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TABULASI PADA KONSUMEN TOKO 212 MART DI KOTA BENGKULU
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18
22
28
24
21

21

23
23

27
24
23

26

18
21

24

19
23
25

30
30
27
27
26
26
28
26
26
30
30
28

25

28
40

31

28
26

31

34
33
32
31

34
24
33
32

24
31

38

39
39
36
36
35
36
36
36
37

40

40

36

20
20
25
23
26
24
26
25

26
26
24
24
19
25
24
20
24
26
27
26
28
25
27
28
27
28
27
30
30
27

27
28
29
30
31

32
33

34
35
36
37
38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53
54
55
56
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20
26
30
30
24
27
27
29
26
24
28
24
27
29
30
24
29
30

26
30
29
30
24
28
21

29
28
28
28
29

30
34
40

36
32

37
36
39
37
34
36
33
37
36
40

28
30
40

38
40

40

40

33
40

34
34
37
32
37

37

21

28
30
27
25
28
25
26
27
25
30
23
25
28
30
24
22
30
26
30
30
30
24
27
24
27
27
26
28
28

57
58
59
60
61

62

63

64
65
66
67

68
69
70
71

72

73
74

75
76
77
78
79
80
81

82

83
84
85

86
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27
24
28
26
29
27
30
28
26
30
28
30
26
26

43

432

433

454 | 435

440

4,4 | 4,54 435|433 |4,32]| 4,3

38
35
34
36
39
35
37
36
34
36
40

40

35
35

434

4,34

442

436

4,36 | 4,42

441

425

428

433

4,33 | 4,28 | 4,25 | 4,41

433

4,33

27
24
29
27
27
28
26
26
27
26
30
30
28
28

448

4,48

436

4,36

433

419

449

437

4,3

7| 449 | 4,19 | 4,33

87

88
89
90
91

92

93
94
95
96
97

98

99
100
Jumla

Rata"
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TABULASI UJI COBA KUESIONER PADA INDOMARET DAN ALFAMART DI KOTA BENGKULU

LOYALITAS KONSUMEN

Jumla
h

30
26
30
24
26
30
30
30
24
30
28
30
20
20
24
21

23
23
23
21

Y6

85

Y5

82

4,1 | 4,25

Y4

86
4,3

Y3

87

Y2

92
4,6 | 4,35

Y1l

81
4,05

ISLAMIC BRANDING

Jum;ah

36
34
40

35
36

40

40

40

32
40

38
39
31

31

31

26
31

34
31

33

X2.8

88
4,4

X2.7

94
4,7

X2.6

89

X2.5

87

X2.4

84

4,2 | 435]| 4,45

X2.3

85

X2.2

85

X2.1

86
4,3 | 4,25 | 4,25

CELEBRITY ENDORSER

Jumlah

27
26
30
25
26
30
27
30
24
28
30
30
25

24
23
21

26
25

24
25

X1.6

89

X1.5

85

X1.4

86
43| 4,25 | 445

X13

82

4,1

X1.2

91

X11

93
4,65 | 4,55

NO

10
11
12
13
14
15
16
17
18
19
20

Juml
ah

Rata”
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HASIL UJI VALIDITAS PADA KONSUMEN 212 MART
DI KOTA BENGKULU

Hasil Uji Validitas Pada Variabel Celebrity Endorser

Correlations

X1.1] X1.2 [ X1.3 [ X1.4 | X1.5 [ X1.6 | TOT_X1
X1.1 |Pearson 1] 1.000| .5597| .560"| 1.000]| 1.000 6117
Correlation - * * - -

Sig. (2-tailed) .000| .007| .007| .000| .000 .004

N 22| 221 22| 221 22| 22 20
X1.2 |Pearson 1.00 1] .5607| .560"| 1.000| 1.000 6127

Correlation 0" : : - -

Sig. (2-tailed) .000 .007| .007| .000| .000 .004

N 22| 221 22| 221 22| 22 20
X1.3 |Pearson 559 .560" 1] .9997| .560°| .560 663"

