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Lampiran 1 

SURAT PENGANTAR KUESIONER 

Saya M Ridho Effendy mahasiswa jurusan perbankan syariah , Fakulltas 

Ekonomi dan Bisnis Islam (FEBI) Universitas Islam Negeri Sumatera Utara 

(UINSU). Pada saat ini saya sedang melakukan penelitian yang berjudul “Pengaruh 

Experiential Marketing, Service Quality, dan Reference Group Terhadap Kepuasan 

Nasabah dengan Loyalitas Sebagai Variabel Moderasi Pada Bank Sumut Syariah 

Kcp Multatuli”. Kuesinoer pada penelitian ini bertujuan untuk mengumpulkan data 

mengenai pengaruh dari tiga variabel independen yang dirasakan dan diketahui 

langsung oleh para nasabah melalui pernyataan-pernyataan di bawah ini. 

 

IDENTITAS RESPONDEN  

Usia                     : ........................................................... 

 

Lama Bergabung : ........................................................... 

 

No. Hp                : ............................................................  

 

PETUNJUK PENGISIAN ANGKET 

1. Bacalah beberapa pertanyaan di bawah ini dengan teliti 

2. Berilah jawaban yang menurut anda sesuai dengan apa yang anda alami 

3. Pilihlah jawaban yang tersedia adalah : 
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(S) = Setuju 

(SS) = Sangat Setuju 

(TS) = Tidak Setuju 

(STS) = Sangat Tidak Setuju 

(N) = Netral 

 

4. Hasil penelitian hanya untuk kepentingan akademis saja. 

 

Experientiial Marketing (X1) 

No Pernyataan S SS N TS STS 

1. Bank Sumut Syariah Kcp 

Multatuli design interiornya  

menarik dilihat.  

     

2.  Karyawan Bank Sumut Syariah 

Kcp Multatuli memberikan 

pelayanan ramah. 

     

3. Bank Sumut Syariah Kcp 

Multatuli memiliki konsep 

berbeda dengan bank lainnya. 

     

4. Karyawan Bank Sumut Syariah 

Kcp Multatuli memasarkan 

produknya selalu ramah.   

     

5. Reputasi Bank Sumut Syariah 

Kcp Multatuli dikenal baik. 

     

6. Karyawan Bank Sumut Syariah 

Kcp Multatuli selalu menjalin 

komunikasi dengan nasabahnya 

selalu baik. 
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Service Quality (X2) 

No Pernyataan S SS N TS STS 

1. Bank Sumut Syariah Kcp 

Multatuli Pengajuan 

pembiayaan sangat mudah. 

     

2.  Karyawan Bank Sumut Syariah 

Kcp Multatuli menerapkan 

ikrar/janji. 

     

3. Karyawan Bank Sumut Syariah 

Kcp Multatuli merespon 

keluhan nasabah 

     

4. Karyawan Bank Sumut Syariah 

Kcp Multatuli sopan dalam 

berbicara.  

     

5. Penyampaian produk karyawan 

Bank Sumut Syariah Kcp 

Multatuli mudah dipahami. 

     

7. Bank Sumut Syariah Kcp 

Multatuli memberikan penawaran 

produknya menarik.  

     

8. Bank Sumut Syariah Kcp 

Multatuli memberikan hadiah 

kepada nasabah tetapnya. 

     

9.. Produk-produk Bank Sumut 

Syariah Kcp Mulltatuli sesuai 

prinsip syariah. 
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6. Karyawan Bank Sumut Syariah 

Kcp Multatuli memahami 

tentang produk tawarannya.    

     

7. Nasabah Bank Sumut Syariah 

Kcp Multatuli dapat 

menggunakan fasilitas yang 

disediakan. 

     

8. Peralatan Bank Sumut Syariah 

Kcp Multatuli lengkap.  

     

9. Karyawan Bank Sumut Syariah 

Kcp Multatuli menjalankan 

tugasnya selalu baik. 

     

10. Karyawan Bank Sumut Syariah 

Kcp Multatuli tidak pernah 

mendriskriminasikan 

(membeda-bedakan) nasabah. 

