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Lampiran 1` 

Surat Keterangan Ijin Penelitian. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 
 

 

Lampiran 2 : Kuisioner 

 

ANGKET PENELITIAN 

 

PENGARUH KUALITAS PELAYANAN, RELATIONSHIP 

MARKETING, DAN KEPERCAYAAN KONSUMEN 

TERHADAP MINAT BELI ULANG JASA PEMBIAYAAN PADA 

PT. PRATAMA INTERDANA FINANCE CABANG SURABAYA 

 

Kepada Yang Terhormat 

Bapak/Ibu/Sdr(i) Konsumen pada PT. PIF cabang SBY 

Dengan Hormat, 

 

Sebelumnya saya mengucapkan terima kasih atas 

kesediaannya meluangkan waktu untuk mengisi kuesioner ini. 

Kuesioner ini adalah bagian dari skripsi saya yang berjudul 

Pengaruh Kualitas Pelayanan, Relationship Marketing, dan 

Kepercayaan Konsumen terhadap Minat Beli Ulang Jasa 

Pembiayaan pada PT. Pratama Finance cabang Surabaya yang 

merupakan sebagai salah satu syarat ujian kesarjanaan pada 

Universitas PGRI Adi Buana Surabaya, Fakultas Ekonomi Dan , 

Jurusan Manajemen.  

Data anda akan sangat kami rahasiakan. Setiap jawaban 

yang diberikan merupakan bantuan yang tidak ternilai harganya 

bagi penelitian ini. 

Atas perhatian dan bantuannya, saya mengucapakan 

terima kasih. 

Hormat saya, 

 

GIZCA SUCI FARADINA 



 

 
 

PENGARUH KUALITAS PELAYANAN, RELATIONSHIP 

MARKETING, DAN KEPERCAYAAN KONSUMEN 

TERHADAP MINAT BELI ULANG JASA PEMBIAYAAN 

PADA PT. PRATAMA INTERDANA FINANCE CABANG 

SURABAYA 

 

A. Cara Pengisian Kuisioner : 

1. Pilihlah jawaban dengan tanda (V) pada kolom yang tersedia 

sesuai dengan jawaban  bapak/ibu. 

2. Setiap pertanyaan hanya diberi satu kali jawaban. 

 

B. Keterangan Pengisian Kuisioner : 

a) 5 = Sangat Setuju (SS)  d) 2 = Tidak Setuju (TS) 

b) 4 = Setuju (S)    c) 1 = Sangat Tidak 

Setuju (STS) 

c) 3 = Ragu-Ragu  

Kualitas Pelayanan 

No Pernyataan 
Tingkat Persetujuan 

SS S R TS STS 

Bukti Fisik (Tangible ) 

1 Tempat bersih dan penataan 

ruangan PT. PIF SBY membuat 

saya nyaman. 

     

2 Penampilan karyawan rapi dan 

baik. 

     

Kemampuan (Reliability) 

3 Karyawan sopan dan ramah 

saat melayani konsumen. 

     

4 PT. PIF SBY tidak pernah      



 
 

 
 

melakukan kesalahan dalam 

pencatatan data yang 

berhubungan dengan 

konsumen.  

Ketanggapan (Responsivenness) 

5 Karyawan mau membantu 

konsumen dalam kelengkapan 

administrasi. 

     

6 PT. PIF SBY memberikan 

pelayanan yang cepat  sehingga 

saya tidak perlu menunggu 

lama. 

     

Jaminan (Assurance) 

7 PT. PIF SBY menjamin 

keamanan konsumen dengan 

menjaga  privasi data 

konsumen. 

     

8 Karyawan memiliki pegetahuan 

di bidangnya. 

     

Empati (Empathy) 

9 Karyawan sigap membantu saya 

ketika saya kurang memahami 

isi kontrak.  

     

10 PT.PIF SBY memberikan 

kemudahan kepada saya dalam 

pembayaran, pelunasan, 

pemberian diskon denda 

maupun pengambilan BPKB. 

     

 

 

 



 

 
 

Relationship Marketing 

No Pernyataan 

Tingkat Persetujuan 

SS S N TS STS 

Kepercayaan  

11 Saya percaya atas layanan jasa 

pembiayaan yang diberikan 

oleh PT. PIF SBY. 

     

12 Saya akan bersikap kooperatif 

dan menghargai kontrak kredit 

selama menjadi konsumen di 

PT. PIF SBY. 

     

Komitmen 

13 PT. PIF SBY memiliki 

komitmen sesuai dengan 

kesepakatan yang dibuat. 

     

14 PT. PIF SBY melakukan re- 

survey dan memberikan 

kontrak kredit kepada saya 

secara tepat waktu. 

     

Komunikasi 

15 Karyawan dapat merespon 

pertanyaan-pertanyaan yang 

saya ajukan. 

     

16 Desk-call selalu mengingatkan 

saya ketika pembayaran saya 

akan jatuh tempo dan hal ini 

sangat membantu saya. 

     

Penanganan Keluhan 

17 Penanganan keluhan 

pelanggan dengan cepat 

     



 
 

 
 

ditanggapi dan direspon baik 

oleh customer service maupun 

perusahaan. 

18 Dalam menangani keluhan , PT 

PIF SBY dapat memberikan 

solusi permasalahan dengan 

adil dan tidak merugikan 

konsumen. 

     

Kepercayaan Konsumen 

No Pernyataan 
Tingkat Persetujuan 

SS S N TS STS 

Kemampuan (Ability) 

19 PT. PIF SBY tidak mempersulit 

saya dalam memperoleh 

pinjaman kredit.  

