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Lampiran 1.  Kuesioner Penelitian 

 

Judul Penelitian 

PENGARUH E-SERVQUAL TERHADAP LOYALITAS PELANGGAN MELALUI 

KEPUASAN PELANGGAN PADA PT. SOCIAL BELLA INDONESIA (SITUS 

WEB SOCIOLLA) DI KOTA MAKASSAR 

 

 

II. Identitas Responden  

1. Nama/kode responden  :  

2. Usia  : 

3. Jenis Kelamin :  

4. Tingkat Pendidikan     

5. Pekerjaan :  

  Pegawai Negeri   

 Pengusaha -lain*  

 

Petunjuk: Lingkari jawaban yang anda anggap paling sesuai 

6. Berapa lama Anda menggunakan Website Sociolla? 

a. < 1 tahun 

b. 1-2 tahun 

c. 3-4 tahun 

d. > 4 tahun 

7. Berapa kali Anda melakukan pembelian pada Website Sociolla? 

a. 2 kali 

b. 4 kali 

c. 6 kali 

d. > 6 kali 

8. Kapan terakhir kali Anda melakukan pembelian pada Website Sociolla? 

a. 3 bulan terakhir 

b. 6 bulan terakhir 

c. 9 bulan terakhir 

d. 12 bulan terakhir 

  



9. Produk apa yang biasa Anda beli di Website Sociolla? 

a. Makeup 

b. Skincare 

c. Hair Care 

d. Gift Set 

e. Bath & Body 

f. Accessories 

g. Fragrance 

h. Men 

10. Berapa rata-rata pembelian Anda selama sebulan pada Website Sociolla? 

a. < Rp. 300.000,- 

b. Rp. 300.000,- – Rp. 600.000,- 

c. Rp. 600.000,- – Rp. 900.000,- 

d. > Rp. 900.000,- 

 

III. Petunjuk  

1. Berilah tanda ceklist () pada salah satu pilihan jawaban yang tersedia. 

2. Ada lima alternatif jawaban yang disiapkan, dimana kelima alternatif 

tersebut dikembangkan atas dasar kategori dalam skala Likert, yaitu:  

a. Sangat setuju  (SS) 

b. Setuju  (S) 

c. Netral  (N) 

d. Tidak setuju  (TS) 

e. Sangat tidak setuju  (STS) 

3. Jawaban yang Saudara berikan tidak satupun yang dianggap salah dan 

tetap dijamin kerahasiaannya.  

4. Ceklist penelitian ini dimanfaatkan untuk kepentingan penulisan untuk tesis 

bukan untuk kepentingan yang lain. 

5. Terima kasih atas jawaban yang Saudara berikan.  

 

 

 

 

 

 



IV. Pernyataan  

a) Variabel E-Servqual 

No Pernyataan  

Alternatif Jawaban 

SS S N TS STS 

5 4 3 2 1 

Indikator: Efficiency (Efisiensi)      

1 Website Sociolla memudahkan saya untuk 
menemukan produk yang saya butuhkan 

     

2 Website Sociolla memudahkan saya untuk 
menyelesaikan transaksi dengan cepat 

     

3 Informasi di Website Sociolla telah terorganisir 
dengan baik 

     

Indikator: Fulfillment (Pemenuhan)  

4 Website Sociolla mengirimkan barang saya sesuai 
dengan barang yang saya pesan 

     

5 Website Sociolla mengirimkan barang sesuai 
dengan jangka waktu yang dijanjikan kepada saya 

     

6 Website Sociolla dengan cepat memproses 
pengiriman barang yang saya pesan 

     

7 Sociolla selalu mempunyai stok barang yang 
tertera ada dalam ketersediaan stok pada Website 
Sociolla 

     

Indikator : System Availability (Ketersediaan Sistem)  

8 Website Sociolla selalu tersedia untuk melakukan 
pemesanan 

     

9 Produk yang saya butuhkan dapat dengan segera 
diakses pada Website Sociolla 

     

10 Sistem pada Website Sociolla tidak mengalami 
hambatan 

     

11 Website Sociolla tidak mengalami masalah ketika 
saya sedang mengisi data informasi saya 

     

Indikator: Privacy (Privasi)  

12 Website Sociolla melindungi informasi mengenai 
perilaku berbelanja saya pada Website sesuai 
syarat dan ketentuan yang berlaku 

     

13 Website Sociolla tidak membagikan informasi 
pribadi saya dengan website lain sesuai syarat dan 
ketentuan yang berlaku 

     

14 Website Sociolla melindungi informasi kartu debit 
atau kredit saya 

     

Indikator :Responsiveness (Daya Tanggap)  

