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Content Marketing (X;)
Kode Pernyataan STS | TS SS
Relevance,

Tema lklan Qlaf Grade sesuai

X11 | dengan produk yang ditawarkan

Saya menyukai ide cerita dari iklan
X1, | Produk Qlaf Grade

Informative,

Qlaf Grade memberikan informasi

kepada pelanggan tentang

pengetahuan, keterampilan dan

proses perusahaan yang digunakan

untuk menciptakan produk dan
X13 | layanan.

Saya menjadi lebih tahu tentang

produk Gundam setelah melihat
X1,4 | iklan produk Qlaf Grade

Reliability,

Informasi penjualan Qlaf Grade
X1s | bisa diandalkan dan tepat

Saya semakin menyukai produk

Gundam setelah melihat iklan Qlaf
X16 | Grade

Value,

Informasi penjualan Qlaf Grade

menampilkan dan menjelaskan

fungsi  fungsi  barang  yang
X17 | diinformasikan

Saya semakin tertarik membeli
X18 | produk Gundam setelah




mengetahu fungsi fungsi produk
dari iklan Qlaf Grade

Uniqueness,

Informasi Qlaf Grade unik dan

X1 | beda dengan toko toko lain
Saya menyukai iklan Qlaf Grade
X110 | yang berbeda dengan toko lain
Emotions,
Saya selalu tertarik  dengan
informasi penjualan yang
X1,11 | diberikan Qlaf Grade
Saya mencari dan menunggu iklan
Qlaf Grade apabila ada produk
X112 | Gundam yang terbaru
Intellegence,
Informasi  Penjualan  dikemas
X113 | canggih sesuai teknologi saat ini.
Saya menyukai tampilan iklan
X114 | QLAF Grade




B. Switching Barrier (Xy

Kode

Pernyataan

STS

TS

SS

Transaction Cost

Untuk terdaftar sebagai member
Qlaf Grade saya  harus
mengeluarkan biaya
pendaftaran.

X2,2

Biaya pendaftaran  menjadi
member Qlaf Grade harus saya
manfaatkan  dengan  sebaik
baiknya

Learning Cost

X2,3

Apabila saya membeli di toko
lain maka saya masih harus
mencari, menyeleksi dan
memilih toko-toko tersebut.

X2,4

Saya mempercayai produk Qlaf
Grade yang terjamin kualitasnya

Artificial Cost

X255

Qlaf Grade memberikan diskon
khusus bagi member.

X2,6

Saya suka memanfaatkan diskon
khusus bagi member.




C. Customer Retention ()

Kode

Pernyataan

STS

TS

SS

Kepuasan perusahaan secara keseluruhan,

Yi1

Saya akan merekomendasikan Qlaf
Grade kepada orang — orang sekitar.

Y1,2

Beberapa orang telah ikut membeli di
Qlaf Grade karena saran saya

Kata-kata positif dari mulut ke mulut,

Yi3

Saya selalu melakukan pembelian di
Qlaf Grade bukan di toko yang lain

Y14

Saya selalu berpikir lagi untuk
membeli produk Gundam di toko lain

Niat beli ulang

Yi5

Saya membeli produk gundam di Qlaf
Grade biarpun harganya lebih mahal
daripada di Toko Lain

KualitasProduk Gundam di Qlaf Grade
terjamin kualitasnya

Kesetiaan kepada perusahaan

Y17

Saya memberikan saran dan peduli
dengan Qlaf Grade untuk maju
berkembang dan selalu memperhatikan
keinginan pelanggan