     

20 PT. PIF SBY membuat saya 

yakin untuk memiliki 

kerjasama selama jangka 

waktu kontrak kredit. 

     

Kebajikan (Benevolence) 

21 PT. PIF SBY mengutamakan 

kepentingan dan kebutuhan 

konsumen. 

     

22 Karyawan PT. PIF SBY dapat 

saya percaya. 

     

Integritas (Integrity) 

23 Ketepatan jasa sesuai dengan 

keinginan dan harapan saya. 

     

24 Transparasi informasi yang 

sesuai dengan fakta. 

     

 



 

 
 

Minat Beli Ulang 

No Pernyataan 
Tingkat Persetujuan 

SS S N TS STS 

Minat Transaksional 

25 Saya memilih melakukan 

pembelian jasa di PT. PIF SBY, 

sebagai perusahaan jasa 

pembiayaan yang dapat saya 

percaya . 

     

26 Saya akan berniat untuk 

membeli/menggunakan ulang 

produk jasa PT. PIF SBY. 

     

Minat Referensial 

27 Saya akan menceritakan 

pengalaman saya saat 

menggunakan jasa PT. PIF SBY 

kepada orang lain. 

     

28 Saya akan merekomendasikan 

PT. PIF SBY kepada orang lain 

berdasarkan pengalaman saya  

yang saya terima. 

     

Minat Preferensial 

29 Ketika saya akan 

membutuhkan jasa 

kredit/pembiayaan yang saya 

lakukan pertama adalah 

menghubungi marketing atau 

kontak perusahaan PT.PIF 

SBY. 

     

30 Saya akan menempatkan PT. 

PIF SBY sebagai alternatif 

     



 
 

 
 

utama penyedia jasa 

pembiayaan. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 
 

Lampiran 3 : Tabulasi data Kualitas Pelayanan 

Responden 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 X1_Total 

Res_1 4 4 5 3 4 3 3 3 4 3 36 

Res_2 4 4 4 3 4 3 4 4 4 5 39 

Res_3 4 4 4 4 4 4 3 4 4 4 39 

Res_4 3 4 4 4 4 4 3 4 4 3 37 

Res_5 4 3 3 3 5 3 3 5 3 3 35 

Res_6 3 3 3 3 3 3 3 3 3 3 30 

Res_7 4 4 4 4 4 4 4 4 4 4 40 

Res_8 4 5 5 5 5 4 5 5 5 4 47 

Res_9 3 3 3 3 3 4 3 3 3 3 31 

Res_10 3 4 4 4 4 4 4 4 4 4 39 

Res_11 4 4 4 4 4 4 4 4 4 4 40 

Res_12 3 3 3 3 3 3 3 3 3 3 30 

Res_13 3 4 4 4 4 4 4 4 4 3 38 

Res_14 4 4 4 4 4 4 4 4 4 4 40 

Res_15 3 3 3 3 3 3 3 5 3 5 34 

Res_16 3 3 3 3 3 3 3 3 5 3 32 

Res_17 4 4 4 4 4 4 4 4 4 4 40 

Res_18 3 3 5 3 3 3 3 3 3 3 32 

Res_19 3 3 3 3 3 3 3 3 3 3 30 

Res_20 3 4 4 4 4 3 4 4 4 3 37 

Res_21 3 4 4 4 4 3 4 4 4 3 37 

Res_22 4 4 4 4 4 4 4 4 4 4 40 

Res_23 4 3 3 3 3 3 3 3 3 4 32 



 

 
 

Res_24 3 4 4 4 4 3 4 4 4 5 39 

Res_25 4 4 4 4 4 4 4 4 4 4 40 

Res_26 4 4 4 4 4 4 4 4 4 4 40 

Res_27 4 4 4 4 4 4 4 4 4 4 40 

Res_28 2 2 5 2 2 2 2 2 2 2 23 

Res_29 4 4 4 4 4 4 4 4 4 4 40 

Res_30 3 4 4 4 4 4 4 4 5 3 39 

Res_31 3 3 3 3 3 3 3 5 3 3 32 

Res_32 3 3 3 3 3 3 3 3 3 3 30 

Res_33 4 4 4 4 4 4 4 4 4 4 40 

Res_34 4 5 5 5 5 4 5 5 5 4 47 

Res_35 3 3 3 3 3 4 3 3 3 3 31 

Res_36 4 4 4 4 4 4 4 4 4 5 41 

Res_37 4 4 4 4 4 5 4 4 4 4 41 

Res_38 3 3 3 3 3 3 3 3 3 3 30 

Res_39 3 4 4 4 4 4 4 4 4 3 38 

Res_40 4 4 4 4 4 4 4 4 4 4 40 

Res_41 4 3 5 3 4 4 3 3 3 4 36 

Res_42 3 3 3 3 5 4 3 3 3 3 33 

Res_43 4 4 5 4 3 4 4 4 4 4 40 

Res_44 4 4 4 4 3 4 4 4 4 4 39 

Res_45 3 3 3 3 3 3 3 3 3 3 30 

Res_46 3 4 3 4 3 3 4 4 4 3 35 

Res_47 4 4 4 4 4 4 4 4 4 4 40 

Res_48 4 4 4 4 4 4 4 4 4 5 41 

Res_49 4 3 4 3 3 4 3 3 3 3 33 



 
 

 
 

