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Lampiran 1

KUESIONER PENELITIAN
Kepada Yth.
Bapak/lIbu Nasabah PT. BPRS Al-Washliyah Krakatau
Di tempat

Assalamu ‘alaikum Warahmatullahi Wabarakatuh
Ba’da salam semoga Allah senantiasa melimpahkan rahmat, taufiq serta hidayah

Nya kepada kita semua.

Saya Fitri Wulandari Tanjung, Muliana Irmawati Agustina NIM:
0503173277 mahasiswa Fakultas Ekonomi dan Bisnis Islam Universitas Islam
Negeri Sumatra Utara Medan bermaksud untuk melakukan penelitian dengan judul
“Pengaruh Islamic Service Quality dan Brand Image Terhadap Kepuasan Nasabah
Pada PT. BPRS Al-Washliyah Krakatau Medan”.

Sehubungan dengan ini, maka saya mohon bantuan Bapak/Ibu untuk
mengisi butir angket dengan sejujur-jujurnya dan sesuai dengan keadaan masing-
masing. Kejujuran Bapak/lbu sangat saya harapkan.

Atas bantuan serta partisipasinya saya mengucapkan banyak terima kasih.

Wassalamu ‘alaikum Warahmatullahi Wabarakatuh

Medan, Januari 2022
Hormat Saya

Fitri Wulandari Tanjung
NIM: 0503173277
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Identitas Diri

Nama/Panggilan : ...cccceeieiieeiiiiiieeiecneeneenceecneenne
Pendidikan :..cceceviiiiiiiiieiiiiiieiiiniieeninenennns
USIA teiieiieriecrenrenscesssnsonsessnssnsanes

Jenis Kelamin & .ciiiiiiiiiiieiiiiieiiniieieninecnnene

Petunjuk Pengsian Angket
a.  Bacalah dan fahami setiap pertanyaan butir angket, agar tidak menimbulkan

kesulitan dalam pengisian angket.
b.  Jawablah pernyataan butir angket dengan cara menyilang (X) pada pilihan

jawaban yang sesuai dengan keadaan diri

Selamat Mengerjakan



ISLAMIC SERVICE QUALITY

Keterangan:
STS = Sangat Tidak Setuju
TS= Tidak Setuju

KS = Kurang Setuju
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S= Setuju
SS= Sangat Setuju
NO PERNYATAAN STS | TS | KS SS

1 | PT. BPRS Al-Washliyah Krakatau berjalan
sesuai prinsip dan hukum Islam

2 | Ketentuan layanan produk PT. BPRS Al-
Washliyah Krakatau secara islami

3 | Produk perbankan PT. BPRS Al-Washliyah
Krakatau bebas dari riba

4 | PT. BPRS Al-Washliyah Krakatau menjamin
ttidak ada bunga yang dibayarkan atau
dipungut

5 | PT. BPRS Al-Washliyah Krakatau memiliki
jaringan penjamin LPS.

6 | PT. BPRS Al-Washliyah Krakatau
memberikan waktu layanan yang cepat

7 | PT. BPRS Al-Washliyah Krakatau
menyediakan produk dan layanan yang luas

8 | PT. BPRS Al-Washliyah Krakatau
memberikan keamanan dalam bertansaksi
yang terjamin

9 | Lokasi PT. BPRS Al-Washliyah Krakatau
strategis dan mudah dijangkau
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NO PERNYATAAN STS | TS | KS SS
10 | Nama dan reputasi dan citra PT. BPRS Al-
Washliyah Krakatau mudah dikenali
11 | Kerahasiaan data nasabah PT. BPRS Al-
Washliyah Krakatau terjamin
12 | Tarif layanan PT. BPRS Al-Washliyah
Krakatau relatif rendah




BRAND IMAGE

Keterangan:
STS = Sangat Tidak Setuju
TS= Tidak Setuju

KS = Kurang Setuju

S= Setuju

SS= Sangat Setuju
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NO

PERNYATAAN

STS

TS

KS

SS

1

Merek merupakan hyal penting dalam suatu
brand khususnya di PT. BPRS Al-Washliyah
Krakatau agar mudah dikenali

