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Lampiran  1: Kuesioner 

1. Petunjuk Pengisian 

a. Mohon dengaln hormalt balntualn daln ketersedialaln Balpalk/Ibu/Saludalral/i, 

untuk memberikaln talnggalpaln altals allternaltif jalwalbaln (talnggalpaln) yalng telalh 

disedialkaln. 

b. Berilalh talndal (√ ) paldal kolom alltenaltif jalwalbaln Balpalk/Ibu/Saludalral/i. Pilih 

sesuali dengaln kealdalaln sebenalrnyal. 

c. Aldal 5 allternaltif jalwalbaln (talnggalpaln) yalitu: 

Salngalt tidalk setuju (STS)  = 1 

Tidalk Setuju  (TS)   = 2  

Netrall    (N)  = 3  

Setuju    (S)   = 4 

Salngalt Setuju   (SS)  = 5 

 

2. Identitas Responden 

Nalmal   : 

Usial  : 

Jenis Kelalmin : 

 

3. Pertanyaan Word Of Mouth 

 

No Pertanyaan STS TS N S SS 

1 Paldal salalt memberi informalsi seseoralng 

menceritalkaln tentalng talbungaln BSI kepalda l 

salya l secalral spontaln daln alntusials 

     

2 Seseoralng pemberi informalsi menceritalkaln 

hall-hall positif tentalng produk talbungaln 

BSI. 
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3 Pemberi informalsi menya lmpalikaln pesaln 

secalral lugals daln jelals sehinggal salyal mudalh 

untuk mengerti 

     

4 Paldal salalt memberi informalsi seseoralng 

menya lmpalikaln balhwal pelalya lnaln BSI 

terkalit dengaln produk talbungaln salngalt 

memualskaln 

     

5 Paldal salalt memberi informalsi seseoralng 

menjelalskaln balhwal lokalsi BSI salngalt 

straltegis sehinggal mudalh ditemukaln daln 

dijalngkalu 

     

6 Seseoralng ya lng menyalmpalikaln informalsi 

menjelalskaln dengaln balntualn medial sosiall 

(falc8ebook, twitter, instalgralm daln blog) 

     

7 Paldal salalt menyalmpalikaln informalsi 

seseoralng menjelalskaln dengaln 

menunjukkaln altalu memberikaln buku 

talbunngaln/brosue malupun medial promosi 

lalin ya lng berhubungaln dengaln produk 

talbungaln BSI 

     

8 Palald salalt seseoralng memberikaln informalsi 

tentalng talbungaln BSI aldalnya l pihalk petugals 

ya lng ikut palsrtisipalsi untuk memberikaln 

komentalr daln menceritalkaln hall positif 

tentalng talbungaln BSI 

     

9 Menurut salya l pihalk BSI perlu 

menyedialkaln lalyalnaln konsumen yalng 

memudalhkaln nalsalbalh untuk 
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berkomunikalsi daln memberikaln kritik 

salraln 

10 Menurut salya l pihalk BSI jugal perlu 

memalntalu sertal merespon setialp informalsi 

paldal lalyalnaln konsumen 

     

 

4. Pertanyaan Keputusan Nasabah Menabung 

No Pertanyaan STS TS N S SS 

1 Salyal memalndalng produk talbungaln BSI 

sesuali dengaln kebutuhaln salya l 

     

2 Ketikal ingin melalkukaln investalsi peroduk 

talbungaln, salyal memutuskaln untuk menjaldi 

nalsalbalh BSI 

     

3 Ketikal ingin menjaldi nalsalbalh BSI salya l 

melalkukaln pencalrialn informalsi melallui 

medial daln rekomendalsi oralng sekitalr 

     

4 Salyal memutuskaln menjaldi nalsalbalh BSI 

kalrenal iklaln medial yalng salngalt mudalh 

dialkses 

     

5 Allternaltive produk talbungaln syalrialh lalin 

menurut salyal tidalk lebih balik dalri talbungaln 

BSI 

     

6 Talbungaln BSI memberikaln kealmalnaln 

menalbung daln kenya lmaln dallalm pelalyalnaln 

     

7 Salyal meralsal ya lkin daln puals menjaldi nalsalbalh 

talbungaln BSI  

     

8 Salyal memutuskaln untuk menjaldi nalsalbalh 

talbungaln BSI 
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9 Salyal alkaln membicalralkaln daln 

merekomendalsikaln oralng lalin untuk 

menalbung di BSI 

     