Res_50 4 4 4 4 4 4 4 4 4 4 40 

Res_51 4 4 4 4 4 5 4 4 4 4 41 

Res_52 3 3 3 3 3 3 3 3 3 5 32 

Res_53 4 4 4 4 3 4 4 4 5 4 40 

Res_54 5 4 4 4 4 4 4 4 4 4 41 

Res_55 3 3 3 3 4 3 3 3 3 3 31 

Res_56 3 3 3 3 3 3 3 3 3 3 30 

Res_57 4 4 4 4 4 4 4 4 4 4 40 

Res_58 3 3 3 3 3 3 3 3 3 3 30 

Res_59 3 3 3 3 3 3 3 3 3 3 30 

Res_60 3 4 3 4 3 3 4 4 4 4 36 

Res_61 3 3 3 3 3 3 3 3 3 4 31 

Res_62 4 4 4 4 4 4 4 4 4 4 40 

Res_63 5 4 3 4 4 3 4 4 4 3 38 

Res_64 3 4 3 4 4 3 4 4 4 4 37 

Res_65 4 4 5 4 4 4 4 5 4 4 42 

Res_66 4 4 4 4 4 4 4 4 4 4 40 

Res_67 4 4 4 4 4 4 4 4 4 4 40 

Res_68 2 3 3 3 3 4 3 3 3 2 29 

Res_69 2 4 4 4 4 4 4 4 4 4 38 

Res_70 3 4 4 4 4 4 4 4 4 4 39 

Res_71 3 3 3 3 3 5 3 3 5 3 34 

Res_72 5 4 3 4 3 3 4 4 4 5 39 

Res_73 4 4 4 4 4 4 4 4 5 4 41 

Res_74 4 4 4 4 4 4 4 4 4 5 41 



 

 
 

 

Tabulasi data Relationship Marketing 
Responden X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 X2.4_1 X2.4_2 X2_Total 

Res_1 5 4 4 4 4 3 4 4 32 

Res_2 4 3 4 3 4 3 4 4 29 

Res_3 3 4 4 4 5 4 4 4 32 

Res_4 3 4 4 3 3 3 3 3 26 

Res_5 4 3 5 3 5 3 3 5 31 

Res_6 3 5 3 4 4 5 4 4 32 

Res_7 4 4 4 4 4 4 4 5 33 

Res_8 4 5 5 3 5 4 5 3 34 

Res_9 4 3 3 3 3 3 4 3 26 

Res_10 3 4 4 4 4 4 4 4 31 

Res_11 4 4 4 4 4 4 4 4 32 

Res_12 3 3 3 3 3 3 3 3 24 

Res_13 3 4 4 4 4 4 4 4 31 

Res_14 4 4 4 4 4 4 4 4 32 

Res_15 4 3 3 3 3 3 3 5 27 

Res_16 3 3 3 3 3 3 3 3 24 

Res_17 4 3 4 4 4 4 4 4 31 

Res_18 3 3 3 3 3 3 3 3 24 

Res_19 3 3 3 3 3 3 3 3 24 

Res_75 4 3 3 3 5 3 3 5 3 4 36 

Res_76 5 5 4 4 4 3 3 4 4 3 39 

Res_77 4 4 4 4 4 4 4 4 4 4 40 

Res_78 4 5 5 5 5 4 5 5 5 4 47 



 
 

 
 

Res_20 3 4 4 4 4 3 4 4 30 

Res_21 3 4 4 4 4 3 4 4 30 

Res_22 4 4 4 4 4 3 4 4 31 

Res_23 4 3 3 3 3 3 3 3 25 

Res_24 3 4 4 5 4 3 4 4 31 

Res_25 4 4 4 4 4 4 4 4 32 

Res_26 4 4 4 4 4 4 4 4 32 

Res_27 4 4 4 4 4 4 4 4 32 

Res_28 2 2 2 2 2 2 4 2 18 

Res_29 4 4 4 4 4 4 4 4 32 

Res_30 3 4 4 4 4 4 4 4 31 

Res_31 3 3 3 3 3 3 3 5 26 

Res_32 4 3 3 3 3 3 3 3 25 

Res_33 4 4 4 4 4 4 4 4 32 

Res_34 4 5 5 5 5 4 5 5 38 

Res_35 3 3 3 3 3 4 3 3 25 

Res_36 4 4 4 4 4 4 4 4 32 

Res_37 4 4 4 4 4 5 4 4 33 

Res_38 3 3 3 3 3 3 3 3 24 

Res_39 3 4 4 4 4 4 4 4 31 

Res_40 4 4 4 4 4 4 4 4 32 

Res_41 4 3 4 3 4 4 5 3 30 

Res_42 3 3 5 3 5 4 3 3 29 

Res_43 4 4 3 4 3 4 4 4 30 

Res_44 4 4 3 4 3 4 4 4 30 



 

 
 

