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LAMPIRAN HASIL PENGUJIAN DATA PENELITIAN 

1. LAMPIRAN KARAKTERISTIK RESPONDEN 

a. BerdasarkanJenisKelamin 

JenisKelamin Jumlah Persentase 

Laki-laki 78 78.0 

Perempuan 22 22.0 

Total 100 100 

 

b. BerdasarkanUsia 

Usia Jumlah Persentase 

< 25 tahun 20 20.0 

25 s/d 35 
Tahun 

48 48.0 

36 s/d 45 
Tahun 

18 18.0 

> 45 Tahun 14 14.0 

Total 100 100.0 

 

2. LAMPIRAN  FREKUENSI  JAWABAN  

RESPONDEN 

a. Variabel Service Quality 

 



 

 

SQ.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 5 5.0 5.0 5.0 

3.00 11 11.0 11.0 16.0 

4.00 43 43.0 43.0 59.0 

5.00 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

 

 

SQ.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 10 10.0 10.0 13.0 

4.00 41 41.0 41.0 54.0 

5.00 46 46.0 46.0 100.0 

Total 100 100.0 100.0  

 

 



 

 

 

SQ.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 11 11.0 11.0 15.0 

4.00 45 45.0 45.0 60.0 

5.00 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 

 

SQ.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 4 4.0 4.0 5.0 

3.00 12 12.0 12.0 17.0 

4.00 45 45.0 45.0 62.0 

5.00 38 38.0 38.0 100.0 

Total 100 100.0 100.0  

 

 



 

SQ.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 11 11.0 11.0 15.0 

4.00 50 50.0 50.0 65.0 

5.00 35 35.0 35.0 100.0 

Total 100 100.0 100.0  

 

 

SQ.3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 11 11.0 11.0 14.0 

4.00 59 59.0 59.0 73.0 

5.00 27 27.0 27.0 100.0 

Total 100 100.0 100.0  

 

 

 



SQ.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 5 5.0 5.0 5.0 

3.00 10 10.0 10.0 15.0 

4.00 43 43.0 43.0 58.0 

5.00 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 

 

SQ.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 10 10.0 10.0 14.0 

4.00 52 52.0 52.0 66.0 

5.00 34 34.0 34.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 



SQ.5_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 11 11.0 11.0 15.0 

4.00 49 49.0 49.0 64.0 

5.00 36 36.0 36.0 100.0 

Total 100 100.0 100.0  

 

 

SQ.5_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 5 5.0 5.0 5.0 

3.00 7 7.0 7.0 12.0 

4.00 51 51.0 51.0 63.0 

5.00 37 37.0 37.0 100.0 

Total 100 100.0 100.0  

 
 

b. Variabel Kepuasan Konsumen 

 



 

 

KK.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 17 17.0 17.0 20.0 

4.00 44 44.0 44.0 64.0 

5.00 36 36.0 36.0 100.0 

Total 100 100.0 100.0  

 

 

KK.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 10 10.0 10.0 14.0 

4.00 55 55.0 55.0 69.0 

5.00 31 31.0 31.0 100.0 

Total 100 100.0 100.0  

 

 



 

 

 

KK.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 13 13.0 13.0 16.0 

4.00 48 48.0 48.0 64.0 

5.00 36 36.0 36.0 100.0 

Total 100 100.0 100.0  

 

 

KK.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 12 12.0 12.0 16.0 

4.00 44 44.0 44.0 60.0 

5.00 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 
 

c. Variabel Customer Loyality 

 



CL.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 6 6.0 6.0 11.0 

4.00 45 45.0 45.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

 

CL.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 4 4.0 4.0 5.0 

3.00 4 4.0 4.0 9.0 

4.00 52 52.0 52.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

 

 

 



CL.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 5 5.0 5.0 9.0 

4.00 50 50.0 50.0 59.0 

5.00 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

 

 

