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Lampiran 1: Kuesioner

1. Petunjuk Pengisian

a. Mohon dengan hormat bantuan dan ketersediaan Bapak/lbu/Saudarali,

untuk memberikan tanggapan atas alternatif jawaban (tanggapan) yang telah
disediakan.

Berilah tanda (V ) pada kolom altenatif jawaban Bapak/Ibu/Saudara/i. Pilih
sesuai dengan keadaan sebenarnya.

Ada 5 alternatif jawaban (tanggapan) yaitu:

Sangat tidak setuju (STS) =1
Tidak Setuju (TS) =2
Netral (N) =
Setuju (S) =
Sangat Setuju (SS) =

2. ldentitas Responden

Nama

Usia

Jenis Kelamin

3. Pertanyaan Word Of Mouth

No

Pertanyaan STS| TS | N S | SS

Pada saat memberi informasi  seseorang
menceritakan tentang tabungan BSI kepada

saya secara spontan dan antusias

Seseorang pemberi informasi menceritakan
hal-hal positif tentang produk tabungan
BSI.
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Pemberi informasi menyampaikan pesan
secara lugas dan jelas sehingga saya mudah

untuk mengerti

Pada saat memberi informasi seseorang
menyampaikan bahwa pelayanan BSI
terkait dengan produk tabungan sangat

memuaskan

Pada saat memberi informasi Sseseorang
menjelaskan bahwa lokasi BSI sangat
strategis sehingga mudah ditemukan dan

dijangkau

Seseorang yang menyampaikan informasi
menjelaskan dengan bantuan media sosial

(fac8ebook, twitter, instagram dan blog)

Pada saat menyampaikan informasi
seseorang menjelaskan dengan
menunjukkan atau memberikan  buku
tabunngan/brosue maupun media promosi
lain yang berhubungan dengan produk
tabungan BSI

Paad saat seseorang memberikan informasi
tentang tabungan BSI adanya pihak petugas
yang ikut pasrtisipasi ‘untuk memberikan
komentar dan menceritakan hal positif

tentang tabungan BSI

Menurut saya pihak  BSI  perlu
menyediakan layanan konsumen yang

memudahkan nasabah untuk
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berkomunikasi dan memberikan kritik

saran

10

Menurut saya pihak BSI juga perlu
memantau serta merespon setiap informasi

pada layanan konsumen

4. Pertanyaan Keputusan Nasabah Menabung

No

Pertanyaan

STS

TS

SS

1

Saya memandang produk tabungan BSI

sesuai dengan kebutuhan saya

Ketika ingin melakukan investasi peroduk
tabungan, saya memutuskan untuk menjadi
nasabah BSI

Ketika ingin menjadi nasabah BSI saya
melakukan pencarian informasi melalui

media dan rekomendasi orang sekitar

Saya memutuskan menjadi nasabah BSI
karena iklan media yang sangat mudah
diakses

Alternative produk tabungan syariah lain
menurut saya tidak lebih baik dari tabungan
BSI

Tabungan ~ BSI' memberikan - keamanan

menabung dan kenyaman dalam pelayanan

Saya merasa yakin dan puas menjadi nasabah

tabungan BSI

Saya memutuskan untuk menjadi nasabah

tabungan BSI
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9 Saya akan membicarakan dan
merekomendasikan  orang lain  untuk
menabung di BSI

10 | Keluarga dan rekan saya tertarik menabung

di BSI

5. Pertanyaan Brand Equity

No Pertanyaan STS | TS SS

1 Saya dapat membedakan fitur  produk
tabungan BSI dengan produk bank lainnya

2 Saya mengetahui beberapa jenis produk
tabungan di BSI

3 Produk tabungan BSI adalah peoduk yang
murah dan fitur lengkap dan memiliki
kualitas layanan yang baik

4 Produk tabungan BSI menurut saya memiliki
kualitas produk yang baik dibandingkan
dengan bank syariah lainnya

5 Produk tabungan BSI merupakan pilihan

utama saya ketika ingin menabung
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Lampiran 2: Tabulasi Penelitian

a. Word Of Mouth (X)

36
35
43

37

35
37

34
35
35
45

45

39

37

34
33
36
40

37

43

89
37

37

37

39

37

35

35
45

45

39

37

35

37

35

Word Of Mouth (X)

No.