Res_45 3 3 3 3 3 3 3 3 24 

Res_46 3 3 3 4 3 3 4 4 27 

Res_47 4 4 4 5 4 4 4 4 33 

Res_48 4 4 4 4 4 4 4 4 32 

Res_49 4 3 3 3 3 4 3 3 26 

Res_50 4 4 4 4 4 4 4 4 32 

Res_51 4 4 4 4 4 5 4 4 33 

Res_52 3 3 3 3 3 3 3 3 24 

Res_53 4 4 3 4 3 4 4 4 30 

Res_54 5 4 4 4 4 4 4 4 33 

Res_55 3 3 4 3 4 3 3 3 26 

Res_56 3 3 3 3 3 3 3 3 24 

Res_57 4 4 4 4 4 4 4 4 32 

Res_58 3 3 3 5 3 3 3 3 26 

Res_59 3 3 3 3 3 3 3 3 24 

Res_60 3 4 3 4 3 3 4 4 28 

Res_61 4 3 3 3 3 3 3 3 25 

Res_62 4 4 4 4 4 4 4 4 32 

Res_63 5 4 4 4 4 3 4 4 32 

Res_64 3 4 4 4 4 3 4 4 30 

Res_65 4 4 4 4 4 4 4 5 33 

Res_66 4 3 4 4 4 4 4 4 31 

Res_67 4 4 4 4 4 4 4 4 32 

Res_68 2 3 3 3 3 4 3 3 24 

Res_69 2 4 4 4 4 4 4 4 30 

Res_70 3 4 4 4 4 4 4 4 31 



 
 

 
 

Res_71 3 3 3 3 3 5 3 3 26 

Res_72 5 4 3 4 3 3 4 4 30 

Res_73 4 4 4 4 4 4 4 4 32 

Res_74 3 3 4 4 4 4 4 4 30 

Res_75 3 4 4 4 4 4 4 4 31 

Res_76 4 4 4 4 4 4 4 4 32 

Res_77 3 5 3 3 3 3 3 3 26 

Res_78 3 4 4 4 4 4 4 4 31 

 

Tabulasi data Kepercayaan Konsumen 
Responden X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.3_1 X3.3_2 X3_Total 

Res_1 3 4 4 4 4 4 23 

Res_2 3 5 4 3 4 4 23 

Res_3 4 4 4 4 4 4 24 

Res_4 3 4 4 4 4 4 23 

Res_5 4 3 3 3 5 3 21 

Res_6 5 5 4 4 4 3 25 

Res_7 4 4 4 4 4 4 24 

Res_8 4 5 5 5 5 4 28 

Res_9 3 3 3 4 4 4 21 

Res_10 3 4 4 4 4 4 23 

Res_11 4 4 4 4 4 4 24 

Res_12 3 5 3 3 3 3 20 

Res_13 3 4 4 4 4 4 23 

Res_14 4 4 4 4 4 4 24 



 

 
 

Res_15 3 3 5 3 3 3 20 

Res_16 3 3 3 3 3 3 18 

Res_17 4 4 4 4 4 4 24 

Res_18 5 3 5 3 4 3 23 

Res_19 3 5 3 3 3 3 20 

Res_20 3 4 4 4 4 3 22 

Res_21 3 4 4 4 4 3 22 

Res_22 4 4 4 4 4 4 24 

Res_23 4 3 5 3 3 3 21 

Res_24 3 4 4 4 4 3 22 

Res_25 4 4 4 4 4 4 24 

Res_26 4 4 4 4 4 3 23 

Res_27 4 4 4 4 4 4 24 

Res_28 2 2 5 2 2 2 15 

Res_29 4 4 4 4 4 4 24 

Res_30 3 4 4 4 4 4 23 

Res_31 3 3 3 3 3 3 18 

Res_32 3 3 3 3 3 3 18 

Res_33 4 4 4 4 4 4 24 

Res_34 4 5 5 5 5 4 28 

Res_35 5 3 3 3 3 4 21 

Res_36 4 4 4 4 4 4 24 

Res_37 4 4 4 4 4 5 25 

Res_38 3 3 3 3 3 3 18 

Res_39 3 4 4 4 4 4 23 

Res_40 4 4 4 4 4 4 24 



 
 

 
 

Res_41 4 3 5 3 3 3 21 

Res_42 3 3 3 3 5 4 21 

Res_43 4 4 5 4 3 4 24 

Res_44 4 4 4 4 3 4 23 

Res_45 3 3 3 3 3 3 18 

Res_46 3 4 3 4 3 3 20 

Res_47 4 4 4 4 4 4 24 

Res_48 5 4 4 4 4 4 25 

Res_49 4 3 4 3 3 4 21 

Res_50 4 4 4 4 4 4 24 

Res_51 4 4 4 4 4 5 25 

Res_52 3 3 3 3 3 3 18 

Res_53 4 4 4 4 3 4 23 

Res_54 5 4 4 4 4 4 25 

Res_55 3 3 3 3 4 3 19 

Res_56 3 3 3 3 3 3 18 

Res_57 4 4 4 4 4 4 24 

Res_58 3 3 3 3 3 3 18 

Res_59 3 3 3 3 3 3 18 

Res_60 3 4 3 4 3 3 20 

Res_61 3 3 3 3 3 3 18 

Res_62 4 4 4 4 4 4 24 

Res_63 5 4 3 4 4 3 23 

Res_64 3 4 3 4 4 3 21 

Res_65 4 4 5 4 4 4 25 



 

 
 

Res_66 4 4 4 4 4 4 24 

Res_67 4 4 4 4 4 4 24 

Res_68 4 3 3 3 3 4 20 

Res_69 4 4 4 4 4 4 24 

Res_70 3 4 4 4 4 4 23 

Res_71 3 3 3 3 3 5 20 

Res_72 5 4 3 4 3 3 22 

Res_73 4 4 4 4 4 4 24 

Res_74 4 4 4 4 4 4 24 

Res_75 4 3 4 4 4 4 23 

Res_76 4 4 4 5 4 4 25 

Res_77 4 4 4 4 4 4 24 

Res_78 4 4 4 4 4 4 24 

 