15 Website Sociolla memberi saya opsi yang mudah 
untuk mengembalikan barang 

     

16 Website Sociolla menangani pengembalian produk 
dengan baik 

     

17 Website Sociolla menawarkan jaminan yang sesuai      

18 Website Sociolla memberitahu saya apa yang 
harus dilakukan jika transaksi saya tidak diproses 

     



19 Website Sociolla dapat menangani masalah 
dengan segera 

     

Indikator: Compensation (Kompensasi)  

20 Website Sociolla memberi saya kompensasi 
apabila ada masalah yang diakibatkan Website 
tersebut 

     

21 Website Sociolla mengkompensasi saya ketika apa 
yang saya pesan tidak tiba tepat waktu 

     

22 Website Sociolla menerima barang yang ingin saya 
kembalikan dari rumah 

     

Indikator: Contact (Kontak)  

23 Website Sociolla menyediakan berbagai contact 
person (email, chat WhatsApp, beauty Assistant) 
perusahaan yang dapat saya hubungi 

     

24 Website Sociolla memiliki perwakilan layanan 
pelanggan yang tersedia secara online 

     

25 Saya dapat berkomunikasi langsung dengan 
customer service dari Website Sociolla apabila 
saya membutuhkan informasi atau terjadi masalah 

     

 

b) Variabel Kepuasan Pelanggan 

No Pernyataan  

Alternatif Jawaban 

SS S N TS STS 

5 4 3 2 1 

Indikator: Expectation/ Attitude (Ekspektasi/ Sikap)  

1 Saya puas dengan keputusan terakhir saya untuk 
membeli dari Website Sociolla 

     

Indikator : Behavior Intention (Niat Perilaku)  

2 Jika saya harus mengulanginya lagi, saya akan 
melakukan pembelian online terbaru saya di Website 
Sociolla 

     

Indikator: Disconfirmation (Diskonfirmasi)  

3 Pilihan saya untuk membeli dari Website Sociolla 
adalah pilihan yang bijak 

     

Indikator: Satisfaction (Kepuasan)  

4 Saya sangat menikmati berbelanja pada Website 
Sociolla 

     

Indikator: Postexposure Attitude (Sikap paska eksposur)  

5 Saya yakin melakukan pembelian online terbaru saya 
di Website Sociolla adalah hal yang benar 

     

Indikator: Postexposure Intention (Niat paska eksposur)      

6 Saya merasa senang telah melakukan pembelian 
online terbaru saya di Website Sociolla 

     

 

 

 

 

 

 



c) Variabel Loyalitas Pelanggan 

No Pernyataan  

Alternatif Jawaban 

SS S N TS STS 

5 4 3 2 1 

Indikator: Positive word of mouth  

1 Saya menyampaikan hal-hal positif tentang Website 
Sociolla kepada orang lain 

     

Indikator: Recommend to others  

2 Saya merekomendasikan Website Sociolla kepada 
orang lain 

     

Indikator: Encourage others to use  

3 Saya mengajak orang lain untuk berkunjung pada 
Website Sociolla 

     

Indikator: First choice for future    

4 Saya menjadikan Website Sociolla sebagai pilihan 
pertama saya untuk transaksi di masa mendatang 

     

Indikator: Do more business in future  

5 Saya akan melakukan lebih banyak pembelian melalui 
Website Sociolla untuk beberapa tahun ke depan 

     

STS = sangat tidak setuju, TS = tidak setuju, N = Netral, S = setuju,  SS = sangat 

setuju 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 



 



 



 



 



 



Lampiran 3: Analisis Deskripsi 

Frequency Table 

X1.1.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 7 7.0 7.0 12.0 

4.00 44 44.0 44.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

X1.1.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 8 8.0 8.0 12.0 

4.00 46 46.0 46.0 58.0 

5.00 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 

X1.1.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 8 8.0 8.0 12.0 

4.00 44 44.0 44.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 



X1.2.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 1 1.0 1.0 3.0 

3.00 7 7.0 7.0 10.0 

4.00 38 38.0 38.0 48.0 

5.00 52 52.0 52.0 100.0 

Total 100 100.0 100.0  

 

X1.2.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 5 5.0 5.0 10.0 

4.00 37 37.0 37.0 47.0 

5.00 53 53.0 53.0 100.0 

Total 100 100.0 100.0  

 

X1.2.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 7 7.0 7.0 12.0 

4.00 35 35.0 35.0 47.0 

5.00 53 53.0 53.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.2.4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 1 1.0 1.0 3.0 