10 Kelualrgal daln rekaln salyal tertalrik menalbung 

di BSI  

     

 

5. Pertanyaan Brand Equity 

No Pertanyaan STS TS N S SS 

1 Salyal dalpalt membedalkaln fitur produk 

talbungaln BSI dengaln produk balnk lalinnya l 

     

2 Salyal mengetalhui beberalpal jenis produk 

talbungaln di BSI 

     

3 Produk talbungaln BSI aldallalh peoduk yalng 

muralh daln fitur lengkalp daln memiliki 

kuallitals lalya lnaln yalng balik 

     

4 Produk talbungaln BSI menurut salyal memiliki 

kuallitals produk ya lng balik dibalndingkaln 

dengaln balnk sya lrialh lalinnyal 

     

5 Produk talbungaln BSI merupalkaln pilihaln 

utalmal salyal ketikal ingin menalbung 
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Lampiran  2: Tabulasi Penelitian 

a. Word Of Mouth (X) 

No. Word Of Mouth (X) 

Total X Responden X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 

1 4 4 4 3 3 4 4 3 3 4 36 

2 4 3 4 3 3 4 4 3 3 4 35 

3 4 5 4 4 5 4 4 4 5 4 43 

4 3 4 3 4 4 4 3 4 4 4 37 

5 4 3 3 4 4 3 3 4 4 3 35 

6 4 3 4 4 4 3 4 4 4 3 37 

7 3 3 4 3 3 4 4 3 3 4 34 

8 4 3 3 4 3 4 3 4 3 4 35 

9 4 3 4 3 4 3 4 3 4 3 35 

10 5 4 5 5 4 4 5 5 4 4 45 

11 4 5 4 5 5 4 4 5 5 4 45 

12 5 4 3 4 4 4 3 4 4 4 39 

13 3 4 4 3 4 4 4 3 4 4 37 

14 3 3 4 4 3 3 4 4 3 3 34 

15 3 4 3 3 3 4 3 3 3 4 33 

16 4 4 4 3 3 4 4 3 3 4 36 

17 4 4 5 4 4 3 5 4 4 3 40 

18 4 5 4 4 3 3 4 4 3 3 37 

19 5 4 4 5 4 4 4 5 4 4 43 

20 4 3 3 4 4 3 3 4 4 3 35 

21 4 3 4 4 4 3 4 4 4 3 37 

22 5 4 3 3 4 4 3 3 4 4 37 

23 4 3 4 4 4 3 4 4 4 3 37 

24 4 5 4 4 3 4 4 4 3 4 39 

25 4 3 4 4 3 4 4 4 3 4 37 

26 4 3 4 4 3 3 4 4 3 3 35 

27 4 3 4 3 4 3 4 3 4 3 35 

28 5 4 5 5 4 4 5 5 4 4 45 

29 4 5 4 5 5 4 4 5 5 4 45 

30 5 4 3 4 4 4 3 4 4 4 39 

31 3 4 4 3 4 4 4 3 4 4 37 

32 4 3 3 4 4 3 3 4 4 3 35 

33 4 3 4 4 4 3 4 4 4 3 37 

34 4 3 4 3 4 3 4 3 4 3 35 
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No. Word Of Mouth (X) 

