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Surabaya, 16 Januari 2019

Kepada Yth. Bapak/Ibu Costumer
PT.TIKI (Titipan Kilat)
Surabaya

Dengan Hormat,
Saya yang bertanda tangan dibawah ini adalah mahasiswa
Universitas PGRI ADIBUANA SURABAYA :

Nama : Ahmad Miftahul
Fauzan

NIM : 15-150-0123

Fakultas : Ekonomi

Prodi : Manajemen
(Pemasaran)

Dalam rangka untuk penelitian skripsi program sarjana (S-1), Fakultas
Ekonomi, Prodi Manajemen Pemasaran, saya memerlukan informasi
untuk mendukung penelitian yang saya lakukan dengan judul “ Pengaruh
Costumer Relationship Marketing Dan Switching Barriers Terhadp
Loyalitas Costumer Dengn Switching Intention Sebgai Variabel
Intervening Pada PT.TIKI Surabaya”.

Untuk itu saya mohon ketersediaan Bapak/Ibu/Saudara/i
berpartisipasi dalam penelituan ini dengan mengisi kuesioner yang
terlampir. Oleh karena itu, saya berharap jawaban yang diberikan
Bapak/Ibu/Saudara/i sangat jujur dan terbuka yang dapat membantu
dalam penelitian ini

Hormat Saya

(Ahmad Miftahul Fauzan)
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Petuntujuk Pengisian Identitas

1.Bapak/Ibu/Saudara/i dimohon untuk membaca

a.

dengan cermat setiap item dan seluruh
alternatifnya.

Bapak/Ibu/Saudara/i dimohon untuk
memberikan tanda (V) check list pada kolom
alternatif jawaban yang paling sesuai dengan
pemahaman, pengamatan, pengalaman dan
keinginan sendiri.

Setiap pertanyaan di isi dengan satu jawaban saja.

Petuntujuk Pengisian Kuesioner

. Bapak/Ibu/Saudara/i dimohon untuk membaca

dengan cermat setiap item dan seluruh

alternatifnya.

. Bapak/Ibu/Saudara/i dimohon untuk

memberikan tanda (O) gambar lingkaran pada
kolom alternatif jawaban yang paling sesuai
dengan pemahaman, pengamatan, pengalaman
dan keinginan sendiri.

Setiap kolom pertanyataan terdapat jawaban dan
memiliki nilai yang berbeda-baeda yaitu :

SS :Sangat Setuju dengan nilai (5 Point)
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b. S :Setuju dengan nilai (4 Point)

c. N :Netral dengan nilai (3 Point)

d. TS :Tidak Setuju dengan nilai (2 Point)

@

Contoh Pengerjaan Kuesioner

STS: Sangat Tidak Setuju dengan nilai (1 Point)

NG

KETERANGAN

| 88

TS

S5TS)

. |Gaji berpengaruh pada semangat kerja

loyalitas karyawan

19
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Contoh Pengerjaan Kuesioner:

Identitas Responden

Nama

Jenis Kelamin - [ ] Pria [ ] Wanita

Usia : [ ]<20 (kurang dari 20th) ] 33-40 tahun
[ ] 21-26tahun [ ] 41-50tahun
[ ] 27-32tahun [ ] 51-61tahun

Pekerjaan [ ] Pelajar [ ]

Wiraswasta

[ ] Karyawan [ ] BisnisOL
[ ] Pegawai Negeri [ 1 o
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- [] SMA [ ] s3
Paket Yang Sering Digunakan : [ ] ECO [ ] ONS
: ] REG [ ] TRC
: 1 HDS [] sbs
Pengeluaran Jasa Tiap Bulan : [ ]<Rp.500.000
[ ] Rp.500.000-Rp.1.000.000
[ ] Rp.1.000.000-Rp.2.000.000
] Rp.2.000.000-Rp.3.000.000
] > Rp.3.000.000

Paket yang Dikirim

Pernah Memiliki Pengalaman Yang Buruk Pada PT.TIKI Cab.Surabaya
: [] Ya, Pernah [ ] Tidak, Pernah

Memahami Deskripsi Pedoman Dan Syarat Pengiriman Yang Tersedia



LAMPIRAN 5

: [_]Ya, Paham [ ] Tidak, Paham

Indikator Costumer Relationship Marketing

No Pertanyaan STS| TS KS S
Komitmen
Secara keseluruhan karyawan yang saya ketahui
1 tepat waktu dalam bekerja 1 2 3 4

Pelayanan yang dilakukan kepada saya sangat
2 | Jambat 1 2 3 4

Menurut saya karyawan TIKI memberikan
3 | pelayanan kepada costumer dengan baik sesuai 1 ) 3 4
permintaan dan keperluan