Correlation - * : * *

Sig. (2-tailed) .007| .007 .000| .007| .007 .001

N 22| 221 22| 221 22| 22 20
X1.4 |Pearson .560| .5607| .999 1] 5607 | .560 600"

Correlation - * * " *

Sig. (2-tailed) .007| .007| .000 .007| .007 .005

N 22| 221 22| 221 22| 22 20
X1.5 |Pearson 1.00] 1.000| .560"| .560 1] 1.000 7057

Correlation 0" - * * -

Sig. (2-tailed) .000| .000| .007| .007 .000 .001

N 22| 221 22| 221 22| 22 20
X1.6 |Pearson 1.00] 1.000| .560| .560" | 1.000 1 7597

Correlation 0" - : : -

Sig. (2-tailed) .000| .000[ .007| .007| .000 .000

N 22| 221 22| 221 22| 22 20
TOT_ |Pearson 611] .612°| .663°| .600 | .705 | .759 1
X1 Correlation - * * * * *

Sig. (2-tailed) .004| .004| .001| .005| .001| .000

N 20/ 20| 20| 20| 20| 20 20

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

94



Hasil Uji Validitas Pada Variabel Islamic Branding

95

Correlations

X2. [ X2. [ X2. [ x2. [ x2. ] x2. [ x2. | X2.
112|345 |6 /|7]| 8] TOT X2

X2.1 [Pearson 1].560].560(.999|.560(.560(.999.999 7717

Correlation B R A ]

Sig. (2- .007.007.000|.007]|.007].000].000 .000

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.2 |Pearson 560 1[1.00].560(1.00(1.00].560].560 6337

Correlation | ™ 0" I o7l 07| | 7

Sig. (2- .007 .0001.007|.000|.000|.007].007 .003

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.3 |Pearson 560[1.00] 1].560|1.00]1.00].560].560 804"

corretation | =1 o~ e e

Sig. (2- .007.000 .007.000(.000|.007].007 .000

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.4 |Pearson .999].560(.560| 1|.560].560].999]1.00 857"

Correlation | || e e ] T

Sig. (2- .0001.007].007 .007.007].000(.000 .000

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.5 |Pearson 560(1.00/1.00|.560| 1[1.00|.560|.560 655

Correlation | | o™ o™~ e

Sig. (2- .007.000].000|.007 .0001.007].007 .002

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.6 |Pearson 560[1.00(1.00].560|1.00] 1].560].560 9207

Correlation | ™| 07| 0o™| ™| 07 .

Sig. (2- .007.000].000(.007.000 .007.007 .000

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.7 |Pearson .999.5601.560|.999|.560|.560 1(.999 469"

Correlation | | ™| ™| 7| 7| 0”7 -

Sig. (2- .0001.007.007.000|.007|.007 .000 .037

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
X2.8 |Pearson .999].560(.560|1.00|.560].560].999] 1 8037

Corretation |~ || | T | |

Sig. (2- .0001.007].007.000|.007.007].000 .000

tailed)

N 22| 22| 22| 22| 22| 22| 22| 22 20
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TOT |Pearson .771].633|.804|.857].655(.920| .469|.803 1
%2 |cometation | *| =TT =TT

Sig. (2- .000/.003|.000(.000].002].000(.037.000

tailed)

N 20| 20| 20| 20| 20| 20| 20| 20 20
**, Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Hasil Uji Validitas Pada Variabel Loyalitas Konsumen
Correlations
Y1 Y2 Y3 ]| Yda ]| Y5 | Y6 TOT Y

Y1 [Pearson 1| .5607| 1.000| .560°| .560" | 1.000 8447

Correlation * - * *

Sig. (2- .007| .000| .007| .007| .000 .000

tailed)

N 22| 22| 22| 22| 22 22 20
Y2  |Pearson 560" 1| 5607 1.000| .999°| 560 560"

Correlation * * - *

Sig. (2- .007 .007| .000| .000| .007 .010

tailed)

N 22| 22| 22| 22| 22 22 20
Y3  [Pearson 1.000| .560" 1] .5607| .5597| 1.000™ 863"

Correlation - * : :

Sig. (2- .000| .007 .007| .007| .000 .000

tailed)