Yis

Qlaf Grade selalu memperhatikan
pelanggannya

TERIMA KASIH ATAS PARTISIPASINYA




Tabulasi Data

Lampiran 9

TABULASI DATA
Jawaban Responden Variabel Content Marketing X1

57
55
55
55

65

65

52

55
55
58
63

65

70

53
60

56

68

66

67

57
60

52
68

57

CM12 | CM13 | CM14 | JUMLAK

Pertanyaan

No | CM1 | CM2 | CM3 | CM4 | CMS5 | CM6 | CM7 | CM8 | CM9 | CM10 | CM11

10
1
12
13
14
15
16
17
18
19
20
21

22
23

24
25

26
27
28
29

30




60

65
63

68
66

66
57
55
55
55

65
65

52

55
55

63

65
70

4

4

4

5

4

Pertanyaan

5

4

4

a

4

5

4

No | CM1 | CM2 | CM3 | CM4 | CMS | CM6 | CM7 | CM8 | CM9 | CM10 | CM11 | CM12 | CM13 | CM14 | JUMLAK

61

62
63

65

67

69
70
n

72
73
74

75

76

78
79

81

82
83

87

89




50
68
66
67
57

60
52
68
57

57
57

56

49
49

56
62
49
51

57
59

58

62
66
68

69
63

67
67
57

55
68
70
68
59
59
69
60
64
64
65
63
68
68
66
60
66

Pertanyaan

No | CM1 | CM2 | CM3 | CM4 | CMS5 | CM6 | CM7 | CM8 | CM9 | CM10 | CM11 | CM12 | CM13 | CM14 | JUMLA}

9N

92

93
94
95

96
97

98

99

100

101

102
103

104
105
106
107
108
109

110
m

112
113

114

115

116
117
118
119

120
121

123
124
125
126
127
128
129
130
131

132
133

135
136
137
138
139
140




Jawaban Responden Variabel Switching Barrier X2

21

19
18
18
18
27

25

22
22
22
24
22
25

24

30
29
26

24
28

24
24
30
30
30

22
25

20

30
23

30

Pertanyaan
SB2 | SB3 | SB4 | SB5 | SB6 | JUMLAH

No | SB1

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25

26

27
28
29
30




27
20

24

24
24
23

23

22

26

24

26

24
23

29

30

30
30

29

26

27
30
24

24
22

27
30

30
22

24

24

Pertanyaan

SB2 | SB3 | SB4 | SB5 | SB6 | JUMLAH

No | SB1

31

32
33
34
35
36
37
38
39
40

41

42

43

44

45

46

47

48

49

50
51

52
53
54
55
56
57
58
59
60




26
28

28

28

27
28

28

26

26

26

21

19
18
18
18
27

25

22
22

22
24

22
25

24

30
29

26

24
28

24

Pertanyaan

SB2 | SB3 [ SB4 | SB5 | SB6 | JUMLAH

No | SB1

61

62
63

64
65
66
67
68
69
70
71

72
73

74
75

76

77
78
79

80
81

82
83

84
85

86
87
88
89
90




24
30
30
30
22
25
20
30
23
30

27

20

24
24
24
23

23

22

26

24
26

24

23

29

30

30

30

29

26

27

Pertanyaan
SB2 | SB3 | SB4 | SB5 | SB6 | JUMLAH

SB1

No

91

92
93
94
95

96

97
98
99

100
101

102
103

104
105

106
107
108
109
110
111

112

113

114

115

116

117

118

119

120




Tlo|«s| ||~ oo | | ©] 0| 0| 0| ~|w]| 0| w|wv|©
M.‘u32222332222222222222
>
D
=5 )
o el I O I e I e I 0 I I R R I R A A
n
Rl I I I g R R e el e Rl e e R R I R e A
%)
S|t|w|[s| || w|w|[w|o|t|[s|F|w|[F|w|[w|wv]|v|wv|m| <
aB
=| N
[ o
Elofwv|s|t|of<|w|v|<|t| || w]|v]|v[<|v]|v|<*|v]| <
eB
ol v
R B R R R R R R A R A R R R R A Ed R
%)
] I I I R R R I I B I I e B B I ] A R R
%)
ol ||| |vw|v[~|o|o|o|—|a|o|t|v|lv|~N] oo
N22222222233333333334
=] =]y v] =] ] =] =] =] ] —]|~—]vY] —] ]| =] ]