Komunikasi

No Pertanyaan STS| TS KS S
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Menurut saya karyawan TIKI berkomunikasi

4 | dengan sopan dan santun 1 2 3 5
Saya tidak diperbolehkan untuk berbicara lebih

S | banyak saat karyawan bekerja 1 2 3 5
Saat saya hendak kirim karyawan menerima

6 | seluruh konsumen yang datang dari seluruh 1 2 3 5
golongan

Penanganan Keluhan

No Pertanyaan STS TS KS SS
Menurut saya CS TIKI sangat sulit untuk

! dihubungi 1 2 3 5
Ketika barang saya terlambat karyawan

8 | meminta maaf dan mendengarkan keluhan saya 1 2 3 5
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Setiap kali saya mengirim barang, saya

9 | diberikan penawaran jaminan/asuransi apabila 1 2 3 5

terjadi human error dan accident on the field
Indikator Switching Barriers
No Pertanyaan STS TS KS SS
Transaction Cost

Ongkos kirim ekspedisi lain tidak sesuai

10 harapan saya 1 2 3 5
Saya tidak bisa memahami syarat dan ketentuan

11 pengiriman TIKI 1 g 3 5
Jika saya beralih ekspedisi lain, saya khawatir

12 | akan permainan biaya transaksi 1 2 3 5

No Pertanyaan STS TS KS SS
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Learning Cost

13 Saya memilih ekspedisi TIKI karena memiliki 1 ) 3 5
sistem yang baik pada alur proses pengiriman
Saya tidak Nyaman menggunakan layanan

14 | ekspedisi TIKI, karena pelayanannya tidak 1 2 3 5
memuaskan
Menurut saya TIKI Mampu berkembang dan

15 . e 1 2 3 5
bersaing dengan ekspedisi lain

Artificial Cost

No Pertanyaan STS TS KS SS
Saat saya hanya membawa berkas atau barang,

16 | T1KI memberikan penawaran packaging 1 2 3 5
Packaging yang diberikan TIKI kepada baran

17 gimg yang “Hoer! P Sl 1] o 3 5

saya sangat mahal
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Setiap kali mengirim barang, saya diberikan

18 penawaran untuk jaminan asuransi 1 2 3 5
Indikator Switching Intention
No Pertanyaan STS TS KS SS
Intensi Harapan

Menurut saya TIKI sangat cepat dalam proses

19 penanganan keluhan costumer 1 2 3 5
Saya rasa TIKI tidak mampu untuk mengelola

20 | tarif ongkir yang lebih murah 1 2 3 5
TIKI dapat Memenuhi semua yang saya

21 | butuhkan dalam pengiriman barang 1 2 3 5

No Pertanyaan STS TS KS SS

Intensi Keinginan
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Saya dengan bebas dapat melakukan transaksi

22 | sesuai keinginan 1 2 3 5
23 B_arang yang saya kirim selalu rusak dan sobek 1 9 3 5
ditangan penerima
Saya memberikan seluruh kepercayaan terhadap
24 ekspedisi TIKI 1 2 3 5
No Pertanyaan STS TS KS SS
Intensi Rencana
Jika akan mengirim paket, saya pergi ke
25 | ekspdisi TIKI terlebih dahulu 1 2 3 5
Saya tidak akan mengirim paket ke TIKI, karena
26 | barang selalu tidak sampai sesuai estimasi 1 2 3 5
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Saya mengirim paket ke TIKI karena

o7 | perlengkapan dan kebutuhan saya terpenuhi 1 2 3 5

Indikator Loyalitas Costumer
No Pertanyaan STS TS KS SS
Pembelian Ulang

Menurut saya, sikap karyawan dan standard

28 pengiriman memuaskan 1 2 3 5
Menurut saya TIKI memberikan pelayanan yang

29 | puruk dibandingkan ekspedisi lain 1 g 3 5
Saya melakukan pengiriman paket ulang, karena

30 paket sampai sesuai estimasi 1 2 3 >

No Pertanyaan STS TS KS SS

Merekomendasikan Produk
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31 | Ketika teman saya akan mengirim paket, saya
merekomendasikan untuk melalui jasa TIKI 1 2 3 5
32 | Saya tidak ingin merekomendasikan TIKI
karena ongkir TIKI terlalu mahal 1 2 3 5
33 | Jika pelanggan bingung untuk menentukan
pilihan jasa, saya merekomendasikan TIKI 1 Z 3 5
No Pertanyaan STS TS KS SS
Daya Tahan Produk
Ketika paket yang dikirim urgent, saya selalu
34 menggunakan jasa TIKI 1 2 3 5
TIKI sangat sulit untuk melacak paket yang
35 saya Kirim 1 2 3 5
Saya rasa ongkir TIKI sangat murah dan barang
36 | selalu sampai sesuai estimasi 1 g 3 5
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COSTUMER RELATIONSHIP MARKETING
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37
37

