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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

3
4
4
3

2
5
5

3
4
3
3

5
2
3

2
4
4

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

2
1
1

2
2

S/

101
102

103| 4

104| 4

105 4

106| 3
107
108
109
110
111
112

113| 3

114] 4

115] 4

116| 3
117

118| 5

119] 4

120 3
121
122

123] 4
124
125

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-5



Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

3

4
5
3

5
4
2
4

2
4
2

2
2
3
4

4
4
4

3
3

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

1

2

2
2

2

1
1

S/

126| 4
127

128| 5

129 5
130
131
132

133] 4

134 4

135| 3

136
137

138 4
139
140
141
142

143] 4

1441 4

145] 3
146
147

148 | 4
149
150
151
152

153] 3

154| 3

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

10
11
12
13
14
15
16
17
18
19
20
21

22

23
24
25

26
27

28
29

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

30
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

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-8



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

59

60
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

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-9



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

88
89
90
91

92

93
94
95
96
97

98
99

100 4

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-10



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4
4
5
4

4
4
4

2
4
4
1

3
4
4

4
3
3

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

2

1

2

S/

101
102

103[ 4

104] 4

105( 4

106( 4
107

108] 3

109( 4

110 4
111
112
113

114 3

115] 4
116
117

118 3

119( 3

120] 4
121
122

123] 4

124] 3
125

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-11



LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4

5
5
3

4
4
4
3

4
4
5

5
4
4
1

4
4
4

4
4

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

2

1

S/

126( 4
127

128| 4

129] 5

130 3
131
132

133] 4
134

135( 3

136( 3
137

138 4

139( 4

140 4
141
142

143] 4

1441 4

145] 4
146
147

148] 4

149] 4

150 4
151
152

153] 3

154 3

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-12



Lampiran 2.

Output Uji Validitas dan Reliabilitas

Uji Validitas : Price
Correlations

Correlations

X1 X2 X3 Total_Price
X1 Pearson Correlation 1 7194 .196 .833*4
Sig. (1-tailed) .000 .150 .000
N 30 30 30 30
X2 Pearson Correlation 719%4 1 278 .857*
Sig. (1-tailed) .000 .069 .000
N 30 30 30 30
X3 Pearson Correlation .196 .278 1 .630**
Sig. (1-tailed) 150 .069 .000
N 30 30 30 30
Total_Price  Pearson Correlation .833*% .857*4 .630*} 1
Sig. (1-tailed) .000 .000 .000
N 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
Uji Validitas : Distribution Intensity
Correlations
Correlations
X17 X18 X19 X20 Total DI
X17 Pearson Correlation 1 .824*4 .207 225 .690*¥
Sig. (1-tailed) .000 .136 116 .000
N 30 30 30 30 30
X18 Pearson Correlation .824*4 1 .259 .289 .730*4
Sig. (1-tailed) .000 .084 .060 .000
N 30 30 30 30 30
X19 Pearson Correlation .207 .259 1 .956*4 .822*¥
Sig. (1-tailed) .136 .084 .000 .000
N 30 30 30 30 30
X20 Pearson Correlation 225 .289 .956*4 1 .837*
Sig. (1-tailed) 116 .060 .000 .000
N 30 30 30 30 30
Total_DI  Pearson Correlation .690* .730%% .822*4 .837*4 1
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
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Uji Validitas : Office Image

Correlations
Correlations
X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 X16 Total Ol
X4 Pearson Correlation 1 .669%| .619** A473% 491% .600** 561**| A417* .460**! .551** 497+ .650**! 440** . 732**
Sig. (1-tailed) .000 .000 .004 .003 .000 .001 .011 .005 .001 .003 .000 .008 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X5 Pearson Correlation .669** 1 .635** .419* .468**! .378* .460%! .450%* .680**! 246 .345* 465%! .294 .636**
Sig. (1-tailed) .000 .000 .011 .005 .020 .005 .006 .000 .095 .031 .005 .057 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X6 Pearson Correlation .619** .635**! 1 . 792*! .638** . 710** 748 .582** 722* .630%* .488** . 795%! 476** .870**
Sig. (1-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .003 .000 .004 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X7 Pearson Correlation A73% .419* .792%* 1 .552%*] .800**! 751 543 .504**! .634** .334* .613*! .482** T72%
Sig. (1-tailed) .004 .011 .000 .001 .000 .000 .001 .002 .000 .036 .000 .004 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X8 Pearson Correlation .491** .468**! .638** .552%1 1 . 753** .785** . 795%* .579** .650%* . 751** . 740% .628** .851**
Sig. (1-tailed) .003 .005 .000 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X9 Pearson Correlation .600**! .378* L 710%* .800**! 753 1 .870%* .668** 428 .866** 522 .809** 445** .862**
Sig. (1-tailed) .000 .020 .000 .000 .000 .000 .000 .009 .000 .002 .000 .007 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X10 Pearson Correlation 561** .460**| 748** . 751** . 785%*| .870** 1 .678** .554** .803** .643** .788*! .383* .878**
Sig. (1-tailed) .001 .005 .000 .000 .000 .000 .000 .001 .000 .000 .000 .018 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X11 Pearson Correlation A417* .450%* .582%* 543* .795*% .668** .678** 1 .667** .658** . 784** .B657* .589** .822**
Sig. (1-tailed) .011 .006 .000 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X12 Pearson Correlation .460** .680**| 722%* .504* 579** 428** .554** .667** 1 .319* .522** .582* .397* . 728**
Sig. (1-tailed) .005 .000 .000 .002 .000 .009 .001 .000 .043 .002 .000 .015 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X13 Pearson Correlation 551** .246 .630** .634*| .650%*| .866**! .803**| .658** .319* 1 .698**! . 794*| A417* .810**
Sig. (1-tailed) .001 .095 .000 .000 .000 .000 .000 .000 .043 .000 .000 .011 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X14 Pearson Correlation 497 .345* .488** .334* L751%% pb 22k .643*| . 784** .522** .698** 1 .639*! .582** . 759**
Sig. (1-tailed) .003 .031 .003 .036 .000 .002 .000 .000 .002 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X15 Pearson Correlation .650** .465%| .795** .613* 740% .809** .788**! .657** .582**! 794** .639** 1 .465** .884**
Sig. (1-tailed) .000 .005 .000 .000 .000 .000 .000 .000 .000 .000 .000 .005 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
X16 Pearson Correlation 440%* .294 476 .482* .628**! 445** .383* .589** .397* A417* .582**1 465%! 1 .636**
Sig. (1-tailed) .008 .057 .004 .004 .000 .007 .018 .000 .015 .011 .000 .005 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30
Total_Ol Pearson Correlation 732% .636**! .870* T72% .851**! .862**! .878**! .822%* . 728*| .810%* . 759** .884**| .636** 1
Sig. (1-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

**. Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
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Uji Validitas : Advertising
Correlations

Correlations

X21 X22 X23 X24 X25 Total Adv
X21 Pearson Correlation 1 .285 .633*4 .644*4 .678*4 .849*¥
Sig. (1-tailed) .063 .000 .000 .000 .000
N 30 30 30 30 30 30
X22 Pearson Correlation .285 1 .396* .323* .193 .552*¥
Sig. (1-tailed) .063 .015 .041 153 .001
N 30 30 30 30 30 30
X23 Pearson Correlation .633*4 .396* 1 .543*4 .651*4 .819*¥
Sig. (1-tailed) .000 .015 .001 .000 .000
N 30 30 30 30 30 30
X24 Pearson Correlation .644* .323* 543 1 743* .830*
Sig. (1-tailed) .000 .041 .001 .000 .000
N 30 30 30 30 30 30
X25 Pearson Correlation .678*4 .193 .651*4 .743*4 1 .843*4
Sig. (1-tailed) .000 .153 .000 .000 .000
N 30 30 30 30 30 30
Total Adv Pearson Correlation .849*4 .552*4 .819*4 .830*4 .843*4 1
Sig. (1-tailed) .000 .001 .000 .000 .000
N 30 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Uji Validitas : Price Deal
Correlations
Correlations
X26 X27 X28 Total PD
X26 Pearson Correlation 1 .343* A44%H .673*
Sig. (1-tailed) .032 .007 .000
N 30 30 30 30
X27 Pearson Correlation .343* 1 .838*4 .894*¥
Sig. (1-tailed) .032 .000 .000
N 30 30 30 30
X28 Pearson Correlation 444 .838*4 1 .929*4
Sig. (1-tailed) .007 .000 .000
N 30 30 30 30
Total_PD Pearson Correlation .673* .894*4 .929*4 1
Sig. (1-tailed) .000 .000 .000
N 30 30 30 30
*. Correlation is significant at the 0.05 level (1-tailed).
**. Correlation is significant at the 0.01 level (1-tailed).
L-15
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Uji Validitas : Perceived Quality
Correlations

Correlations

Y1 Y2 Y3 Y4 Y5 Y6 Total PQ
Y1 Pearson Correlation 1 .610*4 .709*4 .521* .619*4 .709*% .836™4
Sig. (1-tailed) .000 .000 .002 .000 .000 .000
N 30 30 30 30 30 30 30
Y2 Pearson Correlation .610*% 1 .553*4 .572* .504*4 A9T7* 7564
Sig. (1-tailed) .000 .001 .000 .002 .003 .000
N 30 30 30 30 30 30 30
Y3 Pearson Correlation .709*% .553*) 1 74T 7564 .806*4 .902*4
Sig. (1-tailed) .000 .001 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Y4 Pearson Correlation 5214 .572*) TAT7 1 .618*4 TAT* .826*4
Sig. (1-tailed) .002 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Y5 Pearson Correlation .619*% .504*4 .756*4 .618*4 1 7564 .833*
Sig. (1-tailed) .000 .002 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Y6 Pearson Correlation .709*% 497 .806*4 74T 7564 1 .889*4
Sig. (1-tailed) .000 .003 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Total_PQ Pearson Correlation .836*) 756" .902*4 .826*4 .833*} .889*% 1
Sig. (1-tailed) .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
Uji Validitas : Brand Loyalty
Correlations
Correlations
Y7 Y8 Y9 Y10 Y11 Total BL
Y7 Pearson Correlation 1 212 .140 .254 .223 ABT**
Sig. (1-tailed) .130 231 .088 118 .003
N 30 30 30 30 30 30
Y8 Pearson Correlation 212 1 .B697** .668** .690** .856**
Sig. (1-tailed) 130 .000 .000 .000 .000
N 30 30 30 30 30 30
Y9 Pearson Correlation .140 .697** 1 .620** .558** .807**
Sig. (1-tailed) 231 .000 .000 .001 .000
N 30 30 30 30 30 30
Y10 Pearson Correlation .254 .668** .620** 1 771 .843**
Sig. (1-tailed) .088 .000 .000 .000 .000
N 30 30 30 30 30 30
Y11l Pearson Correlation 223 .690** .558** T71x* 1 .832**
Sig. (1-tailed) 118 .000 .001 .000 .000
N 30 30 30 30 30 30
Total_BL Pearson Correlation A8T** .856** .807** .843** .832** 1
Sig. (1-tailed) .003 .000 .000 .000 .000
N 30 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
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Uji Validitas : Brand Awareness/Associations
Correlations

