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Lampiran 1

No. Responden :
KUESIONER RESPONDEN

PENGARUH PROGRAM COSTUMER RELANTIONSHIP MARKETING
TERHADAP LOYALITAS NASABAH PADA PT. BRI KOTA PALOPO

Assalamualaikum wr. wb bersama ini, saya mohon kesediaan anda untuk
meluangkan waktu untuk mengisi kuesioner tentang “pengaruh program
costumer relantionship marketing terhadap loyalitas nasabah pada pt. bri
kota palopo”. Informasi yang anda berikan sangat berarti bagi penelitian saya.
Atas bantuan anda, saya ucapkan terimakasih.

A. PROFIL RESPONDEN
No. Responden :

Tanggal

Nama

Umur

Suku

Status Pernikahan :
Pilih salah satu jawaban sesuai dengan yang sebenarnya.
1. Jenis Kelamin

a) Laki-laki
b) Perempuan
2. Pendidikan terakhir : (Pilih salah satu dibawah ini)

a) SMP
b) SMA

c) Diploma



d) S1/s2
e) Lainnya...
3. Usia

a) 17-20 Tahun
b) 21-30 tahun
c) 31-40 tahun
d) Lebih dari 41 tahun

4. Pekerjaan saat ini : (Pilih salah satu dibawah ini)

a) Pelajar/Mahasiswa
b) Wiraswasta
c) Peg.Swasta
d) PNS
e) Lainnya.....
B. PERNYATAAN PENELITIAN

Petunjuk:

Pilihlah salah satu jawaban yang paling sesuai menurut pendapat anda dengan

memberikan tanda ceklis (V) pada kolom jawaban yang dianggap paling sesuai.
Keterangan :

STS :Sangat Tidak Setuju

TS : Tidak Setuju

N : Netral

S : Setuju

SS : Sangat Setuju



1. Pernyataan cotinuity marketing (Pemasaran Berkelanjutan)

No Pernyataan Jawaban
SS N TS | STS
1. Pihak PT.Bank BRI menyediakan Produk
(Atm bersama Dan kredit card)
2. Pihak PT.Bank BRI akan menyediakan
Reward (prestasi) bagi nasabah yang benar-
benar loyal terhadap perusahaan itu.
3. Pihak PT.Bank BRI meyediakan Fasilitas
Gedung yang aman dan nyaman bagi
nasabah
4. Pihak PT.Bank BRI akan menyediakan
Fasilitas parkir Khusus nasabah
5. PT.Bank BRI menyediakan fasilitas Atm di
tempat strategis agar mudah dijangkau oleh
nasabah
6. Karyawaan PT.Bank BRI siap siaga

menjemput berkas secara langsung oleh

marketing perusahaan (Mantri)




2. Pernyataan one to one marketing (Pemasaran Individual)

No Pernyataan Jawaban
SS N TS | STS

1. Karyawan PT.Bank BRI mampu menangani

keluhan dari nasabah secara individual

dengan cepat
2. Karyawan PT.Bank BRI selalu sigap dalam

melayani nasabah secara individual
3. Karyawan PT.Bank BRI selalu bersikap

sopan santun dalam melayani nasabah
4. Karyawan PT.Bank BRI selalu ramah dalam

melayani nasabah
5. Karyawan PT.Bank BRI selalu menjaga

keamanan nasabah
6. Karyawan PT.Bank BRI harus

berpenampilan  rapi  dalam  melayani

kebutuhan nasabah

3. Pernyataan partnering program (Program Kerjasama)
No Pernyataan Jawaban
SS N TS | STS

1. | Hubungan kerjasama dengan  pihak




pengkreditan bermotor untuk menarik minat

nasabah

2. |Hubungan kerja sama dengan pihak asuransi

dan BPJS

3. |Hubungan kerja sama dengan Pihak KPR

untuk memudahkan transaksi pengkreditan

4. |Hubungan kerjasama dengan masyarakat

(Nasabah, non nasabah)

5. |Hubungan kerja sama dengan pihak pihak

perusahaan lain yang bergerak dibidang jasa

6. |Hubungan Kerja sama dengan perusahaan

yang bergerak dibidang retail

4. Pernyataan loyalitas nasabah (nasabah yang loyal)

No Pernyataan Jawaban

SS S N TS | STS

1. |Saya sangat tertarik dengan produk perusahaan

terebut

2. |Saya akan merekomendasi perusahaan ini

kepada orang lain

3. |saya bersedia mengatakan hal hal positif

perusahaan kepada orang lain




4. | Saya Tidak memiliki keinginan pindah
kepada pihak/perusahaan lain

5. | saya menolak untuk menggunakan produk
maupun pihak pesaing lain

6. |saya akan kembali untuk menggunakan

produk perusahaan ini.