107
108

SWITCHING INTENTION

Y1(2.1)

TOTALY1

30
25
35
32
38
36
36
34
36
45

35

Y1(3.3)

Y1(3.2)

Y1(3.1)

Y1(2.3)

Y1(2.2)

Y1(1.3)

Y1(1.2)

NO | Y1(1.1)

10
11
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LOYALITAS COSTUMER

Y2(2.1)

TOTALY2
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Y2(3.3)

Y2(3.2)

Y2(3.1)

Y2(2.3)

Y2(2.2)

Y2(1.3)

Y2(1.2)

NO | Y2(1.1)
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40

35
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39
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REKAPITULASI DATA TABULASI

NORES | Felaiondp | SN | Suchng | Loves
Marketing
1 28 27 30 28
2 26 26 25 27
3 34 35 35 35
4 31 33 32 32
5 38 39 38 39
6 36 36 36 36
7 36 36 36 36
8 34 34 34 37
9 36 36 36 36
10 45 44 45 44
11 34 35 35 35
12 35 35 35 35
13 31 31 31 30
14 44 44 44 44
15 36 36 36 36
16 41 41 41 42
17 36 36 36 36
18 37 37 37 37
19 33 33 33 32
20 36 35 36 35
21 41 40 42 40
22 33 31 30 30
23 36 36 36 38
24 37 36 36 36
25 27 27 27 27
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26 36 36 36 39
27 36 33 35 35
28 36 36 36 36
29 45 44 44 45
30 32 32 30 31
31 34 32 32 38
32 27 27 27 27
33 36 36 36 38
34 39 37 39 36
35 45 43 45 42
36 38 38 37 38
37 27 27 27 37
38 41 42 41 41
39 37 37 37 37
40 38 39 38 39
41 36 36 36 36
42 45 45 45 45
43 41 41 41 40
44 32 32 32 33
45 36 36 36 36
46 34 35 34 36
47 36 36 36 36
48 36 36 36 36
49 36 36 36 36
50 36 36 36 36
51 37 37 37 37
52 38 39 38 39
53 35 35 34 36
54 36 37 37 37
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55 38 39 38 39
56 33 34 33 35
57 36 36 36 36
58 38 39 38 39
59 27 27 27 27
60 41 42 41 41
61 30 27 28 28
62 38 42 40 40
63 38 37 37 37
64 38 39 38 39
65 34 33 32 34
66 35 35 35 34
67 36 33 36 33
68 36 34 35 33
69 36 35 35 34
70 36 36 36 36
71 28 27 27 27
72 34 34 33 35
73 37 37 37 37
74 40 42 41 40
75 38 39 38 39
76 45 45 45 45
77 41 41 41 40
78 32 32 32 33
79 36 36 34 36
80 34 35 34 36
81 36 31 34 32
82 36 36 37 36
83 36 35 37 35
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84 36 33 36 34
85 37 36 37 35
86 38 38 38 38
87 34 33 33 34
88 35 35 36 35
89 38 39 38 38
90 34 34 33 35
91 35 36 36 36
92 38 39 38 39
93 29 27 28 28
94 38 41 40 39
95 30 27 28 28
96 38 42 40 40
97 38 37 37 37
98 38 37 37 37
99 34 34 33 35
100 35 35 36 35
101 36 36 36 36
102 36 34 36 34
103 36 35 36 35
104 35 34 34 34
105 29 28 28 28
106 33 34 33 35
107 37 37 37 37
108 38 37 38 38
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DISTRIBUSI FREKUENSI COSTUMER
RELATIONSHIP MARKETING (X1)

X1.1 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 14 13,0 13,0 13,9
4 54 50,0 50,0 63,9
5 39 36,1 36,1 100,0
Total 108 100,0 100,0
X1.1 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 14,8 14,8 14,8
4 81 75,0 75,0 89,8
5 11 10,2 10,2 100,0
Total 108 100,0 100,0
X1.1 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 15 13,9 13,9 13,9
4 84 77,8 77,8 91,7
5 9 8,3 8,3 100,0
Total 108 100,0 100,0
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X1.2 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 22 20,4 20,4 22,2
4 70 64,8 64,8 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
X1.2 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 19
3 26 24,1 24,1 25,9
4 62 57,4 57,4 83,3
5 18 16,7 16,7 100,0
Total 108 100,0 100,0
X1.2 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 24 22,2 22,2 23,1
4 69 63,9 63,9 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
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X1.3 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 12 11,1 11,1 11,1
4 82 75,9 75,9 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
X1.3 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 12 11,1 11,1 12,0
4 66 61,1 61,1 73,1
5 29 26,9 26,9 100,0
Total 108 100,0 100,0
X1.3 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 22 20,4 20,4 22,2
4 70 64,8 64,8 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0