Jawaban Responden Variabel Customer Retention Y

32
24
32
29
25

36
36
32

30
31

31

33
36

33
40

39
35

32
32
32

32
40

40

40

29

30
29

40

29
34

Pertanyaan
CR2 | CR3 | CR4 | CR5 | CR6 | CR7 | CR8 | JUMLAH

No | CR1

10

11

12
13
14
15
16
17
18
19
20
21

22
23

24
25
26
27
28
29
30




40

32
33
33
33

34
32
31

31

29

30
32

31

40

40

40

40

39
35

37
40

32
32
32
37
40

39
33
32
37

Pertanyaan
CR2 | CR3 | CR4 | CR5 | CR6 | CR7 | CR8 | JUMLAH

No | CR1

31

32
33
34
35
36
37
38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53

54
55

56
57
58

59
60




36
39
39

40

40

35
38
35
37
37
32
24

32
29

25

36
36

32
30
31

31

33

36
33
40

39

35

32
32
32

Pertanyaan
CR2 | CR3 | CR4 [ CR5 | CR6 | CR7 | CR8 | JUMLAH

No | CR1

61

62
63

64
65

66

67
68

69

70

71

72

73

74
75

76

77
78

79

80
81

82
83

84
85

86

87
88
89
90




32
40

40

40

29

30
29

40

29

34
40

32
33
33
33

34
32

31

31

29

30
32
31

40

40

40

40

39

35
37

Pertanyaan
CR2 | CR3 | CR4 [ CR5 | CR6 | CR7 | CR8 | JUMLAH

CR1

No

91

92
93

94
95
96
97
98
99
100
101

102
103

104
105
106

107
108
109
110
111

1:12

113

114

115

116

117

118

119

120




40

32
32
32
37
40

39
33

32
37

36

39
39
40

40

35
38

35

37
37

Pertanyaan
CR2 | CR3 | CR4 | CR5 [ CR6 | CR7 | CR8 | JUMLAH

CR1

No

121
122
123
124
125
126
127
128
129
130
131
132
133

134
135
136
137
138
139
140




Lampiran 10 : Distribusi Responden
DISTRIBUSI RESPONDEN
Variabel X1 Content Marketing

% Tanggapan Responden

No SS S N TS STS Total
1 51% 47% 1% 0% 0%  100%
2 44% 44% 11% 0% 0%  100%
3 31% 49% 14% 4% 1%  100%
4 46% 44% 10% 0% 0%  100%
5 60% 34% 6% 0% 0% 100%
6 39% 36% 23% 3% 0% 100%
7 53% 33% 14% 0% 0%  100%
8 53% 37% 10% 0% 0% 100%
9 49% 40% 11% 0% 0%  100%
10 36% 49% 16% 0% 0%  100%
11 43% 46% 11% 0% 0%  100%
12 50% 40% 10% 0% 0%  100%
13 39% 43% 17% 1% 0%  100%
14 40% 46% 14% 0% 0% 100%




Variabel X2 Switching barrier

% Tanggapan Responden

No SS S N TS STS Total

1 40% 51% 9% 0% 0% 100%

2 36% 43% 21% 0% 0%  100%

3 36% 47% 17% 0% 0%  100%

4 40% 39% 21% 0% 0% 100%

5 40% 44% 16% 0% 0% 100%

6 44% 34% 21% 0% 0% 100%

Variabel Y Customer Retention
% Tanggapan Responden

No SS S N TS STS
1 40% 51% 9% 0% 100%
2 41% 50% 9% 0% 100%
3 44% 44% 11% 0% 100%
4 37% 47% 16% 0% 100%
5 44% 40% 16% 0% 100%
6 43% 46% 11% 0% 100%
7 44% 49% 7% 0% 100%
8 43% 49% 9% 0% 100%