PT. BPRS Al-Washliyah Krakatau
menawarkan produk jasa berlandaskan
syariah yang berbeda dari lainnya

Manajemen PT. BPRS Al-Washliyah
Krakatau dapat dipercaya dan meyakinkan
dalam menawarkan

Nasabah memiliki loyalitas tinggi kepada PT.
BPRS Al-Washliyah Krakatau melalui merk

Keunggulan produk yang ditawarkan
menarik dan efisien

Ketersediaan informasi yang jelas dan tepat
kepada nasabah

PT. BPRS Al-Washliyah Krakatau sebagia
salah satu bank syariah yang disukai
masyarakat

Melihat brand PT. BPRS Al-Washliyah
Krakatau saya sudah yakin

PT. BPRS Al-Washliyah Krakatau
memberikan pelayanan sesuai yang
ditawarkan
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NO PERNYATAAN STS | TS | KS SS
10 | PT. BPRS Al-Washliyah Krakatau sudah
berdiri lama dan terkenal di masyarakat
11 | PT. BPRS Al-Washliyah Krakatau
memberikan garansi pelayanan kepada
nasabah
12 | PT. BPRS Al-Washliyah Krakatau
memberikan hadiah kepada nasabah yang
merekomendasikan ke orang lain
13 | PT. BPRS Al-Washliyah Krakatau selalu
menjaga brand sampai saat ini.
KEPUASAN NASABAH
Keterangan:
STS = Sangat Tidak Setuju
TS= Tidak Setuju
KS = Kurang Setuju
S= Setuju
SS= Sangat Setuju
NO PERNYATAAN STS | TS | KS SS
1 | Saya merasa puas dengan produk dan jasa

yang disediakan oleh PT. BPRS Al-
Washliyah Krakatau

Saya merasa lebih puas menggunakan produk
dan jasa PT. BPRS Al-Washliyah Krakatau

dibandingkan dengan menggunakan produk

dan jasa bank syariah lain
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NO

PERNYATAAN

STS

TS

KS

SS

Kinerja yang diberikan PT. BPRS Al-
Washliyah Krakatau sesuai dengan harapan

saya

Saya akan menggunakan jasa PT. BPRS Al-

Washliyah Krakatau kembali dan seterusnya

Saya akan merekomendasikan kepada teman
dan keluarga untuk menggunakan jasa PT.
BPRS Al-Washliyah Krakatau

Performa pegawai yang maksimal dalam

melayani pelanggan

PT. BPRS Al-Washliyah Krakatau
memberikan pelayanan prima kepada

nasabah tepat waktu

PT. BPRS Al-Washliyah Krakatau
memproses kepentingan nasabah dengan baik

dan cepat

Nasabah merasa nyaman dengan bergabung
menjadi bagian dari PT. BPRS Al-
Washliyah Krakatau

10

PT. BPRS Al-Washliyah Krakatau

mengutamakan kepuasna nasabah

11

PT. BPRS Al-Washliyah Krakatau mampu
menciptakan nasabah untuk tetep loyal

12

PT. BPRS Al-Washliyah Krakatau mampu
meningkatkan hubungan yang baik dengan

nasabah

13

PT. BPRS Al-Washliyah Krakatau
memberikan pelayanan yang baik dalam

mempertahankan nasanab
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NO PERNYATAAN STS | TS | KS SS
14 | PT. BPRS Al-Washliyah Krakatau
mengutamakan etika bisnis dalam
memberikan pelaynaan
15 | Nasabah merasa puas atas kinerja PT. BPRS
Al-Washliyah Krakatau secara umum.
16 | Nasabah mendapatkan kesesuaian harapan
dalam pelayanan
17 | Nasabah menunjukkan peminatan kembali
18 | Nasabah merekomendasikan PT. BPRS Al-

Washliyah Krakatau sebagai bank syariah
yang baik.
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Validity: Islamic Service Quality