Lampiran 2: Hasil perhitungan kuesioner yang di kembalikan

oleh responden sebanyak 150 item
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One to One Marketing (X2)
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Partnering Program (X3)

TOTAL
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Lampiran 3: Uji Validitas

Countinuty Marketing (X1)
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tions
N 150 150 150 150 150 150
X1.2  Pearson 773" 1| 701" | 594" | 466" | 692~ 863"
Correlation
Sig. (2-tailed) ,000 ,000 | ,000 | ,000 | ,000 ,000
N 150 150 150 150 150 150 150
X1.3  Pearson 817* | 701" 1| 581" | .376™ | .556" 817+
Correlation
Sig. (2-tailed) ,000 | ,000 ,000 | ,000 | ,000 ,000
N 150 150 150 150 150 150 150
X1.4  Pearson 597" | 594" | 581" 1| 5177 | 731" 816"
Correlation
Sig. (2-tailed) ,000 | ,000 | ,000 ,000 | ,000 ,000
N 150 150 150 150 150 150 150
X1.5 ~ Pearson 483" | 466" | 376" | 517" 1| 5517 680"
Correlation
Sig. (2-tailed) ,000 | ,000| ,000| ,000 ,000 ,000
N 150 150 150 150 150 150 150
X1.6  Pearson 683" | 692" | 556~ | 731" | .551% 1 860"
Correlation
Sig. (2-tailed) ,000 | ,000| ,000| ,000| ,000 ,000
N 150 150 150 150 150 150 150
CON Pearson - - - - o .
TINUl  Correlation .886™ | .863* | .817" | .816™ | .680" | .860 1
Y Sig. (2-tailed) 000 | ,000| ,000| ,000| ,000| ,000
MAR
E‘éﬂ 150 | 150 | 150| 150 | 150 | 150 150
**_Correlation is significant at the 0.01 level (2-tailed).
One To One Marketing (X2)
Correlations
X2.. ONE_TO_ONE_MARKET
X21 | 2 | X23 | X2.4 | X25 | X2.6 ING
X2.1 Pearson
Correlati 1 '713 '65§ '70§ '623 '56?* 847"
on
Sig. (2- ,000 | ,000 | ,000 | ,000 | ,000 000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
X2..2 Pearson
Correlati '715 1 '66*7* '711 '628 '62§ 867"
on
Sig. (- 509 000 | ,000 | ,000 | ,000 000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
X2.3 Pearson .656 | .667 1| .671 | 628 | .618 .831™




Correlat " . - . "
on
Sig. (2= 1 500 | 000 000 | ,000 | ,000 000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
X2.4 Pearson
Correlati '70*8* '71*7* '67}* 1 '60*6* '588 .852™
on
Sig. (2- ,000 | ,000 | ,000 ,000 | ,000 ,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
X2.5 Pearson
Correlati '62*2* '62*9* '62§ '602 1 '73*2* .836™
on
Sig. (2- ,000 | ,000 | ,000 | ,000 ,000 ,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
X2.6 Pearson
Correlati '562 '622 '61§ '589 '733 1 815"
on
Sig. (2- ,000 | ,000 | ,000 | ,000 | ,000 ,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
ONE TO Pearson
ONE Correlati '84*7* '8GZ '83}* '85*2* '839 '812 1
MARKETIN  on
G (0
Sig. (2 ,000 | ,000 | ,000 | ,000 | ,000 | ,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 150
**_Correlation is significant at the 0.01 level (2-tailed).
Partnering Program (X3)
Correlations
PARTNERING
X3.1 | X3.2 | X33 | X34 | X35 | X3.6 | PROGRAM
X3.1 Pearson |, 722" | 744" | 697" | 711" | 738" | .886~
Correlation
Sig. (2- 000 |.000 |,000 |.000 |,000 |,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 | 150
X3.2 Pearson | goow | 4 712" | 638" | .696™ | .629" | .848™
Correlation
Sig. (2- ,000 000 |,000 |,000 |,000 |,000
tailed)
N 150 | 150 | 150 | 150 | 150 | 150 | 150
X3.3 Pearson | S | 712 | 1 794" | 742" | 649" | .895"
Correlation
Sig. (2- 000 | ,000 000 |,000 |,000 |,000
tailed)
N 150 | 150 | 150 |150 | 150 | 150 | 150
X3.4 Pearson 697" | .638™ | .794" | 1 731" | .607" | .858"




Correlation

Sig. (2- 000 | ,000 |,000 ,000 | ,000 |,000

tailed)