Lampiran11  : Output SPSS
OUTPUT SPSS
Uji Validitas Variabel X1 Content Marketing
Caomelations
CM CM | CM CM CWM CM CM CM CM | CM CM | CM CM CM
1 2 3 4 5 L] 7 L] 9 10 11 12 13 14 1xal
M1 Paarzan 1 .84 202 557 360 176 38 203 358 393 52 571 302 43 A58
Hq. (Z-aed) 2000 083 000 002 146 007 092 002 001 000 000 .011 000 .000
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
M2 Paarzan A58 1 043 38 301 194 /82 168 735 1% 504 541 .&#48 52 T
Hg. (2-3ed) 000 685 007 .011 108 000 174 000 100 000 1000 .000 000 .000
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
CM3 Paarzan 202 049 1 199 037 304 - 118 014 - AR 18 32 14 3T
(= < 004 a | a2 - - -
Slg. (Zalled) 033 &85 099 758 010 4977 338 566 610 007 163 009 2 002
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
Chd Paarzan 557 318 199 1 &8 193 131 401 344 34 53 59 239 271 534
Comaisiban - - - - - - o o - - o
Slg. (Zalled) 000 007 .68 000 110 278 001 004 003 000 000 046 023 000
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
CMS Paarzan 360 301 037 486 1 453 475 417 138 2839 334 529 185 385 .584
Slg. (alled) a2 o1 758 00a 000 146 000 283 015 001 000 125 001 000
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
CME Paarzan A7 194 304 193 _&53 1 100 278 081 188 501 462 193 273 .532
Slg. (Zalled) A48 108 010 110 000 409 020 625 123 000 000 110 90X 00d
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
CM7 Paarzan 318 .s82 - 131 73 100 1 161 735 103 401 453 337 517 982
Cameiiian o - .04 - o - o - -
Slg. (Zalled) 007 000 9T 7R 146 409 184 000 335 001 000 004 000 000
N 140 140 140 140 140 140 140 140 140 140 140 140 140 140 140
CME Paarzan 203 184 18 M1 A7 ZFE e 1 12 000 308 420 096 330 .43
Slg. (aled) 092 174 338 001 000 @20 184 316 100 010 000 _427 003 000
1]

N 180 140 140 140 140 140 140 1480 140 140 140 140 140 140 140
CMe Paarzan 358 736 014 344 138 080 TAS A2 1 118 373 494 529 497 644
Cameiiian - - L] - - o - o - -
Hq. (Z-aed) 002 000 566 004 263 A25 000 318 33 001 000 .000 000 000
N 180 140 140 140 140 140 140 1480 140 140 140 140 140 140 140



Hasil Uji Validitas Variabel X2 Switching Barrier

Correlations
SB1 EBZ SB2 SB4 SB5 SB6 ozl

SB1 Pearson i 407 JBB3T 5107 JeET 353 TEs”

Comrek fion

Sig. (2-iled) 000 000 000 000 003 000

N 140 140 140 14D 140 140 140
EBZ2 Pearson 1407 1 B34 A0E 4527 338 i

Comehtion

Sig. (2-ailed) 00D 000 000 000 004 000

N 140 140 140 14D 140 140 140
5B2 Pearson 553 B34 1 ATE s 415 3BT

Comekfion

Sig. (2-tmiled ) 000 000 000 000 000 000

N 140 140 140 140 140 140 140
5B4  Pearson 510 A08 5TE 1 S5 338 i

Cormet

Sig. (2-tiled) 000 000 000 000 004 000

N 140 140 140 140 140 140 140
SB5  Pearson 5097 457 by 6347 1 628 251~

Comekfion

Sig. (2-tiled) 000 000 000 000 000 000

N 140 140 140 14D 140 140 140
SBE Pearson 353 x 415 33 528 i B75™

G

Sig. (2-ailed) 003 004 000 004 000 000

N 140 140 140 14D 140 140 140
totml  Pearson Tes" it B3R 7817 JBE1T BT5 1

Comehtion

Sig. (2-tiled) 000 000 000 000 000 000

N 140 140 140 14D 140 140 140

== Corelationis signficantat the 001 level (2-tsiled).