Islamic

Service

Quality
x1 1 Pearson Correlation 670"
Sig. (2-tailed) .000
N 50
x1 2 Pearson Correlation 578"
Sig. (2-tailed) .000
N 50
x1 3 Pearson Correlation 578"
Sig. (2-tailed) .000
N 50
x1 4 Pearson Correlation 414"
Sig. (2-tailed) .003
N 50
x1 5 Pearson Correlation 4227
Sig. (2-tailed) .002
N 50
x1 6 Pearson Correlation 425"
Sig. (2-tailed) .002
N 50
x1 7 Pearson Correlation 526"
Sig. (2-tailed) .000
N 50
x1 8 Pearson Correlation 408™
Sig. (2-tailed) .003
N 50
x1 9 Pearson Correlation 481"
Sig. (2-tailed) .000
N 50
x1_10 Pearson Correlation 597"
Sig. (2-tailed) .000
N 50
x1 11 Pearson Correlation 4747
Sig. (2-tailed) 001
N 50
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x1 12 Pearson Correlation 588"
Sig. (2-tailed) .000
N 50

Islamic Pearson Correlation 1

Service Sig. (2-tailed)

Quality N 50

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



Validity: Brand Image

Brand
Image
x2_1 Pearson _ 245"
Correlation
Sig. (2-tailed) .001
N 50
X2 2 Pearson _ 656"
Correlation
Sig. (2-tailed) .000
N 50
X2_3 Pearson ok
Correlation Adl
Sig. (2-tailed) .001
N 50
X2_4 Pearson ok
Correlation 939
Sig. (2-tailed) .000
N 50
X2 5 Pearson ok
Correlation ~18
Sig. (2-tailed) .000
N 50
X2_6 Pearson ok
Correlation 605
Sig. (2-tailed) .000
N 50
X2_7 Pearson i
Correlation 586
Sig. (2-tailed) .000
N 50
x2_8 Pearson ok
Correlation ST
Sig. (2-tailed) .000
N 50
X2 9 Pearson ok
Correlation 590
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Brand
Image
Sig. (2-tailed) .000
N 50
x2_10 Pearson _ 570"
Correlation
Sig. (2-tailed) .000
N 50
X2 11 Pearson e
Correlation 631
Sig. (2-tailed) .000
N 50
X2 12 Pearson o
Correlation ALT
Sig. (2-tailed) .003
N 50
x2_13 Pearson _ 160"
Correlation
Sig. (2-tailed) .001
N 50
Brand Pearson
Image Correlation 1
Sig. (2-tailed)
N 50

**_ Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).



Validity: Kepuasan Nasabah

Kepuasan
Nasabah
y 1 Pearson
Correlation 76
Sig. (2-tailed) .000
N 50
y 2 Pearson
Correlation 415
Sig. (2-tailed) .003
N 50
y 3 Pearson
. 44
Correlation 0
Sig. (2-tailed) .001
N 50
y 4 Pearson
Correlation 355
Sig. (2-tailed) 011
N 50
y 5 Pearson
) 482
Correlation 8
Sig. (2-tailed) .000
N 50
y 6 Pearson
) .32
Correlation 323
Sig. (2-tailed) .022
N 50
y 7 Pearson
Correlation 526
Sig. (2-tailed) .000
N 50
y 8 Pearson
Correlation 133
Sig. (2-tailed) .000
N 50
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Kepuasan
Nasabah
y 9 Pearson _ 703
Correlation
Sig. (2-tailed) .000
N 50
y 10 Pearson
Correlation 70
Sig. (2-tailed) .000
N 50
y 11 Pearson
) .52
Correlation 520
Sig. (2-tailed) .000
N 50
y 12 Pearson
) 44
Correlation 3
Sig. (2-tailed) .001
N 50
y 13 Pearson _ 136
Correlation
Sig. (2-tailed) .002
N 50
y 14 Pearson
) .52
Correlation 526
Sig. (2-tailed) .000
N 50
y 15 Pearson
Correlation 733
Sig. (2-tailed) .000
N 50
y 16 Pearson _ 703
Correlation
Sig. (2-tailed) .000
N 50
y 17 Pearson
i .57
Correlation 570
Sig. (2-tailed) .000
N 50
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Kepuasan
Nasabah
y_18 Pearson _ 590
Correlation
Sig. (2-tailed) .000
N 50
Kepuasan Nasabah Pearson 1
Correlation
N 50