N 22| 22| 22| 22| 22 22 20
Y4  |Pearson 560" | 1.000| .560" 1] .999"| 560" 928"

Correlation : - : -

Sig. (2- .007| .000| .007 .000| .007 .000

tailed)

N 22| 22| 22| 22| 22 22 20
Y5  |Pearson 5607 | .999"| 5597 | .999" 1| 560 8317

Correlation * - * *

Sig. (2- .007| .000| .007| .000 .007 .000

tailed)

N 22| 22| 22| 22| 22 22 20
Y6  |Pearson 1.000| .5607| 1.000| .560" | .560" 1 810"

Correlation - * - * *

Sig. (2- .000| .007| .000| .007| .007 .000

tailed)

N 22| 22| 22| 22| 22 22 20
TOT_ |Pearson .8447| 560 | .863° | .9287| .831°| .810" 1
Y Correlation - - * *
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Sig. (2- .000| .010| .000| .000| .000 .000
tailed)
N 20 20 20 20 20 20 20

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

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

HASIL UJI RELIABILITAS

Hasil Uji Reliabilitas Pada Variabel Celebrity Endorser

Reliability Statistics

Cronbach's Alpha

N of Items

.926

6

Hasil Uji Reliabilitas Pada Variabel Islamic Branding

Reliability Statistics

Cronbach's Alpha

N of Iltems

.910

Hasil Uji Reliabilitas Pada Variabel Loyalitas Konsumen

Reliability Statistics

Cronbach's Alpha

N of Items

.874




HASIL PENGUJIAN VALIDITAS

98

Pernyataan Rhitung Rtabel Keterangan
CELEBRITY ENDORSER

Pernyataan 1 0,611 0.444 Valid

Pernyataan 2 0,612 0.444 Valid

Pernyataan 3 0,663 0.444 Valid

Pernyataan 4 0,600 0.444 Valid

Pernyataan 5 0,705 0.444 Valid

Pernyataan 6 0,759 0.444 Valid
ISLAMIC BRANDING

Pernyataan 1 0,771 0.444 Valid

Pernyataan 2 0,633 0.444 Valid

Pernyataan 3 0,804 0.444 Valid

Pernyataan 4 0,857 0.444 Valid

Pernyataan 5 0,655 0.444 Valid

Pernyataan 6 0,920 0.444 Valid

Pernyataan 7 0,469 0.444 Valid

Pernyataan 8 0,803 0.444 Valid
LOYALITAS KONSUMEN

Pernyataan 1 0,844 0.444 Valid

Pernyataan 2 0,560 0.444 Valid

Pernyataan 3 0,863 0.444 Valid

Pernyataan 4 0,928 0.444 Valid

Pernyataan 5 0,831 0.444 Valid

Pernyataan 6 0,810 0.444 Valid

Sumber : Output SPSS 25.0
HASIL PENGUJIAN RELIABILITAS
Pernyataan Jumlah | Cronbach’s | Rtabel Keterangan
Item Alpha
Celebrity Endorser 6 0,926 0.444 Reliabel
Islamic Branding 8 0,910 0.444 Reliabel
Loyalitas Konsumen 6 0,874 0.444 Reliabel

Sumber : Output SPSS 25.0
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.Hasil Uji Normalitas

Histogram

Dependent Variable: Loyalitas Konsumen

Mean = 3.66E-16
30 Stel. Dev. = 0.990
=100

%}
=}

Frequency

-2 1} 2 4

Regression Standardized Residual

Sumber : Output SPSS 25 yang diolah 2025

Hasil Uji Multikolinearitas

No Variabel Tolerance | VIF Keterangan

1 Celebrity Endorser 425 2.354 Non Multikolinieritas

2 Islamic Branding ,425 2.354 Non Multikolinieritas

Sumber : Output SPSS 25 yang diolah 2025



Regression Studentized Residual

Uji Penyimpangan Heterokedastisitas

Scatterplot

Dependent Variable: Loyalitas Konsumen

100

Regression Standardized Predicted Value

Sumber : Output SPSS 25 yang diolah 2025

Hasil Analisis Regresi Linier Berganda

Coefficients

a

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 3.064 1.804 1.698 .093
Celebrity Endorser .302 104 .259 2.890 .005
Islamic Branding 440 .065 .604 6.734 .000

a. Dependent Variable: Loyalitas Konsumen

Sumber : Output SPSS 25 yang diolah 2025



Nilai Koefisien Determinasi R?

