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LAMPIRAN 

 

I. Lampiran 1 

 

BIODATA 

Identitas Diri 

 
Nama    : Yoga Khoniel Pasoloran 

Tempat, Tanggal Lahir : Makassar, 04 September 1998 

Jenis Kelamin   : Laki-Laki 

Agama    : Kristen Protestan 

Alamat    : Jl. Telkom 2 Blok C2 No.123 Taman   

Telkomas Makassar Sulawesi Selatan 

Nomor Handphone  : 0895806675321 

Email    : yogakhoniel@gmail.com 

 

Riwayat Pendidikan 

 TK Frater Bakti Luhur Makassar  2003-2004 
 

 SD Frater Bakti Luhur Makassar  2004-2010 
 

 SMP Negeri 12 Makassar   2010-2013 
 

 SMA Frater Makassar    2013-2016 

 

Pengalaman Organisasi 

 Persekutuan Mahasiswa Kristen Oikumene Fakultas Ekonomi dan Bisnis 
Universitas Hasanuddin (PMKO-FEB UH) 
 

 Gerakan Mahasiswa Kristen Indonesia (GMKI) Komisariat Ekonomi 
Unhas 

 

Demikian biodata ini dibuat dengan sebenarnya 

 

Makassar,04 Desember 2020 

 

mailto:yogakhoniel@gmail.com
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Yoga Khoniel Pasoloran 

II. Lampiran 2 
 

KUISIONER PENELITIAN 

 

Identitas Responden 

 Nama : 

 Jenis Kelamin : Laki-Laki/Perempuan 

 Umur : : <17 tahun/17-25 tahun/26-35 tahun/36-45 tahun/>46 tahun 

 Pekerjaan : …. 

 Apakah anda pernah menggunakan aplikasi Grab di ponsel anda? : 
Ya/Tidak 

 

 Petunjuk Pengisian 

  
Pilihlah pernyataan dibawah ini sesuai dengan pengalaman anda setelah 
menggunakan aplikasi Grab dengan mengisi kolom yang tersedia 
dengan keterangan : 

 

Sangat Setuju 

Setuju 

Kurang Setuju 

Tidak Setuju 

Sangat Tidak Setuju 

 

1. Dimensi Content Marketing : Edukasi 

No Pertanyaan SS S KS TS STS 

1 Konten-konten dari Grab 
bernilai dan mengedukasi 

     

2 Konten-konten dari Grab 
memberikan motivasi untuk 
mengikuti ajakan dalam 
konten 

     

3 Konten-konten dari Grab 
mengandung nilai filosofis 

     

4 Konten-konten dari Grab 
bermanfaat bagi kehidupan 
saya 
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2. Dimensi Content Marketing : Informatif 

 

No Pertanyaan SS S KS TS STS 

1 Konten-konten dari Grab 
mudah dipahami 

     

2 Konten-konten dari Grab 
mudah diingat 

     

3 Konten-konten dari Grab 
dapat membangun dan 
menjaga komunikasi dengan 
baik dengan konsumen dalam 
hal layanan Grab 

     

4 Konten-konten dari Grab 
relevan dengan situasi terkini 

     

5 Konten-konten dari Grab 
mendorong saya mengambil 
keputusan tetap 
menggunakan layanan Grab 

     

 

 

3. Dimensi Content Marketing : Menghibur 

 

No Pertanyaan SS S KS TS STS 

1 Konten-konten dari  Grab 
interaktif 

     

2 Konten-konten dari Grab 
berbeda dengan konten yang 
dibuat merek lain dalam 
industri yang sama 

     

3 Konten-konten dari Grab 
mampu memenuhi kebutuhan 

     

4 Saya menyukai konten-konten 
dari Grab 

     

 

 

 

 

 

 

4. Dimensi Content Marketing : Kepercayaan 
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No Pertanyaan SS S KS TS STS 

1 Konten-konten dari Grab 
mampu menunjukkan 
identitas merek 

     

2 Konten-konten dari Grab 
mampu memberikan 
pengaruh timbal balik terkait 
isi konten 

     

3 Konten-konten dari Grab 
dapat dipercaya 
kebenarannya 

     

4 Konten-konten dari Grab 
konsisten 

     

 

5. Costumer Engagement 

 

No Pertanyaan SS S KS TS STS 

1 Saya bersedia memberikan 
komentar mengenai 
kepuasan terhadap layanan 
Grab 

     

2 Saya berbagi informasi 
yang saya dapatkan 
mengenai Grab 

     

3 Saya berbagi pengalaman 
yang saya dapatkan 
mengenai Grab 

     

4 Saya merekomendasikan 
merek Grab 

     