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

*. Correlation is significant at the 0.05 level (2-tailed).
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Reliability: Islamic Service Quality

Case Processing Summary

N

%

Valid
Excluded?
Total

Cases

50
0
50

100.0
0
100.0

a. Listwise deletion based on all variables in

the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
744 12
Item Statistics
Mean | Std. Deviation N
x1 1 4.02 795 50
x1 2 4.20 .833 50
x1 3 4.06 767 50
x1 4 3.60 728 50
x1 5 4.28 834 50
x1 6 3.90 .839 50
x1 7 4.06 .890 50
x1 8 4.16 .889 50
x1 9 4.08 .829 50
x1 10 4.24 847 50
x1 11 4.26 751 50
x1 12 4.10 .789 50
Item-Total Statistics
Corrected Cronbach's
Scale Mean if | Scale Variance | Item-Total Alpha if Item
Item Deleted |if Item Deleted| Correlation Deleted

x1 1 44,94 20.507 567 704

x1 2 44,76 21.084 450 718

x1 3 44.90 21.357 462 717

x1 4 45.36 22.725 .283 .738
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Item-Total Statistics

Corrected Cronbach's
Scale Mean if | Scale Variance | Item-Total Alpha if Item
Item Deleted |if Item Deleted| Correlation Deleted
X1_5 4468 22.385 271 740 ]
x1 6 45.06 22.343 274 740
x1 7 44.90 21.316 379 127
x1 8 44.80 22.367 .246 .745
x1 9 44.88 21.904 339 732
x1 10 44.72 20.859 472 715
x1 11 44.70 22.214 .345 731
x1 12 44.86 21.184 470 716
Scale Statistics
Mean Variance | Std. Deviation | N of Items
48.96 25.223 5.022 12
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Reliability: Brand Image

Case Processing Summary

N

%

Valid
Excluded?
Total

Cases

50
0
50

100.0
0
100.0

a. Listwise deletion based on all variables in

the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
.799 13
Item Statistics
Mean | Std. Deviation N
x2 1 3.80 .833 50
X2 2 3.86 .857 50
x2_3 3.80 .756 50
X2 _4 3.94 .867 50
X2 5 4.02 742 50
X2 _6 3.92 778 50
X2 7 3.92 .829 50
x2_8 4.02 .795 50
X2 9 4.02 714 50
x2_10 4.08 .853 50
x2 11 3.96 .807 50
x2 12 4.24 .687 50
x2_ 13 4.26 527 50
Item-Total Statistics
Corrected Cronbach's
Scale Mean if | Scale Variance | Item-Total Alpha if Item
Item Deleted |if Item Deleted| Correlation Deleted

x2 1 48.04 26.651 310 797

X2 2 47.98 24.591 551 75

x2_3 48.04 26.937 319 795
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Item-Total Statistics

Corrected Cronbach's
Scale Mean if | Scale Variance | Item-Total Alpha if Item
Item Deleted |if Item Deleted| Correlation Deleted
x2_4 47.90 25.643 412 788
X2 5 47.82 26.355 408 .788
X2 6 47.92 25.463 502 .780
X2 7 47.92 25.381 472 782
x2_8 47.82 25.620 467 .783
X2 9 47.82 25.906 495 781
x2_10 47.76 25.411 451 784
x2 11 47.88 25.087 529 77
x2 12 47.60 27.347 .306 .796
x2 13 47.58 27.636 379 791
Scale Statistics
Mean Variance | Std. Deviation | N of Items
51.84 30.015 5.479 13
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Reliability: Kepuasan Nasabah