Correlations

Y12 Y13 Y14 Y15 Y16 Total BA
Y12 Pearson Correlation 1 A463* .370* .567*4 AT1H 7214
Sig. (1-tailed) .005 .022 .001 .004 .000
N 30 30 30 30 30 30
Y13 Pearson Correlation A63* 1 7554 .637*4 135 .801*4
Sig. (1-tailed) .005 .000 .000 .239 .000
N 30 30 30 30 30 30
Y14 Pearson Correlation .370* .755*4 1 .513*4 223 776%4
Sig. (1-tailed) .022 .000 .002 118 .000
N 30 30 30 30 30 30
Y15 Pearson Correlation 567*4 .637* .513*4 1 .490*4 .856*
Sig. (1-tailed) .001 .000 .002 .003 .000
N 30 30 30 30 30 30
Y16 Pearson Correlation AT .135 .223 490*4 1 .615*%
Sig. (1-tailed) .004 .239 .118 .003 .000
N 30 30 30 30 30 30
Total BA Pearson Correlation 721* .801*4 776* .856** .615*4 1
Sig. (1-tailed) .000 .000 .000 .000 .000
N 30 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Uji Validitas: Brand Equity
Correlations
Correlations
Y17 Y18 Y19 Y20 Total BE
Y17 Pearson Correlation 1 817 763** 767 .906**
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
Y18 Pearson Correlation 817 1 .890** .823** .953**
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
Y19 Pearson Correlation 763** .890** 1 .823** .938**
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
Y20 Pearson Correlation T67** .823** .823** 1 .912**
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
Total_BE Pearson Correlation .906** .953** .938** .912** 1
Sig. (1-tailed) .000 .000 .000 .000
N 30 30 30 30 30
**. Correlation is significant at the 0.01 level (1-tailed).
L-17
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Uji Reliabilitas: Price

Reliabi

lity

Case Processing Summary

N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
.664 3

Item-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Item-Total Alpha if Item

Item Deleted Item Deleted Correlation Deleted
X1 7.1333 1.016 .568 434
X2 7.1667 1.040 .653 327
X3 6.8333 1.454 .253 .835

Uji Reliabilitas: Office Image

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
.947 13
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ltem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Item-Total Alpha if Item
Item Deleted | Item Deleted Correlation Deleted
X4 46.90000 54.645 .676 .945
X5 46.60000 57.352 .580 .947
X6 46.83333 51.868 .837 .940
X7 46.70000 54.907 727 .943
X8 46.46667 55.982 .828 .942
X9 46.50000 54.328 .835 .940
X10 46.43333 55.357 .857 941
X11 46.33333 55.126 .789 .942
X12 46.43333 54.599 .670 .945
X13 46.36667 53.482 .767 .942
X14 46.26667 54.547 .709 .944
X15 46.76667 52.254 .856 .939
X16 46.60000 57.352 .580 .947
Uji Reliabilitas: Distribution Intensity
Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excluded? 0 .0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's
Alpha N of Items
J74 4
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if ltem-Total Alpha if Item
Iltem Deleted [ Item Deleted | Correlation Deleted
X17 10.6667 5.678 478 767
X18 10.5333 5.499 .538 .739
X19 10.2000 4.648 .644 .682
X20 10.3000 4.424 .658 674

Pengaruh bauran pemasaran..., Irma Citrayani, Program Pascasarjana, 2008

L-19



Uji Reliabilitas: Advertising

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excluded? 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
.836 5
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if Iltem-Total Alpha if Item
Item Deleted Item Deleted Correlation Deleted
X21 13.6667 5.609 .719 779
X22 14.0667 7.651 .342 .877
X23 13.6000 6.593 .718 .784
X24 13.1333 6.533 .733 .780
X25 13.2667 5.995 .728 775

Uji Reliabilitas: Price Deal

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's

Alpha

N of Items

.790

3
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ltem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Item-Total Alpha if Item
Item Deleted Iltem Deleted Correlation Deleted
X26 6.8333 1.937 411 912
X27 7.1667 1.247 725 .605
X28 7.1333 1.154 .805 .502
Uji Reliabilitas: Perceived Quality
Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's
Alpha N of Items
913 6
Iltem-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if Iltem-Total Alpha if Item
Iltem Deleted Iltem Deleted Correlation Deleted
Y1 19.0667 9.582 .748 .900
Y2 18.9333 9.995 .631 919
Y3 18.7667 9.633 .853 .884
Y4 18.9000 10.231 .751 .899
Y5 18.7333 10.340 .765 .898
Y6 18.7667 9.702 .835 .887

Uji Reliabilitas: Brand Loyalty

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excluded® 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha

N of ltems

.809

5

ltem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Item-Total Alpha if Item

Item Deleted Item Deleted Correlation Deleted
Y7 14.5333 7.982 .233 .878
Y8 14.6667 6.092 751 .723
Y9 15.0667 5.857 .640 .761
Y10 14.5333 6.878 .765 .738
Y11 14.6667 6.368 722 .735

Uji Reliabilitas: Brand Awareness/Associations

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.804

5

ltem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Iltem-Total Alpha if Item

Item Deleted Item Deleted Correlation Deleted
Y12 14.8000 6.786 .607 772
Y13 15.1000 5.679 .660 .743
Y14 15.1000 5.679 .612 .759
Y15 14.9000 5.266 741 714
Y16 14.7667 6.530 .388 .829
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Uji Reliabilitas: Brand Equity

Reliability
Case Processing Summary
N %
Cases Valid 30 100.0
Excludec? 0 .0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics
Cronbach's
Alpha N of Items
.944 4

Item-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Variance if Iltem-Total Alpha if Item

Item Deleted Item Deleted Correlation Deleted
Y17 11.5667 4.530 .826 .940
Y18 11.3667 4.378 913 911
Y19 11.3667 4.447 .885 .920
Y20 11.3000 5.045 .856 .933