5 Saya merekomendasikan 
produk/layanan yang ada 
pada Grab 

     

6 Melalui konten-konten Grab 
saya mampu berinteraksi 
dengan sesama pengguna 
Grab 

     

7 Perhatian saya terhadap 
merek Grab berkembang 

     

8 Sikap saya terhadap merek 
Grab berkembang 

     

9 Saya bersedia berkontribusi  
meningkatkan kinerja merek 
Grab 

     

10 Saya bersedia berkontribusi 
mengembangkan 
produk/layanan yang 
dimiliki Grab dengan 
menjadi pelanggan setia 
dan mempromosikan Grab 
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III. Lampiran 3 
 

OUTPUT PENELITIAN 
 

A. STATISTIK DESKRIPTIF 

 
 

1. Dimensi Edukasi 
 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

ED1 110 2.00 3.00 5.00 4.0545 .46603 

ED2 110 2.00 3.00 5.00 3.9636 .50552 

ED3 110 3.00 2.00 5.00 3.6182 .66335 

ED4 110 3.00 2.00 5.00 4.1273 .65117 

Edukasi 110 9.00 11.00 20.00 15.7636 1.72901 

Valid N (listwise) 110      

 

2. Dimensi Informatif 

 

 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

INF1 110 3.00 2.00 5.00 4.2091 .52629 

INF2 110 3.00 2.00 5.00 4.0727 .63114 

INF3 110 3.00 2.00 5.00 4.1909 .59809 

INF4 110 2.00 3.00 5.00 4.3091 .53750 

INF5 110 4.00 1.00 5.00 3.9727 .73521 

Informatif 110 11.00 14.00 25.00 20.7545 2.19334 

Valid N (listwise) 110      
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3. Dimensi Menghibur 

 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

HIB1 110 3.00 2.00 5.00 4.0364 .52335 

HIB2 110 4.00 1.00 5.00 3.6545 .74731 

HIB3 110 3.00 2.00 5.00 4.1091 .66836 

HIB4 110 3.00 2.00 5.00 3.9909 .58255 

Menghibur 110 11.00 9.00 20.00 15.7909 1.82287 

Valid N (listwise) 110      

 

 

4. Dimensi Kepercayaan 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

KEP1 110 3.00 2.00 5.00 4.1091 .53063 

KEP2 110 3.00 2.00 5.00 4.0455 .53134 

KEP3 110 3.00 2.00 5.00 4.0364 .54060 

KEP4 110 3.00 2.00 5.00 3.9364 .57911 

Kepercayaan 110 10.00 10.00 20.00 16.1273 1.66513 

Valid N (listwise) 110      

 

5. Customer Engagement 

 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

CE1 110 3.00 2.00 5.00 4.1273 .62235 

CE2 110 4.00 1.00 5.00 3.9091 .69791 

CE3 110 4.00 1.00 5.00 4.0000 .66360 

CE4 110 3.00 2.00 5.00 3.9727 .58198 

CE5 110 3.00 2.00 5.00 3.9636 .60468 

CE6 110 4.00 1.00 5.00 3.6182 .84573 

CE7 110 4.00 1.00 5.00 3.7818 .69575 

CE8 110 4.00 1.00 5.00 3.8273 .68882 

CE9 110 4.00 1.00 5.00 3.7364 .75026 
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CE10 110 4.00 1.00 5.00 3.7000 .81893 

Custoemer Engagement 110 25.00 25.00 50.00 38.6364 4.83247 

Valid N (listwise) 110      

 

6. Statistik Deskriptif Penelitian 

 

Descriptive Statistics 

 N Range Minimum Maximum Mean Std. Deviation 

Edukasi 110 9.00 11.00 20.00 15.7636 1.72901 

Informatif 110 11.00 14.00 25.00 20.7545 2.19334 

Menghibur 110 11.00 9.00 20.00 15.7909 1.82287 

Kepercayaan 110 10.00 10.00 20.00 16.1273 1.66513 

Customer Engagement 110 25.00 25.00 50.00 38.6364 4.83247 

Valid N (listwise) 110      

 

 

 

B. UJI VALIDITAS (CORRELATION) 

 
1. Dimensi Edukasi 

 

Correlations 

 ED1 ED2 ED3 ED4 Edukasi 

ED1 

Pearson Correlation 1 .593** .424** .400** .756** 

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

N 110 110 110 110 110 

ED2 

Pearson Correlation .593** 1 .560** .293** .777** 

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

N 110 110 110 110 110 

ED3 

Pearson Correlation .424** .560** 1 .347** .792** 

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

N 110 110 110 110 110 

ED4 

Pearson Correlation .400** .293** .347** 1 .703** 

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

N 110 110 110 110 110 

Edukasi 

Pearson Correlation .756** .777** .792** .703** 1 

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

N 110 110 110 110 110 

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

 