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .818° .669 .662 1.83277

a. Predictors: (Constant), Islamic Branding, Celebrity Endorser

Sumber : Output SPSS 25 yang diolah 2025

Uji T (Uji Secara Parsial

101

Coefficients?

Unstandardized

Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.064 1.804 1.698 .093
Celebrity Endorser .302 .104 .259 2.890 .005
Islamic Branding .440 .065 .604 6.734 .000
a. Dependent Variable: Loyalitas Konsumen
Sumber : Output SPSS 25 yang diolah 2025
Uji F (Simultan)
ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 657.884 2 328.942 97.927 .000°
Residual 325.826 97 3.359
Total 983.710 99

a. Dependent Variable: Loyalitas Konsumen

b. Predictors: (Constant), Islamic Branding, Celebrity Endorser

Sumber : Output SPSS 25 yang diolah 2025




Titik Persentase Distribusi t (df = 81 -120)

\Pr 0.25 0.40 0.05 0.025 0.0 0.005 0.001
df 0.50 0.20 0.10 0.050 0.02 0.010 0.002
81| 067753 129209 | 166388 | 198968 | 237327 | 263790 | 319392
82| 067749 | 129196 | 16B3BS | 198932 | 237269 | 263M2 |  3.19262
83| 067746 | 129183 | 166342 | 198886 | 237212 | 263837 | 319135
84| 067742 129171 166320 | 193861 | 237156 | 263563 | 3.190M
85| 067730 | 129158 | 166208 | 198827 237102 | 263M | 318890
86 | 067735 | 129147 | 186277 | 198793 | 237040 | 263421 | 318772
47| 067732 129136 | 166206 | 198761 | 236998 | 2633533 | 318857
a8 | 067729 | 129125 | 166235 196723 | 236947 | 263286 | 318544
49 | 067726 | 129114 | 166216 | 198685 | 23689 | 263220 | 3194
90| 067723 129103 | 166796 | 1.98667 | 236830 | 263157 | 31837
9| 067720 | 129092 | 1BB177 | 198635 | 236803 | 263084 | 318222
92| 0BTTIT| 129082 | 166159 | 103609 | 236757 | 263033 | 318119
93| 06774 129072 | 166740 [ 198580 | 236712 | 262973 318019
94| 067711 129062 | 166123 | 198552 | 236667 | 262315 | 317921
95| 067708 | 129053 | 166105 198525 | 236624 | 262858 | 317825
96 | 0BTTO0S| 129043 | 166088 | 198498 | 236582 | 262802 | 31773
97 067703 | 129034 | 186071 198472 | 236341 | 262747 | 317639
98| 067700 | 129025 | 166005 | 198447 236300 | 262693 | 317549
99| 067698 | 129016 | 166039 | 198422 | 236461 | 262641 | 317460
100 | 0B7RO5 | 129007 | 16B023| 198397 | 2736422 | 262580 317374
101 | 067693 | 128999 166008 | 198373 | 236384 | 262539| 317289
102 | 067690 | 128991 185993 | 198350 | 236346 | 262489 | 317208
103 | 067685 | 128982 | 185978 | 198326 | 236310 | 282441 31M25
104 | 067686 | 128974 | 165954 | 198304 | 236274 | 262383 | 317045
105 | 067633 | 128967 | 185950 | 198282 | 236239 | 262347 | 3.16067
106 | 067631 | 128939 | 165936 | 198260 | 236204 | 282301 | 3.16890
107 | 067679 | 128951 185922 | 198238 | 236170 | 2682256 | 3.18815
108 | 067677 | 128944 | 165000 | 198M7| 238137 | 262M2| 346T4
109 | 067675 | 128937 | 1653893 | 188197 | 236105 | 262169 | 3.16669
10| 067673 | 126930 [ 165682 | 188177 | 236073 | 262126 | 3.16398
M1 067671 | 128922 185870 | 198157 | 236041 | 262085 | 318528
12| 067660 | 128916 | 165857 | 1.9837| 236010 | 262044 | 3.18460
113 | 067667 | 128909 [ 185845 | 19818 | 235980 | 2682004 | 318392
114 | 067665 | 128902 [ 185833 | 198099 | 235950 | 261964 | 318328
115 | 067663 | 128896 | 185821 198081 | 2359921 | 281926 | 3.18262
116 | 067661 | 128889 | 165810 | 198063 | 235892 | 2061888 | 3.16193
17| 067659 | 128883 | 165798 | 198045 | 235864 | 261850 | 316135
118 | 067657 | 128677 | 185787 | 188027 | 235837 | 281314 | 316074
119 | 067656 | 128671 185776 | 198010 | 235809 | 261776 | 316013
120 | 0B7R54 | 12B8R5 | 1B57RS) 197993 | 235782 261742 | 315954
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Titik Persentase Distribusi F untuk Probabllita = 0,05