Pengaruh bauran pemasaran..., Irma Citrayani, Program Pascasarjana, 2008

L-23



Pengaruh bauran pemasaran..., Irma Citrayani, Program Pascasarjana, 2008 L-24



Lampiran 3. Output Uji Model dengan AMOS

Standardized Indirect Effects (Group number 1 - Default model)

. o Office [ Distribution . Brand Brand |Perceived| Brand
Price Deal| Advertising . Price : :
Image Intensity Awareness | Loyalty Quality Equity
Brand Awareness 0 0 0 0 0 0 0 0 0
Brand Loyalty 0 0 0 0 0 0 0 0 0
Perceived Quality 0 0 0 0 0 0 0 0 0
Brand Equity 0.002 0.402 0.148 0.251 -0.005 0 0 0 0
Y20 0.002 0.299 0.11 0.187 -0.004 0.071 0.442 0.116 0
Y19 0.002 0.347 0.128 0.217 -0.005 0.083 0.513 0.134 0
Y18 0.002 0.326 0.12 0.204 -0.004 0.078 0.483 0.126 0
Y17 0.001 0.228 0.084 0.143 -0.003 0.054 0.337 0.088 0
Y12 0.015 0.202 0.28 0.083 0 0 0 0 0
Y13 0.016 0.209 0.289 0.086 0 0 0 0 0
Y14 0.015 0.206 0.285 0.085 0 0 0 0 0
Y15 0.017 0.232 0.322 0.096 0 0 0 0 0
Y16 0.008 0.108 0.149 0.044 0 0 0 0 0
Y7 0 0.19 0 0.129 0 0 0 0 0
Y8 0 0.298 0 0.202 0 0 0 0 0
Y9 0 0.334 0 0.226 0 0 0 0 0
Y10 0 0.381 0 0.258 0 0 0 0 0
Y11 0 0.388 0 0.262 0 0 0 0 0
Y6 -0.001 0.276 0.482 0.13 -0.025 0 0 0 0
Y5 -0.001 0.282 0.493 0.133 -0.025 0 0 0 0
Y4 -0.001 0.261 0.456 0.123 -0.023 0 0 0 0
Y3 0 0.232 0.407 0.11 -0.021 0 0 0 0
Y2 0 0.2 0.351 0.095 -0.018 0 0 0 0
Y1 0 0.243 0.426 0.115 -0.022 0 0 0 0
X26 0 0 0 0 0 0 0 0 0
X27 0 0 0 0 0 0 0 0 0
X28 0 0 0 0 0 0 0 0 0
X21 0 0 0 0 0 0 0 0 0
X22 0 0 0 0 0 0 0 0 0
X23 0 0 0 0 0 0 0 0 0
X24 0 0 0 0 0 0 0 0 0
X25 0 0 0 0 0 0 0 0 0
X4 0 0 0 0 0 0 0 0 0
X5 0 0 0 0 0 0 0 0 0
X6 0 0 0 0 0 0 0 0 0
X7 0 0 0 0 0 0 0 0 0
X8 0 0 0 0 0 0 0 0 0
X9 0 0 0 0 0 0 0 0 0
X10 0 0 0 0 0 0 0 0 0
X11 0 0 0 0 0 0 0 0 0
X12 0 0 0 0 0 0 0 0 0
X13 0 0 0 0 0 0 0 0 0
X14 0 0 0 0 0 0 0 0 0
X15 0 0 0 0 0 0 0 0 0
X16 0 0 0 0 0 0 0 0 0
X17 0 0 0 0 0 0 0 0 0
X18 0 0 0 0 0 0 0 0 0
X19 0 0 0 0 0 0 0 0 0
X20 0 0 0 0 0 0 0 0 0
X1 0 0 0 0 0 0 0 0 0
X2 0 0 0 0 0 0 0 0 0
X3 0 0 0 0 0 0 0 0 0
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Standardized Regression Weights: (Group number 1 - Default model)

Estimate
Perceived Quality <--- Price -0.034
Perceived Quality <--- Office_Image 0.668
Brand Awareness <--- Office_Image 0.461
Perceived Quality <mmm Distribution_Intensity 0.181
Brand Loyalty Conm Distribution_Intensity 0.353
Brand Awareness <--- Distribution_Intensity 0.137
Brand Awareness <--- Advertising 0.333
Brand Awareness <--- Price Deal 0.025
Perceived Quality <--- Price Deal -0.001
Brand Loyalty <--- Advertising 0.522
Perceived Quality <--- Advertising 0.382
Brand Equity <--- Perceived Quality 0.156
Brand Equity <--- Brand Loyalty 0.594
Brand Equity <--- Brand_Awareness 0.096
X3 <-4 Price 0.124
X2 <--- Price 2.129
X1 <--- Price 0.067
X20 <--- Distribution Intensity 0.846
X19 <--- Distribution Intensity 0.926
X18 <--- Distribution Intensity 0.587
X17 <--- Distribution Intensity 0.53
X16 <--- Office Image 0.706
X15 <--- Office Image 0.757
X14 <--- Office Image 0.717
X13 <--- Office Image 0.783
X12 <--- Office Image 0.725
X11 <-=- Office Image 0.868
X10 <--- Office Image 0.92
X9 <) Office Image 0.916
X8 <--- Office Image 0.856
X7 <--- Office Image 0.643
X6 <-m Office Image 0.667
X5 Camm Office Image 0.549
X4 <--- Office Image 0.456
X25 <--- Advertising 0.858
X24 <mmm Advertising 0.803
X23 Canm Advertising 0.817
X22 <--- Advertising 0.321
X21 <--- Advertising 0.534
X28 <-mm Price Deal 4.694
X27 Canm Price Deal 0.131
X26 <--- Price Deal 0.028
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Standardized Regression Weights: (Group number 1 - Default model)