DISTRIBUSI FREKUENSI SWITCHING BARRIERS
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(X2)
X2.1 1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 28 25,9 25,9 27,8
4 66 61,1 61,1 88,9
5 12 11,1 11,1 100,0
Total 108 100,0 100,0
X2.1 2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 1 9 9 9
3 18 16,7 16,7 17,6
4 61 56,5 56,5 74,1
5 28 25,9 25,9 100,0
Total 108 100,0 100,0
X2.1 3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 17 15,7 15,7 15,7
4 77 71,3 71,3 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
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X2.2 1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 1 9 .9 9
3 28 25,9 25,9 26,9
4 65 60,2 60,2 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
X2.2 2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 29 26,9 26,9 28,7
4 60 55,6 55,6 84,3
5 17 15,7 15,7 100,0
Total 108 100,0 100,0
X2.2 3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 26 24,1 24,1 25,9
4 66 61,1 61,1 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
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X2.3 1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 1 9 9 9
3 14 13,0 13,0 13,9
4 54 50,0 50,0 63,9
5 39 36,1 36,1 100,0
Total 108 100,0 100,0
X2.3 2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3 24 22,2 22,2 22,2
4 75 69,4 69,4 91,7
5 9 8,3 8,3 100,0
Total 108 100,0 100,0
X2.3 3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 2 1 9 9 ,9
3 17 15,7 15,7 16,7
4 53 49,1 49,1 65,7
5 37 34,3 34,3 100,0
Total 108 100,0 100,0




DISTRIBUSI FREKUENSI SWITCHING INTENTION
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(Y1)
Y1.1 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 15 13,9 13,9 13,9
4 84 77,8 77,8 91,7
5 9 8,3 8,3 100,0
Total 108 100,0 100,0
Y1.1 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 14,8 14,8 14,8
4 81 75,0 75,0 89,8
5 11 10,2 10,2 100,0
Total 108 100,0 100,0
Y1.1 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 14 13,0 13,0 13,9
4 54 50,0 50,0 63,9
5 39 36,1 36,1 100,0
Total 108 100,0 100,0
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Y1.2 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 24 22,2 22,2 23,1
4 69 63,9 63,9 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
Y1.2 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 19
3 26 24,1 24,1 25,9
4 62 57,4 57,4 83,3
5 18 16,7 16,7 100,0
Total 108 100,0 100,0
Y1.2 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 22 20,4 20,4 22,2
4 70 64,8 64,8 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
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Y13 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 22 20,4 20,4 22,2
4 70 64,8 64,8 87,0
5 14 13,0 13,0 100,0
Total 108 100,0 100,0
Y1.3 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 19 17,6 17,6 18,5
4 60 55,6 55,6 74,1
5 28 25,9 25,9 100,0
Total 108 100,0 100,0
Y1.3 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 19 17,6 17,6 18,5
4 73 67,6 67,6 86,1
5 15 13,9 13,9 100,0
Total 108 100,0 100,0




DISTRIBUSI FREKUENSI LOYALITAS COSTUMER
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(Y2)
Y211
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 ,9 9
3 28 25,9 25,9 26,9
4 64 59,3 59,3 86,1
5 15 13,9 13,9 100,0
Total 108 100,0 100,0
Y21 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1,9 1,9 1,9
3 28 25,9 25,9 27,8
4 59 54,6 54,6 82,4
5 19 17,6 17,6 100,0
Total 108 100,0 100,0
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Y2.1 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 27 25,0 25,0 25,9
4 64 59,3 59,3 85,2
5 16 14,8 14,8 100,0
Total 108 100,0 100,0
Y2.2 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 14,8 14,8 14,8
4 75 69,4 69,4 84,3
5 17 15,7 15,7 100,0
Total 108 100,0 100,0
Y22 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 17 15,7 15,7 16,7
4 61 56,5 56,5 73,1
5 29 26,9 26,9 100,0
Total 108 100,0 100,0
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Y2.2 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 16 14,8 14,8 14,8
4 75 69,4 69,4 84,3
5 17 15,7 15,7 100,0
Total 108 100,0 100,0
Y2.3 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 24 22,2 22,2 22,2
4 75 69,4 69,4 91,7
5 9 8,3 8,3 100,0
Total 108 100,0 100,0
Y23 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 23 21,3 21,3 21,3
4 70 64,8 64,8 86,1
5 15 13,9 13,9 100,0
Total 108 100,0 100,0
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Y2.3 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 9 9 9
3 28 25,9 25,9 26,9
4 64 89,3 59,3 86,1
5 15 13,9 13,9 100,0




LAMPIRAN 7

UJI VALIDITAS COSTUMER RELATIONSHIP MARKETING (X1)