Responden | X.1 | X.2 | X.3 | X4 | X5 | X.6 | X.7 | X.8 | X.9 | X.10 | Total X

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

22
23
24
25
26
27
28
29
30
31

32

33
34
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35
33
31

37

37

37

39
37

35
35
45

40

43

44
35
37

38
43

36
25
89
33
89
35
35
45

40
43

44

35
37

38
43
36
36
25
35

Word Of Mouth (X)

No.

Responden | X.1 | X.2 | X3 | X4 | X5 | X6 | X.7| X.8| X.9| X.10 | Total X

35
36
37

38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53
54
95
56
57

58
59
60
61

62
63
64
65

66
67

68
69
70
71
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33
37

34
35

35
37

34
35
35
45

45

39
37

34
43

44
35
37

38
43

36
36
25
35
33
37

35

35
37

Word Of Mouth (X)

No.

Responden | X.1 | X.2 | X3 | X4 | X5 | X6 | X.7| X.8| X.9| X.10 | Total X

72
73
74
75
76
77
78
79
80
81

82

83
84
85
86
87

88
89
90
91

92

93
94
95
96
97
98
99
100
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b. Keputusan Nasabah (Y)

43

45

42

37

43

42

37

45

43

42

38
37

43

42

37

45

43

42

48

42

89
37

43

45

48
43

38
45

43
42

48
42

35

37
42

38

Keputusan Nasabah (YY)

No.

Responden | Y.1 | Y.2|Y3|[Y4|Y5|Y6|Y7|Y8|YI]|VY.10]| TotalY

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

22
23

24
25
26
27

28
29
30
31

32
33
34
35

36




84

37

43

44
37

43

37
42

43

32
42

37
43

42

37
45

43

42

38
37

37
43

44

37
43

37
42

43

32
42

37

43
42

37

35
37

42

38

Keputusan Nasabah (YY)

No.

Responden | Y.1 | Y.2|Y3|Y4|Y5|Y6|Y7|Y8|Y.I]|VY.10]| TotalY

37

38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53
54
95
56
57

58
59
60
61

62
63
64
65

66

67

68
69
70
71

72
73
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37

43

43

42

37

45

43

42

38
37
43

42

37
45

43

42

48

42

89
37
43

45

48

43

38
45

43

Keputusan Nasabah (YY)

No.

Responden | Y.1 | Y.2|Y3|Y4|Y5|Y6|Y7|Y8|Y.I]|VY.10]| TotalY

74
75
76
77
78
79

80
81

82

83
84
85
86
87
88
89
90
91

92

93
94
95
96
97
98
99

100
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Brand Equity (2)

C.

Total Z

18
17
22
19
17

18
17
17
17
22
23
19
19
17
17

18
20
19
21

17

18
18
18
20

18
17
17
22
23
19
19
17

18
17
17
17

16

Z5

Z4

Z3

Brand Equity (Z)

Z2

Z1

No.
Responden

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

22
23
24
25
26
27
28
29
30
31

32
33
34
35

36
37
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Lampiran 3: Hasil Uji Validitas
a. Word Of Mounth (X)

Correlations

89

Y.TOTA
Y.l Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 L

Y.l Pearson 1 .164 .367" 547" .346" 265" .367" 547" .346" .265" .642™

Correlatio

n

Sig. (2- .104 .000 .000 .000 .008 .000 .000 .000 .008 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
Y.2 Pearson .164 1 137 375" 528"  .458" 137 .375" 528" .458" .641™

Correlatio

n

Sig. (2- 104 175 .000 .000 .000 .175 .000 .000  .000 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
Y.3 Pearson 367" .137 1 .320" 234" .333" 1.000° .320" .234" .333" .643"

Correlatio ' )

n

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

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
Y.4 Pearson 547" 375" .320" 1 .426" 133 .320" 1.000" .426" .133 734"

Correlatio

n

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

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
Y.5 Pearson 346" 528" .234" .426" 1 .138 .234" .426™ 1.000° .138 .690™

Correlatio ' ' *

n

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

tailed)