3.00 8 8.0 8.0 11.0 

4.00 38 38.0 38.0 49.0 

5.00 51 51.0 51.0 100.0 

Total 100 100.0 100.0  

 

X1.3.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 8 8.0 8.0 12.0 

4.00 43 43.0 43.0 55.0 

5.00 45 45.0 45.0 100.0 

Total 100 100.0 100.0  

 

X1.3.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 9 9.0 9.0 13.0 

4.00 44 44.0 44.0 57.0 

5.00 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.3.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 9 9.0 9.0 13.0 

4.00 39 39.0 39.0 52.0 

5.00 48 48.0 48.0 100.0 

Total 100 100.0 100.0  

 

X1.3.4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 7 7.0 7.0 11.0 

4.00 44 44.0 44.0 55.0 

5.00 45 45.0 45.0 100.0 

Total 100 100.0 100.0  

 

X1.4.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 9 9.0 9.0 13.0 

4.00 44 44.0 44.0 57.0 

5.00 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.4.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 14 14.0 14.0 17.0 

4.00 41 41.0 41.0 58.0 

5.00 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 

X1.4.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 12 12.0 12.0 16.0 

4.00 45 45.0 45.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

X1.5.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 11 11.0 11.0 15.0 

4.00 41 41.0 41.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.5.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 10 10.0 10.0 14.0 

4.00 41 41.0 41.0 55.0 

5.00 45 45.0 45.0 100.0 

Total 100 100.0 100.0  

 

X1.5.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 12 12.0 12.0 15.0 

4.00 39 39.0 39.0 54.0 

5.00 46 46.0 46.0 100.0 

Total 100 100.0 100.0  

 

 

X1.5.4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 12 12.0 12.0 15.0 

4.00 41 41.0 41.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 



X1.5.5 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 12 12.0 12.0 16.0 

4.00 41 41.0 41.0 57.0 

5.00 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

 

X1.6.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 13 13.0 13.0 16.0 

4.00 42 42.0 42.0 58.0 

5.00 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 

X1.6.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 13 13.0 13.0 17.0 

4.00 44 44.0 44.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.6.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 14 14.0 14.0 17.0 

4.00 39 39.0 39.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

X1.7.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 2 2.0 2.0 4.0 

3.00 8 8.0 8.0 12.0 

4.00 44 44.0 44.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

X1.7.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 10 10.0 10.0 15.0 

4.00 46 46.0 46.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



X1.7.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 2.0 2.0 2.0 

2.00 3 3.0 3.0 5.0 

3.00 11 11.0 11.0 16.0 

4.00 45 45.0 45.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

Y1.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 4 4.0 4.0 4.0 

3.00 20 20.0 20.0 24.0 

4.00 43 43.0 43.0 67.0 

5.00 33 33.0 33.0 100.0 

Total 100 100.0 100.0  

 

Y1.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 4 4.0 4.0 4.0 

3.00 13 13.0 13.0 17.0 

4.00 39 39.0 39.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

Y1.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 4 4.0 4.0 4.0 

3.00 20 20.0 20.0 24.0 

4.00 43 43.0 43.0 67.0 

5.00 33 33.0 33.0 100.0 

Total 100 100.0 100.0  



 

Y1.4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 16 16.0 16.0 20.0 

4.00 47 47.0 47.0 67.0 

5.00 33 33.0 33.0 100.0 

Total 100 100.0 100.0  

 

Y1.5 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 16 16.0 16.0 20.0 

4.00 42 42.0 42.0 62.0 

5.00 38 38.0 38.0 100.0 

Total 100 100.0 100.0  

 

Y1.6 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

2.00 4 4.0 4.0 5.0 

3.00 20 20.0 20.0 25.0 

4.00 43 43.0 43.0 68.0 

5.00 32 32.0 32.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 



Y2.1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

3.00 11 11.0 11.0 12.0 

4.00 49 49.0 49.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

Y2.2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

3.00 12 12.0 12.0 13.0 

4.00 47 47.0 47.0 60.0 

5.00 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 

Y2.3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

3.00 14 14.0 14.0 15.0 

4.00 46 46.0 46.0 61.0 

5.00 39 39.0 39.0 100.0 

Total 100 100.0 100.0  

 

Y2.4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

3.00 12 12.0 12.0 13.0 

4.00 43 43.0 43.0 56.0 

5.00 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 

 



Y2.5 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 1.0 1.0 1.0 

3.00 8 8.0 8.0 9.0 

4.00 57 57.0 57.0 66.0 

5.00 34 34.0 34.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 4: Uji Validitas dan Reliabilitas 
 