Correlations

TotalX
X1.1 1| X112 | X1.1 3 X1.2 1 X1.2 2 | X1.2 3 | X1.3 1 | X1.3 2 | X1.3 3 1
X111 Pearson
) 1 671" ,492™ ,266™ ,458™ ,294™ 478 ,503™ ,266™| ,652™
Correlation
Sig. (2-tailed) ,000 ,000 ,005 ,000 ,002 ,000 ,000 ,005 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.1 2 Pearson
) 671" 1 ,823" ,398™ ,664™ ,438™ ,648™ ,404™ ,398™| ,782™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.1 3 Pearson
) ,492™ ,823" 1 ,262™ ,529™ ,301™ ,569™ ,340™ ,262™| ,688™
Correlation
Sig. (2-tailed) ,000 ,000 ,006 ,000 ,002 ,000 ,000 ,006 ,000
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N 108 108 108 108 108 108 108 108 108 108
X121 Pearson
) ,266™ ,398™ ,262™ 1 ,810™ ,976™ ,397 ,630™| 1,000™| ,805™
Correlation
Sig. (2-tailed) ,005 ,000 ,006 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.2 2 Pearson
) ,458™ ,664™ 529 ,810™ 1 ,852™ ,530™ 379" ,810™| ,860™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.2 3 Pearson
) ,294™ ,438™ ,301™ ,976™ ,852™ 1 ,438™ ,495™ ,976™ | ,824"
Correlation
Sig. (2-tailed) ,002 ,000 ,002 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X131 Pearson
] 478 ,648™ ,569™ 397 ,530™ ,438™ 1 ,351™ 3977 ,688™
Correlation
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Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.3 2 Pearson
) ,503" ,404™ ,340™ ,530™ 379" ,495™ ,351" 1 ,530™| ,683™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X1.3_3 Pearson
) ,266™ ,398™ ,262™ 1,000™ ,810™ ,976™ ,397" ,630™ 1| ,805™
Correlation
Sig. (2-tailed) ,005 ,000 ,006 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
TotalX1 Pearson
) ,652™ , 782" ,688™ ,805™ ,860™ ,824™ ,688™ ,683™ ,805™ 1
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108

**_Correlation is significant at the 0.01 level (2-tailed).
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UJI VALIDITAS SWITCHING BARRIERS X2

Correlations

TotalX
X211 | X212 | X21 3 X2.2 1 X222 | X22 3 | X23 1 | X2.3 2 | X2.3 3 2
X2.1 1 Pearson
) 1 ,438™ ,282™ ,888™ , 733" ,891™ ,276™ ,330™ 250" 77T
Correlation
Sig. (2-tailed) ,000 ,003 ,000 ,000 ,000 ,004 ,000 ,009 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.1 2 Pearson
) ,438™ 1 ,287" 4137 ,261™ 446" ,439™ ,284™ 416 | ,614™
Correlation
Sig. (2-tailed) ,000 ,003 ,000 ,006 ,000 ,000 ,003 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.1 3 Pearson
) ,282™ ,287" 1 ,396™ ,489™ ,414™ ,415™ ,536™ ,449™ | 630"
Correlation
Sig_;. (2-tailed) ,003 ,003 ,000 ,000 ,000 ,000 ,000 ,000 ,000
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N 108 108 108 108 108 108 108 108 108 108
X2.2 1 Pearson
) ,888™ 413" ,396™ 1 , 793" ,955™ ,302™ ,402™ ,279™| ,825™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,001 ,000 ,003 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.2 2 Pearson
) , 733" , 261" ,489™ , 793" 1 734" 432" ,670™ ,388™| ,819™
Correlation
Sig. (2-tailed) ,000 ,006 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.2_3 Pearson
) ,891™ ,446™ ,414™ ,955™ , 734" 1 ,254™ ,340™ ,253™| ,804"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,008 ,000 ,008 ,000
N 108 108 108 108 108 108 108 108 108 108
X231 Pearson
) ,276™ ,439™ ,415™ ,302™ 432" ,254™ 1 ,578™ ,956™ | ,719"
Correlation
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Sig. (2-tailed) ,004 ,000 ,000 ,001 ,000 ,008 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.3 2 Pearson
) ,330™ ,284™ ,536™ ,402™ ,570™ ,340™ 578" 1 ,546™| ,683™
Correlation
Sig. (2-tailed) ,000 ,003 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
X2.3_3 Pearson
) ,250™ ,416™ ,449™ 279" ,388™ ,253™ ,956™ ,546™ 1| ,700™
Correlation
Sig. (2-tailed) ,009 ,000 ,000 ,003 ,000 ,008 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
TotalX2 Pearson
) 77 ,614™ ,630™ ,825™ ,819™ ,804™ , 7197 ,683™ , 700 1
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108

