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Lampiran 6. Pengolahan Data Statistik

Frequency Table

Jenis Kelamin

Cumulative
Frequency Percent Valid Percent Percent

Valid Laki-Laki 36 36.0 36.0 36.0

Perempuan 64 64.0 64.0 100.0

Total 100 100.0 100.0

Usia
Cumulative
Frequency Percent Valid Percent Percent

Valid 21-23 63 63.0 63.0 63.0

24-27 25 25.0 25.0 25.0

28-30 12 12.0 12.0 12.0

Total 100 100.0 100.0

Profesi
Cumulative
Frequency Percent Valid Percent Percent
Valid Mahasiswa 100 100.0 100.0 100.0
Domisili
Cumulative
Frequency Percent Valid Percent Percent

Valid Surabaya Barat 18 18.0 18.0 18.0

Surabaya Pusat 18 18.0 18.0 36.0

Surabaya Selatan 10 10.0 10.0 46.0

Surabaya Timur 18 18.0 18.0 64.0

Surabaya Utara 36 36.0 36.0 100.0

Total 100 100.0 100.0
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Lokasi Pembelian

Cumulative
Frequency Percent Valid Percent Percent
Valid Minimarket 59 59.0 59.0 59.0
Swalayan/Mall 20 20.0 20.0 79.0
Toko Kelontong 21 21.0 21.0 100.0
Total 100 100.0 100.0
X1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
56 56.0 56.0 62.0
SS 38 38.0 38.0 100.0
Total 100 100.0 100.0
X1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid N 5 5.0 5.0 5.0
S 61 61.0 61.0 66.0
S§ 34 34.0 34.0 100.0
Total 100 100.0 100.0
X1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
S 64 64.0 64.0 70.0
SS 30 30.0 30.0 100.0
Total 100 100.0 100.0
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X1.4

Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
65 65.0 65.0 71.0
SS 29 29.0 29.0 100.0
Total 100 100.0 100.0
X2.1
Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
72 72.0 72.0 78.0
SS 22 22.0 22.0 100.0
Total 100 100.0 100.0
X2.2
Cumulative
Frequency Percent Valid Percent Percent
Valid N 4 4.0 4.0 4.0
S 79 79.0 79.0 83.0
S§ 17 17.0 17.0 100.0
Total 100 100.0 100.0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
S 73 73.0 73.0 79.0
SS 21 21.0 21.0 100.0
Total 100 100.0 100.0
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X3.1

Cumulative
Frequency Percent Valid Percent Percent
Valid N 10 10.0 10.0 10.0
66 66.0 66.0 76.0
SS 24 24.0 24.0 100.0
Total 100 100.0 100.0
X3.2
Cumulative
Frequency Percent Valid Percent Percent
Valid N 10 10.0 10.0 10.0
64 64.0 64.0 74.0
SS 26 26.0 26.0 100.0
Total 100 100.0 100.0
Y.l
Cumulative
Frequency Percent Valid Percent Percent
Valid N 6 6.0 6.0 6.0
S 77 77.0 7%0 83.0
S§ 17 17.0 17.0 100.0
Total 100 100.0 100.0
Y.2
Cumulative
Frequency Percent Valid Percent Percent
Valid N 8 8.0 8.0 8.0
S 62 62.0 62.0 70.0
SS 30 30.0 30.0 100.0
Total 100 100.0 100.0
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Y.3

Cumulative
Frequency Percent Valid Percent Percent
Valid N 8 8.0 8.0 8.0
70 70.0 70.0 78.0

SS 22 22.0 22.0 100.0

Total 100 100.0 100.0
Descriptives

Descriptive Statistics
N Mean Std. Deviation
X1.1 100 4.32 584
X1.2 100 4.29 .556
X1.3 100 4.24 .553
X1.4 100 4.23 .548
X2.1 100 4.16 .507
X2.2 100 4.13 442
X2.3 100 4.15 .500
X3.1 100 4.14 .569
X3.2 100 4.16 .581
Y.l 100 4.11 469
Y.2 100 4.22 579
Y.3 100 4.14 .532
Valid N (listwise) 100
Correlations
Correlations
Kualitas
X1.1 X1.2 X1.3 X1.4 Produk
X1.1 Pearson 1| 271 | 260 | .336 681
Correlation
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Sig. (2-tailed) .006 .009 .001 .000

N 100 100 100 100 100
X1.2 Pearson 2717 1 .363 .309° 695"

Correlation

Sig. (2-tailed) .006 .000 .002 .000

N 100 100 100 100 100
X1.3 Pearson 260 363" 1 350" 703"

Correlation

Sig. (2-tailed) .009 .000 .000 .000

N 100 100 100 100 100
X1.4 Pearson .336 .309 .350 1 710

Correlation

Sig. (2-tailed) .001 .002 .000 .000

N 100 100 100 100 100
Kualitas Pearson .681 .695 .703 710 1
Produk Correlation

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

N 100 100 100 100 100

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

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 100 100.0
Excluded® 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

119




Cronbach's Alpha

N of Items

.647

Correlations

Correlations

X3.1 X3.2 Brand Image

X3.1 Pearson Correlation 1 .573ﬂ .884EF

Sig. (2-tailed) .000 .000

N 100 100 100
X3.2 Pearson Correlation 573" 1 .889°

Sig. (2-tailed) .000 .000

N 100 100 100
Brand Image Pearson Correlation 884" 889 1

Sig. (2-tailed) .000 .000

N 100 100 100

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

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 100 100.0
Excluded® 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's Alpha