Case Processing Summary

N

%

Cases

Valid
Excluded?
Total

50
0
50

100.0
0
100.0

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

Reliability Statistics

Cronbach's
Alpha N of Items
.855 18
Item Statistics
Mean | Std. Deviation N
y 1 3.60 728 50
y 2 4.26 876 50
y 3 3.76 771 50
y 4 3.98 .892 50
y 5 4.44 .760 50
y 6 3.90 763 50
y 7 3.96 832 50
y 8 3.88 718 50
y 9 3.90 814 50
y 10 4.02 .820 50
y 11 3.94 .818 50
y 12 4.02 915 50
y 13 3.86 783 50
y 14 3.96 .832 50
y 15 3.88 718 50
y 16 3.90 814 50
y 17 4.02 .820 50
y 18 3.94 .818 50
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Item-Total Statistics

Corrected Cronbach's
Scale Mean if | Scale Variance | Item-Total Alpha if Item
Item Deleted |if Item Deleted| Correlation Deleted
y 1 67.62 54.893 .508 .846
y 2 66.96 55.998 316 .855
y 3 67.46 56.213 .355 .852
y 4 67.24 56.758 .250 .858
y 5 66.78 55.767 402 .850
y 6 67.32 57.651 231 .857
y 7 67.26 54.768 443 .848
y 8 67.34 53.209 .686 .839
y 9 67.32 51.487 749 834
y 10 67.20 54.286 492 .846
y 11 67.28 54.940 437 .849
y 12 67.20 55.429 341 854
y 13 67.36 56.194 .350 .852
y 14 67.26 54.768 443 .848
y 15 67.34 53.209 .686 .839
y 16 67.32 51.487 749 834
y 17 67.20 54.286 492 .846
y 18 67.28 54.940 437 .849
Scale Statistics
Mean Variance | Std. Deviation | N of Items
71.22 60.910 7.804 18
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Corelation

Correlations

93

Islamic
Service Kepuasan
Quality Brand Image| Nasabah
Islamic Service Pearson e o
Quality Correlation 1 463 642
Sig. (2-tailed) .001 .000
N 50 50 50
Brand Image Pearson o e
’ Correlation 463 L 132
Sig. (2-tailed) .001 .000
N 50 50 50
Kepuasan Nasabah  Pearson e .
i Correlation 042 132 1
Sig. (2-tailed) .000 .000
N 50 50 50

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




Regression

Variables Entered/Removed?

Model

Variables
Entered

Variables
Removed

Method

Brand Image,
Islamic
Service

Quality®

.| Enter

a. Dependent Variable: Kepuasan Nasabah
b. All requested variables entered.

Model Summary

94

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .808% .653 .638 4.505
a. Predictors: (Constant), Brand Image, Islamic Service
Quality
ANOVA?
Sum of

Model Squares df Mean Square F Sig.
1 Regression 1793.900 2 896.950| 44.202 .000°

Residual 953.720 47 20.292

Total 2747.620 49
a. Dependent Variable: Kepuasan Nasabah
b. Predictors: (Constant), Brand Image, Islamic Service Quality

Coefficients?
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 3.865 7.258 532 597

Islamic Service 576 145 386| 3986 .00

Quality

Brand Image .7156 132 .553 5.706 .000

a. Dependent Variable: Kepuasan Nasabah




Frequencies: Islamic Service Quality

Statistics

Islamic Service Quality

N Valid 50
Missing 0

Mean 48.96

Median 49.50

Mode 44

Std. Deviation 5.022

Variance 25.223

Range 21

Minimum 38

Maximum 59

Islamic Service Quality
Valid Cumulative
Frequency | Percent Percent Percent

Valid 38 1 2.0 2.0 2.0
39 2 4.0 4.0 6.0
42 1 2.0 2.0 8.0
43 1 2.0 2.0 10.0
44 7 14.0 14.0 24.0
45 1 2.0 2.0 26.0
46 4 8.0 8.0 34.0
47 4 8.0 8.0 42.0
48 2 4.0 4.0 46.0
49 2 4.0 4.0 50.0
50 5 10.0 10.0 60.0
51 2 4.0 4.0 64.0
52 6 12.0 12.0 76.0
53 1 2.0 2.0 78.0
54 4 8.0 8.0 86.0
55 3 6.0 6.0 92.0
56 1 2.0 2.0 94.0
57 1 2.0 2.0 96.0
58 1 2.0 2.0 98.0
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Islamic Service Quality