**_Correlation is significant at the 0.01 level (2-tailed).
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UJI VALIDITAS SWITCHING INTENTION (Y1)

Correlations

Y11 1| VY112 | Y113 ]|VY121 ]| VY122 |VY123]|YL31]| VY13 2] YL3 3| TotalYl
Y Pearson
1 ,823™ ,492™ ,301" ,529™ ,262™ ,262™ ,358™ ,558" ,648™
1 Correlation
Sig. (2-tailed) ,000 ,000 ,002 ,000 ,006 ,006 ,000 ,000 ,000
1 N
_ 108 108 108 108 108 108 108 108 108 108
1
Y1.1 2 Pearson
) ,823™ 1 671" ,438™ ,664™ ,398™ ,398™ A17 621 , 783"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y11 3 Pearson
) ,492™ 671" 1 ,294™ ,458™ ,266™ ,266™ 497" ,525™ ,665™
Correlation
Sig. (2-tailed) ,000 ,000 ,002 ,000 ,005 ,005 ,000 ,000 ,000
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N 108 108 108 108 108 108 108 108 108 108
Y1.2_1 Pearson
) , 301 ,438™ ,294™ 1 ,852™ ,976™ ,976™ ,392™ 341" ,839™
Correlation
Sig. (2-tailed) ,002 ,000 ,002 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y1.2 2 Pearson
) ,529 ,664™ ,458™ ,852™ 1 ,810™ ,810™ ,332" ,465™ ,880™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y12 3 Pearson
) ,262™ ,398™ ,266™ ,976™ ,810™ 1 1,000 ,426™ ,308™ ,823™
Correlation
Sig. (2-tailed) ,006 ,000 ,005 ,000 ,000 ,000 ,000 ,001 ,000
N 108 108 108 108 108 108 108 108 108 108
Y13 1 Pearson
) ,262™ ,398™ ,266™ ,976™ ,810”| 1,000" 1 ,426™ ,308™ ,823™
Correlation
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Sig. (2-tailed) ,006 ,000 ,005 ,000 ,000 ,000 ,000 ,001 ,000
N 108 108 108 108 108 108 108 108 108 108
Y1.3 2 Pearson
) ,358™ 417 497 ,392™ ,332" ,426™ 426" 1 ,330™ ,632™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y1.3 3 Pearson
) ,558™ ,621™ ,525™ 341" ,465™ ,308™ ,308™ ,330™ 1 647"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,001 ,001 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
TotalY1l Pearson
) ,648™ , 783" ,665™ ,839™ ,880™ ,823" ,823" ,632" 647 1
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108

**_Correlation is significant at the 0.01 level (2-tailed).
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UJI VALIDITAS LOYALITAS COSTUMER (Y2)

Correlations

TotalY
Y21 1]|Y212 | Y213 ]|Y221 | Y222 |Y223]|Y231]|Y232]| Y233 1
Y21 1 Pearson
) 1 , 780" ,956™ , 393" ,413™ ,393" ,239" ,388™| 1,000™| ,733™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,013 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.1 2 Pearson
) , 780" 1 ,699™ ,503" ,219* ,503™ ,398™ ,682™ , 7807 ,793™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,023 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.1 3 Pearson
) ,956™ ,699™ 1 ,339™ 407" ,339™ ,245" ,389™ ,956™| 671"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,010 ,000 ,000 ,000
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N 108 108 108 108 108 108 108 108 108 108
Y22 1 Pearson
) ,393™ ,503" ,339™ 1 ,246" 1,000 ,380™ ,543™ , 393" ,640™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,010 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.2_ 2 Pearson
) 413" ,219" 407 ,246" 1 ,246" ,292™ , 251" 4137 ,570™
Correlation
Sig. (2-tailed) ,000 ,023 ,000 ,010 ,010 ,002 ,009 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.2 3 Pearson
) ,393™ ,503™ ,339” 1,000" ,246" 1 ,380™ ,543™ ,393™| ,640"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,010 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y23 1 Pearson
,239" ,398™ ,245" ,380™ ,292™ ,380™ 1 497 ,239"| ,518"

Correlation
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Sig. (2-tailed) ,013 ,000 ,010 ,000 ,002 ,000 ,000 ,013 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.3 2 Pearson
) ,388™ ,582™ ,389™ ,543" , 251" ,543™ 497 1 ,388™| ,726™
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,009 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
Y2.3 3 Pearson
) 1,000 , 780" ,956™ , 393" ,413™ ,393" ,239" ,388™ 1| ,733"
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,013 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108
TotalY1l Pearson
) , 733" , 793" 671" ,640™ ,5670™ ,640™ ,518™ ,726™ , 733" 1
Correlation
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 108 108 108 108 108 108 108 108 108 108