Correlations 

Correlations 

 X1.11 X1.12 X1.13 X1.1 

X1.11 

Pearson Correlation 1 .944
**
 .962

**
 .982

**
 

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

N 25 25 25 25 

X1.12 

Pearson Correlation .944
**
 1 .944

**
 .963

**
 

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

N 25 25 25 25 

X1.13 

Pearson Correlation .962
**
 .944

**
 1 .982

**
 

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

N 25 25 25 25 

X1.1 Pearson Correlation .982
**
 .963

**
 .982

**
 1 

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

N 25 25 25 25 

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

 

Reliability 
 
Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.983 3 

 

  



Correlations 

Correlations 

 X1.21 X1.22 X1.23 X1.24 X1.2 

X1.21 

Pearson Correlation 1 .851
**
 .851

**
 .961

**
 .915

**
 

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

N 25 25 25 25 25 

X1.22 

Pearson Correlation .851
**
 1 .968

**
 .882

**
 .959

**
 

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

N 25 25 25 25 25 

X1.23 

Pearson Correlation .851
**
 .968

**
 1 .882

**
 .959

**
 

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

N 25 25 25 25 25 

X1.24 

Pearson Correlation .961
**
 .882

**
 .882

**
 1 .957

**
 

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

N 25 25 25 25 25 

X1.2 Pearson Correlation .915
**
 .959

**
 .959

**
 .957

**
 1 

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

N 25 25 25 25 25 

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

 
 

Reliability 
 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.971 4 

 

 
  



Correlations 

Correlations 

 X1.31 X1.32 X1.33 X1.34 X1.3 

X1.31 

Pearson Correlation 1 .874
**
 1.000

**
 .982

**
 .986

**
 

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

N 25 25 25 25 25 

X1.32 

Pearson Correlation .874
**
 1 .874

**
 .855

**
 .930

**
 

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

N 25 25 25 25 25 

X1.33 

Pearson Correlation 1.000
**
 .874

**
 1 .982

**
 .986

**
 

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

N 25 25 25 25 25 

X1.34 

Pearson Correlation .982
**
 .855

**
 .982

**
 1 .961

**
 

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

N 25 25 25 25 25 

X1.3 Pearson Correlation .986
**
 .930

**
 .986

**
 .961

**
 1 

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

N 25 25 25 25 25 

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

 
Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.981 4 

 
 

  



Correlations 

Correlations 

 X1.41 X1.42 X1.43 X1.4 

X1.41 

Pearson Correlation 1 .900
**
 .971

**
 .971

**
 

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

N 25 25 25 25 

X1.42 

Pearson Correlation .900
**
 1 .939

**
 .939

**
 

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

N 25 25 25 25 

X1.43 

Pearson Correlation .971
**
 .939

**
 1 .945

**
 

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

N 25 25 25 25 

X1.4 Pearson Correlation .971
**
 .939

**
 .945

**
 1 

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

N 25 25 25 25 

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

 

Reliability 
 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.978 3 

 
 

  



Correlations 

Correlations 

 X1.51 X1.52 X1.53 X1.54 X1.55 X1.5 

X1.51 

Pearson Correlation 1 .971
**
 .891

**
 .876

**
 .958

**
 .985

**
 

Sig. (2-tailed) 
 

.000 .000 .000 .000 .000 

N 25 25 25 25 25 25 

X1.52 

Pearson Correlation .971
**
 1 .912

**
 .834

**
 .921

**
 .954

**
 

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

N 25 25 25 25 25 25 

X1.53 

Pearson Correlation .891
**
 .912

**
 1 .929

**
 .854

**
 .904

**
 

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

N 25 25 25 25 25 25 

X1.54 

Pearson Correlation .876
**
 .834

**
 .929

**
 1 .881

**
 .893

**
 

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

N 25 25 25 25 25 25 

X1.55 

Pearson Correlation .958
**
 .921

**
 .854

**
 .881

**
 1 .971

**
 

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

N 25 25 25 25 25 25 

X1.5 Pearson Correlation .985
**
 .954

**
 .904

**
 .893

**
 .971

**
 1 

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

N 25 25 25 25 25 25 

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

 

Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.979 5 

 



Correlations 

Correlations 

 X1.61 X1.62 X1.63 X1.6 

X1.61 

Pearson Correlation 1 .939
**
 .984

**
 .955

**
 

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

N 25 25 25 25 

X1.62 

Pearson Correlation .939
**
 1 .927

**
 .939

**
 

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

N 25 25 25 25 

X1.63 

Pearson Correlation .984
**
 .927

**
 1 .984

**
 

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

N 25 25 25 25 

X1.6 Pearson Correlation .955
**
 .939

**
 .984

**
 1 

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

N 25 25 25 25 

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

 

Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.982 3 

 

  



Correlations 
 

Correlations 

 X1.71 X1.72 X1.73 X1.7 

X1.71 

Pearson Correlation 1 .899
**
 .922

**
 .922

**
 

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

N 25 25 25 25 

X1.72 

Pearson Correlation .899
**
 1 .984

**
 .984

**
 

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

N 25 25 25 25 

X1.73 

Pearson Correlation .922
**
 .984

**
 1 .957

**
 

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

N 25 25 25 25 

X1.7 Pearson Correlation .922
**
 .984

**
 .957

**
 1 

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

N 25 25 25 25 

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

 
 

Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.977 3 

 
 

 
  



Correlations 
 

Correlations 

 Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1 

Y1.1 

Pearson 

Correlation 
1 .858

**
 .917

**
 .697

**
 .740

**
 .688

**
 .910

**
 

Sig. (2-tailed) 
 

.000 .000 .000 .000 .000 .000 

N 25 25 25 25 25 25 25 

Y1.2 

Pearson 

Correlation 
.858

**
 1 .864

**
 .699

**
 .699

**
 .699

**
 .854

**
 

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

N 25 25 25 25 25 25 25 

Y1.3 

Pearson 

Correlation 
.917

**
 .864

**
 1 .710

**
 .710

**
 .699

**
 .916

**
 

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

N 25 25 25 25 25 25 25 

Y1.4 

Pearson 

Correlation 
.697

**
 .699

**
 .710

**
 1 .912

**
 .923

**
 .867

**
 

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

N 25 25 25 25 25 25 25 

Y1.5 

Pearson 

Correlation 
.740

**
 .699

**
 .710

**
 .912

**
 1 .923

**
 .867

**
 

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

N 25 25 25 25 25 25 25 

Y1.6 

Pearson 

Correlation 
.688

**
 .699

**
 .699

**
 .923

**
 .923

**
 1 .848

**
 

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

N 25 25 25 25 25 25 25 

Y1 
Pearson 

Correlation 
.910

**
 .854

**
 .916

**
 .867

**
 .867

**
 .848

**
 1 

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

N 25 25 25 25 25 25 25 

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

 

 

 

 

 

 



Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.956 6 

 
 

  



Correlations 
 

Correlations 

 Y2.1 Y2.2 Y2.3 Y2.4 Y2.5 Y2 

Y2.1 

Pearson Correlation 1 .753
**
 .742

**
 .668

**
 .802

**
 .775

**
 

Sig. (2-tailed) 
 

.000 .000 .000 .000 .000 

N 25 25 25 25 25 25 

Y2.2 

Pearson Correlation .753
**
 1 .790

**
 .790

**
 .698

**
 .815

**
 

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

N 25 25 25 25 25 25 

Y2.3 

Pearson Correlation .742
**
 .790

**
 1 .929

**
 .849

**
 .965

**
 

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

N 25 25 25 25 25 25 

Y2.4 

Pearson Correlation .668
**
 .790

**
 .929

**
 1 .772

**
 .891

**
 

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

N 25 25 25 25 25 25 

Y2.5 

Pearson Correlation .802
**
 .698

**
 .849

**
 .772

**
 1 .882

**
 

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

N 25 25 25 25 25 25 

Y2 Pearson Correlation .775
**
 .815

**
 .965

**
 .891

**
 .882

**
 1 

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

N 25 25 25 25 25 25 

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

 
 

Reliability 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases 

Valid 25 100.0 

Excluded
a
 0 .0 

Total 25 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 



Reliability Statistics 

Cronbach's Alpha N of Items 

.946 5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 5: Linearitas 
 

Model Summary and Parameter Estimates 

Dependent Variable: Y1 

Equation Model Summary Parameter Estimates 

R Square F df1 df2 Sig. Constant b1 b2 b3 

Linear .371 57.691 1 98 .000 1.379 .608   

Logarithmi

c 
.356 54.131 1 98 .000 1.156 1.973 

  

Inverse .272 36.562 1 98 .000 5.064 -4.378   

Quadratic .373 28.895 2 97 .000 .845 .909 -.040  

Cubic .381 19.710 3 96 .000 2.750 -1.255 .659 -.069 

Compound .413 68.826 1 98 .000 1.811 1.196   

Power .415 69.520 1 98 .000 1.663 .595   

S .336 49.599 1 98 .000 1.696 -1.359   

Growth .413 68.826 1 98 .000 .594 .179   

Exponentia

l 
.413 68.826 1 98 .000 1.811 .179 

  

The independent variable is X1. 

