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Lampiran 6 

 

 KUESIONER PENELITIAN 

Responden yang terhormat, Saya mahasiswa program studi 

Manajemen Fakultas Ekonomi Universitas PGRI Adi Buana 

Surabaya bermaksud mengajukan kuesioner dalam rangka 

pengumpulan data yang selanjutnya akan dianalisis untuk 

kepentingan penyusunan skripsi dengan judul “Pengaruh Customer 

Value dan Marketing Public Relations terhadap loyalitas nasabah 

PT. Bank Mandiri (persero) Surabaya kcp Ngagel”. Kuesioner dalam 

penelitian ini hanya bersifat akademik dan bukan untuk 

dipublikasikan. Mohon kesedian Bapak/Ibu/Saudara/I untuk bisa 

meluangkan waktu dalam pengisian kuesioner ini. Atas bantuan 

Bapak/ibu/Saudara/i saya ucapkan terima kasih. 

A. Petunjuk Pengisian  

a.  Isilah semua nomor dalam angket ini dan sebaiknya 

jangan ada yang terlewatkan. 

b. Pengisian jawaban cukup dengan pemberian tanda check 

list pada pertanyaan yang dianggap sesuai dengan 

pendapat Bapak/ Ibu/ Saudara (Tidak diperkenankan 

memberikan jawaban lebih dari satu pada setiap kolom 

yang tersedia). 

c. Pilihan jawaban : 

 

No Keterangan Skor 

1 Sangat Setuju (SS) 5 

2 Setuju (S) 4 

3 Ragu-Ragu (R) 3 

4 Tidak Setuju (TS) 2 

5 Sangat Tidak Setuju (STS) 1 
 

 

 

 



 

 
1. Customer Value (X1) 

No PERTANYAAN SS S R TS STS 

 

1. 

Emotional Value 

1. Saya merasa nyaman atas 

pelayanan dan berbagai produk 

dari Bank Mandiri Surabaya 

Kcp. Ngagel. 

     

2. Bank Mandiri Surabaya Kcp. 

Ngagel menyediakan layanan 

untuk transaksi keuangan yang 

lengkap. 

     

 

2. 

Social Value 

1. Saya tidak akan beralih ke 

produk dan layanan yang di 

sediakan oleh Bank Mandiri. 

     

2. Saya memiliki kepercayaan 

terhadap produk dan layanan 

Bank Mandiri Surabaya Kcp. 

Ngagel. 

     

 

3. 

Quality/Performance Value 

1. Menurut saya produk dan 

layanan dari Bank Mandiri telah 

memberikan manfaat sesuai 

dengan kebutuhan saya. 

     

2. Saya bersedia membayar dan 

menikmati produk dan layanan 

Bank Mandiri. 

     



 

 
4. Value Worthy of Price 

1. Memudahkan saya untuk 

menemukan apa yang di 

butuhkan. 

     

2. Menurut saya produk dan 

layanan dari Bank Mandiri telah 

memberikan manfaat sesuai 

dengan kebutuhan saya. 

     

 

2.Marketing Public Relation (X2) 

No PERTANYAAN SS S R TS STS 

1. 

 

Publikasi 

1. Saya sering membaca dan 

mendengar pemberitaan 

mengenai Bank Mandiri 

Surabaya Kcp. Ngagel. 

     

2. Saya mampu memahami isi 

pesan yang di sampaikan 

dalam artikel, website 

maupun brosur Bank Mandiri 

Surabaya Kcp. Ngagel. 

     

 

2. 

 

Media Identitas 

1. Informasi yang ada pada 

website Bank Mandiri sangat 

menarik dan terbaru. 

     



 

 
2. Saya selalu tertarik untuk 

membaca artikel maupun 

brosur dari Bank Mandiri 

Surabaya Kcp. Ngagel. 

     

 

3. 

 

Pelayanan Aktivitas Public 

1. Media Informasi yang di 

gunakan Bank Mandiri telah 

tepat sasaran. 

     

2. Bank Mandiri sangat terbuka 

memberikan informasi 

layanan atau produk terbaru. 