N 150 | 150 |150 |150 | 150 | 150 | 150
X35 pearson | 293+ | eo6" | .742" | 731" | 1 720" | 882"

Correlation

Sig. (2- ,000 |,000 |,000 |,000 000 | ,000

tailed)

N 150 | 150 | 150 | 150 | 150 | 150 | 150
X3.6 Pearson 738" | 629" | 649" | 607" | 720" | 1 832"

Correlation

Sig. (2- 000 | .000 |,000 |.000 |,000 ,000

tailed)

N 150 | 150 |150 |150 |150 | 150 | 150
PARTNERING Pearson N N N - - N
PROGRAM Correlation | 886" | -8487 | .895™ | 858" | 882" | .832" | 1

Sig. (2- ,000 |,000 |,000 |,000 |,000 |,000

tailed)

N 150 | 150 | 150 | 150 | 150 | 150 | 150
**_Correlation is significant at the 0.01 level (2-tailed).
Loyalitas Nasabah ()

Correlations
LOYALITAS
Y1 Y2 Y3 Y4 Y5 Y6 NASABAH

Y1 Pearso

n 1| 736" | 680" | 719" | 700" | .760° 887"

Correla

tion

Sig. (2- 000 | ,000| ,000| ,000]| ,000 000

tailed)

N 150 | 150 | 150 | 150 | 150 | 150 150
Y2 Pearso

n 736" 1| 636" | 724" | 643" | 651 848"

Correla

tion

Sig- (2= 1 g9 000 | ,000 | ,000 | ,000 000

tailed)

N 150 | 150 | 150 | 150 | 150 | 150 150
Y3 Pearso

n 680" | 636 1| 671 | 629" | 562 299"

Correla

tion

S0- 21 000 | 000 000 | ,000 | ,000 000

tailed)

N 150 | 150 | 150 | 150 | 150 | 150 150
Y4 Pearso

n 719+ | 7247 | 671 1| 733 | 681 878"

Correla

tion

Sig. (2- ,000 | ,000 | ,000 ,000 | ,000 ,000




tailed)
N 150 150 150 150 150 150 150
Y5 Pearso
n 700" .643* .629* .733* 1 .775* 879"
Correla
tion
Sig. (2- ,000 | ,000 | ,000 | ,000 ,000 ,000
tailed)
N 150 150 150 150 150 150 150
Y6 Pearso
n 760" .651* .562* .681* .775* 1 865"
Correla
tion
Sig. (2- ,000 | ,000 | ,000| ,000 | ,000 ,000
tailed)
N 150 150 150 150 150 150 150
LOYALITA  Pearso
S n 887" .848" | .799" | .878" | .879" | .865" 1
NASABAH Correla ' * * * * *
tion
Sig. (2- ,000 | ,000 | ,000| ,000 | ,000 | ,000
tailed)
N 150 150 150 150 150 150 150
**_Correlation is significant at the 0.01 level (2-tailed).
Lampiran 4 = Uji Realibilitas
Countinuity Marketing (X1)
Case Processing Summary
%
Cases Valid 150 100,0
Excluded? 0 0.0
Total 150 100,0
Reliability Statistics
Cronbach's Alpha N of Items
,904 6

Item Statistics

Mean

Std. Deviation




X1.1 4,51 ,903 150
X1.2 4,41 ,928 150
X1.3 4,45 ,824 150
X1.4 4,40 ,867 150
X1.5 4,47 ,808 150
X1.6 4,39 ,926 150

Item-Total Statistics
Cronbach's
Corrected Alpha if
Scale Mean if Item-Total ltem
Iltem Deleted Scale Variance if Item Deleted | Correlation Deleted
X1.1 22,13 12,621 ,825 873
X1.2 22,22 12,656 789 879
X1.3 22,18 13,585 735 888
X1.4 22,23 13,361 729 ,888
X1.5 22,17 14,623 ,559 ,911
X1.6 22,24 12,694 ,785 ,880
One To One Marketing (X2)
Case Processing Summary
N %
Cases Valid 150 100’0
Excluded? 0 0.0
Total 150 100,0
Reliability Statistics
Cronbach's Alpha N of ltems
,917 6
Item Statistics
Mean Std. Deviation N
X2.1 4,43 ,886 150
X2..2 4,44 ,930 150




X2.3 4,55 , 756 150
X2.4 4,38 924 150
X2.5 4,41 ,891 150
X2.6 4,43 ,855 150
Item-Total Statistics
Cronbach's
Corrected Alpha if
Scale Mean if Item Scale Variance if Item Iltem-Total Iltem
Deleted Deleted Correlation Deleted

x2.1 22,21 13,645 772 ,900
X2..2 22,21 13,225 ,796 ,897
X2.3 22,10 14,507 , 764 ,903
X2.4 22,27 13,378 776 ,900
X2.5 22,23 13,697 ,756 ,903
X2.6 22,21 14,062 , 731 ,906