Tabulasi data Minat Beli Ulang 
Responden Y_1_1 Y_1_2 Y_2_1 Y_2_2 Y_3_1 Y_3_2 Y_Total 

Res_1 4 4 4 4 4 4 24 

Res_2 4 4 4 4 4 5 25 

Res_3 4 4 4 4 4 4 24 

Res_4 4 4 3 4 4 3 22 

Res_5 5 3 3 5 3 4 23 

Res_6 4 3 3 4 4 3 21 

Res_7 4 4 4 4 4 4 24 

Res_8 5 4 5 5 5 4 28 

Res_9 4 4 3 5 4 4 24 

Res_10 4 4 4 4 4 4 24 



 
 

 
 

Res_11 4 4 4 4 4 4 24 

Res_12 3 3 3 3 3 4 19 

Res_13 4 4 4 4 4 3 23 

Res_14 4 4 4 4 4 4 24 

Res_15 3 3 3 5 3 5 22 

Res_16 3 3 3 3 3 3 18 

Res_17 4 4 4 4 4 4 24 

Res_18 4 3 3 3 3 3 19 

Res_19 3 3 3 3 3 4 19 

Res_20 4 3 4 5 4 3 23 

Res_21 4 3 4 4 4 3 22 

Res_22 4 4 4 4 4 4 24 

Res_23 3 3 3 3 3 4 19 

Res_24 3 4 4 4 4 3 22 

Res_25 4 4 4 4 4 4 24 

Res_26 4 3 4 4 4 4 23 

Res_27 4 4 4 4 4 4 24 

Res_28 2 2 2 2 2 2 12 

Res_29 4 4 4 4 4 4 24 

Res_30 4 4 4 4 4 3 23 

Res_31 3 3 3 5 3 3 20 

Res_32 3 3 3 3 3 3 18 

Res_33 4 4 4 4 4 4 24 

Res_34 5 4 5 5 5 4 28 

Res_35 3 4 3 3 3 3 19 

Res_36 4 4 4 4 4 5 25 



 

 
 

Res_37 4 5 4 4 4 4 25 

Res_38 3 3 3 3 3 3 18 

Res_39 4 4 4 4 4 3 23 

Res_40 4 4 4 4 4 4 24 

Res_41 3 3 3 3 3 4 19 

Res_42 5 4 3 3 3 3 21 

Res_43 3 4 4 4 4 4 23 

Res_44 3 4 4 4 4 4 23 

Res_45 3 3 3 3 3 3 18 

Res_46 3 3 4 4 4 3 21 

Res_47 4 4 4 4 4 4 24 

Res_48 4 4 4 4 4 5 25 

Res_49 3 4 3 3 3 3 19 

Res_50 4 4 4 4 4 4 24 

Res_51 4 5 4 4 4 4 25 

Res_52 3 3 3 3 3 5 20 

Res_53 3 4 4 4 4 4 23 

Res_54 4 4 4 4 4 4 24 

Res_55 4 3 3 3 3 3 19 

Res_56 3 3 3 3 3 3 18 

Res_57 4 4 4 4 4 4 24 

Res_58 3 3 3 3 3 3 18 

Res_59 3 3 3 3 3 3 18 

Res_60 3 3 4 4 4 4 22 

Res_61 3 3 3 3 3 4 19 

Res_62 4 4 4 4 4 4 24 



 
 

 
 

Res_63 4 3 4 4 4 3 22 

Res_64 4 3 4 4 4 4 23 

Res_65 4 4 4 5 4 4 25 

Res_66 4 4 4 4 4 4 24 

Res_67 4 4 4 4 4 4 24 

Res_68 3 4 3 3 3 2 18 

Res_69 4 4 4 4 4 4 24 

Res_70 4 4 4 4 4 4 24 

Res_71 3 5 3 3 3 3 20 

Res_72 3 3 4 4 4 5 23 

Res_73 4 4 4 4 4 4 24 

Res_75 4 4 5 4 4 4 25 

Res_76 4 4 4 4 4 4 24 

Res_77 4 4 4 4 4 4 24 

Res_78 4 3 3 3 3 4 20 

 

 

 

 



 
 

 
 

Lampiran 4 : Distribusi Frekuensi 
1. Distribusi Frekuensi Kualitas Pelayanan (X1) 

X1.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 3 3,8 3,8 3,8 

3,00 32 41,0 41,0 44,9 

4,00 39 50,0 50,0 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

X1.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 26 33,3 33,3 34,6 

4,00 47 60,3 60,3 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

X1.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

3,00 28 35,9 35,9 35,9 

4,00 41 52,6 52,6 88,5 

5,00 9 11,5 11,5 100,0 

Total 78 100,0 100,0  

X1.2_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 28 35,9 35,9 37,2 

4,00 46 59,0 59,0 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

X1.3_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 27 34,6 34,6 35,9 

4,00 44 56,4 56,4 92,3 

5,00 6 7,7 7,7 100,0 

Total 78 100,0 100,0  



 
 

 
 

 
 

X1.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 30 38,5 38,5 39,7 

4,00 44 56,4 56,4 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

X1.4_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 30 38,5 38,5 39,7 

4,00 44 56,4 56,4 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

X1.4_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 23 29,5 29,5 30,8 

4,00 46 59,0 59,0 89,7 

5,00 8 10,3 10,3 100,0 

Total 78 100,0 100,0  

X1.5_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 24 30,8 30,8 32,1 

4,00 45 57,7 57,7 89,7 

5,00 8 10,3 10,3 100,0 

Total 78 100,0 100,0  

X1.5_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 2,6 2,6 2,6 

3,00 29 37,2 37,2 39,7 

4,00 39 50,0 50,0 89,7 

5,00 8 10,3 10,3 100,0 

Total 78 100,0 100,0  

 