33

Islamic Service Quality

Valid Cumulative
Frequency | Percent Percent Percent
59 1 2.0 2.0 100.0
Total 50 100.0 100.0
Histogram
N ] Mean = 48 96
Stel. Dev. = 5022
M =250
E—
_ \
| =
a
=3
g
w
2= / \
[i] j T T T T
40 45 50 55 &0 B5
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Frequencies: Brand Image

Statistics

Brand Image

N Valid 50
Missing 0

Mean 51.84

Median 51.50

Mode 49

Std. Deviation 5.479

Variance 30.015

Range 22

Minimum 41

Maximum 63

Brand Image
Valid Cumulative
Frequency | Percent Percent Percent

Valid 41 1 2.0 2.0 2.0
42 1 2.0 2.0 4.0
43 1 2.0 2.0 6.0
44 2 4.0 4.0 10.0
45 2 4.0 4.0 14.0
46 3 6.0 6.0 20.0
47 2 4.0 4.0 24.0
48 2 4.0 4.0 28.0
49 6 12.0 12.0 40.0
50 3 6.0 6.0 46.0
51 2 4.0 4.0 50.0
52 2 4.0 4.0 54.0
53 1 2.0 2.0 56.0
54 2 4.0 4.0 60.0
55 5 10.0 10.0 70.0
56 1 2.0 2.0 72.0
57 5 10.0 10.0 82.0
58 4 8.0 8.0 90.0




40

45

a0 55

Brand Image

&0

Brand Image
Valid Cumulative
Frequency | Percent Percent Percent
59 2 4.0 4.0 94.0
60 2 4.0 4.0 98.0
63 1 2.0 2.0 100.0
Total 50 100.0 100.0
Histogram
57 Mean = 51 84
/\ N=250
& / \
,_ /
: /
ar
|
g
w
1/ \\
// \\
e N
i T T T

(]

Stdl. Dev. =35.479
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Frequencies: Kepuasan Nasabah

Statistics

Kepuasan Nasabah
N Valid 50
Missing 0
Mean 71.26
Median 71.50
Mode 702
Std. Deviation 7.488
Variance 56.074
Range 28
Minimum 57
Maximum 85

a. Multiple modes exist.
The smallest value is

shown
Kepuasan Nasabah
Valid Cumulative
Frequency | Percent Percent Percent
Valid 57 1 2.0 2.0 2.0
58 3 6.0 6.0 8.0
59 2 4.0 4.0 12.0
60 1 2.0 2.0 14.0
61 2 4.0 4.0 18.0
64 1 2.0 2.0 20.0
66 1 2.0 2.0 22.0
67 2 4.0 4.0 26.0
68 3 6.0 6.0 32.0
69 2 4.0 4.0 36.0
70 5 10.0 10.0 46.0
71 2 4.0 4.0 50.0
72 1 2.0 2.0 52.0
73 2 4.0 4.0 56.0
74 1 2.0 2.0 58.0
75 5 10.0 10.0 68.0




Kepuasan Nasabah

Frequency

Valid Cumulative
Frequency | Percent Percent Percent
76 2 4.0 4.0 72.0
77 5 10.0 10.0 82.0
78 1 2.0 2.0 84.0
79 1 2.0 2.0 86.0
80 3 6.0 6.0 92.0
81 1 2.0 2.0 94.0
83 1 2.0 2.0 96.0
84 1 2.0 2.0 98.0
85 1 2.0 2.0 100.0
Total 50 100.0 100.0
Histogram
] [l gfja%:vﬂ—'z?ﬁwa
M=250
& =
= A TN

4=
1

e

|

a0

60

70

a0

Kepuasan Nasabah

g0
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Multiko

linearitas

101

Variables Entered/Removed?