Total X Responden X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 

35 4 3 3 4 3 4 3 4 3 4 35 

36 3 4 3 3 4 3 3 3 4 3 33 

37 3 4 3 3 3 3 3 3 3 3 31 

38 4 3 4 4 4 3 4 4 4 3 37 

39 5 4 3 3 4 4 3 3 4 4 37 

40 4 3 4 4 4 3 4 4 4 3 37 

41 4 5 4 4 3 4 4 4 3 4 39 

42 4 3 4 4 3 4 4 4 3 4 37 

43 4 3 4 4 3 3 4 4 3 3 35 

44 4 3 4 3 4 3 4 3 4 3 35 

45 5 4 5 5 4 4 5 5 4 4 45 

46 4 4 4 4 4 4 4 4 4 4 40 

47 5 4 4 5 4 4 4 5 4 4 43 

48 4 4 5 4 4 5 5 4 4 5 44 

49 3 4 3 4 4 3 3 4 4 3 35 

50 4 3 4 4 4 3 4 4 4 3 37 

51 4 4 4 3 4 4 4 3 4 4 38 

52 4 5 4 4 5 4 4 4 5 4 43 

53 4 4 3 4 4 3 3 4 4 3 36 

54 3 2 3 2 2 3 3 2 2 3 25 

55 3 4 3 3 4 4 3 3 4 4 35 

56 3 4 3 4 3 3 3 4 3 3 33 

57 3 4 3 4 4 3 3 4 4 3 35 

58 4 3 4 4 3 3 4 4 3 3 35 

59 4 3 4 3 4 3 4 3 4 3 35 

60 5 4 5 5 4 4 5 5 4 4 45 

61 4 4 4 4 4 4 4 4 4 4 40 

62 5 4 4 5 4 4 4 5 4 4 43 

63 4 4 5 4 4 5 5 4 4 5 44 

64 3 4 3 4 4 3 3 4 4 3 35 

65 4 3 4 4 4 3 4 4 4 3 37 

66 4 4 4 3 4 4 4 3 4 4 38 

67 4 5 4 4 5 4 4 4 5 4 43 

68 4 4 3 4 4 3 3 4 4 3 36 

69 4 4 3 4 4 3 3 4 4 3 36 

70 3 2 3 2 2 3 3 2 2 3 25 

71 3 4 3 3 4 4 3 3 4 4 35 
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No. Word Of Mouth (X) 

Total X Responden X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 

72 3 4 3 4 3 3 3 4 3 3 33 

73 4 3 4 4 4 3 4 4 4 3 37 

74 3 3 4 3 3 4 4 3 3 4 34 

75 4 3 3 4 3 4 3 4 3 4 35 

76 4 3 3 4 4 3 3 4 4 3 35 

77 4 3 4 4 4 3 4 4 4 3 37 

78 3 3 4 3 3 4 4 3 3 4 34 

79 4 3 3 4 3 4 3 4 3 4 35 

80 4 3 4 3 4 3 4 3 4 3 35 

81 5 4 5 5 4 4 5 5 4 4 45 

82 4 5 4 5 5 4 4 5 5 4 45 

83 5 4 3 4 4 4 3 4 4 4 39 

84 3 4 4 3 4 4 4 3 4 4 37 

85 3 3 4 4 3 3 4 4 3 3 34 

86 5 4 4 5 4 4 4 5 4 4 43 

87 4 4 5 4 4 5 5 4 4 5 44 

88 3 4 3 4 4 3 3 4 4 3 35 

89 4 3 4 4 4 3 4 4 4 3 37 

90 4 4 4 3 4 4 4 3 4 4 38 

91 4 5 4 4 5 4 4 4 5 4 43 

92 4 4 3 4 4 3 3 4 4 3 36 

93 4 4 3 4 4 3 3 4 4 3 36 

94 3 2 3 2 2 3 3 2 2 3 25 

95 3 4 3 3 4 4 3 3 4 4 35 

96 3 4 3 4 3 3 3 4 3 3 33 

97 4 3 4 4 4 3 4 4 4 3 37 

98 4 3 3 4 3 4 3 4 3 4 35 

99 4 3 3 4 4 3 3 4 4 3 35 

100 4 3 4 4 4 3 4 4 4 3 37 
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b. Keputusan Nasabah (Y) 

No. Keputusan Nasabah (Y) 