Hasil Uji Validitas Variabel Y Customer Retention

Correlations
CR1  CR? CR? CR4 CR5 CRE CRT CRE  otal

CR1 Pearson 1 8BS~  B40C 53FT 406 382" 405 3BT .65

Comdation

Sig. (2 -tmiled) 000 000 00O 00D 00 000 oM 000

N 140 140 140 140 140 140 140 140 140
CRZ Pearson BBET 1 .B28" 553" 4267 472" 4637 4T5T  TEZT

Comelation

Sig. (2-tmiled) D00 00| 00O 00D DOD D00 00D D00

N 140 140 140 140 140 140 140 140 140
GR3 Pearson 540 628 1 645 605 504 ATF B13T BIT

Comelation

Sig. (2 -wiled) g ili) 00 00 ilii} Jiliil D00 il D00

N 140 140 140 140 140 140 140 140 140
CR4 Pearson Rl 1| TM~ 626 517 68T 8BS

Comelation

Sig. (2 -miled) i) 00 i i]i) il ulii) D00 il D00

M 140 140 140 140 140 140 140 140 140
GR5 Pearson ADET 4260 BDST T4 1 647 568 59T 80X

Correlation

Sig. (2 -miled) i) 00 i i]i) 00 ulii) D00 il D00

M 140 140 140 140 140 140 140 140 140
CRE Pearson BT 472 54T 626 64T 1| 588 380°  .THI

G

Sig. (2 -wiled) o1 00 il 00 DD 000 oo 000

M 140 140 140 140 140 140 140 140 140
CRT Pearson ADET 4537 BT 51T 568~ 5BET 1 4847 T407

G

Sig. (2 -wiled) 000 00 000 00 il 00D ol 000

M 140 140 140 140 140 140 140 140 140
CRE Pearson 3BT 475 6137 6B 50eT 3800 484 1 7ir

Comdation

Sig. (2 -wiled) 001 00 000 00 il Jals) | 000 000

M 140 140 140 140 140 140 140 140 140
izl Pearson B8 TeZT | BZT | .BbET  Bl2T TR0 T40T  TIzT 1

[

Sig. (2-tiled) 000 00O 000 OO0 D00 00D 00D 00D

M 140 140 140 140 140 140 140 140 140

== Correlationis signficantat the 0.01 level {2-tailed).



Uji Reliabilitas
Variabel X1 Content Marketing

Case Processing Summary

M )
Cases Valid 140 10050
Excluded® 1] L]
Total 140 1000
a. Listwise deldtion based on all variables in the

procedure.

Reliability Statistics
Cronbachs Alpha N of liems
Euiti 14

ltem-Total Statistics

Scale Meanifliem  ScaleVarancei  Comected llem- | Cronbach’s Alpha
Deletzd ltem Delaszd Totsl Correltion if kem Deleted

CM 555143 31442 503 B54
cMmz 56 0857 29533 L] B45
CM2 BB AT14 322688 230 276
Ch4 560571 30778 560 BES
CME SEAET14 31476 511 BET
CME 563143 30653 A6 BE4
CMT7 56 0286 30724 504 BET
CME 55 5857 32072 367 264
CMa 560425 30534 570 BE4
CM10 562143 32E00 335 BEE
CM11 561000 29425 T4B £45
CMi12 560143 23087 803 E4Z
CM13 56 2285 30353 518 BET
CM14 561571 25758 L] 848




Variabel X2 Switching Barrier

Case Processing Summary

M %
Cases Valid 140 1000
Exclusded® 0 1]
Total 140 1000

a. Listwisedelation based on all varisbles in the
provcedure.

Reliability Statistics
Cronbach’s Alpha N of ltiems
252 [

ltem-Total Stafistics

Scale Meanifitem  SealeVariance f | Comected lem- | Cronbach’s Alpha
Delzizd liem Deletzd Toial Corelation if hem Deleted

SB1 20 3857 8.3 B3 B38
SB2 21.1571 7583 B34 43
5B3 21.1143 7755 754 821
SB4 21.1143 7558 B20 246
SBS 21.05T1 TETE T3 B18
SB6 210714 823 213 206




Variabel Y Customer Retention

Case Processing Summary

M %
Cases Walid 140 1000
Exdluded” 1] L]
Totl 140 1000
5. Listwisedeletion based on sl varisbles in the

pro cedure.