Model

Variables
Entered

Variables
Removed

Method

Brand Image,
Islamic
Service

Quality®

.| Enter

a. Dependent Variable: Kepuasan Nasabah
b. All requested variables entered.

Model Summary®

Adjusted R | Std. Error of Durbin-
Model R R Square Square the Estimate Watson
1 .808? 653 .638 4.505 1.991

a. Predictors: (Constant), Brand Image, Islamic Service Quality
b. Dependent Variable: Kepuasan Nasabah

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1793.900 2 896.950| 44.202 .000°
Residual 953.720 47 20.292
Total 2747.620 49
a. Dependent Variable: Kepuasan Nasabah
b. Predictors: (Constant), Brand Image, Islamic Service Quality
Standardize
Unstandardized d
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.865 7.258 532 597
'QSLaar:;; Service 576 145 386 3.986 .000
Brand Image .7156 132 553| 5.706 .000




Coefficients?
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Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Islamic Service Quality .786 1.272
Brand Image .786 1.272
a. Dependent Variable: Kepuasan Nasabah
Coefficient Correlations?
Islamic
Brand Service
Model Image Quality
1 Correlations Brand Image 1.000 -.463
Islam_lc Service 463 1.000
Quality
Covariances Brand Image .018 -.009
Islam_lc Service 009 021
Quality

a. Dependent Variable: Kepuasan Nasabah

Collinearity Diagnostics?

Variance Proportions
Islamic
Mode Dimensio | Eigenvalu| Condition [(Constant| Service Brand
I n e Index ) Quality Image
1 1 2.989 1.000 .00 .00 .00
2 .006 22.878 .08 43 .95
3 .005 24.239 .92 57 .05

a. Dependent Variable: Kepuasan Nasabah



Residuals Statistics?
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Minimu | Maximu Std.
m m Mean Deviation
Predicted Value 58.26 80.95 71.26 6.051 50
Residual -8.256 10.077 .000 4.412 50
Std. Predicted 2148 1601  .000 1.000 50
Value
Std. Residual -1.833 2.237 .000 979 50

a. Dependent Variable: Kepuasan Nasabah




Normality

One-Sample Kolmogorov-Smirnov Test

Unstandardiz

ed Residual

N 50
Normal Parameters*®  Mean .0000000

Std'. . 4.41176626

Deviation
Most Extreme Absolute .080
Differences Positive .080

Negative -.060
Test Statistic .080
Asymp. Sig. (2-tailed) .200°4¢

a. Test distribution is Normal.

b. Calculated from data.
c. Lilliefors Significance Correction.

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

Variables Entered/Removed?

Model

Variables
Entered

Variables
Removed

Method

Brand Image,
Islamic
Service

Quality®

.| Enter

a. Dependent Variable: abres
b. All requested variables entered.

Model Summary

105

Adjusted R | Std. Error of

Model R R Square Square the Estimate

1 2212 .049 .008 2.52389

a. Predictors: (Constant), Brand Image, Islamic Service

Quiality

ANOVA?
Sum of

Model Squares df Mean Square F Sig.

1 Regression 15.338 2 7.669|  1.204 .309°
Residual 299.390 47 6.370
Total 314.729 49

a. Dependent Variable: abres

b. Predictors: (Constant), Brand Image, Islamic Service Quality

Coefficients?
Standardize
Unstandardized d
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 9.546 4.067 2.347 .023
Islamic Service -.031 081 -062| -38| .701
Quality
Brand Image -.086 074 -185| -1.154 254

a. Dependent Variable: abres




Regression Studentized Residual

Scatterplot
Dependent Variable: y

o
&
o @0 o
f.’g?
o ° o &
o]
o é’cﬂ @ o
o
o
8
T T
-z 1] 2

Regression Standardized Predicted Value
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