Partnering Program (X3)

Case Processing Summary
N %
Cases Valid 150 100,0
Excluded? 0 0.0
Total 150 100,0
Reliability Statistics
Cronbach's Alpha N of ltems
,934 6
Item Statistics
Mean Std. Deviation N

X3.1 4,45 ,887 150
X3.2 4,38 ,924 150
X3.3 4,25 ,964 150




X3.4

4,40 ,867 150
X3.5 4,43 ,862 150
X3.6 4,41 875 150

ltem-Total Statistics
Cronbach's
Corrected Alpha if
Scale Mean if Item ltem-Total Iltem
Deleted Scale Variance if Item Deleted Correlation Deleted

X3.1 21,87 15,217 832 918
X3.2 21,94 15,305 775 ,925
X3.3 22,07 14,640 ,840 917
X3.4 21,92 15,577 ,794 ,923
X3.5 21,89 15,411 ,829 918
X3.6 21,91 15,731 ,758 ,927

Loyalitas Nasabah (Y)

Case Processing Summary
N %
Cases Valid 150 1000
Excluded? 0 0.0
Total 150 100,0
Reliability Statistics
Cronbach's Alpha N of ltems
,928 6
ltem Statistics
Mean Std. Deviation N

Y1 4,45 ,879 150
Y2 4,31 913 150
Y3 4,40 811 150




Y4

4,25 ,935 150
Y5 4,18 1,069 150
Y6 4,23 ,963 150
Item-Total Statistics
Cronbach's
Corrected Alpha if
Scale Mean if Item Scale Variance if ltem Item-Total ltem
Deleted Deleted Correlation Deleted
Y1 21,37 16,289 ,836 ,910
Y2 21,51 16,399 779 ,917
Y3 21,42 17,440 723 ,924
Y4 21,57 15,992 ,819 ,911
Y5 21,64 15,131 ,808 ,914
Y6 21,59 15,934 797 ,914
LAMPIRAN 5 : UJI KOEFISIEN DETERMINASI (RZ)
Model Summary
Std. Error
Adjusted R of the
Model R R Square Square Estimate
1 .8692 ,755 ,750 2,399
a. Predictors: (Constant), PARTNERING_PROGRAM, CONTINUITY_MARKETING,
ONE_TO_ONE_MARKETING
LAMPIRAN 6 : UJI T (Uji Parsial)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients t Sig.
Std.
Model B Error Beta
1 (Constant) 1,887 1,251 1,508 | ,134
CONTINUITY_MARKETING
,052 ,108 ,047 ,480 ,632
ONE_TO_ONE_MARKETING
,016 ,124 ,015 ,132 ,895
PARTNERING_PROGRAM
,841 ,084 ,818 10,038 | ,000




a. Dependent Variable: LOYALITAS_NASABAH

Lampiran 7 Hasil Uji Regresi Linier Berganda

Variables Entered/Removed?

Model Variables Entered Variables Removed Method
1

PARTNERING_PROGRAM,

CONTINUITY_MARKETING, Enter

ONE_TO_ONE_MARKETINGb
a. Dependent Variable: LOYALITAS_NASABAH
b. All requested variables entered.

Model Summary
Std. Error
Adjusted of the
Model R Square R Square Estimate
1 8692 755 750 2.399
a. Predictors: (Constant), PARTNERING_PROGRAM, CONTINUITY_MARKETING,
ONE_TO_ONE_MARKETING
ANOVA?
Mean
Model Sum of Squares df Square F Sig.
1 Regression 2586.049 3| 862.016 | 149.811 | .000b
Residual 840.091 146 5.754
Total 3426.140 149

a. Dependent Variable: LOYALITAS_NASABAH
b. Predictors: (Constant), PARTNERING_PROGRAM, CONTINUITY_MARKETING,

ONE_TO_ONE_MARKETING

Coefficients?

Model

Unstandardized
Coefficients

Standardized
Coefficients

t Sig.




Std.

B Error Beta
1 (Constant) 1.887 | 1.251 1.508 | .134
CONTINUITY_MARKETING 052 108 047 480 | 632
NE_T NE_MARKETIN
ONE_TO_ONE_ G .016 124 .015 132 | .895
PARTNERING_PROGRAM .841 .084 .818 | 10.038 | .000

a. Dependent Variable: LOYALITAS_NASABAH
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