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

1 4 4 5 4 4 4 5 5 4 4 43 

2 4 4 5 5 4 4 5 5 5 4 45 

3 4 5 4 4 4 5 4 4 4 4 42 

4 4 4 3 4 4 4 3 3 4 4 37 

5 4 4 5 4 4 4 5 5 4 4 43 

6 4 5 4 4 4 5 4 4 4 4 42 

7 4 4 3 4 4 4 3 3 4 4 37 

8 4 4 5 5 4 4 5 5 5 4 45 

9 4 4 5 4 4 4 5 5 4 4 43 

10 4 5 4 4 4 5 4 4 4 4 42 

11 4 3 4 4 4 3 4 4 4 4 38 

12 4 4 3 4 4 4 3 3 4 4 37 

13 4 4 5 4 4 4 5 5 4 4 43 

14 4 5 4 4 4 5 4 4 4 4 42 

15 4 4 3 4 4 4 3 3 4 4 37 

16 4 4 5 5 4 4 5 5 5 4 45 

17 4 4 5 4 4 4 5 5 4 4 43 

18 4 5 4 4 4 5 4 4 4 4 42 

19 5 5 5 4 5 5 5 5 4 5 48 

20 4 5 4 4 4 5 4 4 4 4 42 

21 4 3 3 4 4 3 3 3 4 4 35 

22 4 4 3 4 4 4 3 3 4 4 37 

23 4 4 5 4 4 4 5 5 4 4 43 

24 4 5 5 4 4 5 5 5 4 4 45 

25 5 5 5 4 5 5 5 5 4 5 48 

26 4 4 5 4 4 4 5 5 4 4 43 

27 4 3 4 4 4 3 4 4 4 4 38 

28 4 4 5 5 4 4 5 5 5 4 45 

29 4 4 5 4 4 4 5 5 4 4 43 

30 4 5 4 4 4 5 4 4 4 4 42 

31 5 5 5 4 5 5 5 5 4 5 48 

32 4 5 4 4 4 5 4 4 4 4 42 

33 4 3 3 4 4 3 3 3 4 4 35 

34 4 4 3 4 4 4 3 3 4 4 37 

35 4 5 4 4 4 5 4 4 4 4 42 

36 4 3 4 4 4 3 4 4 4 4 38 
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No. Keputusan Nasabah (Y) 

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

37 4 4 3 4 4 4 3 3 4 4 37 

38 4 4 5 4 4 4 5 5 4 4 43 

39 4 5 4 5 4 5 4 4 5 4 44 

40 3 4 4 4 3 4 4 4 4 3 37 

41 4 4 5 4 4 4 5 5 4 4 43 

42 4 4 3 4 4 4 3 3 4 4 37 

43 4 4 4 5 4 4 4 4 5 4 42 

44 4 4 5 4 4 4 5 5 4 4 43 

45 3 3 3 4 3 3 3 3 4 3 32 

46 4 5 4 4 4 5 4 4 4 4 42 

47 4 4 3 4 4 4 3 3 4 4 37 

48 4 4 5 4 4 4 5 5 4 4 43 

49 4 5 4 4 4 5 4 4 4 4 42 

50 4 4 3 4 4 4 3 3 4 4 37 

51 4 4 5 5 4 4 5 5 5 4 45 

52 4 4 5 4 4 4 5 5 4 4 43 

53 4 5 4 4 4 5 4 4 4 4 42 

54 4 3 4 4 4 3 4 4 4 4 38 

55 4 4 3 4 4 4 3 3 4 4 37 

56 4 4 3 4 4 4 3 3 4 4 37 

57 4 4 5 4 4 4 5 5 4 4 43 

58 4 5 4 5 4 5 4 4 5 4 44 

59 3 4 4 4 3 4 4 4 4 3 37 

60 4 4 5 4 4 4 5 5 4 4 43 

61 4 4 3 4 4 4 3 3 4 4 37 

62 4 4 4 5 4 4 4 4 5 4 42 

63 4 4 5 4 4 4 5 5 4 4 43 

64 3 3 3 4 3 3 3 3 4 3 32 

65 4 5 4 4 4 5 4 4 4 4 42 

66 4 4 3 4 4 4 3 3 4 4 37 

67 4 4 5 4 4 4 5 5 4 4 43 

68 4 5 4 4 4 5 4 4 4 4 42 

69 4 4 3 4 4 4 3 3 4 4 37 

70 4 3 3 4 4 3 3 3 4 4 35 

71 4 4 3 4 4 4 3 3 4 4 37 

72 4 5 4 4 4 5 4 4 4 4 42 

73 4 3 4 4 4 3 4 4 4 4 38 
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No. Keputusan Nasabah (Y) 

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

74 3 4 4 4 3 4 4 4 4 3 37 

75 4 4 5 4 4 4 5 5 4 4 43 

76 4 4 5 4 4 4 5 5 4 4 43 

77 4 5 4 4 4 5 4 4 4 4 42 

78 4 4 3 4 4 4 3 3 4 4 37 

79 4 4 5 5 4 4 5 5 5 4 45 

80 4 4 5 4 4 4 5 5 4 4 43 

81 4 5 4 4 4 5 4 4 4 4 42 

82 4 3 4 4 4 3 4 4 4 4 38 

83 4 4 3 4 4 4 3 3 4 4 37 

84 4 4 5 4 4 4 5 5 4 4 43 

85 4 5 4 4 4 5 4 4 4 4 42 

86 4 4 3 4 4 4 3 3 4 4 37 

87 4 4 5 5 4 4 5 5 5 4 45 

88 4 4 5 4 4 4 5 5 4 4 43 

89 4 5 4 4 4 5 4 4 4 4 42 

90 5 5 5 4 5 5 5 5 4 5 48 

91 4 5 4 4 4 5 4 4 4 4 42 

92 4 3 3 4 4 3 3 3 4 4 35 

93 4 4 3 4 4 4 3 3 4 4 37 

94 4 4 5 4 4 4 5 5 4 4 43 

95 4 5 5 4 4 5 5 5 4 4 45 

96 5 5 5 4 5 5 5 5 4 5 48 

97 4 4 5 4 4 4 5 5 4 4 43 

98 4 3 4 4 4 3 4 4 4 4 38 

99 4 4 5 5 4 4 5 5 5 4 45 

100 4 4 5 4 4 4 5 5 4 4 43 
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c. Brand Equity (Z) 