Estimate
Y1l Canm Perceived Quality 0.638
Y2 <--- Perceived Quality 0.525
Y3 <--- Perceived Quality 0.609
Y4 <mmm Perceived Quality 0.684
Y5 Canm Perceived Quality 0.739
Y6 <--- Perceived Quality 0.722
Y11 <--- Brand Loyalty 0.742
Y10 <mmm Brand Loyalty 0.729
Y9 Canm Brand Loyalty 0.639
Y8 <--- Brand Loyalty 0.571
Y16 <--- Brand Awareness 0.324
Y15 <--- Brand Awareness 0.698
Y14 Ao Brand Awareness 0.619
Y13 <--- Brand Awareness 0.628
Y12 <--- Brand Awareness 0.607
Y17 <--- Brand Equity 0.568
Y18 <--- Brand Equity 0.812
Y19 <--- Brand Equity 0.864
Y20 Ee Brand Equity 0.745
Y7 <i-- Brand Equity 0.364
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Variances: (Group number 1 - Default model)

Estimate S.E. C.R| P Labell
Price 0.011 0.082 0.129 0.897
Distribution Intensity 0.514 0.085 6.07 ikl
Office Image 0.265 0.053 4,968 FhH
Advertising 0.481 0.076 6.319 FHH
Price Deal 14.865( 237.653 0.063 0.95
e49 0.069 0.019 3.617 falale
e50 0.182 0.041 4417 el
e51 0.059 0.033 1.792 0.073
e52 0.103 0.03 3.39 fadalal
e3 0.67 0.111 6.034 falalel
e2 -2.194| 21.567 -0.102 0.919
el 0.928 0.111 8.374 FhH
e20 0.204 0.039 5.246 falalel
el9 0.122 0.046 2.672 0.008
el8 0.504 0.061 8.222 el
el7 0.623 0.074 8.366 FhH
el6 0.267 0.032 8.408 falalel
el4d 0.273 0.033 8.385 falale
el3 0.218 0.027 8.203 Fhx
el2 0.271 0.032 8.368 FhH
ell 0.094 0.012 1.7 fadalal
el0 0.065 0.01 6.844 el
e9 0.074 0.011 6.958 Fhx
e8 0.108 0.014 7.807 FhH
e’ 0.381 0.045 8.507 falalel
e6 0.377 0.044 8.472 falalel
e5 0.333 0.039 8.6 el
ed 0.491 0.057 8.657 FhH
el5 0.266 0.032 8.289 falalel
e25 0.172 0.032 5.438 falalel
e23 0.186 0.029 6.355 Fhx
e22 0.698 0.081 8.618 FhH
e21 0.678 0.082 8.295 falalal
e24 0.231 0.035 6.594 falale
e28 -14.19| 237.664 -0.06 0.952
e27 0.799 0.24 3.322 FhH
e26 0.661 0.076 8.694 fadalal
e29 0.27 0.035 7.787 falalel
e30 0.418 0.051 8.216 Fhx
e3l 0.303 0.038 7.923 FhH
e32 0.18 0.024 7.513 fadalal
e33 0.181 0.026 7.049 FkK
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Variances: (Group number 1 - Default model)

Estimate S.E. C.R| P Labell
e34 0.204 0.028 7.213 FkK
e39 0.247 0.038 6.434 FkK
e38 0.227 0.034 6.601 FhH
e37 0.499 0.067 7.453 FhK
e36 0.515 0.066 7.844 FkK
e35 0.381 0.045 8.465 FkK]
ed4 0.762 0.09 8.447 FhH
e43 0.271 0.043 6.268 FhK
e42 0.331 0.046 7.134 FkK
edl 0.344 0.049 7.058 Skl
e40 0.223 0.031 7.236 FhH
e45 0.409 0.05 8.163 FhK
e46 0.189 0.03 6.204 falalel
ed7 0.127 0.025 4,995 FkK
e48 0.207 0.029 7.169 FHK
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Lampiran 3. Output Uji Model Pengukuran dengan AMOS

Standardized Total Effects (Group number 1 - Default model)

