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penelitian ini. Akhir kata, saya ucapkan terima kasih kepada responden yang telah 

bersedia meluangkan waktunya untuk mengisi kuesioner ini. 
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KUESIONER PENELITIAN 

A. Identitas Respoonden 

Nama      : 

Jenis Kelamin     :    Laki-Laki             Perempuan 

 

Umur      : (Beri tanda (X) pada salah satu dibawah ini) 

             15-20 Tahun                  21-35 Tahun 

          26-30 Tahun                  31-35 Tahun 

       > 35 Tahun 

 

 Petunjuk Pengisian Kuesioner Penelitian : 

a. Berikan tanda (√) pada kolom jawaban yang ada di sebelah kanan 

pernyataan yang paling sesuai dengan Bapak/Ibu/Saudara/i. 

b. Berikan hanya 1 ( satu ) jawaban saja pada setiap pernyataan. 

c. Baca dan pahamilah pernyataan sebelum memberikan jawaban 

 

Pilihan Jawaban 

STS : Sangat Tidak Setuju  

TS : Tidak Setuju 

N : Netral 

S : Setuju 

SS : Sangat Setuju 
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No Pertanyaan STS TS N S SS 

 Repeat Purchase      

1 Saya mempertimbangkan untuk terus 

menghadiri atau menggunakan 

layanan gigs di Kota Bengkulu. 

     

 Retention      

2 Saya tetap menghadiri gigs di Kota 

Bengkulu meskipun ada tawaran acara 

serupa dari kota lain atau 

penyelenggara lain. 

     

3 Saya enggan mencari alternatif gigs 

dari penyelenggara lain meskipun ada 

penawaran menarik. 

     

 Referalls      

4 Saya merekomendasikan gigs di Kota 

Bengkulu kepada teman atau orang 

lain. 

     

5 Saya merasa bahwa 

merekomendasikan gigs di Kota 

Bengkulu merupakan bentuk loyalitas 

atau kesetiaan saya terhadap acara 

tersebut. 

     

 

No Pertanyaan STS TS N S SS 

 Enterprise      

1 Dengan adanya event gigs di Kota 

Bengkulu, saya menjadi lebih 

mengetahui tentang produk, brand, 

atau komunitas yang dipromosikan 

melalui acara tersebut. 

     

 Entertaiment      

2 Saya merasa terhibur dengan 

rangkaian acara yang disajikan dalam 

gigs di Kota Bengkulu. 

 

     

3 Saya merasa nyaman dan menikmati 

suasana saat menghadiri gigs di Kota 

Bengkulu. 

     

 Exitment      
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4 Saya merasa puas dengan pelaksanaan 

event gigs di Kota Bengkulu. 

     

 

 

No Pertanyaan STS TS N S SS 

 Sense      

1 Menurut saya, lokasi dan suasana gigs 

di Kota Bengkulu memberikan kesan 

yang nyaman dan menyenangkan. 

     

 Feel      

2 Saya merasa nyaman dan bahagia 

ketika menghadiri gigs di Kota 

Bengkulu. 

     

 Think      

3 Menurut saya, konsep dan ide yang 

dihadirkan dalam gigs di Kota 

Bengkulu sangat kreatif dan menarik. 

     

 Act      

4 Gigs di Kota Bengkulu memberikan 

pengalaman yang berbeda 

dibandingkan dengan acara sejenis di 

tempat lain. 

     

 Relate      

5 Saya merasa menjadi bagian dari 

komunitas atau kelompok khusus 

ketika menghadiri gigs di Kota 

Bengkulu. 
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Lampiran 2 Tabulasi Data Uji validitas dan realibilitas 

Respon Y.1 Y.2 Y.3 Y.4 Y.5 jumlah 

1 4 5 4 4 4 21 

2 3 3 3 3 3 15 

3 4 5 4 4 5 22 

4 5 4 4 5 4 22 

5 4 5 5 4 4 22 

6 4 5 5 4 3 21 

7 5 4 4 5 3 21 

8 4 4 4 4 3 19 

9 5 5 4 5 4 23 

10 4 4 4 4 4 20 

11 5 5 5 5 5 25 

12 4 4 5 4 4 21 

13 5 5 4 3 4 21 

14 4 5 5 3 4 21 

15 5 5 4 3 5 22 

16 4 4 5 3 5 21 

17 5 5 4 4 5 23 

18 4 4 5 5 4 22 

19 5 5 4 4 5 23 

20 4 5 5 5 4 23 
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Respon X1.1 X1.2 X1.3 X1.4 Jumlah 