**_Correlation is significant at the 0.01 level (2-tailed).
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Uji Validitas

Variabel Item Correlation Sig. Keterangan
X1.1_1 0,652 0,000 Valid
X1.1_2 0,782 0,000 Valid
X1.1_3 0,688~ 0,000 Valid
Costumer X1.2_1 0,805™ 0,000 Valid
relationship X1.2 2 0,860 0,000 Valid
marketing (X1) X123 0.824" 0,000 Valid
X1.3_1 0,688 0,000 Valid
X1.3_2 0,683 0,000 Valid
X1.3_2 0,805 0,000 Valid
X211 0777 0,000 Valid
X212 0,614™ 0,000 Valid
X2.1_3 0,630” 0,000 Valid
X2.2_1 0,825* 0,000 Valid
Swi tchi;;? barriers X222 0,819~ 0,000 Vald
o X223 0,804 0,000 Valid
X2.3_1 0,719" 0,000 Valid
X2.3_2 0,683" 0,000 Valid
X2.3_2 0,700 0,000 Valid
Y1.1_1 0,684 0,000 Valid
Y1.1.2 0,783~ 0,000 Valid
Switching intention Y1.1_3 0,665™ 0,000 Valid
(Y1) Y1.2 1 0,839 0,000 Valid
Y1.2_2 0,880 0,000 Valid
Y1.2_3 0,823 0,000 Valid
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Y1.3_1 0,823 0,000 Valid

Y1.3_2 0,632 0,000 Valid

Y1.3_3 0,647 0,000 Valid

Y211 0,733 0,000 Valid

Y21_2 0,793™ 0,000 Valid

Y213 0,671 0,000 Valid

) Y2.2_1 0,640 0,000 Valid
Loyalztai{ costumer Y22 2 0,570~ 0,000 Valid
(%) Y223 0,640 0,000 Valid
Y2.3_1 0,518~ 0,000 Valid

Y2.3_2 0,726" 0,000 Valid

Y2.3_3 0,733™ 0,000 Valid

UJI RELIABILITAS COSTUMER RELATIONSHIP
MARKETING (X1)

Reliability Statistics

Cronbach's

Alpha N of Items

,907 9

UJI RELIABILITAS SWITCHING BARRIERS (X2)
Reliability Statistics

Cronbach's

Alpha N of Items

,890 9

UJI RELIABILITAS SWITCHING INTENTION (Y1)
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Reliability Statistics

Cronbach's

Alpha N of Items

,900 9

UJI RELTABILITAS LOYALITAS COSTUMER (Y2)
Reliability Statistics

Cronbach's

Alpha N of Items

,892 9
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UJI NORMALITAS
One-Sample Kolmogorov-Smirnov Test
Unstandardized | Unstandardiz | Unstandardiz | Unstandardiz | Unstandardiz
Residual ed Residual ed Residual ed Residual ed Residual

N 108 108 108 108 108

Mean .0000000 .0000000 .0000000 .0000000 .0000000
Normal ParametersaP Std. 1.85309601 1.00567170 1.62532229 1.31179553 1.55959939

Deviation

Absolute .184 .201 .128 .185 .130
Most Extreme

Positive 175 .201 .128 .185 .130
Differences .

Negative -.184 -.072 -.116 -.151 -.098
Kolmogorov-Smirnov Z 1.207 1.384 1.331 1.127 1.350
Asymp. Sig. (2-tailed) .061 .064 .058 .062 .052

a. Test distribution is Normal.

b. Calculated from data.
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UJI HOMOGENITAS X1-Y1

Test of Homogeneity of Variances
COSTUMER REKLATIONSHIP MARKETING

Levene Statistic dfl df2 Sig.
1,803 13 90 ,106
UJI HOMOGENITAS X2-Y1
Test of Homogeneity of Variances
SWITCHING BARRIERS
Levene Statistic dfl df2 Sig.
1,206 15 91 ,257

UJI HOMOGENITAS X1-Y2

Test of Homogeneity of Variances

COSTUMER REKLATIONSHIP MARKETING

Levene Statistic

dfl

df2

Sig.