: o Office |Distribution . Brand Brand |Perceived| Brand
Price Deal| Advertising . Price : :
Image Intensity Awareness | Loyalty Quality Equity
Brand Awareness 0.025 0.333 0.461 0.137 0 0 0 0 0
Brand Loyalty 0 0.522 0 0.353 0 0 0 0 0
Perceived Quality -0.001 0.382 0.668 0.181 -0.034 0 0 0 0
Brand Equity 0.002 0.402 0.148 0.251 -0.005 0.096 0.594 0.156 0
Y20 0.002 0.299 0.11 0.187 -0.004 0.071 0.442 0.116 0.745
Y19 0.002 0.347 0.128 0.217 -0.005 0.083 0.513 0.134 0.864
Y18 0.002 0.326 0.12 0.204 -0.004 0.078 0.483 0.126 0.812
Y17 0.001 0.228 0.084 0.143 -0.003 0.054 0.337 0.088 0.568
Y12 0.015 0.202 0.28 0.083 0 0.607 0 0 0
Y13 0.016 0.209 0.289 0.086 0 0.628 0 0 0
Y14 0.015 0.206 0.285 0.085 0 0.619 0 0 0
Y15 0.017 0.232 0.322 0.096 0 0.698 0 0 0
Y16 0.008 0.108 0.149 0.044 0 0.324 0 0 0
Y7 0 0.19 0 0.129 0 0 0.364 0 0
Y8 0 0.298 0 0.202 0 0 0.571 0 0
Y9 0 0.334 0 0.226 0 0 0.639 0 0
Y10 0 0.381 0 0.258 0 0 0.729 0 0
Y11 0 0.388 0 0.262 0 0 0.742 0 0
Y6 -0.001 0.276 0.482 0.13 -0.025 0 0 0.722 0
Y5 -0.001 0.282 0.493 0.133 -0.025 0 0 0.739 0
Y4 -0.001 0.261 0.456 0.123 -0.023 0 0 0.684 0
Y3 0 0.232 0.407 0.11 -0.021 0 0 0.609 0
Y2 0 0.2 0.351 0.095 -0.018 0 0 0.525 0
Y1 0 0.243 0.426 0.115 -0.022 0 0 0.638 0
X26 0.028 0 0 0 0 0 0 0 0
X27 0.131 0 0 0 0 0 0 0 0
X28 4.694 0 0 0 0 0 0 0 0
X21 0 0.534 0 0 0 0 0 0 0
X22 0 0.321 0 0 0 0 0 0 0
X23 0 0.817 0 0 0 0 0 0 0
X24 0 0.803 0 0 0 0 0 0 0
X25 0 0.858 0 0 0 0 0 0 0
X4 0 0 0.456 0 0 0 0 0 0
X5 0 0 0.549 0 0 0 0 0 0
X6 0 0 0.667 0 0 0 0 0 0
X7 0 0 0.643 0 0 0 0 0 0
X8 0 0 0.856 0 0 0 0 0 0
X9 0 0 0.916 0 0 0 0 0 0
X10 0 0 0.92 0 0 0 0 0 0
X11 0 0 0.868 0 0 0 0 0 0
X12 0 0 0.725 0 0 0 0 0 0
X13 0 0 0.783 0 0 0 0 0 0
X14 0 0 0.717 0 0 0 0 0 0
X15 0 0 0.757 0 0 0 0 0 0
X16 0 0 0.706 0 0 0 0 0 0
X17 0 0 0 0.53 0 0 0 0 0
X18 0 0 0 0.587 0 0 0 0 0
X19 0 0 0 0.926 0 0 0 0 0
X20 0 0 0 0.846 0 0 0 0 0
X1 0 0 0 0 0.067 0 0 0 0
X2 0 0 0 0 2.129 0 0 0 0
X3 0 0 0 0 0.124 0 0 0 0
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Lampiran 3. Output Uji Model Pengukuran dengan AMOS

Direct Effects (Group number 1 - Default model)
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Lampiran 3. Output Uji Model Pengukuran dengan AMOS

Standardized Direct Effects (Group number 1 - Default model)
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Lampiran 3. Output Uji Model Pengukuran dengan AMOS

Indirect Effects (Group number 1 - Default model)

Price Advertising Office | Distribution Price Brand Brand |Perceived| Brand
Deal Image Intensity Awareness| Loyalty Quality Equity
Brand Awareness 0 0 0 0 0 0 0 0 0
Brand Loyalty 0 0 0 0 0 0 0 0 0
Perceived Quality 0 0 0 0 0 0 0 0 0
Brand Equity 0 0.256 0.127 0.155 -0.023 0 0 0 0
Y20 0 0.294 0.146 0.178 -0.026 0.163 0.549 0.184 0
Y19 0 0.354 0.176 0.214 -0.031 0.196 0.66 0.221 0
Y18 0 0.351 0.174 0.212 -0.031 0.194 0.655 0.219 0
Y17 0 0.256 0.127 0.155 -0.023 0.141 0.477 0.16 0
Y12 0.002 0.173 0.323 0.069 0 0 0 0 0
Y13 0.003 0.227 0.423 0.09 0 0 0 0 0
Y14 0.003 0.218 0.406 0.087 0 0 0 0 0
Y15 0.003 0.244 0.454 0.097 0 0 0 0 0
Y16 0.002 0.144 0.268 0.057 0 0 0 0 0
Y7 0 0.182 0 0.119 0 0 0 0 0
Y8 0 0.376 0 0.246 0 0 0 0 0
Y9 0 0.442 0 0.289 0 0 0 0 0
Y10 0 0.382 0 0.25 0 0 0 0 0
Y11 0 0.414 0 0.271 0 0 0 0 0
Y6 0 0.259 0.611 0.119 -0.156 0 0 0 0
Y5 0 0.257 0.605 0.117 -0.155 0 0 0 0
Y4 0 0.219 0.516 0.1 -0.132 0 0 0 0
Y3 0 0.233 0.548 0.106 -0.14 0 0 0 0
Y2 0 0.22 0.518 0.101 -0.132 0 0 0 0
Y1 0 0.237 0.558 0.108 -0.143 0 0 0 0
X26 0 0 0 0 0 0 0 0 0
X27 0 0 0 0 0 0 0 0 0
X28 0 0 0 0 0 0 0 0 0
X21 0 0 0 0 0 0 0 0 0
X22 0 0 0 0 0 0 0 0 0
X23 0 0 0 0 0 0 0 0 0
X24 0 0 0 0 0 0 0 0 0
X25 0 0 0 0 0 0 0 0 0
X4 0 0 0 0 0 0 0 0 0
X5 0 0 0 0 0 0 0 0 0
X6 0 0 0 0 0 0 0 0 0
X7 0 0 0 0 0 0 0 0 0
X8 0 0 0 0 0 0 0 0 0
X9 0 0 0 0 0 0 0 0 0
X10 0 0 0 0 0 0 0 0 0
X11 0 0 0 0 0 0 0 0 0
X12 0 0 0 0 0 0 0 0 0
X13 0 0 0 0 0 0 0 0 0
X14 0 0 0 0 0 0 0 0 0
X15 0 0 0 0 0 0 0 0 0
X16 0 0 0 0 0 0 0 0 0
X17 0 0 0 0 0 0 0 0 0
X18 0 0 0 0 0 0 0 0 0
X19 0 0 0 0 0 0 0 0 0
X20 0 0 0 0 0 0 0 0 0
X1 0 0 0 0 0 0 0 0 0
X2 0 0 0 0 0 0 0 0 0
X3 0 0 0 0 0 0 0 0 0
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Lampiran 6 Tabel Variabel, Indikator, dan Pertanyaan Kuisioner

Tabel Variabel, Indikator dan Pertanyaan Kuisioner
No. Variabel Indikator Pertanyaan
Variabel Terikat:
1. Brand Equity Masuk akal untuk | Adalah logis menjadi
menjadi nasabah X nasabah bank BNI
Syariah daripada bank
lainnya walaupun

keduanya memiliki fungsi
dan produk yang relatif
sama

Lebih ~ memilih  untuk
bertransaksi dengan X
walaupun X(r) memiliki
layanan yang relatif sama.