     

 

4. 

Persponsoran 

1. Saya selalu tertarik dengan 

events (acara-acara) yang di 

adakan oleh Bank Mandiri. 

     

2. Saya mengetahui informasi 

seputar produk atau layanan 

melalui website Bank 

Mandiri. 

     

 

 

 

 

 

 

 

 

 

 

 



 

 
3. Loyalitas Nasabah (Y) 

No KETERANGAN SS S R TS STS 

 

1. 

 

Merekomendasikan Produk/Jasa 

1. Saya akan 

merekomendasikan Bank 

Mandiri kepada teman, 

kerabat maupun saudara 

untuk menjadi nasabah Bank 

Mandiri. 

     

2. Saya akan terus konsisten 

bertransaksi di Bank Mandiri 

Surabaya Kcp. Ngagel. 

     

 

2. 

 

Fasilitas/Pelayanan memuaskan 

1. Saya merasa puas 

menggunakan layanan atau 

produk dari Bank Mandiri. 

     

2. Saya merasa nyaman atas 

pelayanan dan berbagai 

produk dari Bank Mandiri 

sehingga saya tidak akan 

terpengaruh dengan tawaran 

produk sejenis dari bank lain.  

     

 

3. 

 

Adanya Kepercayaan Tinggi 

1. Kinerja dari di PT. Bank 

Mandiri Kcp. Ngagel 

menurut saya sangat dapat 

diandalkan dan 

mempermudah transaksi. 

     



 

 
2. Bank Mandiri mampu 

menjaga kepercayaan 

nasabah dalam 

menggunakan produk atau 

layanan. 

     

 

4. 

 

Tidak akan berpindah ke Bank lain 

1. Saya akan menggunakan 

produk lain yang di 

tawarkan oleh Bank 

Mandiri selain produk yang 

saat ini saya pilih. 

     

 

2. Saya akan tetap 

memprioritaskan jasa 

maupun layanan yang ada 

di PT. Bank Mandiri Kcp. 

Ngagel  

     

 

5. 

 

Melakukan transaksi secara berulang 

1. Saya akan menggunakan 

layanan atau produk dari 

Bank Mandiri secara 

berulang. 

     

2. Saya akan terus 

menggunakan jasa dan 

layanan  Bank Mandiri 
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Lampiran 8 

 

 REKAPITULASI SKOR JAWABAN RESPONDEN 

 

 
No 

Responden 

 
Customer Value 

(X1) 

 
Marketing 

Public Relation 

(X2) 

 
Loyalitas 

Nasabah (Y) 

Resp 1 16 18 22 

Resp 2 18 17 22 

Resp 3 20 16 20 

Resp 4 35 30 36 

Resp 5 39 31 47 

Resp 6 17 16 23 

Resp 7 20 18 21 

Resp 8 19 18 22 

Resp 9 24 18 47 

Resp 10 14 26 14 

Resp 11 12 16 22 

Resp 12 37 36 50 

Resp 13 16 16 21 

Resp 14 36 36 50 

Resp 15 36 25 20 

Resp 16 32 33 48 

Resp 17 35 29 46 

Resp 18 28 23 39 

Resp 19 37 35 44 

Resp 20 29 34 45 

Resp 21 35 37 46 

Resp 22 29 34 41 

Resp 23 40 38 46 

Resp 24 28 35 44 

Resp 25 27 36 46 

Resp 26 20 22 20 

Resp 27 33 35 46 

Resp 28 35 37 44 



 
 