N of Items

729

Correlations
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Correlations

X2.1 X2.2 X2.3 Brand Trust
X2.1 Pearson Correlation 1 .448ﬂ .303ﬂ .7695’
Sig. (2-tailed) .000 .002 .000
N 100 100 100 100
X2.2 Pearson Correlation 448~ 1 414" 787
Sig. (2-tailed) .000 .000 .000
N 100 100 100 100
X2.3 Pearson Correlation 303" 414 1 751
Sig. (2-tailed) .002 .000 .000
N 100 100 100 100
Brand Trust Pearson Correlation 769" 787" 751" 1
Sig. (2-tailed) .000 .000 .000
N 100 100 100 100

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

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N

%

Cases

Valid
Excluded?®

Total

100
0
100

100.0
.0
100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's Alpha

N of Items

.650

Correlations
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Correlations

Loyalitas
Y.l Y.2 Y.3 Pelanggan
Y.l Pearson Correlation 1 431 302 727 |
Sig. (2-tailed) .000 .002 .000
N 100 100 100 100
Y.2 Pearson Correlation 4317 1 391 817"
Sig. (2-tailed) .000 .000 .000
N 100 100 100 100
Y.3 Pearson Correlation .302 391 i .744
Sig. (2-tailed) .002 .000 .000
N 100 100 100 100
Loyalitas Pelanggan Pearson Correlation 727 .817 .744 1
Sig. (2-tailed) .000 .000 .000
N 100 100 100 100

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

Reliability

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 100 100.0
Excluded® 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the

procedure.
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Reliability Statistics

Cronbach's Alpha N of Items
.641 3
Regression
Variables Entered/Removed?
Variables
Model Variables Entered Removed Method
1 Brand Image, Enter
Kualitas  Produk,
Brand Trust”
a. Dependent Variable: Loyalitas Pelanggan
b. All requested variables entered.
Model Summary”
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .823° .678 .668 .697

a. Predictors: (Constant), Brand Image, Kualitas Produk, Brand Trust

b. Dependent Variable: Loyalitas Pelanggan

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 98.225 3 32.742 67.328 .000°
Residual 46.685 96 .486
Total 144.910 99
a. Dependent Variable: Loyalitas Pelanggan
b. Predictors: (Constant), Brand Image, Kualitas Produk, Brand Trust
Coefficients®
Standardize
Unstandardized d Collinearity
Model Coefficients Coefficients t Sig. Statistics
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Toleranc
B Std. Error Beta e VIF
1 (Constant) .969 .840 1.154 .252
Kualitas .264 .067 .340| 3.922 .000 446 2.243
Produk
Brand Trust .351 .099 .323| 3.560 .001 408 2.452
Brand Image 317 .096 .267| 3.300 .001 512 1.953
a. Dependent Variable: Loyalitas Pelanggan
Collinearity Diagnostics®
Variance Proportions
Eigenvalu Condition (Constant Kualitas Brand Brand
Model Dimension e Index ) Produk Trust Image
i 1 3.987 1.000 .00 .00 .00 .00
2 .007 23.191 42 .00 .00 .55
S .004 33.367 .56 37 .13 42
4 .002 42.283 .01 .62 .87 .03
a. Dependent Variable: Loyalitas Pelanggan
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N
Predicted Value 9.19 14.68 12.47 .996 100
Residual -2.374 2.152 .000 .687 100
Std. Predicted Value -3.289 2.216 .000 1.000 100
Std. Residual -3.405 3.086 .000 .985 100

a. Dependent Variable: Loyalitas Pelanggan
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NPar Tests

One-Sample Kolmogorov-Smirnov Test

Standardized
Residual
N 100
Normal Parameters®” Mean .0000000
Std. Deviation .98473193
Most Extreme Differences Absolute 17
Positive .097
Negative -.117
Kolmogorov-Smirnov Z 1.173
Asymp. Sig. (2-tailed) 128
a. Test distribution is Normal.
b. Calculated from data.
Nonparametric Correlations
Correlations
Unstanda
Kualitas Brand Brand rdized
Produk Trust Image Residual
Spearman' Kualitas Produk Correlation 1.000 .570’g .537g .009
s rho Coefficient
Sig. (2-tailed) .000 .000 929
N 100 100 100 100
Brand Trust Correlation 5707 1.000 595" 140
Coefficient
Sig. (2-tailed) .000 .000 164
N 100 100 100 100
Brand Image Correlation 5377 5957 1.000 .035
Coefficient
Sig. (2-tailed) .000 .000 727
N 100 100 100 100
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Unstandardized Correlation .009 .140 .035
Residual Coefficient
Sig. (2-tailed) .929 .164 727
N 100 100 100

1.000

100

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

Charts

Frequency

Histogram
Dependent Variable: LOYALITAS PELANGGAN
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Normal P-P Plot of Regression Standardized Residual
Dependent Variable: LOYALITAS PELANGGAN
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Regression Studentized Residual

Scatterplot
Dependent Variable: LOYALITAS PELANGGAN
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