Correlations 

 INF1 INF2 INF3 INF4 INF5 Informatif 

INF1 

Pearson Correlation 1 .589** .484** .288** .418** .752** 

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

N 110 110 110 110 110 110 

INF2 

Pearson Correlation .589** 1 .376** .447** .400** .775** 

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

N 110 110 110 110 110 110 

INF3 

Pearson Correlation .484** .376** 1 .300** .450** .721** 

Sig. (2-tailed) .000 .000  .001 .000 .000 

N 110 110 110 110 110 110 

INF4 

Pearson Correlation .288** .447** .300** 1 .277** .617** 

Sig. (2-tailed) .002 .000 .001  .003 .000 

N 110 110 110 110 110 110 

INF5 

Pearson Correlation .418** .400** .450** .277** 1 .741** 

Sig. (2-tailed) .000 .000 .000 .003  .000 

N 110 110 110 110 110 110 

Informatif 

Pearson Correlation .752** .775** .721** .617** .741** 1 

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

N 110 110 110 110 110 110 

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

 

Correlations 

 HIB1 HIB2 HIB3 HIB4 Menghibur 

HIB1 

Pearson Correlation 1 .384** .434** .302** .700** 

Sig. (2-tailed)  .000 .000 .001 .000 

N 110 110 110 110 110 

HIB2 

Pearson Correlation .384** 1 .333** .203* .708** 

Sig. (2-tailed) .000  .000 .033 .000 

N 110 110 110 110 110 

HIB3 

Pearson Correlation .434** .333** 1 .521** .795** 

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

N 110 110 110 110 110 

HIB4 

Pearson Correlation .302** .203* .521** 1 .681** 

Sig. (2-tailed) .001 .033 .000  .000 

N 110 110 110 110 110 

Menghibur 

Pearson Correlation .700** .708** .795** .681** 1 

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

N 110 110 110 110 110 

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

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

Correlations 

 KEP1 KEP2 KEP3 KEP4 Kepercayaan 

KEP1 

Pearson Correlation 1 .405** .370** .500** .742** 

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

N 110 110 110 110 110 

KEP2 

Pearson Correlation .405** 1 .409** .427** .730** 

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

N 110 110 110 110 110 

KEP3 

Pearson Correlation .370** .409** 1 .535** .759** 

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

N 110 110 110 110 110 

KEP4 

Pearson Correlation .500** .427** .535** 1 .817** 

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

N 110 110 110 110 110 

Kepercayaan 

Pearson Correlation .742** .730** .759** .817** 1 

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

N 110 110 110 110 110 

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

 

 

5. Customer Engagement 
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C. UJI RELIABILITY 

Reliability : Edukasi 

 

Notes 

Output Created 29-NOV-2020 08:35:12 

Comments  

Input 

Data D:\Edukasi.sav 

Active Dataset DataSet0 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 

110 

Matrix Input  

Missing Value Handling 

Definition of Missing 
User-defined missing values are treated as 

missing. 

Cases Used 
Statistics are based on all cases with valid 

data for all variables in the procedure. 

Syntax 

RELIABILITY 

  /VARIABLES=ED1 ED2 ED3 ED4 ED 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources 
Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 
 

[DataSet0] D:\Edukasi.sav 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 
Valid 110 100.0 

Excludeda 0 .0 
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Total 110 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.798 5 

 
 

DATASET ACTIVATE DataSet1. 

RELIABILITY 

  /VARIABLES=INF1 INF2 INF3 INF4 INF5 INF 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

 

 
Reliability: Informatif 
 

Notes 

Output Created 29-NOV-2020 12:58:53 

Comments  

Input 

Data D:\Skripsi Yoga\Informatif.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in 

Working Data 

File 

110 

Matrix Input  

Missing Value Handling 

Definition of 

Missing 

User-defined missing values are treated as 

missing. 

Cases Used 
Statistics are based on all cases with valid 

data for all variables in the procedure. 

Syntax 

RELIABILITY 

  /VARIABLES=INF1 INF2 INF3 INF4 INF5 

INF 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources 
Processor Time 00:00:00,02 

Elapsed Time 00:00:00,00 
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[DataSet1] D:\Skripsi Yoga\Informatif.sav 

 

Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 

Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.784 6 

 

 
Reliability : Menghibur 

Notes 

Output Created 29-NOV-2020 08:35:44 

Comments  

Input 

Data D:\Mengibur.sav 

Active Dataset DataSet2 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 

110 

Matrix Input  

Missing Value Handling 

Definition of Missing 
User-defined missing values are treated as 

missing. 