Resp 29 20 36 45 

Resp 30 25 28 44 

Resp 31 29 37 45 

Resp 32 17 38 25 

Resp 33 20 40 29 

Resp 34 32 37 44 

Resp 35 28 37 45 

Resp 36 30 29 46 

Resp 37 17 35 38 

Resp 38 36 36 38 

Resp 39 37 31 34 

Resp 40 36 35 44 

Resp 41 37 37 38 

Resp 42 28 37 45 

Resp 43 16 20 22 

Resp 44 37 26 40 

Resp 45 28 32 35 

Resp 46 25 28 45 

Resp 47 37 34 45 

Resp 48 16 37 44 

Resp 49 20 21 30 

Resp 50 37 35 45 

Resp 51 31 36 44 

Resp 52 38 37 43 

Resp 53 37 36 44 

Resp 54 34 37 44 

Resp 55 35 36 46 

Resp 56 37 36 45 

Resp 57 38 37 47 

Resp 58 37 38 46 

Resp 59 28 36 36 

Resp 60 37 37 34 

Resp 61 29 37 23 

Resp 62 34 36 28 

Resp 63 38 36 46 

Resp 64 37 37 44 



 
 
Resp 65 37 35 44 

Resp 66 36 35 45 

Resp 67 38 36 46 

Resp 68 38 33 46 

Resp 69 38 37 36 

Resp 70 37 36 34 

Resp 71 36 38 42 

Resp 72 37 36 40 

Resp 73 36 34 36 

Resp 74 32 34 36 

Resp 75 32 36 40 

Resp 76 29 28 36 

Resp 77 36 33 48 

Resp 78 37 37 42 

Resp 79 29 36 44 

Resp 80 29 31 50 

Resp 81 29 34 46 

Resp 82 35 38 46 

Resp 83 28 40 44 

Resp 84 37 37 43 

Resp 85 36 37 38 

Resp 86 33 29 48 

Resp 87 17 35 40 

Resp 88 36 34 39 

Resp 89 37 31 38 

Resp 90 36 35 42 

Resp 91 34 34 42 

 

 

 

 

 

 

 

 

 



 
 
Lampiran 9 

 

 BERITA ACARA BIMBINGAN REVISI SKRIPSI 

 

 
 

 



 
 

BERITA ACARA BIMBINGAN REVISI SKRIPSI 

 

 
 

 

 



 
 

1. DISTRIBUSI FREKUENSI JAWABAN RESPONDEN 

a. Variabel Custumer Value 

 

X1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 15 16.5 16.5 16.5 

3.00 19 20.9 20.9 37.4 

4.00 30 33.0 33.0 70.3 

5.00 27 29.7 29.7 100.0 

Total 91 100.0 100.0  

 

X1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 17 18.7 18.7 19.8 

3.00 7 7.7 7.7 27.5 

4.00 45 49.5 49.5 76.9 

5.00 21 23.1 23.1 100.0 

Total 91 100.0 100.0  

 

X1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 2 2.2 2.2 2.2 

2.00 9 9.9 9.9 12.1 

3.00 19 20.9 20.9 33.0 

4.00 33 36.3 36.3 69.2 

5.00 28 30.8 30.8 100.0 

Total 91 100.0 100.0  

 

X1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 15 16.5 16.5 17.6 

3.00 12 13.2 13.2 30.8 

4.00 29 31.9 31.9 62.6 

5.00 34 37.4 37.4 100.0 

Total 91 100.0 100.0  



 
 

 

 

X1.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 7 7.7 7.7 8.8 

3.00 16 17.6 17.6 26.4 

4.00 37 40.7 40.7 67.0 

5.00 30 33.0 33.0 100.0 

Total 91 100.0 100.0  

 

X1.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 16 17.6 17.6 18.7 

3.00 11 12.1 12.1 30.8 

4.00 37 40.7 40.7 71.4 

5.00 26 28.6 28.6 100.0 

Total 91 100.0 100.0  

 

X1.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 11 12.1 12.1 12.1 

3.00 21 23.1 23.1 35.2 

4.00 32 35.2 35.2 70.3 

5.00 27 29.7 29.7 100.0 

Total 91 100.0 100.0  

 

X1.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 15 16.5 16.5 16.5 

3.00 11 12.1 12.1 28.6 

4.00 46 50.5 50.5 79.1 

5.00 19 20.9 20.9 100.0 

Total 91 100.0 100.0  

 



 
 

 
 

b. Variabel Marketing Public Relation 

 

X2.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 9 9.9 9.9 9.9 

3.00 10 11.0 11.0 20.9 

4.00 47 51.6 51.6 72.5 

5.00 25 27.5 27.5 100.0 

Total 91 100.0 100.0  

 