Reliability Statistics
Cronbach’s Alpha M of liems
204 8

Item-Total Statistics

Scale Meaniftem ScaleVarance | Comected hlem- | Cronbach’s Alpha
Deleted lem Ddeted Total Corelation if tem Deleted

CR1 201857 13545 ] 8255
CR2 04714 13.188 B4 853
CR3 01714 12 608 T62 B85
CR4 30 2857 12236 815 880
CR5 02143 12.420 Tz B85
CRE 201857 13 052 BE3 B354
CR7 30.1286 13280 ] 835
CRE 201571 13322 BB 856




Uji Normalitas

Model Summary®
Adjusied R Sid. Error ofthe
Model R R Square Square Estima iz
1 2T J62 J55 2.0eaar

a. Predictors: (Consanf), Switching Barrier, Content Markefing
b. Dependent Variable: Customer Retenton

ANOVA*
Model Sum of Squares of Mean Squars F Sig.
1 Regression 879458 2 430740 10752 DO
Residual 274002 137 4.000
Total 1153500 138
3. DependentVarizble: Customer Retenton
b. Prediciors: (Constnt), Switching Barier, ContentMarketing
Coefficients*
Stznd ardized
Unstandardized Cosfficents = Cosdfficients

Model B Sid. Emor Beia t Sig.

i {Constant) 2413 2485 g7z 334
Content Marketing 210 058 305 38TT o
Switching Barrier J67 104 629 7373 000

a. DependentVariable: Customer Retention

Residuals Stafistics®
Minimum Madmum Mezn S4d. Devistion N

PredictedValue 27 5551 40.1161 345000 2.57020 140

Residuzl -4.85720 4.22504 00000 198275 140

. Predicted Value -1545 1573 00D 1,000 140

. Residual -2402 2054 000 885 140

3. Dependentarishble: Customer Retention



NPar Tests
One-Sample Kolmogorov-Smirnov Test

Unstznd ardized
Residual
M 140
Maormal Parameterss Mean (O 06
Sid. Deviation 150Zr46r5
Mot Extreme Differe noes Absohsie o5
Positive D4
Negative -0T5
Test Statistic 75
Asymp. Sig. (2-tailed) D=

3. Test di stribution is Normal.

b. Calculsted from dats.

. Lilliefors Significance Comection.

d. Thisisa lower bound ofthe true signifcance



Uji Multikolinieritas
Model Summary

Adjusied R Sid. Error ofthe
Model R R Square Square Estimate
1 ATF T62 755 2.02227
a. Prediciors: {Constanl), Switching Barrier, Contznt Marksfing
ANOVA=
Maodel Sum of Squares df Mean Squars F Sig.
1 Regression B79.458 2 4319.748 107529 D0F
Residual 274002 137 4 050
Totl 1152500 115
a. DependantVarisble: Customer Retention
b. Predictors: {Consan, Switching Barrier, Content Marketing
Coefficients®*
St ndardiz
Unstandardesd Cosfficiznt Collinearity
Coeflicents ] Stafistics
Toleran
Maodel B Sitdl. Error Bets 1 Sig. o VIF
1 {Constant) 2415 2488 872 a4
Content 210 k] 205 3517 0 AR8 | 205D
Markefing
Switching T&T 04 B29 T.aT3 i) AR8 | 205D
Barrier
a. DependantVarisble: Customer Retention
Coefficient Correlations®
Maodel Switching Barrier | Content Markefing
1 Cuaorre Btions Switching Barrier 1.000 -T16
Coniznt Marketing -T16 1000
Covariances ‘Switching Barrier i -004
Conient Marketing -1004 003

3. DependantVarisble: Customar Retenton



Collinearity Diagnostics*

Variance Proportions

Condition Content Swiching
Madel  Dimension Eiganvsius Index [Constant) Marketing Barrisr
1 1 2588 1.000 00 00 .00
2 009 18680 55 00 45
3 002 31227 A1 1.00 55