Saya tetap  memilih
bertransaksi dengan BNI
Syariah walaupun bank
syariah  lain  memiliki
layanan yang relatif sama

Lebih  memilih  untuk
menjadi  nasabah X
walaupun produk  X(r)
sama bagusnya

Saya tetap  memilih
menjadi nasabah BNI
Syariah walaupun produk
bank syariah lain sama
bagusnya

Lebih bijak untuk tetap
menjadi  nasabah X
walaupun merek  X(r)
tidak memiliki perbedaan

Walaupun merek bank
syariah lain tidak
mempunyai  perbedaan,
tampaknya lebih bijak
untuk  tetap  menjadi
nasabah BNI Syariah
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No. Variabel Indikator Pertanyaan
Variabel Terikat:
2. Perceived Quality | Produk X berkualitas | Produk  BNI  Syariah
tinggi berkualitas tinggi
Produk X kemungkinan | Produk  BNI  Syariah
berkualitas sangat tinggi | kemungkinan berkualitas
sangat tinggi
Produk X sangat islami Produk BNI Syariah
sangat islami
Produk X kemungkinan | Produk BNI  Syariah
memiliki nilai fungsional | kemungkinan ~ memiliki
yang sangat tinggi dan | nilai  fungsional yang
dapat diandalkan sangat tinggi dan dapat
diandalkan.
Layanan X sangat islami | Layanan BNI Syariah
sangat islami
Layanan X kemungkinan | Layanan BNI Syariah
dapat diandalkan kemungkinan sangat
dapat diandalkan
3. Brand Loyalty Pertimbangan untuk setia | Saya mempertimbangkan

terhadap X

untuk
Syariah

loyal pada BNI

X menjadi
pertama

pilihan

BNI Syariah merupakan
pilihan pertama saya

Tidak akan bertransaksi
dengan X(r) jika ada X

Saya tidak akan
bertransaksi dengan bank
lain jika ada BNI Syariah

Merekomendasikan orang
lain untuk bertransaksi

Saya akan
merekomendasikan orang

dengan X lain untuk melakukan
transaksi dengan BNI
Syariah
Merekomendasikan orang | Saya akan
lain  untuk  menjadi | merekomendasikan orang
nasabah X lain  untuk  menjadi
nasabah BNI Syariah
L-44
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No. Variabel Indikator Pertanyaan
Variabel Terikat:
4. Brand awareness/ | Dapat mengenali merek X | Saya bisa mengenal BNI
o diantara merek-merek | Syariah diantara merek-
assoclations X(r) yang lainnya merek bank syariah yang
lainnya

Memiliki pengetahuan | Saya memiliki

tentang produk-produk X | pengetahuan tentang
produk-produk BNI
Syariah

Dapat mengingat ciri-ciri | Saya bisa dengan cepat

X mengingat beberapa ciri-
ciri BNI Syariah

Dapat mengingat logo dan | Saya dengan cepat bisa

simbol X mengingat logo maupun
simbol BNI Syariah

Sulit mengingat X Saya sulit mengingat
BNI Syariah

1 Price Persepsi harga X tinggi Bagi hasil BNI Syariah
lebih tinggi daripada
bagi hasil bank syariah
lain.

Persepsi harga X rendah Bagi hasil BNI Syariah
lebih rendah
dibandingkan bagi hasil
bank syariah lain.

Persepsi harga X mahal Biaya administrasi BNI
Syariah mahal.
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No. Variabel Indikator Pertanyaan
Variabel Terikat:
2. Office Image Kantor X menawarkan | Kantor BNI  Syariah

produk yang berkualitas
tinggi.

tempat  saya biasa
bertransaksi menawarkan
produk-produk

perbankan yang
berkualitas tinggi
Kantor X menawarkan | Kantor BNI  Syariah
produk yang dikenal | tempat  saya biasa
masyarakat. bertransaksi menawarkan
produk-produk
perbankan yang dikenal
olen masyarakat.
Kantor X memiliki | Kantor BNI  Syariah
bangunan yang bagus dan | tempat  saya biasa
islami bertransaksi merupakan
kantor yang bangunan

dan interiornya
dan islami.

bagus

Kantor X memiliki
fasilitas yang lengkap

Kantor BNI  Syariah
tempat  saya biasa
bertransaksi merupakan
kantor yang lengkap
fasilitasnya

Kantor X memiliki
kebersihan yang memadai

Kantor X terlihat rapih

Kantor BNI  Syariah
tempat  saya biasa
bertransaksi merupakan
kantor yang bersih

Kantor BNI  Syariah
tempat  saya biasa
bertransaksi merupakan
kantor yang rapih
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No.