Y.6

Y.7

Y.8

Y.9

Y.10

Y. TOTA

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio

n

100

.265"

.008

100

.367"

.000

100

547"

.000

100

.346"

.000

100

.265"

.008

100

.642"

100

458"

.000

100

137

175

100

375"

.000

100

.528"

.000

100

458"

.000

100

.641"

100 100
.333" 133
.001 .187
100 100

1.000° .320™

.000 .001

100 100
.320” 1.000"

.001 .000
100 100
234" 426"
.019 .000
100 100
.333" 133
.001 .187
100 100

643" 734"

100

.138

172

100

234"

.019

100

426"

.000

100

1.000"

.000

100

.138

172

100
.690"

100

100

333"

.001

100

133

.187

100

.138

172

100

1.000"

.000

100
571"

100

.333"

.001

100

100

.320™

.001

100

234"

.019

100

.333"

.001

100

.643"

100
.133

.187

100

.320™

.001

100

100

426"

.000

100

133

.187

100

734"

100

.138

A72

100

234"

.019

100

426™

.000

100

100
.138

A72

100

.690™

100

1.000

.000

100

.333"

.001

100

133

.187

100

.138

172

100

100
571"

90

100

571"

.000

100

.643™

.000

100

.734™

.000

100

.690™

.000

100

5717

.000

100
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Sig. (2- .000 .000 .000 .000 .000 .000 .000 .000 .000 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
**_Correlation is significant at the 0.01 level (2-tailed).
*_Correlation is significant at the 0.05 level (2-tailed).

b. Keputusan Nasabah (Y)
Correlations
X.TOTA
X.1 X.2 X.3 X.4 X.5 X.6 X.7 X.8 X.9 X.10 L

X.1 Pearson 1 .352" 277" .000 1.000" .352" 277" 277" .000 1.000 574"

Correlatio * )

n

Sig. (2- .000 .005 1.000 .000 .000 .005 .005 1.000 .000 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
X.2 Pearson .352" 1 214 .004 .352" 1.000" .214" 214 .004 .352" .588™

Correlatio *

n

Sig. (2- .000 .032 .969 .000 .000 .032 .032 .969 .000 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
X.3 Pearson 277" 214" 1 .243° 277" 214" 1.000° 1.000" .243" .277" .863"

Correlatio * *

n

Sig. (2- .005 .032 .015 .005 .032 .000 .000 .015 .005 .000

tailed)

N 100 100 100 100 100 100 100 100 100 100 100
X.4 Pearson .000 004 243 1 .000 .004 243" 243" 1.000° .000 .346™

Correlatio *

n

Sig. (2- 1.000 .969 .015 1.000 .969 .015 .015 .000 1.000 .000

tailed)

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



X.5

X.6

X7

X.8

X.9

X.10

Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

N
Pearson
Correlatio
n

Sig. (2-
tailed)

1.000"

.000

100

.352™

.000

100

277

.005

100

277"

.005

100

.000

1.000

100

1.000"

.000

352" 277" .000 1 .352"

.000 .005 1.000 .000

100 100 100 100 100

1.000° .214" .004 .352" 1

.000 .032 .969 .000

100 100 100 100 100

214" 1.000° .243° 277" 214

.032 .000 .015 .005 .032

100 100 100 100 100

214" 1.000" 243" 277" 214"

.032 .000 .015 .005 .032

100 100 100 100 100

.004 243" 1.000° .000 .004

969 .015 .000 1.000 .969

100 100 100 100 100

352" 277" .000 1.000° .352"

.000 .005 1.000 .000 .000

277

.005

100

214"

.032

100

100

1.000"