No. Brand Equity (Z) 

Total Z Responden Z.1 Z.2 Z.3 Z.4 Z.5 

1 4 4 3 3 4 18 

2 3 4 3 3 4 17 

3 5 4 4 5 4 22 

4 4 3 4 4 4 19 

5 3 3 4 4 3 17 

6 3 4 4 4 3 18 

7 3 4 3 3 4 17 

8 3 3 4 3 4 17 

9 3 4 3 4 3 17 

10 4 5 5 4 4 22 

11 5 4 5 5 4 23 

12 4 3 4 4 4 19 

13 4 4 3 4 4 19 

14 3 4 4 3 3 17 

15 4 3 3 3 4 17 

16 4 4 3 3 4 18 

17 4 5 4 4 3 20 

18 5 4 4 3 3 19 

19 4 4 5 4 4 21 

20 3 3 4 4 3 17 

21 3 4 4 4 3 18 

22 4 3 3 4 4 18 

23 3 4 4 4 3 18 

24 5 4 4 3 4 20 

25 3 4 4 3 4 18 

26 3 4 4 3 3 17 

27 3 4 3 4 3 17 

28 4 5 5 4 4 22 

29 5 4 5 5 4 23 

30 4 3 4 4 4 19 

31 4 4 3 4 4 19 

32 3 3 4 4 3 17 

33 3 4 4 4 3 18 

34 3 4 3 4 3 17 

35 3 3 4 3 4 17 

36 4 3 3 4 3 17 

37 4 3 3 3 3 16 
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No. Brand Equity (Z) 

Total Z Responden Z.1 Z.2 Z.3 Z.4 Z.5 

38 3 4 4 4 3 18 

39 4 3 3 4 4 18 

40 3 4 4 4 3 18 

41 5 4 4 3 4 20 

42 3 4 4 3 4 18 

43 3 4 4 3 3 17 

44 3 4 3 4 3 17 

45 4 5 5 4 4 22 

46 4 4 4 4 4 20 

47 4 4 5 4 4 21 

48 4 5 4 4 5 22 

49 4 3 4 4 3 18 

50 3 4 4 4 3 18 

51 4 4 3 4 4 19 

52 5 4 4 5 4 22 

53 4 3 4 4 3 18 

54 2 3 2 2 3 12 

55 4 3 3 4 4 18 

56 4 3 4 3 3 17 

57 4 3 4 4 3 18 

58 3 4 4 3 3 17 

59 3 4 3 4 3 17 

60 4 5 5 4 4 22 

61 4 4 4 4 4 20 

62 4 4 5 4 4 21 

63 4 5 4 4 5 22 

64 4 3 4 4 3 18 

65 3 4 4 4 3 18 

66 4 4 3 4 4 19 

67 5 4 4 5 4 22 

68 4 3 4 4 3 18 

69 4 3 4 4 3 18 

70 2 3 2 2 3 12 

71 4 3 3 4 4 18 

72 4 3 4 3 3 17 

73 3 4 4 4 3 18 

74 3 4 3 3 4 17 

75 3 3 4 3 4 17 
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No. Brand Equity (Z) 

Total Z Responden Z.1 Z.2 Z.3 Z.4 Z.5 

76 3 3 4 4 3 17 

77 3 4 4 4 3 18 

78 3 4 3 3 4 17 

79 3 3 4 3 4 17 

80 3 4 3 4 3 17 

81 4 5 5 4 4 22 

82 5 4 5 5 4 23 

83 4 3 4 4 4 19 

84 4 4 3 4 4 19 

85 3 4 4 3 3 17 

86 4 4 5 4 4 21 

87 4 5 4 4 5 22 

88 4 3 4 4 3 18 

89 3 4 4 4 3 18 

90 4 4 3 4 4 19 

91 5 4 4 5 4 22 

92 4 3 4 4 3 18 

93 4 3 4 4 3 18 

94 2 3 2 2 3 12 

95 4 3 3 4 4 18 

96 4 3 4 3 3 17 

97 3 4 4 4 3 18 

98 3 3 4 3 4 17 

99 3 3 4 4 3 17 

100 3 4 4 4 3 18 
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Lampiran  3: Hasil Uji Validitas 

a. Word Of Mounth (X) 