X2.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 8 8.8 8.8 8.8 

3.00 8 8.8 8.8 17.6 

4.00 36 39.6 39.6 57.1 

5.00 39 42.9 42.9 100.0 

Total 91 100.0 100.0  

 

X2.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 9 9.9 9.9 9.9 

3.00 12 13.2 13.2 23.1 

4.00 44 48.4 48.4 71.4 

5.00 26 28.6 28.6 100.0 

Total 91 100.0 100.0  

 

X2.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 7 7.7 7.7 7.7 

3.00 9 9.9 9.9 17.6 

4.00 46 50.5 50.5 68.1 

5.00 29 31.9 31.9 100.0 

Total 91 100.0 100.0  

 

 



 
 

X2.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 6 6.6 6.6 6.6 

3.00 14 15.4 15.4 22.0 

4.00 39 42.9 42.9 64.8 

5.00 32 35.2 35.2 100.0 

Total 91 100.0 100.0  

 

 

X2.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 9 9.9 9.9 9.9 

3.00 8 8.8 8.8 18.7 

4.00 37 40.7 40.7 59.3 

5.00 37 40.7 40.7 100.0 

Total 91 100.0 100.0  

 

 

X2.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 10 11.0 11.0 11.0 

3.00 9 9.9 9.9 20.9 

4.00 38 41.8 41.8 62.6 

5.00 34 37.4 37.4 100.0 

Total 91 100.0 100.0  

 

 

X2.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 9 9.9 9.9 9.9 

3.00 9 9.9 9.9 19.8 

4.00 39 42.9 42.9 62.6 

5.00 34 37.4 37.4 100.0 

Total 91 100.0 100.0  

 
 



 
 

c. Variabel Loyalitas Nasabah 

 

Y.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 12 13.2 13.2 13.2 

3.00 12 13.2 13.2 26.4 

4.00 43 47.3 47.3 73.6 

5.00 24 26.4 26.4 100.0 

Total 91 100.0 100.0  

 

Y.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 10 11.0 11.0 12.1 

3.00 14 15.4 15.4 27.5 

4.00 32 35.2 35.2 62.6 

5.00 34 37.4 37.4 100.0 

Total 91 100.0 100.0  

 

Y.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 13 14.3 14.3 14.3 

3.00 14 15.4 15.4 29.7 

4.00 36 39.6 39.6 69.2 

5.00 28 30.8 30.8 100.0 

Total 91 100.0 100.0  

 

 

Y.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 11 12.1 12.1 12.1 

3.00 12 13.2 13.2 25.3 

4.00 42 46.2 46.2 71.4 

5.00 26 28.6 28.6 100.0 

Total 91 100.0 100.0  

 



 
 

 

Y.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 13 14.3 14.3 15.4 

3.00 12 13.2 13.2 28.6 

4.00 38 41.8 41.8 70.3 

5.00 27 29.7 29.7 100.0 

Total 91 100.0 100.0  

 

 

Y.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 12 13.2 13.2 14.3 

3.00 11 12.1 12.1 26.4 

4.00 35 38.5 38.5 64.8 

5.00 32 35.2 35.2 100.0 

Total 91 100.0 100.0  

 

Y.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 13 14.3 14.3 14.3 

3.00 11 12.1 12.1 26.4 

4.00 43 47.3 47.3 73.6 

5.00 24 26.4 26.4 100.0 

Total 91 100.0 100.0  

 

Y.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 9 9.9 9.9 11.0 

3.00 16 17.6 17.6 28.6 

4.00 32 35.2 35.2 63.7 

5.00 33 36.3 36.3 100.0 

Total 91 100.0 100.0  



 
 

 

 

Y.9 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 11 12.1 12.1 13.2 

3.00 11 12.1 12.1 25.3 

4.00 34 37.4 37.4 62.6 

5.00 34 37.4 37.4 100.0 

Total 91 100.0 100.0  

 

 