 

 
 

2. Distribusi Frekuensi Relationship Marketing (X2) 
X2.1_1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2,00 3 3,8 3,8 3,8 

3,00 33 42,3 42,3 46,2 

4,00 38 48,7 48,7 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

X2.1_2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 29 37,2 37,2 38,5 

4,00 44 56,4 56,4 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

 
X2.2_1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 28 35,9 35,9 37,2 

4,00 45 57,7 57,7 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

X2.2_2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 27 34,6 34,6 35,9 

4,00 46 59,0 59,0 94,9 

5,00 4 5,1 5,1 
 

100,0 

Total 78 100,0 100,0  



 
 

 
 

 
 
 
 

X2.3_1 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 28 35,9 35,9 37,2 

4,00 44 56,4 56,4 93,6 

5,00 5 6,4 6,4 100,0 

Total 78 100,0 100,0  

X2.3_2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 31 39,7 39,7 41,0 

4,00 42 53,8 53,8 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

X2.4_1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

3,00 24 30,8 30,8 30,8 

4,00 51 65,4 65,4 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

X2.4_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 24 30,8 30,8 32,1 

4,00 47 60,3 60,3 92,3 

5,00 6 7,7 7,7 100,0 

Total 78 100,0 100,0  

 
 
 
 



 

 
 

3. Distribusi Frekuensi Kepercayaan Konsumen (X3) 
X3.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 31 39,7 39,7 41,0 

4,00 39 50,0 50,0 91,0 

5,00 7 9,0 9,0 100,0 

Total 78 100,0 100,0  

 
X3.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 23 29,5 29,5 30,8 

4,00 48 61,5 61,5 92,3 

5,00 6 7,7 7,7 100,0 

Total 78 100,0 100,0  

X3.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

3,00 24 30,8 30,8 30,8 

4,00 45 57,7 57,7 88,5 

5,00 9 11,5 11,5 100,0 

Total 78 100,0 100,0  

X3.2_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 24 30,8 30,8 32,1 

4,00 50 64,1 64,1 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

X3.3_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 25 32,1 32,1 33,3 

4,00 48 61,5 61,5 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  



 
 

 
 

 
 

X3.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 28 35,9 35,9 37,2 

4,00 46 59,0 59,0 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

 
4. Distribusi Frekuensi Minat Beli Ulang (Y) 

Y.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 25 32,1 32,1 33,3 

4,00 48 61,5 61,5 94,9 

5,00 4 5,1 5,1 100,0 

Total 78 100,0 100,0  

Y.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 29 37,2 37,2 38,5 

4,00 45 57,7 57,7 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  

Y.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 27 34,6 34,6 35,9 

4,00 47 60,3 60,3 96,2 

5,00 3 3,8 3,8 100,0 

Total 78 100,0 100,0  



 

 
 

 
 
 
 
 
 
 

Y.2_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 21 26,9 26,9 28,2 

4,00 48 61,5 61,5 89,7 

5,00 8 10,3 10,3 100,0 

Total 78 100,0 100,0  

 
Y.3_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 1 1,3 1,3 1,3 

3,00 24 30,8 30,8 32,1 

4,00 51 65,4 65,4 97,4 

5,00 2 2,6 2,6 100,0 

Total 78 100,0 100,0 
 
 

Y.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 2,6 2,6 2,6 

3,00 23 29,5 29,5 32,1 

4,00 45 57,7 57,7 89,7 

5,00 8 10,3 10,3 100,0 

Total 78 100,0 100,0  

 



 
 

 
 

Lampiran 5 : Uji Validitas 
1. Hasil  Output SPSS Uji Validitas Kualitas Pelayanan (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 X1_Total 

X1.1_1 

Pearson 
Correlation 

1 ,557** ,327** ,488** ,441** ,317** ,453** ,453** ,405** ,488** ,660** 

Sig. (2-tailed)  ,000 ,003 ,000 ,000 ,005 ,000 ,000 ,000 ,000 ,000 

N 78 78 78 78 78 78 78 78 78 78 78 

X1.1_2 

Pearson 
Correlation 

,557** 1 ,550** ,945** ,632** ,457** ,874** ,685** ,806** ,456** ,918** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.2_1 

Pearson 
Correlation 

,327** ,550** 1 ,500** ,396** ,375** ,478** ,310** ,424** ,229* ,609** 

Sig. (2-tailed) ,003 ,000  ,000 ,000 ,001 ,000 ,006 ,000 ,044 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.2_2 

Pearson 
Correlation 

,488** ,945** ,500** 1 ,612** ,538** ,924** ,710** ,797** ,466** ,919** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.3_1 

Pearson 
Correlation 

,441** ,632** ,396** ,612** 1 ,407** ,584** ,650** ,474** ,318** ,730** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,005 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.3_2 
Pearson 
Correlation 

,317** ,457** ,375** ,538** ,407** 1 ,504** ,303** ,530** ,280* ,618** 

Sig. (2-tailed) ,005 ,000 ,001 ,000 ,000  ,000 ,007 ,000 ,013 ,000 



 

 
 