     

11. Penyediaan pelayanan 

karyawan Bank Sumut Syariah 

Kcp Multatuli memuaskan.  

     

12, Karyawan Bank Sumut Syariah 

Kcp Multatuli memperhatikan 

nasabahnya. 

     

13. Karyawan Bank Sumut Syariah 

Kcp Multatuli memberikan 

layanan cepat. 

     

14. Karyawan Bank Sumut Syariah 

Kcp Multatuli bersedia 

membantu nasabahnya. 
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15. Karyawan Bank Sumut Syariah 

Kcp Multatuli memberikan 

pelayanan cepat, ramah. 

     

 

Reference Group (X2) 

No Pernyataan S SS N TS STS 

1. Karyawan Bank Sumut Syariah 

Kcp Multatuli mematuhi 

norma yang berlaku.  

     

2. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli 

mematuhi norma yang berlaku. 

     

3. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli diterima 

masyarakat. 

     

4. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli beragam 

bisa menjadi referensi 

masyarakat. 

     

5. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli 

berkualitas baik. 

     

6. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli berguna 

bagi masyarakat. 

     

7. Kelompok (teman/kerabat) 

memiliki pengetahuan yang 
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mendalam tentang Bank Sumut 

Syariah Kcp Multatuli. 

8. Informasi kelompok 

(teman/kerabat) dapat 

dipercayai. 

     

9. Kelompok (teman/kerabat) 

memberikan informasi 

mengenai pengalaman selama 

bergabung Bank Sumut 

Syariah Kcp Multatuli  

     

 

Kepuasan Nasabah (Y) 

No Pernyataan S SS N TS STS 

1. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli 

berkualitas baik. 

     

2. Produk, jasa Bank Sumut 

Syariah Kcp Multatuli 

memudahkan masyarakat. 

     

3. Nasabah merasa puas dengan 

Produk, jasa Bank Sumut 

Syariah Kcp Multatuli.  

     

4. Pelayanan karyawan Bank Sumut 

Syariah Kcp Multatuli, 

pengalaman yang menyenangkan. 

     

5. Pelayanan yang diberikan 

Bank Sumut Syariah Kcp 

multatuli sudah memenuhi 

harapan. 
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6. Pelayanan yang diberikan oleh 

karyawan Bank Sumut Syariah 

Kcp Multatuli memuaskan 

saya. 

     

7. Timbul rasa bangga menjadi 

nasabah Bank Sumut Syariah 

Kcp Multatuli. 

     

8. Karyawan Bank Sumut 

Syariah Kcp Multatuli 

menawarkan produk, jasanya 

baik. 

     

9.  Timbul rasa yakin terhadap 

produk,  jasa Bank Sumut 

Syariah Kcp Multatuli. 

     

 

Loyalitas (Z) 

No Pernyataan S SS N TS STS 

1. Bangga menjadi nasabah Bank 

Sumut Syariah Kcp Multatuli. 

     

2. Yakin terhadap produk, jasa 

Bank Sumut Syariah Kcp 

Multatuli. 

     

3. Tetap menjadi nasabah Bank 

Sumut Syariah Kcp Multatuli. 

     

4. Saya bersedia 

merekomendasikan Bank Sumut 

Syariah Kcp Multatuli kepada 
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orang lain untuk mepercayakan 

jasa layanannya 

5. Setelah bergabung menjadi 

nasabah Bank Sumut Syariah 

saya tidak ingin berganti  bank 

lain 

     

6. Saya percaya Bank Sumut 

Syariah Kcp Multatuli 

merupakan jasa pelayanan bank 

terbaik. 
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Lampiran 2 Hasil Uji Instrumen Penelitian 

A. Uji Validitas 

1. Uji Validitas Experiential Marketing 

   item_1 item_2 item_3 item_4 item_5 item_6 item_7 item_8 item_9 skor_total 

item_1 Pearson Correlation 1 ,300(**) ,770(**) ,843(**) ,867(**) ,843(**) ,867(**) ,707(**) ,827(**) ,884(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_2 Pearson Correlation ,300(**) 1 ,041 ,512(**) ,534(**) ,512(**) ,534(**) ,524(**) ,545(**) ,518(**) 