Correlations 

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

Y.TOTAl

L 

Y.1 Pealrson 

Correlaltio

n 

1 .164 .367** .547** .346** .265** .367** .547** .346** .265** .642** 

Sig. (2-

ta liled) 
 

.104 .000 .000 .000 .008 .000 .000 .000 .008 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.2 Pealrson 

Correlaltio

n 

.164 1 .137 .375** .528** .458** .137 .375** .528** .458** .641** 

Sig. (2-

ta liled) 

.104 
 

.175 .000 .000 .000 .175 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.3 Pealrson 

Correlaltio

n 

.367*

* 

.137 1 .320** .234* .333** 1.000*

* 

.320** .234* .333** .643** 

Sig. (2-

ta liled) 

.000 .175 
 

.001 .019 .001 .000 .001 .019 .001 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.4 Pealrson 

Correlaltio

n 

.547*

* 

.375*

* 

.320** 1 .426** .133 .320** 1.000*

* 

.426** .133 .734** 

Sig. (2-

ta liled) 

.000 .000 .001 
 

.000 .187 .001 .000 .000 .187 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.5 Pealrson 

Correlaltio

n 

.346*

* 

.528*

* 

.234* .426** 1 .138 .234* .426** 1.000*

* 

.138 .690** 

Sig. (2-

ta liled) 

.000 .000 .019 .000 
 

.172 .019 .000 .000 .172 .000 
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N 100 100 100 100 100 100 100 100 100 100 100 

Y.6 Pealrson 

Correlaltio

n 

.265*

* 

.458*

* 

.333** .133 .138 1 .333** .133 .138 1.000*

* 

.571** 

Sig. (2-

ta liled) 

.008 .000 .001 .187 .172 
 

.001 .187 .172 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.7 Pealrson 

Correlaltio

n 

.367*

* 

.137 1.000*

* 

.320** .234* .333** 1 .320** .234* .333** .643** 

Sig. (2-

ta liled) 

.000 .175 .000 .001 .019 .001 
 

.001 .019 .001 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.8 Pealrson 

Correlaltio

n 

.547*

* 

.375*

* 

.320** 1.000*

* 

.426** .133 .320** 1 .426** .133 .734** 

Sig. (2-

ta liled) 

.000 .000 .001 .000 .000 .187 .001 
 

.000 .187 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.9 Pealrson 

Correlaltio

n 

.346*

* 

.528*

* 

.234* .426** 1.000*

* 

.138 .234* .426** 1 .138 .690** 

Sig. (2-

ta liled) 

.000 .000 .019 .000 .000 .172 .019 .000 
 

.172 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.10 Pealrson 

Correlaltio

n 

.265*

* 

.458*

* 

.333** .133 .138 1.000*

* 

.333** .133 .138 1 .571** 

Sig. (2-

ta liled) 

.008 .000 .001 .187 .172 .000 .001 .187 .172 
 

.000 

N 100 100 100 100 100 100 100 100 100 100 100 

Y.TOTAl

L 

Pealrson 

Correlaltio

n 

.642*

* 

.641*

* 

.643** .734** .690** .571** .643** .734** .690** .571** 1 
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Sig. (2-

ta liled) 

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

N 100 100 100 100 100 100 100 100 100 100 100 

**. Correlaltion is significalnt alt the 0.01 level (2-taliled). 

*. Correlaltion is significalnt alt the 0.05 level (2-taliled). 

 

b. Keputusa ln Nalsalbalh (Y) 

Correlations 

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

X.TOTAl

L 

X.1 Pealrson 

Correlaltio

n 

1 .352** .277** .000 1.000*

* 

.352** .277** .277** .000 1.000*

* 

.574** 

Sig. (2-

ta liled) 
 

.000 .005 1.000 .000 .000 .005 .005 1.000 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.2 Pealrson 

Correlaltio

n 

.352** 1 .214* .004 .352** 1.000*

* 

.214* .214* .004 .352** .588** 

Sig. (2-

ta liled) 

.000 
 

.032 .969 .000 .000 .032 .032 .969 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.3 Pealrson 