 

 
 

 
  



Model Summary and Parameter Estimates 

Dependent Variable: Y2 

Equation Model Summary Parameter Estimates 

R Square F df1 df2 Sig. Constant b1 b2 b3 

Linear .466 85.374 1 98 .000 1.796 .627   

Logarithmic .480 90.529 1 98 .000 1.188 2.281   

Inverse .470 87.065 1 98 .000 6.257 -7.469   

Quadratic .481 44.881 2 97 .000 .268 1.469 -.111  

Cubic .481 44.881 2 97 .000 .268 1.469 -.111 .000 

Compound .409 67.897 1 98 .000 2.107 1.190   

Power .446 78.792 1 98 .000 1.738 .651   

S .464 84.812 1 98 .000 2.017 -2.197   

Growth .409 67.897 1 98 .000 .745 .174   

Exponential .409 67.897 1 98 .000 2.107 .174   

The independent variable is Y1. 

 

 
 

 
  



Model Summary and Parameter Estimates 

Dependent Variable: Y2 

Equation Model Summary Parameter Estimates 

R Square F df1 df2 Sig. Constant b1 b2 b3 

Linear .355 53.989 1 98 .000 1.951 .547   

Logarithmi

c 
.401 65.636 1 98 .000 1.536 1.924 

  

Inverse .394 63.691 1 98 .000 5.489 -4.842   

Quadratic .392 31.217 2 97 .000 .182 1.543 -.132  

Cubic .416 22.817 3 96 .000 -2.925 5.071 -1.272 .112 

Compound .392 63.283 1 98 .000 2.033 1.186   

Power .513 
103.08

8 
1 98 .000 1.675 .644 

  

S .598 
145.63

8 
1 98 .000 1.876 -1.767 

  

Growth .392 63.283 1 98 .000 .710 .170   

Exponentia

l 
.392 63.283 1 98 .000 2.033 .170 

  

The independent variable is X1. 

 

 
 

 
 

 



Lampiran 6: Hasil Analisis PLS 

 
Path Coefficients 

  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

E-Servqual (X1) -> 
Kepuasan 
Pelanggan (Y1) 

0.763 0.759 0.057 13.289 
0.000 

E-Servqual (X1) -> 
Loyalitas Pelanggan 
(Y2) 

0.253 0.251 0.113 2.233 
0.026 

Kepuasan 
Pelanggan (Y1) -> 
Loyalitas Pelanggan 
(Y2) 

0.588 0.586 0.090 6.558 

0.000 

 

Total Indirect Effects 

  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

E-Servqual (X1) -> 
Kepuasan 
Pelanggan (Y1) 

          

E-Servqual (X1) -> 
Loyalitas Pelanggan 
(Y2) 

0.449 0.444 0.070 6.437 
0.000 

Kepuasan 
Pelanggan (Y1) -> 
Loyalitas Pelanggan 
(Y2) 

          

Specific Indirect Effects 



  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

E-Servqual (X1) -> 
Kepuasan 
Pelanggan (Y1) -> 
Loyalitas Pelanggan 
(Y2) 

0.449 0.444 0.070 6.437 0.000 

 

Total Effects 

  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

E-Servqual (X1) -> 
Kepuasan 
Pelanggan (Y1) 

0.763 0.759 0.057 13.289 0.000 

E-Servqual (X1) -> 
Loyalitas 
Pelanggan (Y2) 

0.702 0.695 0.083 8.504 0.000 

Kepuasan 
Pelanggan (Y1) -> 
Loyalitas 
Pelanggan (Y2) 

0.588 0.586 0.090 6.558 0.000 

 

Outer Loadings 

  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

X1.1 <- E-
Servqual (X1) 

0.872 0.864 0.036 24.171 0.000 

X1.2 <- E-
Servqual (X1) 

0.815 0.801 0.056 14.514 0.000 

X1.3 <- E-
Servqual (X1) 

0.845 0.838 0.042 20.361 0.000 

X1.4 <- E-
Servqual (X1) 

0.840 0.839 0.030 28.158 0.000 

X1.5 <- E-
Servqual (X1) 

0.796 0.794 0.037 21.452 0.000 

X1.6 <- E-
Servqual (X1) 

0.866 0.867 0.025 34.659 0.000 

X1.7 <- E-
Servqual (X1) 

0.796 0.784 0.055 14.457 0.000 

Y1.1 <- 
Kepuasan 
Pelanggan (Y1) 

0.890 0.887 0.023 38.094 0.000 

Y1.2 <- 
Kepuasan 
Pelanggan (Y1) 

0.853 0.848 0.033 26.119 0.000 



Y1.3 <- 
Kepuasan 
Pelanggan (Y1) 