Y.10 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.1 1.1 1.1 

2.00 12 13.2 13.2 14.3 

3.00 9 9.9 9.9 24.2 

4.00 40 44.0 44.0 68.1 

5.00 29 31.9 31.9 100.0 

Total 91 100.0 100.0  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

2. PENGUJIAN VALIDITAS DATA 

a. Variabel Custumer Value 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 

Custumer Value 

(X1) 

X1.1 Pearson Correlation 1 .725** .897** .788** .769** .739** .898** .711** .900** 

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

N 91 91 91 91 91 91 91 91 91 

X1.2 Pearson Correlation .725** 1 .720** .887** .775** .898** .701** .910** .913** 

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

N 91 91 91 91 91 91 91 91 91 

X1.3 Pearson Correlation .897** .720** 1 .786** .791** .742** .911** .716** .905** 

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

N 91 91 91 91 91 91 91 91 91 

X1.4 Pearson Correlation .788** .887** .786** 1 .779** .900** .795** .890** .943** 

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

N 91 91 91 91 91 91 91 91 91 

X1.5 Pearson Correlation .769** .775** .791** .779** 1 .762** .773** .743** .879** 

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

N 91 91 91 91 91 91 91 91 91 

X1.6 Pearson Correlation .739** .898** .742** .900** .762** 1 .675** .922** .917** 

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

N 91 91 91 91 91 91 91 91 91 

X1.7 Pearson Correlation .898** .701** .911** .795** .773** .675** 1 .680** .886** 

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

N 91 91 91 91 91 91 91 91 91 

X1.8 Pearson Correlation .711** .910** .716** .890** .743** .922** .680** 1 .907** 



 
 

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

N 91 91 91 91 91 91 91 91 91 

Custumer 

Value (X1) 

Pearson Correlation .900** .913** .905** .943** .879** .917** .886** .907** 1 

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

N 91 91 91 91 91 91 91 91 91 

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

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

b. Variabel Marketing Public Relation 

 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

Marketing Public 

Relation (X2) 

X2.1 Pearson Correlation 1 .740** .703** .795** .700** .643** .746** .673** .859** 

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

N 91 91 91 91 91 91 91 91 91 

X2.2 Pearson Correlation .740** 1 .674** .692** .850** .822** .693** .708** .887** 

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

N 91 91 91 91 91 91 91 91 91 

X2.3 Pearson Correlation .703** .674** 1 .722** .701** .684** .835** .753** .872** 

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

N 91 91 91 91 91 91 91 91 91 

X2.4 Pearson Correlation .795** .692** .722** 1 .690** .654** .769** .718** .864** 

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

N 91 91 91 91 91 91 91 91 91 

X2.5 Pearson Correlation .700** .850** .701** .690** 1 .756** .681** .657** .865** 

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

N 91 91 91 91 91 91 91 91 91 

X2.6 Pearson Correlation .643** .822** .684** .654** .756** 1 .645** .761** .858** 

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

N 91 91 91 91 91 91 91 91 91 

X2.7 Pearson Correlation .746** .693** .835** .769** .681** .645** 1 .814** .889** 

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

N 91 91 91 91 91 91 91 91 91 



 
 

X2.8 Pearson Correlation .673** .708** .753** .718** .657** .761** .814** 1 .875** 

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

N 91 91 91 91 91 91 91 91 91 

Marketing 

Public Relation 

(X2) 

Pearson Correlation .859** .887** .872** .864** .865** .858** .889** .875** 1 

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

N 91 91 91 91 91 91 91 91 91 

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

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

c. Variabel Loyalitas Nasabah 

 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 

Loyalitas Nasabah 

(Y) 

Y.1 Pearson Correlation 1 .790** .738** .720** .703** .731** .684** .722** .832** .760** .869** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.2 Pearson Correlation .790** 1 .693** .741** .694** .761** .678** .722** .749** .802** .865** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.3 Pearson Correlation .738** .693** 1 .818** .801** .763** .725** .864** .743** .761** .895** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.4 Pearson Correlation .720** .741** .818** 1 .749** .883** .756** .775** .704** .746** .892** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.5 Pearson Correlation .703** .694** .801** .749** 1 .730** .800** .818** .773** .748** .886** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.6 Pearson Correlation .731** .761** .763** .883** .730** 1 .762** .742** .778** .799** .901** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.7 Pearson Correlation .684** .678** .725** .756** .800** .762** 1 .710** .698** .702** .850** 