Correlaltio

n 

.277** .214* 1 .243* .277** .214* 1.000*

* 

1.000*

* 

.243* .277** .863** 

Sig. (2-

ta liled) 

.005 .032 
 

.015 .005 .032 .000 .000 .015 .005 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.4 Pealrson 

Correlaltio

n 

.000 .004 .243* 1 .000 .004 .243* .243* 1.000*

* 

.000 .346** 

Sig. (2-

ta liled) 

1.000 .969 .015 
 

1.000 .969 .015 .015 .000 1.000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 
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X.5 Pealrson 

Correlaltio

n 

1.000*

* 

.352** .277** .000 1 .352** .277** .277** .000 1.000*

* 

.574** 

Sig. (2-

ta liled) 

.000 .000 .005 1.000 
 

.000 .005 .005 1.000 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.6 Pealrson 

Correlaltio

n 

.352** 1.000*

* 

.214* .004 .352** 1 .214* .214* .004 .352** .588** 

Sig. (2-

ta liled) 

.000 .000 .032 .969 .000 
 

.032 .032 .969 .000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.7 Pealrson 

Correlaltio

n 

.277** .214* 1.000*

* 

.243* .277** .214* 1 1.000*

* 

.243* .277** .863** 

Sig. (2-

ta liled) 

.005 .032 .000 .015 .005 .032 
 

.000 .015 .005 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.8 Pealrson 

Correlaltio

n 

.277** .214* 1.000*

* 

.243* .277** .214* 1.000*

* 

1 .243* .277** .863** 

Sig. (2-

ta liled) 

.005 .032 .000 .015 .005 .032 .000 
 

.015 .005 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.9 Pealrson 

Correlaltio

n 

.000 .004 .243* 1.000*

* 

.000 .004 .243* .243* 1 .000 .346** 

Sig. (2-

ta liled) 

1.000 .969 .015 .000 1.000 .969 .015 .015 
 

1.000 .000 

N 100 100 100 100 100 100 100 100 100 100 100 

X.10 Pealrson 

Correlaltio

n 

1.000*

* 

.352** .277** .000 1.000*

* 

.352** .277** .277** .000 1 .574** 

Sig. (2-

ta liled) 

.000 .000 .005 1.000 .000 .000 .005 .005 1.000 
 

.000 
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N 100 100 100 100 100 100 100 100 100 100 100 

X.TOTAl

L 

Pealrson 

Correlaltio

n 

.574** .588** .863** .346** .574** .588** .863** .863** .346** .574** 1 

Sig. (2-

ta liled) 

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

N 100 100 100 100 100 100 100 100 100 100 100 

**. Correlaltion is significalnt alt the 0.01 level (2-taliled). 

*. Correlaltion is significalnt alt the 0.05 level (2-taliled). 

 

c. Brand Equity (Z) 

Correlations 

 Z.1 Z.2 Z.3 Z.4 Z.5 Z.TOTAlL 

Z.1 Pealrson Correlaltion 1 .137 .375** .528** .458** .760** 

Sig. (2-taliled)  .175 .000 .000 .000 .000 

N 100 100 100 100 100 100 

Z.2 Pealrson Correlaltion .137 1 .320** .234* .333** .591** 

Sig. (2-taliled) .175  .001 .019 .001 .000 

N 100 100 100 100 100 100 

Z.3 Pealrson Correlaltion .375** .320** 1 .426** .133 .693** 

Sig. (2-taliled) .000 .001  .000 .187 .000 

N 100 100 100 100 100 100 

Z.4 Pealrson Correlaltion .528** .234* .426** 1 .138 .704** 

Sig. (2-taliled) .000 .019 .000  .172 .000 

N 100 100 100 100 100 100 

Z.5 Pealrson Correlaltion .458** .333** .133 .138 1 .589** 

Sig. (2-taliled) .000 .001 .187 .172  .000 

N 100 100 100 100 100 100 

Z.TOTAlL Pealrson Correlaltion .760** .591** .693** .704** .589** 1 

Sig. (2-taliled) .000 .000 .000 .000 .000  

N 100 100 100 100 100 100 

**. Correlaltion is significalnt alt the 0.01 level (2-taliled). 

*. Correlaltion is significalnt alt the 0.05 level (2-taliled). 