N 78 78 78 78 78 78 78 78 78 78 78 

X1.4_1 

Pearson 
Correlation 

,453** ,874** ,478** ,924** ,584** ,504** 1 ,687** ,772** ,536** ,898** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.4_2 

Pearson 
Correlation 

,453** ,685** ,310** ,710** ,650** ,303** ,687** 1 ,541** ,486** ,773** 

Sig. (2-tailed) ,000 ,000 ,006 ,000 ,000 ,007 ,000  ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.5_1 

Pearson 
Correlation 

,405** ,806** ,424** ,797** ,474** ,530** ,772** ,541** 1 ,356** ,804** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,001 ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1.5_2 

Pearson 
Correlation 

,488** ,456** ,229* ,466** ,318** ,280* ,536** ,486** ,356** 1 ,622** 

Sig. (2-tailed) ,000 ,000 ,044 ,000 ,005 ,013 ,000 ,000 ,001  ,000 
N 78 78 78 78 78 78 78 78 78 78 78 

X1_Tot
al 

Pearson 
Correlation 

,660** ,918** ,609** ,919** ,730** ,618** ,898** ,773** ,804** ,622** 1 

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

N 78 78 78 78 78 78 78 78 78 78 78 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 
 
 

2. Hasil  Output SPSS Uji Validitas Relationship Marketing (X2) 



 
 

 
 

Correlations 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 X2.4_1 X2.4_2 X2_Total 

X2.1_1 

Pearson Correlation 1 ,293** ,309** ,293** ,283* ,195 ,359** ,388** ,544** 

Sig. (2-tailed)  ,009 ,006 ,009 ,012 ,087 ,001 ,000 ,000 

N 78 78 78 78 78 78 78 78 78 

X2.1_2 
Pearson Correlation ,293** 1 ,509** ,635** ,542** ,464** ,606** ,498** ,772** 
Sig. (2-tailed) ,009  ,000 ,000 ,000 ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.2_1 
Pearson Correlation ,309** ,509** 1 ,466** ,947** ,408** ,538** ,510** ,800** 
Sig. (2-tailed) ,006 ,000  ,000 ,000 ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.2_2 
Pearson Correlation ,293** ,635** ,466** 1 ,500** ,424** ,595** ,630** ,771** 
Sig. (2-tailed) ,009 ,000 ,000  ,000 ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.3_1 
Pearson Correlation ,283* ,542** ,947** ,500** 1 ,479** ,574** ,539** ,829** 
Sig. (2-tailed) ,012 ,000 ,000 ,000  ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.3_2 
Pearson Correlation ,195 ,464** ,408** ,424** ,479** 1 ,415** ,335** ,634** 
Sig. (2-tailed) ,087 ,000 ,000 ,000 ,000  ,000 ,003 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.4_1 
Pearson Correlation ,359** ,606** ,538** ,595** ,574** ,415** 1 ,468** ,767** 
Sig. (2-tailed) ,001 ,000 ,000 ,000 ,000 ,000  ,000 ,000 
N 78 78 78 78 78 78 78 78 78 

X2.4_2 
Pearson Correlation ,388** ,498** ,510** ,630** ,539** ,335** ,468** 1 ,748** 
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,003 ,000  ,000 
N 78 78 78 78 78 78 78 78 78 

X2_Total Pearson Correlation ,544** ,772** ,800** ,771** ,829** ,634** ,767** ,748** 1 



 

 
 

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

N 78 78 78 78 78 78 78 78 78 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 
3. Hasil  Output SPSS Uji Validitas Kepercayaan Konsumen (X3) 

Correlations 

 X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.3_1 X3.3_2 X3_Total 

X3.1_1 

Pearson Correlation 1 ,282* ,284* ,399** ,316** ,342** ,638** 

Sig. (2-tailed)  ,012 ,012 ,000 ,005 ,002 ,000 

N 78 78 78 78 78 78 78 

X3.1_2 
Pearson Correlation ,282* 1 ,251* ,702** ,491** ,349** ,724** 
Sig. (2-tailed) ,012  ,026 ,000 ,000 ,002 ,000 
N 78 78 78 78 78 78 78 

X3.2_1 
Pearson Correlation ,284* ,251* 1 ,355** ,270* ,245* ,578** 
Sig. (2-tailed) ,012 ,026  ,001 ,017 ,031 ,000 
N 78 78 78 78 78 78 78 

X3.2_2 
Pearson Correlation ,399** ,702** ,355** 1 ,644** ,523** ,850** 
Sig. (2-tailed) ,000 ,000 ,001  ,000 ,000 ,000 
N 78 78 78 78 78 78 78 

X3.3_1 
Pearson Correlation ,316** ,491** ,270* ,644** 1 ,464** ,746** 
Sig. (2-tailed) ,005 ,000 ,017 ,000  ,000 ,000 
N 78 78 78 78 78 78 78 

X3.3_2 
Pearson Correlation ,342** ,349** ,245* ,523** ,464** 1 ,685** 
Sig. (2-tailed) ,002 ,002 ,031 ,000 ,000  ,000 
N 78 78 78 78 78 78 78 

X3_Total Pearson Correlation ,638** ,724** ,578** ,850** ,746** ,685** 1 



 
 

 
 

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

N 78 78 78 78 78 78 78 

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 

 
4. Hasil  Output SPSS Uji Validitas Minat Beli Ulang (Y) 

Correlations 

 Y.1_1 Y.1_2 Y.2_1 Y.2_2 Y.3_1 Y.3_2 Y_Total 

Y.1_1 

Pearson Correlation 1 ,450** ,595** ,590** ,654** ,280* ,760** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,013 ,000 