1 2 4 4 3 13 

2 3 4 3 4 14 

3 5 5 4 3 17 

4 4 5 4 4 17 

5 3 4 4 4 15 

6 3 3 5 5 16 

7 3 4 3 3 13 

8 3 4 5 5 17 

9 4 3 4 3 14 

10 3 4 4 4 15 

11 4 5 4 5 18 

12 4 4 3 3 14 

13 5 4 3 4 16 

14 4 3 4 5 16 

15 5 4 3 5 17 

16 4 4 4 4 16 

17 5 5 5 3 18 

18 4 3 1 4 12 

19 3 4 4 3 14 

20 4 5 4 5 18 
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Respon X2.1 X2.2 X2.3 X2.4 X2.5 jumlah 

1 4 5 4 5 4 22 

2 5 5 5 5 5 25 

3 4 4 4 4 4 20 

4 5 5 4 5 4 23 

5 4 4 5 4 5 22 

6 3 4 4 4 4 19 

7 5 5 4 5 5 24 

8 4 3 5 5 3 20 

9 5 4 5 4 5 23 

10 4 3 4 4 2 17 

11 4 5 5 4 3 21 

12 3 4 4 3 4 18 

13 5 4 5 5 3 22 

14 5 5 5 4 4 23 

15 4 5 4 5 3 21 

16 5 4 5 4 4 22 

17 4 4 4 5 3 20 

18 5 5 5 5 4 24 

19 4 4 3 4 2 17 

20 3 5 4 5 3 20 
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Lampiran 3 Uji Validitas 