0.891 0.889 0.023 38.141 0.000 

Y1.4 <- 
Kepuasan 
Pelanggan (Y1) 

0.873 0.867 0.032 27.673 0.000 

Y1.5 <- 
Kepuasan 
Pelanggan (Y1) 

0.852 0.844 0.044 19.448 0.000 

Y1.6 <- 
Kepuasan 
Pelanggan (Y1) 

0.894 0.889 0.026 33.895 0.000 

Y2.1 <- Loyalitas 
Pelanggan (Y2) 0.907 0.901 0.031 29.307 0.000 

Y2.2 <- Loyalitas 
Pelanggan (Y2) 0.931 0.927 0.022 41.831 0.000 

Y2.3 <- Loyalitas 
Pelanggan (Y2) 0.934 0.932 0.019 48.066 0.000 

Y2.4 <- Loyalitas 
Pelanggan (Y2) 0.941 0.938 0.019 49.307 0.000 

Y2.5 <- Loyalitas 
Pelanggan (Y2) 0.901 0.895 0.033 27.039 0.000 

 

Outer Weights 

  

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

X1.1 <- E-Servqual 
(X1) 

0.172 0.174 0.013 12.858 0.000 

X1.2 <- E-Servqual 
(X1) 

0.151 0.148 0.014 10.631 0.000 

X1.3 <- E-Servqual 
(X1) 

0.165 0.164 0.012 13.878 0.000 

X1.4 <- E-Servqual 
(X1) 

0.190 0.194 0.020 9.494 0.000 

X1.5 <- E-Servqual 
(X1) 

0.173 0.176 0.018 9.844 0.000 

X1.6 <- E-Servqual 
(X1) 

0.171 0.174 0.014 12.486 0.000 

X1.7 <- E-Servqual 
(X1) 

0.178 0.179 0.015 11.901 0.000 

Y1.1 <- Kepuasan 
Pelanggan (Y1) 0.193 0.196 0.012 15.779 0.000 

Y1.2 <- Kepuasan 
Pelanggan (Y1) 0.189 0.191 0.012 15.649 0.000 

Y1.3 <- Kepuasan 
Pelanggan (Y1) 0.191 0.193 0.014 14.115 0.000 



Y1.4 <- Kepuasan 
Pelanggan (Y1) 0.198 0.198 0.010 20.641 0.000 

Y1.5 <- Kepuasan 
Pelanggan (Y1) 0.182 0.180 0.009 19.176 0.000 

Y1.6 <- Kepuasan 
Pelanggan (Y1) 0.190 0.190 0.009 20.575 0.000 

Y2.1 <- Loyalitas 
Pelanggan (Y2) 0.208 0.209 0.008 25.162 0.000 

Y2.2 <- Loyalitas 
Pelanggan (Y2) 0.215 0.216 0.008 26.208 0.000 

Y2.3 <- Loyalitas 
Pelanggan (Y2) 0.221 0.223 0.011 21.061 0.000 

Y2.4 <- Loyalitas 
Pelanggan (Y2) 0.224 0.225 0.011 21.147 0.000 

Y2.5 <- Loyalitas 
Pelanggan (Y2) 0.215 0.216 0.006 33.819 0.000 

 
Latent Variable 
Latent Variable Correlations 

  
E-

Servqual 
(X1) 

Kepuasan 
Pelanggan 

(Y1) 

Loyalitas 
Pelanggan 

(Y2) 

E-Servqual (X1) 1.000 0.763 0.702 

Kepuasan Pelanggan 
(Y1) 0.763 1.000 0.782 

Loyalitas Pelanggan 
(Y2) 0.702 0.782 1.000 

 

Indirect Effects 

 

E-Servqual 
(X1) 

Kepuasan 
Pelanggan (Y1) 

Loyalitas 
Pelanggan (Y2) 

E-Servqual (X1)     0.449 

Kepuasan 
Pelanggan (Y1) 

      

Loyalitas 
Pelanggan (Y2) 

      

 

Specific Indirect Effects 

  
Specific Indirect 

Effects 

E-Servqual (X1) -> Kepuasan Pelanggan 
(Y1) -> Loyalitas Pelanggan (Y2) 

0.449 

 

 

 

 

 



Total Effects 

  
E-Servqual 

(X1) 
Kepuasan Pelanggan 

(Y1) 
Loyalitas 

Pelanggan (Y2) 

E-Servqual 
(X1) 

  0.763 0.702 

Kepuasan 
Pelanggan 
(Y1) 

    0.588 

Loyalitas 
Pelanggan 
(Y2) 

      

 

Outer Loadings 

 