N 78 78 78 78 78 78 78 

Y.1_2 
Pearson Correlation ,450** 1 ,533** ,344** ,553** ,240* ,662** 
Sig. (2-tailed) ,000  ,000 ,002 ,000 ,034 ,000 
N 78 78 78 78 78 78 78 

Y.2_1 
Pearson Correlation ,595** ,533** 1 ,652** ,919** ,463** ,887** 
Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 
N 78 78 78 78 78 78 78 

Y.2_2 
Pearson Correlation ,590** ,344** ,652** 1 ,743** ,415** ,806** 
Sig. (2-tailed) ,000 ,002 ,000  ,000 ,000 ,000 
N 78 78 78 78 78 78 78 

Y.3_1 
Pearson Correlation ,654** ,553** ,919** ,743** 1 ,436** ,917** 
Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 
N 78 78 78 78 78 78 78 

Y.3_2 
Pearson Correlation ,280* ,240* ,463** ,415** ,436** 1 ,628** 
Sig. (2-tailed) ,013 ,034 ,000 ,000 ,000  ,000 
N 78 78 78 78 78 78 78 



 

 
 

Y_Total 

Pearson Correlation ,760** ,662** ,887** ,806** ,917** ,628** 1 

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

N 78 78 78 78 78 78 78 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

 
 

Lampiran 6 : Hasil  Output SPSS Uji Reliabilitas 
 

1. Kualitas Pelayanan (X1) 

 

Case Processing Summary 

 N % 

Cases 

Valid 78 100,0 

Exclud
eda 

0 ,0 

Total 78 100,0 

a. Listwise deletion based on all 
variables in the procedure. 

 
 

2. Relationship Marketing (X2) 

Case Processing Summary 

 N % 

Cases 

Valid 78 100,0 

Exclud
eda 

0 ,0 

Total 78 100,0 

a. Listwise deletion based on all 
variables in the procedure. 

 
 
 
 
 
 
 
 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

,913 10 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

,874 8 



 

 
 

 
 
 
 
 
 

3. Kepercayaan Konsumen (X3) 

Case Processing Summary 

 N % 

Cases 

Valid 78 100,0 

Exclud
eda 

0 ,0 

Total 78 100,0 

a. Listwise deletion based on all 
variables in the procedure. 

 
4. Minat Beli  Ulang(Y) 

Case Processing Summary 

 N % 

Cases 

Valid 78 100,0 

Exclud
eda 

0 ,0 

Total 78 100,0 

a. Listwise deletion based on all 
variables in the procedure. 

 

 
 
 
 
 
 
 
 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

,791 6 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

,863 6 



 
 

 
 

Lampiran 7 : Hasil Output SPSS Uji Asumsi Klasik 
1. Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 
Residual 

N 78 

Normal Parametersa,b 
Mean 0E-7 
Std. Deviation 1,12454922 

Most Extreme Differences 
Absolute ,158 
Positive ,134 
Negative -,158 

Kolmogorov-Smirnov Z 1,392 
Asymp. Sig. (2-tailed) ,141 

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

2. Uji Multikolonieritas 
Coefficientsa 

Model 
Collinearity Statistics 

Tolerance VIF 

 

Kualitas Pelayanan ,183 5,464 

Relationship Marketing ,180 5,556 

Kepercayaan Konsumen ,178 5,627 

a. Dependent Variable: Minat Beli Ulang 

3. Uji Autokorelasi 
Model Summaryb 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-
Watson 

1 ,913a ,834 ,827 1,14712 1,809 

a. Predictors: (Constant), Kepercayaan Konsumen, Kualitas Pelayanan, 
Relationship Marketing 
b. Dependent Variable: Minat Beli Ulang 
 
 

 
 
 
 
 
 



 

 
 

4. Uji Heterosdestisitas 

 
 

 
 



 
 

 
 

Lampiran 8 : Hasil Uji Regresi Linier Berganda 
Variables Entered/Removeda 

Model Variables Entered Variables 
Removed 

Method 

1 

Kepercayaan 
Konsumen, 
Kualitas 
Pelayanan, 
Relationship 
Marketingb 

. Enter 

a. Dependent Variable: Minat Beli Ulang 
b. All requested variables entered. 

Model Summary 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 ,913a ,834 ,827 1,14712 

a. Predictors: (Constant), Kepercayaan Konsumen, Kualitas Pelayanan, 
Relationship Marketing 

ANOVAa 

Model 
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

 

Regression 487,971 3 162,657 123,611 ,000b 

Residual 97,375 74 1,316   

Total 585,346 77    

a. Dependent Variable: Minat Beli Ulang 
b. Predictors: (Constant), Kepercayaan Konsumen, Kualitas Pelayanan, 
Relationship Marketing 

  
 



 
 

 
 

 

 
 
 
 
 
 
 
 
 
 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 

Coefficients 
t Sig. 

B Std. 
Error 

Beta 

 

(Constant) ,266 1,173  ,226 ,821 

Kualitas 
Pelayanan 

,156 ,065 ,265 2,393 ,019 

Relationship 
Marketing 

,290 ,088 ,369 3,302 ,001 

Kepercayaan 
Konsumen 

,347 ,123 ,318 2,830 ,006 

a. Dependent Variable: Minat Beli Ulang 



 
 

 
 

 

 

 

 

 



 
 

 
 

 

 

 



 
 

 
 



 
 

 
 



 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

 