Sig. (2-tailed) ,002   ,686 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

item_3 Pearson Correlation ,770(**) ,041 1 ,704(**) ,720(**) ,704(**) ,720(**) ,693(**) ,683(**) ,774(**) 

Sig. (2-tailed) ,000 ,686   ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

item_4 Pearson Correlation ,843(**) ,512(**) ,704(**) 1 ,970(**) 1,000(**) ,970(**) ,882(**) ,939(**) ,977(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_5 Pearson Correlation ,867(**) ,534(**) ,720(**) ,970(**) 1 ,970(**) 1,000(**) ,908(**) ,968(**) ,990(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_6 Pearson Correlation ,843(**) ,512(**) ,704(**) 1,000(**) ,970(**) 1 ,970(**) ,882(**) ,939(**) ,977(**) 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000   ,000 ,000 ,000 ,000 
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2. Uji Validitas Service Quality 

 Correlations 

 

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

 

 Correlations 

 

    item_1 item_2 item_3 item_4 item_5 item_6 item_7 item_8 item_9 item_10 item_11 item_12 

item_1 Pearson Correlation 
1 ,926(**) ,527(**) ,501(**) ,518(**) ,498(**) ,507(**) ,579(**) ,410(**) ,410(**) 

,401(**

) 
,417(**) 

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

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

N 100 100 100 100 100 100 100 100 100 100 

item_7 Pearson Correlation ,867(**) ,534(**) ,720(**) ,970(**) 1,000(**) ,970(**) 1 ,908(**) ,968(**) ,990(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_8 Pearson Correlation ,707(**) ,524(**) ,693(**) ,882(**) ,908(**) ,882(**) ,908(**) 1 ,939(**) ,927(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_9 Pearson Correlation ,827(**) ,545(**) ,683(**) ,939(**) ,968(**) ,939(**) ,968(**) ,939(**) 1 ,973(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

skor_total Pearson Correlation ,884(**) ,518(**) ,774(**) ,977(**) ,990(**) ,977(**) ,990(**) ,927(**) ,973(**) 1 

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

N 100 100 100 100 100 100 100 100 100 100 
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item_2 Pearson Correlation 
,926(**) 1 ,476(**) ,450(**) ,466(**) ,450(**) ,458(**) ,535(**) ,369(**) ,369(**) 

,363(**

) 
,376(**) 

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

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

item_3 Pearson Correlation 
,527(**) ,476(**) 1 ,919(**) ,971(**) ,945(**) ,914(**) ,434(**) ,914(**) ,914(**) 

,917(**

) 
,942(**) 

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

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

item_4 Pearson Correlation 
,501(**) ,450(**) ,919(**) 1 ,946(**) ,922(**) ,895(**) ,490(**) ,895(**) ,895(**) 

,847(**

) 
,868(**) 

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

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

item_5 Pearson Correlation 
,518(**) ,466(**) ,971(**) ,946(**) 1 ,973(**) ,944(**) ,510(**) ,944(**) ,944(**) 

,892(**

) 
,915(**) 

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

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

item_6 Pearson Correlation 
,498(**) ,450(**) ,945(**) ,922(**) ,973(**) 1 ,973(**) ,492(**) ,918(**) ,918(**) 

,866(**

) 
,889(**) 

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

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

item_7 Pearson Correlation 
,507(**) ,458(**) ,914(**) ,895(**) ,944(**) ,973(**) 1 ,419(**) ,888(**) ,888(**) 

,834(**

) 
,857(**) 

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

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

item_8 Pearson Correlation 
,579(**) ,535(**) ,434(**) ,490(**) ,510(**) ,492(**) ,419(**) 1 ,587(**) ,587(**) 

,414(**

) 
,514(**) 

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

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

item_9 Pearson Correlation 
,410(**) ,369(**) ,914(**) ,895(**) ,944(**) ,918(**) ,888(**) ,587(**) 1 1,000(**) 

,946(**

) 
,972(**) 

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

  N 100 100 100 100 100 100 100 100 100 100 100 100 
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item_10 Pearson Correlation 
,410(**) ,369(**) ,914(**) ,895(**) ,944(**) ,918(**) ,888(**) ,587(**) 1,000(**) 1 