Variabel

Indikator

Pertanyaan

Variabel Bebas:

Office Image

Kantor X  terasa | Kantor BNI Syariah tempat

nyaman saya biasa  bertransaksi
merupakan  kantor  yang
nyaman

Kantor X memiliki | Kantor BNI Syariah tempat

keamanan yang | saya biasa  bertransaksi

memadai merupakan kantor yang aman

Kantor X berada di

Kantor BNI Syariah tempat

lokasi yang strategis saya biasa  bertransaksi
berada di lokasi yang
strategis

Pegawai kantor X | Kantor BNI Syariah tempat

bersikap islami dan | saya biasa  bertransaksi

ramah memiliki  pegawai-pegawai
yang bersikap islami dan
ramah

Kantor X memiliki | Kantor BNI Syariah tempat

pegawai yang | saya  biasa  bertransaksi

berpenampilan islami

memiliki  pegawai-pegawai
yang berpenampilan islami.

Kantor X memiliki
pegawai yang
professional dan
cekatan

Kantor BNI Syariah tempat
saya  biasa  bertransaksi
memiliki  pegawai-pegawai
yang profesional dan cekatan

Kantor X memiliki
pegawai yang jujur

Kantor BNI Syariah tempat
saya biasa  bertransaksi
memiliki  pegawai-pegawai
yang jujur
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No. Variabel

Indikator

Pertanyaan

Variabel Bebas:

3. Distribution X memiliki  kantor | BNI Syariah memiliki kantor
Intensity cabang vyang lebih | cabang yang lebih banyak
banyak, dibandingkan | dibandingkan kantor cabang
X(n) bank syariah lain
X tersebar di lebih | Kantor BNI Syariah tersebar
banyak tempat, | di lebih banyak tempat
dibandingkan X(r) daripada kantor cabang bank
syariah lain
ATM X lebih banyak, | Jumlah ATM BNI Syariah
dibandingkan ~ ATM | lebih banyak daripada jumlah
X(r) ATM bank syariah lain
ATM X tersebar di|Jumlah ATM BNI Syariah
lebih banyak tempat, | tersebar di lebih banyak
dibandingkan ~ ATM | tempat dibandingkan ATM
X(r) bank syariah lain
4. Advertising X intensif beriklan BNI  Syariah  diiklankan
dengan intensif di media
massa

Iklan X terlihat mahal

Iklan BNI Syariah terlihat
mahal

Tema iklan X menarik | Tema Iklan BNI Syariah
menarik

Tema iklan X sesuai | Tema iklan BNI Syariah

dengan nilai-nilai | sesuai  dengan nilai-nilai

islam islam

Iklan X menggugah | Iklan BNI Syariah

keinginan untuk | menggugah keinginan saya

menjadi nasabah X

untuk menjadi nasabah bank
BNI Syariah
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No. Variabel

Indikator

Pertanyaan

Variabel Bebas:

5. Price Deal

X menawarkan
promosi harga secara
berkala

BNI Syariah menawarkan
negosiasi nisbah bagi hasil
(perubahan nilai bagi hasil)
secara berkala

Promosi  harga X | Negosiasi nisbah bagi hasil
terlalu sering | (perubahan nilai bagi hasil)
dilakukan BNI Syariah terlalu sering
dilakukan
Promosi harga X | Negosiasi nisbah bagi hasil
terlalu berlebihan (perubahan nilai bagi hasil)
BNI Syariah terlalu
berlebihan
Keterangan:
X = Focal Brand
X(r) = Compare Brand
L-49
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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10] X11]X12|X13[X14| X15]X16|X17[X18]| X19]|X20| X21|X22

S/

10
11
12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

S/

30
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
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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

S/

59
60
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
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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

2

S/

88
89
90
91

92

93
94
95
96
97

98
99
100
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Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

3
4
4
3

2
5
5

3
4
3
3

5
2
3

2
4
4

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

2
1
1

2
2

S/

101
102

103| 4

104| 4

105 4

106| 3
107
108
109
110
111
112

113| 3

114] 4

115] 4

116| 3
117

118| 5

119] 4

120 3
121
122

123] 4
124
125

., Irma Citrayani, Program Pascasarjana, 2008

Pengaruh bauran pemasaran..

L-5



Lampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

3

4
5
3

5
4
2
4

2
4
2

2
2
3
4

4
4
4

3
3

XL X2 | X3 | X4 | X5 [ X6 | X7 ] X8| X9 [X10| X11]X12|X13[X14| X15]X16|X17[X18]| X19|X20|X21|X22

1

2

2
2

2

1
1

S/

126| 4
127

128| 5

129 5
130
131
132

133] 4

134 4

135| 3

136
137

138 4
139
140
141
142

143] 4

1441 4

145] 3
146
147

148 | 4
149
150
151
152

153] 3

154| 3
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

10
11
12
13
14
15
16
17
18
19
20
21

22

23
24
25

26
27

28
29
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

30
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
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

59

60
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
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

S/

88
89
90
91

92

93
94
95
96
97

98
99

100 4
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4
4
5
4

4
4
4

2
4
4
1

3
4
4

4
3
3

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

2

1

2

S/

101
102

103[ 4

104] 4

105( 4

106( 4
107

108] 3

109( 4

110 4
111
112
113

114 3

115] 4
116
117

118 3

119( 3

120] 4
121
122

123] 4

124] 3
125
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LamgLampiran 1. Data Input Jawaban Responden

Data Input Jawaban Responden Kuisioner Tesis Penelitian

4

5
5
3

4
4
4
3

4
4
5

5
4
4
1

4
4
4

4
4

X23[X24| X25| X26| X27[X28] Y1 | Y2 [ Y3 | Y4 | YS|Y6[Y7|VY8]YO|YIO[Y11l|Y12|Y13|Y14[Y15|Y16|Y17[Y18[Y19]|Y20

2

1

S/

126( 4
127

128| 4

129] 5

130 3
131
132

133] 4
134

135( 3

136( 3
137

138 4

139( 4

140 4
141
142

143] 4

1441 4

145] 4
146
147

148] 4

149] 4

150 4
151
152

153] 3

154 3
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