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

N 91 91 91 91 91 91 91 91 91 91 91 



 
 

Y.8 Pearson Correlation .722** .722** .864** .775** .818** .742** .710** 1 .719** .772** .889** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.9 Pearson Correlation .832** .749** .743** .704** .773** .778** .698** .719** 1 .820** .886** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Y.10 Pearson Correlation .760** .802** .761** .746** .748** .799** .702** .772** .820** 1 .897** 

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

N 91 91 91 91 91 91 91 91 91 91 91 

Loyalitas 

Nasabah (Y) 

Pearson Correlation .869** .865** .895** .892** .886** .901** .850** .889** .886** .897** 1 

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

N 91 91 91 91 91 91 91 91 91 91 91 

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

 

 

 

 

 

 

 

 

 

 



 
 

3. PENGUJIAN RELIABILITAS DATA 

a. Variabel Custumer Value 

 

Case Processing Summary 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.969 8 

 

 
 

b. Variabel Marketing Public Relation 

 

Case Processing Summary 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.954 8 

 

 

 

 

 

 

 

 

 



 
 

c. Variabel Loyalitas Nasabah 

 

Case Processing Summary 

 N % 

Cases Valid 91 100.0 

Excludeda 0 .0 

Total 91 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.968 10 

 

 

4. PENGUJIAN ASUMSI KLASIK 

a. Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 2 

 

Unstandardized 

Residual 

N 91c 

Exponential parameter.a,b Mean 3.9704242 

Most Extreme Differences Absolute .081 

Positive .043 

Negative -.081 

Kolmogorov-Smirnov Z .593 

Asymp. Sig. (2-tailed) .874 

 
 

b. Uji Multikolinieritas 

 

Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 Custumer Value (X1) .643 1.556 

Marketing Public Relation 

(X2) 

.643 1.556 

a. Dependent Variable: Loyalitas Nasabah (Y) 

 



 
 

 

c. Uji Autokorelasi 

 

Model Summaryb 

Model Durbin-Watson 

1 1.626a 

a. Predictors: (Constant), 

Marketing Public Relation 

(X2), Custumer Value (X1) 

b. Dependent Variable: 

Loyalitas Nasabah (Y) 

 

 

d. Uji Heterokedastisitas 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.947 2.265  2.626 .010 

Custumer Value (X1) -.131 .070 -.244 -1.873 .064 

Marketing Public Relation 

(X2) 

.085 .083 .134 1.029 .306 

a. Dependent Variable: Abs_Res 

 

5. ANALISIS REGRESI LINIER BERGANDA 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .717a .514 .503 6.29730 

a. Predictors: (Constant), Marketing Public Relation (X2), Custumer 

Value (X1) 

b. Dependent Variable: Loyalitas Nasabah (Y) 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.644 3.560  1.585 .116 

Custumer Value (X1) .384 .110 .323 3.482 .001 



 
 

Marketing Public Relation 

(X2) 

.670 .131 .476 5.132 .000 

a. Dependent Variable: Loyalitas Nasabah (Y) 

 
 

6. PENGUJIAN HIPOTESIS 

a. Uji t 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.644 3.560  1.585 .116 

Custumer Value (X1) .384 .110 .323 3.482 .001 

Marketing Public Relation 

(X2) 

.670 .131 .476 5.132 .000 

a. Dependent Variable: Loyalitas Nasabah (Y) 

 

b. Uji F 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 3691.178 2 1845.589 46.540 .000b 

Residual 3489.723 88 39.656   

Total 7180.901 90    

a. Dependent Variable: Loyalitas Nasabah (Y) 

b. Predictors: (Constant), Marketing Public Relation (X2), Custumer Value (X1) 

 
 

 