CL.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 6 6.0 6.0 11.0 

4.00 46 46.0 46.0 57.0 

5.00 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

 

 

 

 



CL.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 8 8.0 8.0 12.0 

4.00 46 46.0 46.0 58.0 

5.00 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 

 

CL.3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 6 6.0 6.0 10.0 

4.00 49 49.0 49.0 59.0 

5.00 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

 
 

 
 



a. Variabel Kepuasan Konsumen 

 

Correlations 

 KK.1_1 

KK.1_

2 KK.2_1 KK.2_2 KK.TOTAL 

KK.1_1 Pearson 

Correlation 
1 .614** .771** .603** .872** 

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

N 100 100 100 100 100 

KK.1_2 Pearson 

Correlation 
.614** 1 .596** .713** .847** 

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

N 100 100 100 100 100 

KK.2_1 Pearson 

Correlation 
.771** .596** 1 .600** .863** 

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

N 100 100 100 100 100 

KK.2_2 Pearson 

Correlation 
.603** .713** .600** 1 .851** 

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

N 100 100 100 100 100 

KK.TOTAL Pearson 

Correlation 
.872** .847** .863** .851** 1 

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

N 100 100 100 100 100 

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



a. Variabel Customer Loyalty 

 

 

Correlations 

 CL.1_1 CL.1_2 

CL.2_

1 CL.2_2 CL.3_1 CL.3_2 CL.TOTAL 

CL.

1_1 

Pearson 

Correlation 
1 .619** .771** .678** .690** .616** .863** 

Sig. (2-

tailed) 

        .000 .000 .000 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 

CL.

1_2 

Pearson 

Correlation 
.619** 1 .632** .743** .599** .644** .832** 

Sig. (2-

tailed) 
.000        .000 .000 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 

CL.

2_1 

Pearson 

Correlation 
.771** .632** 1 .687** .696** .595** .860** 

Sig. (2-

tailed) 
.000 .000 

       

.000 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 

CL.

2_2 

Pearson 

Correlation 
.678** .743** .687** 1 .594** .697** .868** 

Sig. (2-

tailed) 
.000 .000 .000        .000 .000 .000 .000 

N 100 100 100 100 100 100 100 



 

3. LAMPIRAN UJI RELIABILITAS 

a. Variabel Service Quality 

 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

CL.

3_1 

Pearson 

Correlation 
.690** .599** .696** .594** 1 .659** .832** 

Sig. (2-

tailed) 
.000 .000 .000 .000        .000 .000 .000 

N 100 100 100 100 100 100 100 

CL.

3_2 

Pearson 

Correlation 
.616** .644** .595** .697** .659** 1 .826** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000        .000 .000 

N 100 100 100 100 100 100 100 

CL.

TO

TAL 

Pearson 

Correlation 
.863** .832** .860** .868** .832** .826** 1 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000         .000 

N 100 100 100 100 100 100 100 

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



a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.951 10 

 

b. Variabel KepuasanKonsumen 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.881 4 

 

c. Variabel Customer Loyality 



Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.921 6 

 

4. LAMPIRAN UJI ASUMSI  KLASIK 

a. Uji Normalitas 

 

 

 

 

 

 

 



One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Parametersa,b Mean .0000000 

Std. Deviation 2.88848508 

Most Extreme Differences Absolute .059 

Positive .053 

Negative -.059 

Test Statistic .059 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 
 

b. Uji Multikolonieritas 

Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 Service Quality .826 1.211 

KepuasanKonsumen .826 1.211 

a. Dependent Variable: Customer Loyality 

 



c. UjiAutokorelasi 

Model Summaryb 

Model Durbin-Watson 

1 1.713a 

a. Predictors: (Constant), Service Quality, KepuasanKonsumen 

b. Dependent Variable: Customer Loyality 

 

d. UjiHeterokedastisitas 

 
 



 

5. LAMPIRAN  ANALISIS REGRESI LINIER 

BERGANDA 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .716a .513 .503 2.91811 

a. Predictors: (Constant), KepuasanKonsumen, Service Quality 

b. Dependent Variable: Customer Loyality 

 

 

ANOVAa 

Model Sum of Squares df 

Mean 

Square F Sig. 