3. Dependantlansble: Customer Retention



Uji Heteroskedatisitas

Model Summary®
Adjusied R Sid. Error of the
Maodal R R Square Square Estimst=
1 ATF T2 155 2.02227

3. Predictors: {Constan), Switching Barrier, ContentMarketing
b. Dependent\arisble: Cusiomer Retention

ANOVA®
Maodel Sum of Sguares df Mesn Squars F Sig.
1 Regression B79.458 2 435748 10752 il g
Residual 274002 137 4 050
Total 1153500 135
3. Dependent\Varisble: Cusiomer Retention
b. Prediciors: {Constanf, Switching Barrier, Content Marketing
Coefficients®
Stand ardized
Unstand ardized Cosfficents  Cosfficients

Model B Sid. Ermror Bets t Sig.

1 {Constant) 2415 2488 a7z 334
Content Marketing 210 059 305 3577 00
Switching Barrier T67 A4 o] 7373 00D

3. DependentVariable: Customer Retention

Residuals Statistics®
Minimum Maximum Mean 5. Deviation N

Predicted Value 27 5551 40.1161 345000 3.57020 140

Residual -4 BRT20 4. 73504 S0 00 1.99275 140

5. Predicted Value -1.545 1573 000 1006 140

5id. Residual -2.402 2094 000 L 140

3. Dependent\Varisble: Cusiomer Retention



COMEUTE AB3_RE3=AB3 (RE3_1} .
EXECTUTE.
REGRE33ICH
fMII3ING LISTWISE
fITATISTICI COEFF OUTL3 R ANOVA
fCRITERIA=FIN(.05) EOUL (.10}
SHOORIGIN
fODEFENDENT AE3 RE3
/HMETHOD=ENTER X1 XZ.

Regression

Variables Entered/Removed®

Varizbles
Modsl Wargbkes Enterad Removed Method
i | Switching Barrier, . Enter
Content
Marketing®

3. DependantVarsbe: ABS_RES
b. All requestad varizblesentzred
Model Summary

Adjusied R Sid. Error ofthe
Maodel R R Sguare Squars Estimaiz
1 248 DE2 fixe] 1.24625
a. Prediciors: {Constant), Switching Barrier, Contznt Markating
ANOVA=
Maodel Sum of Sgquares df Mean Squars F Sig.
1 Regression 6821 2 3410 215 A1F
Residual 104077 137 1553
Totl 110838 135
3. DependentVarisble: ABS_RES
b. Prediciors: {Constnd), Switching Barrier, Content Marketing
Coefficients®
Stand ardizad
Unstand ardized Cosficents  Codficients
Maodel B Sid. Ermror Bets 1 Sig.
1 {Constant) 4553 1534 3034 003
Condent Markefing -0 036 =177 -1.045 300
Switching Barrier -0313 064 -088 -521 504

3. DependentVarisble: ABS_RES



Hasil Uji Regresi SPSS

Notes

Variables Entered/Removed®

arizbles
Model ‘Varab ks Entered Removed Method
1 Switching Ba rier, . Enter
Content
Marksting®

3. DependantVarisbe: Customear Retznton
b. Allreguesied varisblesentered
Model Summary

Adjused R Std. Error ofthe
Model R R Square Square Estimate
1 AT T2 755 2.02227
a. Predictors: {Constani), Switching Barrier, Contznt Marketing
ANOV A2
Model Sum of Squares of Mean Square F Sig.
1 Regression BT9.458 2 431974 10752 SDEF
Residual 274002 137 4 050
Total 1153500 135
3. DependentVarisble: Customer Retention
b. Predictors: {Consant), Switching Barrier, Content Ma rketing
Coefficients*
Standardizad
Unstand ardized Coeficients | Coeficents
Maodel B Sidl. Errror Bets 1 Sig
1 {Constant) 2419 2488 ATz A4
Content Markefing 210 59 305 I8TT 001
Swiitching Barrier T&T 04 629 TiT3 S00

3. DependentVarisble: Customer Retention

DATAJET ACTIVAIE DatadetO.
DATAIET CLOJE Datadetd.