,946(**

) 
,972(**) 

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

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

item_11 Pearson Correlation ,401(**) ,363(**) ,917(**) ,847(**) ,892(**) ,866(**) ,834(**) ,414(**) ,946(**) ,946(**) 1 ,972(**) 

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

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

item_12 Pearson Correlation 
,417(**) ,376(**) ,942(**) ,868(**) ,915(**) ,889(**) ,857(**) ,514(**) ,972(**) ,972(**) 

,972(**

) 
1 

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

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

item_13 Pearson Correlation 
,417(**) ,376(**) ,942(**) ,868(**) ,915(**) ,889(**) ,857(**) ,514(**) ,972(**) ,972(**) 

,972(**

) 
1,000(**) 

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

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

item_14 Pearson Correlation 
,417(**) ,376(**) ,942(**) ,868(**) ,915(**) ,889(**) ,857(**) ,514(**) ,972(**) ,972(**) 

,972(**

) 
1,000(**) 

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

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

item_15 Pearson Correlation 
,417(**) ,376(**) ,942(**) ,868(**) ,915(**) ,889(**) ,857(**) ,514(**) ,972(**) ,972(**) 

,972(**

) 
1,000(**) 

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

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

skor_total Pearson Correlation 
,555(**) ,510(**) ,935(**) ,896(**) ,940(**) ,923(**) ,895(**) ,581(**) ,944(**) ,944(**) 

,915(**

) 
,940(**) 

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

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

**  Correlation is significant at the 0.01 level (2-tailed). 
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3. Hasil Uji Validitas Reference Group 

 Correlations 

 

    item_1 item_2 item_3 item_4 item_5 item_6 item_7 item_8 item_9 skor_total 

item_1 Pearson Correlation 1 ,926(**) ,885(**) ,894(**) ,920(**) ,907(**) ,592(**) ,620(**) ,591(**) ,937(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_2 Pearson Correlation ,926(**) 1 ,821(**) ,966(**) ,815(**) ,947(**) ,525(**) ,654(**) ,524(**) ,918(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_3 Pearson Correlation ,885(**) ,821(**) 1 ,863(**) ,962(**) ,802(**) ,630(**) ,446(**) ,592(**) ,889(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_4 Pearson Correlation ,894(**) ,966(**) ,863(**) 1 ,823(**) ,949(**) ,541(**) ,632(**) ,506(**) ,914(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_5 Pearson Correlation ,920(**) ,815(**) ,962(**) ,823(**) 1 ,834(**) ,617(**) ,464(**) ,615(**) ,894(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_6 Pearson Correlation ,907(**) ,947(**) ,802(**) ,949(**) ,834(**) 1 ,537(**) ,665(**) ,536(**) ,909(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_7 Pearson Correlation ,592(**) ,525(**) ,630(**) ,541(**) ,617(**) ,537(**) 1 ,815(**) ,965(**) ,795(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_8 Pearson Correlation ,620(**) ,654(**) ,446(**) ,632(**) ,464(**) ,665(**) ,815(**) 1 ,846(**) ,788(**) 

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

N 100 100 100 100 100 100 100 100 100 100 
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item_9 Pearson Correlation ,591(**) ,524(**) ,592(**) ,506(**) ,615(**) ,536(**) ,965(**) ,846(**) 1 ,790(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

skor_total Pearson Correlation ,937(**) ,918(**) ,889(**) ,914(**) ,894(**) ,909(**) ,795(**) ,788(**) ,790(**) 1 

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

N 100 100 100 100 100 100 100 100 100 100 

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

 

 

 

 

 