1,537

15

91

,127
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UJI HOMOGENITAS X2-Y2

Test of Homogeneity of Variances

SWITCHING BARRIERS
Levene Statistic dfl df2 Sig.
1,711 15 91 ,116
UJI HOMOGENITAS Y1-Y2
Test of Homogeneity of Variances
SWITCHING INTENTION
Levene Statistic dfl df2 Sig.
1,853 15 91 ,089
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UJI LINERITAS X1-Y1

ANOVA Table
Sum of | df | Mean F | Sig.
Squares Square
1771.904| 17| 104.23| 151|.000
(Combined) of .90
6
SWITCHING B 1755.786| 1| 1755.7 | 255|.000
etween
—INTENTION Linearity 86| 8.9
* Groups
07
COSTUMER
Deviation 16.118| 16| 1.007| 1.4].130
_RELATIONS
from 68
HIP_MARKE ) )
Linearity
TING
Within Groups 61.753| 90 .686
1833.657| 10
Total ;
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UJI LINERITAS X2-Y1

ANOVA Table
Sum of df | Mea | F | Sig.
Squares n
Squa
re
1761.972| 17| 103.| 130| .000
(Combined) 645| .12
5
SWITCHING penyeen | - 1725.440 1| 1725] 216 | .000
INTENTIO  Groups Linearity 4401 6.2
N * 61
SWITCHING Deviation 36.532| 16| 1.68| 1.2| .203
_BARRIERS from 3| 67
Linearity
Within Groups 71.686| 90| .797
Total 1833.657 | 107
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UJI LINERITAS X1-Y2

ANOVA Table
Sumof [ df | Mean F | Sig.
Square Square
s
1457.3| 17| 85.726| 36.| .000
(Combined)
39 997
1383.2 1] 1383.2] 596 | .000
LOYALITAS Linearity 21 21 .95
Between
_COSTUME 7
Groups
R * 74.118| 16| 1.632| 1.3| .117
Deviation
COSTUME 99
from
R_RELATIO
Linearity
NSHIP_MA
RKETING o 20854 90| 2317
Within Groups .
1665.8| 107
Total
80
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UJI LINERITAS X2-Y2

ANOVA Table
Sum of df Mean F | Sig.
Squares Square
. 1506.107| 17| 88.595| 49.| .000
(Combined
906
)
1481.753 1] 1481.75| 834| .000
LOYALITAS Linearity 3| .67
_COSTUME | Between 5
R * Groups
24354 16 1.522| .85| .618
SWITCHIN .
Deviation 7
G_BARRIE
from
RS . .
Linearity
Within Groups 159.772| 90 1.775
Total 1665.880 | 107
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UJI HOMOGENITAS Y1-Y2

ANOVA Table
Sumof | df | Mean F | Sig.
Squares Square
1471.497| 17| 86.559| 40.| .000
(Combined 077
)
1405.618| 1| 1405.61| 650 .000
Linearity 8| .80
LOYALITAS Between o
_COSTUME . 65.879] 16 4117 19| .237
. roups 06
SWITCHIN Deviation
G_INTENTI from
ON Linearity
Within Groups 194.382| 90 2.160
1665.880| 10
Total ;
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UJI ANALISIS JALUR MODEL I

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .9862 .973 .973 .685
a. Predictors: (Constant), SWITCHING_BARRIERS,
COSTUMER_RELATIONSHIP_MARKETING
ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regressi 1784.402 2 892.201|1901.96( .000P
on 5
! Residual 49.255 105 469
Total 1833.657 107

a. Dependent Variable: SWITCHING INTENTION
b. Predictors: (Constant), SWITCHING_BARRIERS,
COSTUMER_RELATIONSHIP_MARKETING
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coefficients?

Model Unstandardized Standardi t Sig.
Coefficients zed
Coefficien
ts
B Std. Beta
Error
(Constant) -.943 .617 -1.529 129
COSTUMER_REL .624 .056 .588| 11.21 .027
ATIONSHIP_MAR 1
! KETING
SWITCHING_BA .399 .051 410 7.811 .004
RRIERS

a. Dependent Variable: SWITCHING INTENTION

UJI ANALISIS JALUR MODEL II

Model Summary

Model R R Square | Adjusted R Std. Error of
Square the Estimate
1 .944a .892 .889 1.316

a. Predictors: (Constant), SWITCHING INTENTION,

SWITCHING_BARRIERS,

COSTUMER_RELATIONSHIP_MARKETING
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model Sum of df Mean Sig.
Squares Square
Regressi 1485.742 3 495.247| 285.92| .000P
on 4
1
Residual 180.138 104 1.732
Total 1665.880 107
a. Dependent Variable: LOYALITAS COSTUMER
b. Predictors: (Constant), SWITCHING INTENTION,
SWITCHING_BARRIERS,
COSTUMER_RELATIONSHIP_MARKETING
Coefficients?
Model Unstandardized Standardiz t Sig.
Coefficients ed
Coefficient
S
B Std. Error Beta
(Constant) 3.867 1.199 3.226 .002
COSTUMER_REL .229 .097 56| 2.242 .026
ATIONSHIP_MARK
ETING
! SWITCHING_BAR .120 .058 146 | 2.542 .043
RIERS
SWITCHING .808 124 .870| 8.335 .018
INTENTION

a. Dependent Variable: LOYALITAS COSTUMER