dfuntuk pembilang (N1)

1

12

"

15

=
EH
gEssgses8=2| =

m

K]
12
13
14
135

395
kL"
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304
194
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n
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399
30
R
£
K17
a0
L7
an
392
R
e
an
K[
172
L7
n
a9t
391
EL]
39
391
39
391

310
30
30
30
309
0
0
N
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309
kL)
30
308
3.08
3.08
308
308
304
308
308
308
308
308
308
308
o
0
307
07
30
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307
0
30
307
kL)
0
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307
o
0
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306
306
306

270
27
2
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20
a0
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a1
an
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269
260
260
250
269
269
260
260
269
260
260
208
268
268
280
268
268
28
268
268
268
268
268
268
268
268
268
267
267
261
267
267
267
267

247
247
247
247
247
247
241
248
246
246
246
246
246
246
248
246
246
246
245
244
245
245
245
245
245
245
245

245
245
245
245
244
244
284
244

244
244

244

244

23
23
23
23
23
Pxdl
23
23
a0
23

220
228
228
228
228
228

]
20
20
22
220
22

21
210
219
219
219
219
219
219
219
219
219
218
218
218
218
218
218
218
218
218
218
218
218
218
218
217
21
Al
PAl
21
i
YAl
a1
an
Al
21
an
an
PAl
217

FALl
wn
wn
FALl
wm
wn
FAL
210
210
210
210
210
210
210
210
210
210
210
208
209
209
209
209
209
209
209
200
209
209
209
209
20
208
208
208
208
208
208
2.08
208
208
2,08
208
208
208

2M
M
204
M
M
204
M
203
203
208
203
20
20
203
200
203
203
20
202
202
20
20
202
20
2
202
20
m
202
202
202
20
20
20
20
20
20
0
20
20
20
20
20
0

20

194
194
163
18
183
193
19
183
199
18
183

162
102
19
19
182
182

192
192
192
192
191
19
19
191
19
19
161
191
19
191
101
191
191
101
191

160
190
190
190
150

1.9

190
189
189
189
189
189
189
189
189
1489
1.88
188
188
1.88
188
188
1.88
188
188
1488
188
188
147
187
187
187
187
187
187
187
187
187
187
181
187
187
186
186

186
186
186
186
166
186

186
180

186
1,86
185
185
185
185
185
185
1,85
185
185
185
184
164
184

184
1.64
184
184
1.64
184
184
164
164
18
183
183
183
183
183
183
183

1.83
183
183
183
183
183
183
182

181
181
181
1.81
181
181
181
18
181
181
181
18

1.80
180

160
180
180
180
178
1
1
179
179
11
179
178
179
179
178
178
178
178
178
178
118
178
178
178
178
178
178
1
1
mn
1
1
1
\n
n
1
1
n
\n
1\
1
177

178
178
178
1
n
\n
L
wn
(M
mn
1
1
176
178
176
176
176
176
176
178
176
178
178
1.76
175
1,78
1.76
175
175
178
175
178
176
176
175
176
176
178
174
174
1
174
174
114
174

103