4. Hasil Uji Validitas Kepuasan Nasabah 
 

 Correlations 

 

    item_1 item_2 item_3 item_4 item_5 item_6 item_7 item_8 item_9 skor_total 

item_1 Pearson Correlation 1 ,965(**) ,965(**) ,929(**) ,891(**) ,832(**) ,802(**) ,893(**) ,893(**) ,948(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_2 Pearson Correlation ,965(**) 1 1,000(**) ,961(**) ,923(**) ,863(**) ,831(**) ,923(**) ,923(**) ,973(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_3 Pearson Correlation ,965(**) 1,000(**) 1 ,961(**) ,923(**) ,863(**) ,831(**) ,923(**) ,923(**) ,973(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_4 Pearson Correlation ,929(**) ,961(**) ,961(**) 1 ,961(**) ,901(**) ,864(**) ,960(**) ,960(**) ,985(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_5 Pearson Correlation ,891(**) ,923(**) ,923(**) ,961(**) 1 ,934(**) ,831(**) ,923(**) ,923(**) ,964(**) 
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Sig. (2-tailed) ,000 ,000 ,000 ,000   ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

item_6 Pearson Correlation ,832(**) ,863(**) ,863(**) ,901(**) ,934(**) 1 ,907(**) ,867(**) ,867(**) ,927(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_7 Pearson Correlation ,802(**) ,831(**) ,831(**) ,864(**) ,831(**) ,907(**) 1 ,900(**) ,900(**) ,907(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_8 Pearson Correlation ,893(**) ,923(**) ,923(**) ,960(**) ,923(**) ,867(**) ,900(**) 1 1,000(**) ,973(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

item_9 Pearson Correlation ,893(**) ,923(**) ,923(**) ,960(**) ,923(**) ,867(**) ,900(**) 1,000(**) 1 ,973(**) 

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

N 100 100 100 100 100 100 100 100 100 100 

skor_total Pearson Correlation ,948(**) ,973(**) ,973(**) ,985(**) ,964(**) ,927(**) ,907(**) ,973(**) ,973(**) 1 

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

N 100 100 100 100 100 100 100 100 100 100 

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

 

 

 

 

 

 

 



 

 

5. Hasil Uji Validitas Loyalitas 
 

 Correlations 

 

    item_1 item_2 item_3 item_4 item_5 item_6 skor_total 

item_1 Pearson Correlation 1 ,903(**) ,928(**) ,852(**) ,835(**) ,852(**) ,944(**) 

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

N 100 100 100 100 100 100 100 

item_2 Pearson Correlation ,903(**) 1 ,867(**) ,784(**) ,766(**) ,784(**) ,895(**) 

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

N 100 100 100 100 100 100 100 

item_3 Pearson Correlation ,928(**) ,867(**) 1 ,928(**) ,873(**) ,891(**) ,965(**) 

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

N 100 100 100 100 100 100 100 

item_4 Pearson Correlation ,852(**) ,784(**) ,928(**) 1 ,945(**) ,963(**) ,964(**) 

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

N 100 100 100 100 100 100 100 

item_5 Pearson Correlation ,835(**) ,766(**) ,873(**) ,945(**) 1 ,982(**) ,951(**) 

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

N 100 100 100 100 100 100 100 

item_6 Pearson Correlation ,852(**) ,784(**) ,891(**) ,963(**) ,982(**) 1 ,964(**) 

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

N 100 100 100 100 100 100 100 

skor_total Pearson Correlation ,944(**) ,895(**) ,965(**) ,964(**) ,951(**) ,964(**) 1 

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

N 100 100 100 100 100 100 100 

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

 

Lampiran 3 Hasil Uji Asumsi Klasik 

A. Uji Normalitas 

Uji Normalitas Menggunakan Uji Statistik Kolmogorov-Smirnov 

 

  

Unstandardi

zed Residual 

N 60 

Normal 

Parameters(a,b) 

Mean ,0000000 

Std. Deviation 2,19272861 

Most Extreme 

Differences 

Absolute ,343 

Positive ,239 

Negative -,343 

Kolmogorov-Smirnov Z 2,657 

Asymp. Sig. (2-tailed) ,000 

a  Test distribution is Normal. 

b  Calculated from data. 