94 
 

 
 

 

Lampiran  4: Hasil Uji Reliabilitas 

a. Word Of Mounth (X) 

Reliability Statistics 

Cronbalch's Allphal N of Items 

.854 10 

 

b. Keputusan Nasabah (Y) 

 

Reliability Statistics 

Cronbalch's Allphal N of Items 

.821 10 

 

c. Brand Equity (Z) 

 

Reliability Statistics 

Cronbalch's Allphal N of Items 

.711 10 
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Lampiran  5: Hasil Uji Asumsi Klasik 

a. Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstalndalrdized Residuall 

N 100 

Normall Palra lmetersa
l

,b Mea ln .0000000 

Std. Devialtion 4.11543121 

Most Extreme Differences Albsolute .162 

Positive .162 

Negaltive .143 

Test Staltistic .162 

Alsymp. Sig. (2-taliled) .064c 

a l. Test distribution is Normall. 

b. Callculalted from daltal. 

c. Lilliefors Significalnce Correction. 

 

b. Uji Multikolinieritas  

 

Coefficientsa 

Model 

Collinealrity Staltistics 

Tolera lnce VIF 

1 (Constalnt)   

Word Of Mouth .841 1.200 

a l. Dependent Valrialble: Keputusan Nasabah 
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c. Uji Autokorelasi 

 

Model Summaryb 

Model Durbin-Waltson 

1 1.763 

a l. Predictors: (Constalnt), Word Of Mouth 

b. Dependent Valrialble: Keputusan Nasabah 

 

d. Uji Heteroskedasitas 

 

Coefficientsa 

Model 

Unstalndalrdized 

Coefficients 

Sta lndalrdized 

Coefficients 

T Sig. B Std. Error Betal 

1 (Constalnt) 4.092 3.194  1.281 .203 

Word Of Mouth .026 .078 .034 .333 .740 

a l. Dependent Valrialble: Albs_Res 

 

Lampiran  6: Hasil Regresi Linear Berganda Sederhana 

Coefficientsa 

Model 

Unstalndalrdized Coefficients Sta lndalrdized Coefficients 

T Sig. B Std. Error Betal 

1 (Constalnt) 31.405 4.752  1.608 .000 

Word Of Mouth .141 .216 .252 6.218 .026 

a l. Dependent Valrialble: Keputusan Nasabah 
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Lampiran  7: Hasil Uji Analisis Regresi Intervening 

Coefficientsa 

Model 

Unstalndalrdized 

Coefficients 

Sta lndalrdized 

Coefficients 

T Sig. B Std. Error Betal 

1 (Constalnt) -.355 .597  -.595 .553 

Brand Equity .507 .011 .980 8.000 .000 

Word Of Mouth .480 .012 .641 5.028 .008 

a l. Dependent Valrialble: Keputusan Nasabah 

 

 

 

Lampiran  8 : Hasil Uji Analisis  Jalur 

Model Summary 

Mod

el R 

R 

Squalre 

Aldjusted R 

Squalre 

Std. Error 

of the 

Estimalte 

Cha lnge Staltistics 

R Squalre 

Cha lnge 

F 

Cha lnge df1 df2 

Sig. F 

Cha lnge 

1 .980a
l .960 .959 .432 .960 1169.2

85 

2 97 .000 

a l. Predictors: (Constalnt), Word Of Mouth, brand equity 
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Lampiran  9 :Hasil Uji Hipotesis 

a. Uji T (Parsial) 

Coefficientsa 

Model 

Unstalndalrdized Coefficients Sta lndalrdized Coefficients 

T Sig. B Std. Error Betal 

1 (Constalnt) 31.405 4.752  1.608 .000 

Word Of Mouth .141 .216 .252 6.218 .026 

a l. Dependent Valrialble: Keputusan Nasabah 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -.355 .597  -.595 .553 

word of mouth .507 .011 .980 48.000 .000 

keputusan nasabah .604 .012 .891 36.028 .008 

a. Dependent Variable: brand equity 

 

b. Uji F (Simultan) 

ANOVAa 

Model 

Sum of 

Squalres Df Mea ln Squa lre F Sig. 

1 Regression 418.195 2 209.097 499.014 .000b 

Residuall 40.645 97 .419   

Tota ll 458.840 99    

a l. Dependent Valrialble: Keputusaln Nalsa lbalh 

b. Predictors: (Constalnt), Word Of Mouth 
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c. Determinan R² 

 

Model Summaryb 

Model R R Squalre Aldjusted R Squalre 

Std. Error of the 

Estimalte 

1 .722a
l .715 .705 3.136 

a l. Predictors: (Constalnt), Word Of Mouth 

b. Dependent Valrialble: Keputusan Nasabah 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