1 Regression 868.919 2 434.459 51.021 .000b 

Residual 825.991 97 8.515   

Total 1694.910 99    

a. Dependent Variable: Customer Loyality 

b. Predictors: (Constant), KepuasanKonsumen, Service Quality 

 

 



 

 

 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.718 2.197  1.693 .094 

Service 

Quality 
.318 .048 .512 6.566 .000 

KepuasanKo

nsumen 
.511 .121 .330 4.237 .000 

a. Dependent Variable: Customer Loyality 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

 

 

 

 
 

 

 

 
 



 



Responden Service Quality Kepuasan Konsumen Customer Loyality

Resp_1 47 20 30

Resp_2 50 20 30

Resp_3 45 18 26

Resp_4 50 18 27

Resp_5 40 16 24

Resp_6 45 18 27

Resp_7 45 20 26

Resp_8 50 20 26

Resp_9 16 8 8

Resp_10 45 18 30

Resp_11 26 12 15

Resp_12 50 8 22

Resp_13 20 8 12

Resp_14 35 20 26

Resp_15 50 19 27

Resp_16 43 17 26

Resp_17 43 18 28

Resp_18 45 14 22

Resp_19 42 17 28

Resp_20 38 17 26

Resp_21 44 17 26

Resp_22 43 17 27

Resp_23 42 14 27

Resp_24 41 16 28

Resp_25 42 18 26

Resp_26 42 19 22

Resp_27 44 17 25

Resp_28 46 18 29

Resp_29 46 12 27

Resp_30 43 18 26

Resp_31 46 19 26

Resp_32 45 13 27

Resp_33 42 13 30

Resp_34 45 20 28

Resp_35 34 18 19

Resp_36 43 16 24

Resp_37 36 15 26

Resp_38 35 13 28

Resp_39 44 13 27

Resp_40 38 18 27

Resp_41 47 18 24

Resp_42 46 16 27

Resp_43 45 17 25

Resp_44 45 18 28

Resp_45 44 14 26



Resp_46 45 16 26

Resp_47 39 15 27

Resp_48 35 15 27

Resp_49 42 16 22

Resp_50 42 19 20

Resp_51 44 15 25

Resp_52 44 20 26

Resp_53 48 20 29

Resp_54 43 18 27

Resp_55 42 20 28

Resp_56 44 18 27

Resp_57 44 18 19

Resp_58 43 20 27

Resp_59 44 15 28

Resp_60 44 16 24

Resp_61 45 19 30

Resp_62 47 17 27

Resp_63 46 18 26

Resp_64 50 18 27

Resp_65 35 16 26

Resp_66 43 14 21

Resp_67 32 18 28

Resp_68 38 18 29

Resp_69 35 18 28

Resp_70 47 18 27

Resp_71 43 16 24

Resp_72 45 18 27

Resp_73 45 19 30

Resp_74 47 18 25

Resp_75 34 18 29

Resp_76 47 17 27

Resp_77 44 14 28

Resp_78 47 19 28

Resp_79 44 18 27

Resp_80 44 19 26

Resp_81 44 18 25

Resp_82 46 17 25

Resp_83 44 14 29

Resp_84 46 15 26

Resp_85 36 18 29

Resp_86 30 18 27

Resp_87 33 18 27

Resp_88 47 17 26

Resp_89 43 16 26

Resp_90 37 18 27

Resp_91 36 16 27

Resp_92 44 19 27



Resp_93 42 13 25

Resp_94 47 12 25

Resp_95 30 17 18

Resp_96 22 14 12

Resp_97 50 20 30

Resp_98 20 10 8

Resp_99 46 14 26

Resp_100 47 15 25