E-Servqual 
(X1) 

Kepuasan 
Pelanggan (Y1) 

Loyalitas 
Pelanggan (Y2) 

X1.1 0.872     

X1.2 0.815     

X1.3 0.845     

X1.4 0.84     

X1.5 0.796     

X1.6 0.866     

X1.7 0.796     

Y1.1   0.89   

Y1.2   0.853   

Y1.3   0.891   

Y1.4   0.873   

Y1.5   0.852   

Y1.6   0.894   

Y2.1     0.907 

Y2.2     0.931 

Y2.3     0.934 

Y2.4     0.941 

Y2.5     0.901 

 
Quality Criteria 
R Square 

  R Square 
R Square 
Adjusted 

Kepuasan 
Pelanggan (Y1) 

0.582 0.577 

Loyalitas 
Pelanggan (Y2) 

0.638 0.63 

 

 

 

 

 



f Square 

 

E-Servqual 
(X1) 

Kepuasan 
Pelanggan (Y1) 

Loyalitas 
Pelanggan (Y2) 

E-Servqual 
(X1) 

  1.39 0.074 

Kepuasan 
Pelanggan 
(Y1) 

    0.4 

Loyalitas 
Pelanggan 
(Y2) 

      

 

Construct Reliability and Validity 

 
Cronbach's 

Alpha 
rho_A 

Composite 
Reliability 

Average 
Variance 
Extracted 

(AVE) 

E-Servqual (X1) 0.926 0.928 0.941 0.694 

Kepuasan Pelanggan (Y1) 0.939 0.939 0.952 0.767 

Loyalitas Pelanggan (Y2) 0.956 0.957 0.966 0.852 

 
Discriminant Validity 
Fornell-Larcker Criterion 

 

E-Servqual 
(X1) 

Kepuasan 
Pelanggan (Y1) 

Loyalitas 
Pelanggan (Y2) 

E-Servqual 
(X1) 

0.833     

Kepuasan 
Pelanggan (Y1) 

0.763 0.876   

Loyalitas 
Pelanggan (Y2) 

0.702 0.782 0.923 

 

Cross Loadings 

 

E-Servqual 
(X1) 

Kepuasan 
Pelanggan 

(Y1) 

Loyalitas 
Pelanggan 

(Y2) 

X1.1 0.872 0.646 0.574 

X1.2 0.815 0.571 0.495 

X1.3 0.845 0.612 0.554 

X1.4 0.84 0.714 0.634 

X1.5 0.796 0.602 0.626 

X1.6 0.866 0.614 0.599 

X1.7 0.796 0.668 0.594 

Y1.1 0.663 0.89 0.709 

Y1.2 0.661 0.853 0.68 

Y1.3 0.651 0.891 0.702 

Y1.4 0.727 0.873 0.678 

Y1.5 0.626 0.852 0.663 



Y1.6 0.674 0.894 0.674 

Y2.1 0.626 0.693 0.907 

Y2.2 0.601 0.733 0.931 

Y2.3 0.676 0.731 0.934 

Y2.4 0.664 0.746 0.941 

Y2.5 0.672 0.703 0.901 

 

Heterotrait-Monotrait Ratio (HTMT) 

  
E-Servqual 

(X1) 

Kepuasan 
Pelanggan 

(Y1) 

Loyalitas 
Pelanggan 

(Y2) 

E-Servqual (X1)       

Kepuasan Pelanggan (Y1) 0.814     

Loyalitas Pelanggan (Y2) 0.742 0.825   

Model_Fit 
Fit Summary 

  
Saturated 

Model 
Estimated 

Model 

SRMR 0.051 0.051 

d_ULS 0.441 0.441 

d_G 0.423 0.423 

Chi-Square 234.838 234.838 

NFI 0.875 0.875 

 

rms Theta 

rms Theta 0.168 

 

 

Model Selection Criteria 

 

AIC 
(Akaike's 
Informati

on 
Criterion) 

AICu 
(Unbiase

d 
Akaikes 
Informati

on 
Criterion 

AICc 
(Correcte

d 
Akaikes 
Informati

on 
Criterion) 

BIC 
(Bayesia

n 
Informati

on 
Criteria) 

HQ 
(Hanna

n 
Quinn 

Criterio
n) 

HQc 
(Correct

ed 
Hannan-
Quinn 

Criterio
n) 

Kepuas
an 
Pelangg
an (Y1) 

-84.147 -82.127 18.103 -78.937 -82.038 -81.784 

Loyalita
s 
Pelangg
an (Y2) 

-96.6 -93.554 5.822 -88.784 -93.436 -92.954 

 

 