.000

100

.243"
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N 100 100 100 100 100 100 100 100 100 100 100
X.TOTA Pearson  .574" .588” .863" .346" .574" 588" .863" .863" .346" .574" 1
L Correlatio
n
Sig. (2- 000 .000 .000 .000 .000 .000 .000 .000 .000 .000
tailed)
N 100 100 100 100 100 100 100 100 100 100 100
**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
¢. Brand Equity (2)
Correlations
Z.1 2.2 2.3 2.4 25 Z.TOTAL
zZ.1 Pearson Correlation 1 .137 .375" .528™ .458™ .760™
Sig. (2-tailed) .175 .000 .000 .000 .000
N 100 100 100 100 100 100
z.2 Pearson Correlation .137 1 .320" .234" .333" 591"
Sig. (2-tailed) 175 001 .019 .001 .000
N 100 100 100 100 100 100
Z.3 Pearson Correlation .375™ .320™ 1 .426™ .133 .693"
Sig. (2-tailed) .000 .001 .000 .187 .000
N 100 100 100 100 100 100
Z.4 Pearson Correlation .528™ .234" .426" 1 .138 .704™
Sig. (2-tailed) .000 .019 .000 172 .000
N 100 100 100 100 100 100
Z5 Pearson Correlation .458™ .333™ .133 .138 1 .589"
Sig. (2-tailed) 000 .001 .187 .172 .000
N 100 100 100 100 100 100
Z.TOTAL Pearson Correlation .760™ .591" .693™ .704™ .589" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 100 100 100 100 100 100

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

*. Correlation is significant at the 0.05 level (2-tailed).



Lampiran 4: Hasil Uji Reliabilitas
a. Word Of Mounth (X)

Reliability Statistics
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Cronbach's Alpha N of ltems
.854 10
b. Keputusan Nasabah (Y)
Reliability Statistics
Cronbach's Alpha N of Items
.821 10
c. Brand Equity (2)
Reliability Statistics
Cronbach's Alpha N of Iltems

711

10




Lampiran 5: Hasil Uji Asumsi Klasik

a. Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual

N

Normal Parameters2P

Most Extreme Differences

Test Statistic

Asymp. Sig. (2-tailed)

Mean

Std. Deviation
Absolute
Positive

Negative

100
.0000000
4.11543121
.162

.162

.143

.162

.064¢

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

b. Uji Multikolinieritas

Model

Coefficients?

Collinearity Statistics

Tolerance

VIF

1 (Constant)

Word Of Mouth

.841

1.200

a. Dependent Variable: Keputusan Nasabah
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c. Uji Autokorelasi

Model Summary®
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Model Durbin-Watson
1 1.763
a. Predictors: (Constant), Word Of Mouth
b. Dependent Variable: Keputusan Nasabah
d. Uji Heteroskedasitas
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 4.092 3.194 1.281 .203
Word Of Mouth .026 .078 .034 .333 740

a. Dependent Variable: Abs_Res

Lampiran 6: Hasil Regresi Linear Berganda Sederhana

Coefficients?

Unstandardized Coefficients

Standardized Coefficients

Model B Std. Error Beta T Sig.
1 (Constant) 31.405 4.752 1.608 .000
Word Of Mouth 141 .216 .252 6.218 .026

a. Dependent Variable: Keputusan Nasabah



Lampiran 7: Hasil Uji Analisis Regresi Intervening

Coefficients?
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Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) -.355 597 -.595 .553
Brand Equity .507 .011 .980 8.000 .000
Word Of Mouth 480 .012 .641 5.028 .008
a. Dependent Variable: Keputusan Nasabah
Lampiran 8 : Hasil Uji Analisis Jalur
Model Summary
Std. Error Change Statistics
Mod R Adjusted R of the R Square F Sig. F
el R Square  Square Estimate Change Change dfl df2 Change
1 .9802 .960 .959 432 960 1169.2 2 97 .000
85

a. Predictors: (Constant), Word Of Mouth, brand equity



Lampiran 9 :Hasil Uji Hipotesis
a. Uji T (Parsial)

Coefficients?
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Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 31.405 4,752 1.608 .000
Word Of Mouth 141 216 252 6.218 .026

a. Dependent Variable: Keputusan Nasabah

Coefficients?

Unstandardized Coefficients

Standardized

Coefficients

Model B Std. Error Beta T Sig.

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)

ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 418.195 2 209.097 499.014 .000°
Residual 40.645 97 419
Total 458.840 99

a. Dependent Variable: Keputusan Nasabah

b. Predictors: (Constant), Word Of Mouth



c. Determinan R2

Model Summary®

Model R R Square Adjusted R Square

Std. Error of the

Estimate
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1 7222 715 .705

3.136

a. Predictors: (Constant), Word Of Mouth
b. Dependent Variable: Keputusan Nasabah



