4 4 4 3 23
Responden_84 4 4 4 3 4 3 22
Responden_85 4 5 4 5 4 4 26
Responden_86 4 3 4 3 4 4 22
Responden_87 4 4 4 4 5 4 25
Responden_88 5 5 5 5 5 5 30
Responden_89 4 4 4 4 4 4 24
Responden_90 3 3 3 3 3 3 18
Responden_91 3 3 3 3 3 3 18
Responden_92 4 4 4 4 4 4 24
Responden_93 4 4 4 4 4 4 24
Responden_94 5 5 5 5 5 5 30
Responden_95 3 3 3 3 3 3 18
Responden_96 3 3 3 3 3 3 18
Responden_97 3 4 4 4 3 3 21
Responden_98 5 5 5 5 5 5 30
Responden_99 5 4 4 4 5 5 27
Responden_100 4 4 4 4 4 4 24
Responden_101 4 5 5 5 5 5 29
Responden_102 4 4 4 4 4 4 24
Responden_103 5 5 5 5 5 5 30
Responden_104 4 5 5 5 5 5 29
Responden_105 4 4 5 5 4 5 27
Responden_106 3 3 3 3 3 3 18
Responden_107 3 4 4 4 3 3 21
Responden_108 5 5 5 5 5 5 30