 



 

 

B. Uji Multikolinearitas 

Model   

Collinearity Statistics 

Tolerance VIF 

1 EM X1  ,307 3,255 

SQ X2 ,309 3,241 

RG X3 ,988 1,012 

L    M ,731 1,368 

a  Dependent Variable: Y 

 

 

C. Uji Heteroskedastisitas 

 

 

 

 

 

 

 

Lampiran 4 Hasil Uji 

Hipotesis 

A. Uji Koefisien Determinasi 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,633(a) ,401 ,383 2,489 

a  Predictors: (Constant), Loyalitas, Experiential Marketing, 

Reference Group, Service Quality 

 

Coefficients(a) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

    B 

Std. 

Error Beta B 

Std. 

Error 

1 (Constant) -

7,442 
4,039   -1,842 ,071 

  Experiential 

Marketing 
,236 ,184 ,292 1,285 ,204 

  Service Quality -,032 ,099 -,074 -,325 ,746 

  Reference 

Group 
,118 ,056 ,270 2,126 ,796 

  Loyalitas -,076 ,084 -,134 -,908 ,368 

a  Dependent Variable: ABS 

Model Summary 



 

 

 

 

 

B. Uji T Parsial 

 

 

 

 

 

 

 

 

 

 

 

 

 

C. Uji F Simultan 

ANOVA(b) 

 

Model   

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 408,349 4 102,087 16,570 ,000(a) 

Residual 585,291 95 6,161     

Total 993,640 99       

a  Predictors: (Constant), Loyalitas, Experiential Marketing, Reference Group, Service 

Quality 

b  Dependent Variable: Kepuasan Nasabah 

 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,655(a) ,429 ,385 2,484 

a  Predictors: (Constant), Reference Group"Loyalitas, Service Quality, 

Experiential Marketing, Reference Group, Loyalitas, Experiential 

Marketing''Loyalitas, Service Quality"Loyalitas 

 

Coefficients(a 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B 

Std. 

Error Beta B 

Std. 

Error 

1 (Constant) 8,732 3,701   2,359 ,020 

Experiential 

Marketing 
,537 ,095 ,525 5,648 ,000 

Service 

Quality 
,123 ,052 ,207 2,389 ,019 

Reference 

Group 
-,004 ,066 -,005 -,055 ,956 

a  Dependent Variable: Kepuasan Nasabah 
Coefficients(a) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B 

Std. 

Error Beta B 

Std. 

Error 

1 (Constant) -23,413 20,195   -1,159 ,249 

Experiential 

Marketing 
,643 ,738 ,629 ,871 ,386 

Service Quality ,590 ,464 ,992 1,273 ,206 

Reference Group -,106 ,615 -,138 -,172 ,864 

Loyalitas 1,566 ,886 1,457 1,768 ,080 

Experiential 

Marketing''Loyalitas 
-,002 ,033 -,100 -,068 ,946 

Service 

Quality"Loyalitas 
-,023 ,021 -1,858 -1,097 ,276 

Reference 

Group"Loyalitas 
,002 ,027 ,097 ,075 ,941 

a  Dependent Variable: Kepuasan Nasabah 



 

 

 

 

 

Lampiran 5 Hasil Uji Analisis Jalur 

 

 

 

Coefficients(a 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B 

Std. 

Error Beta B 

Std. 

Error 

1 (Constant) 8,732 3,701   2,359 ,020 

Experiential 

Marketing 
,537 ,095 ,525 5,648 ,000 

Service 

Quality 
,123 ,052 ,207 2,389 ,019 

Reference 

Group 
-,004 ,066 -,005 -,055 ,956 

a  Dependent Variable: Kepuasan Nasabah 

Coefficients(a) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B 

Std. 

Error Beta B 

Std. 

Error 

1 (Constant) -23,413 20,195   -1,159 ,249 

Experiential 

Marketing 
,643 ,738 ,629 ,871 ,386 

Service Quality ,590 ,464 ,992 1,273 ,206 

Reference Group -,106 ,615 -,138 -,172 ,864 

Loyalitas 1,566 ,886 1,457 1,768 ,080 

Experiential 

Marketing''Loyalitas 
-,002 ,033 -,100 -,068 ,946 

Service 

Quality"Loyalitas 
-,023 ,021 -1,858 -1,097 ,276 

Reference 

Group"Loyalitas 
,002 ,027 ,097 ,075 ,941 

a  Dependent Variable: Kepuasan Nasabah 