Cases Used 
Statistics are based on all cases with valid 

data for all variables in the procedure. 

Syntax 

RELIABILITY 

  /VARIABLES=HIB1 HIB2 HIB3 HIB4 HIB 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 
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Resources 
Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 
 

[DataSet2] D:\Mengibur.sav 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.785 5 

 
 

DATASET ACTIVATE DataSet3. 

RELIABILITY 

  /VARIABLES=KEP1 KEP2 KEP3 KEP4 KEP 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 
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Reliability: Kepercayaan 

Notes 

Output Created 29-NOV-2020 08:35:59 

Comments  

Input 

Data D:\Kepercayaan.sav 

Active 

Dataset 

DataSet3 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in 

Working Data 

File 

110 

Matrix Input  

Missing Value Handling 

Definition of 

Missing 

User-defined missing values are treated as 

missing. 

Cases Used 
Statistics are based on all cases with valid 

data for all variables in the procedure. 

Syntax 

RELIABILITY 

  /VARIABLES=KEP1 KEP2 KEP3 KEP4 

KEP 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources 

Processor 

Time 

00:00:00,00 

Elapsed Time 00:00:00,00 

 
 

[DataSet3] D:\Kepercayaan.sav 

 
Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 
Valid 110 100.0 

Excludeda 0 .0 
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Total 110 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.803 5 

 
 

DATASET ACTIVATE DataSet5. 

RELIABILITY 

  /VARIABLES=CE1 CE2 CE3 CE4 CE5 CE6 CE7 CE8 CE9 CE10 CE 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

 

 
 
 
 
 
Reliability : Customer Engagement 

Notes 

Output Created 29-NOV-2020 08:36:15 

Comments  

Input 

Data D:\Customer Engagement.sav 

Active Dataset DataSet5 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in 

Working Data File 

110 

Matrix Input  

Missing Value Handling 

Definition of 

Missing 

User-defined missing values are 

treated as missing. 

Cases Used 

Statistics are based on all cases with 

valid data for all variables in the 

procedure. 

Syntax 

RELIABILITY 

  /VARIABLES=CE1 CE2 CE3 CE4 

CE5 CE6 CE7 CE8 CE9 CE10 CE 

  /SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 
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Resources 
Processor Time 00:00:00,00 

Elapsed Time 00:00:00,00 

 
 

[DataSet5] D:\Customer Engagement.sav 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.767 11 
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D. UJI ASUMSI KLASIK 

 

 

 
1. Uji Normalitas 
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One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 109 

Normal Parametersa,b 
Mean .0000000 

Std. Deviation 3.33043546 

Most Extreme Differences 

Absolute .113 

Positive .065 

Negative -.113 

Kolmogorov-Smirnov Z 1.179 

Asymp. Sig. (2-tailed) .124 

a. Test distribution is Normal. 

b. Calculated from data. 

 

b. Calculated from data. 
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2. Uji Multikolinearitas 

 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardiz

ed 

Coefficients 

t Sig. Collinearity Statistics 

B Std. 

Error 

Beta Tolerance VIF 

1 

(Constant) 2.160 3.518  .614 .541   

Edukasi .499 .267 .179 1.873 .064 .497 2.014 

Informatif .502 .249 .228 2.020 .046 .355 2.818 

Menghibur .849 .283 .320 3.006 .003 .397 2.516 

Kepercayaan .296 .289 .102 1.022 .309 .454 2.202 

a. Dependent Variable: Customer Engagement 

 

 

3. Uji Heteroskedastisitas 
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E. UJI HIPOTESIS 

 

1. Uji Determinan 
 

Variables Entered/Removeda 

Model Variables 

Entered 

Variables 

Removed 

Method 

1 

Kepercayaan, 

Edukasi, 

Menghibur, 

Informatifb 

. Enter 

a. Dependent Variable: Customer Engagement 

b. All requested variables entered. 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .725a .526 .508 3.39065 

a. Predictors: (Constant), Kepercayaan, Edukasi, Menghibur, Informatif 

 

2. Uji-F  

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 1338.322 4 334.580 29.103 .000b 

Residual 1207.133 105 11.497   

Total 2545.455 109    

a. Dependent Variable: Customer Engagement 

b. Predictors: (Constant), Kepercayaan, Edukasi, Menghibur, Informatif 
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3. Uji-t (Parsial) 
 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 2.160 3.518  .614 .541 

Edukasi .499 .267 .179 1.873 .064 

Informatif .502 .249 .228 2.020 .046 

Menghibur .849 .283 .320 3.006 .003 

Kepercayaan .296 .289 .102 1.022 .309 

a. Dependent Variable: Customer Engagement 

 
 

 

 

 

 

 

 

 

 

  

 

 