 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 jumlah 

Y.1 Pearson Correlation 1 .467* -.069 .313 .412 .687** 

Sig. (2-tailed)  .038 .773 .179 .071 .001 

N 20 20 20 20 20 20 

Y.2 Pearson Correlation .467* 1 .319 .052 .473* .728** 

Sig. (2-tailed) .038  .171 .829 .035 .000 

N 20 20 20 20 20 20 

Y.3 Pearson Correlation -.069 .319 1 .195 .162 .506* 

Sig. (2-tailed) .773 .171  .410 .494 .023 

N 20 20 20 20 20 20 

Y.4 Pearson Correlation .313 .052 .195 1 -.106 .510* 

Sig. (2-tailed) .179 .829 .410  .656 .022 

N 20 20 20 20 20 20 

Y.5 Pearson Correlation .412 .473* .162 -.106 1 .635** 

Sig. (2-tailed) .071 .035 .494 .656  .003 

N 20 20 20 20 20 20 

jumlah Pearson Correlation .687** .728** .506* .510* .635** 1 

Sig. (2-tailed) .001 .000 .023 .022 .003  

N 20 20 20 20 20 20 

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

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

 X1.1 X1.2 X1.3 X1.4 Jumlah 

X1.1 Pearson Correlation 1 .293 -.153 .056 .527* 

Sig. (2-tailed)  .210 .520 .814 .017 

N 20 20 20 20 20 

X1.2 Pearson Correlation .293 1 .274 -.088 .611** 

Sig. (2-tailed) .210  .243 .711 .004 

N 20 20 20 20 20 

X1.3 Pearson Correlation -.153 .274 1 .123 .587** 

Sig. (2-tailed) .520 .243  .607 .006 

N 20 20 20 20 20 

X1.4 Pearson Correlation .056 -.088 .123 1 .508* 

Sig. (2-tailed) .814 .711 .607  .022 

N 20 20 20 20 20 

Jumlah Pearson Correlation .527* .611** .587** .508* 1 

Sig. (2-tailed) .017 .004 .006 .022  

N 20 20 20 20 20 

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

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

 X2.1 X2.2 X2.3 X2.4 X2.5 jumlah 

X2.1 Pearson Correlation 1 .246 .491* .334 .358 .750** 

Sig. (2-tailed)  .295 .028 .150 .121 .000 

N 20 20 20 20 20 20 

X2.2 Pearson Correlation .246 1 .026 .370 .348 .618** 

Sig. (2-tailed) .295  .913 .109 .132 .004 

N 20 20 20 20 20 20 

X2.3 Pearson Correlation .491* .026 1 .058 .419 .610** 

Sig. (2-tailed) .028 .913  .807 .066 .004 

N 20 20 20 20 20 20 

X2.4 Pearson Correlation .334 .370 .058 1 -.028 .483* 

Sig. (2-tailed) .150 .109 .807  .906 .031 

N 20 20 20 20 20 20 

X2.5 Pearson Correlation .358 .348 .419 -.028 1 .723** 

Sig. (2-tailed) .121 .132 .066 .906  .000 

N 20 20 20 20 20 20 

jumlah Pearson Correlation .750** .618** .610** .483* .723** 1 

Sig. (2-tailed) .000 .004 .004 .031 .000  

N 20 20 20 20 20 20 

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

**. Correlation is significant at the 0.01 level (2-tailed). 
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Lampiran 4 Uji Realibilitas 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.768 5 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.683 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.638 5 
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Lampiran 5 Tabulasi data penelitian 

Resp 
EVENT MARKETING JML EXPERIENCE MARKETING JML LOYALITAS KONSUMEN JML 

x1.1 x1.2 x1.3 x1.4  X2.1 X2.2 X2.3 X2.4 X2.5  Y1 Y2 Y3 Y4 Y5  

1 5 5 5 5 20 5 5 4 5 5 24 5 5 5 5 5 25 

2 5 4 4 4 17 4 5 4 4 5 22 5 4 4 5 4 22 

3 4 4 4 4 16 5 5 3 4 5 22 4 4 4 5 5 22 

4 3 3 3 4 13 4 4 5 3 3 19 3 3 3 4 4 17 

5 3 3 3 5 14 3 3 3 4 4 17 3 3 3 5 3 17 

6 4 5 4 5 18 5 4 5 4 5 23 4 5 5 5 5 24 

7 4 3 4 3 14 4 5 3 4 4 20 4 3 3 5 4 19 

8 4 3 4 3 14 5 3 4 4 3 19 4 3 3 4 5 19 

9 3 3 3 5 14 4 4 4 2 4 18 3 3 3 4 4 17 

10 3 5 3 3 14 4 3 4 4 3 18 5 4 5 3 3 20 

11 3 5 3 3 14 3 3 3 3 4 16 3 3 3 4 3 16 

12 3 4 3 4 14 5 5 4 3 4 21 3 4 4 4 5 20 

13 3 3 3 4 13 3 3 3 3 3 15 3 3 3 5 3 17 

14 4 4 4 4 16 4 3 3 3 3 16 4 4 4 3 4 19 

15 4 3 4 3 14 3 4 4 4 4 19 4 3 3 4 3 17 

16 5 5 5 4 19 4 3 5 4 4 20 5 5 5 3 4 22 

17 4 4 4 4 16 4 4 4 4 4 20 4 4 4 4 4 20 

18 4 4 4 4 16 4 5 4 3 3 19 4 4 4 3 4 19 

19 4 4 4 4 16 4 4 4 3 4 19 4 4 4 3 4 19 

20 4 4 4 4 16 4 4 4 3 4 19 4 4 4 3 4 19 

21 4 3 4 4 15 4 3 4 3 3 17 4 3 3 3 4 17 

22 3 4 4 3 14 4 4 3 4 3 18 4 4 4 4 4 20 

23 4 4 4 5 17 5 5 5 4 4 23 4 4 4 4 5 21 

24 3 4 3 4 14 4 3 4 4 4 19 3 4 4 3 4 18 

25 5 4 5 4 18 4 4 5 5 4 22 5 4 4 4 4 21 

26 3 4 3 3 13 4 4 3 4 3 18 3 4 4 4 5 20 

27 5 3 5 5 18 3 4 4 3 5 19 5 3 4 3 3 18 

28 3 4 3 3 13 4 3 3 4 4 18 3 4 4 4 4 19 

29 5 4 5 4 18 5 5 4 4 5 23 5 4 4 4 5 22 

30 5 4 5 4 18 4 4 5 5 4 22 5 4 4 4 4 21 

31 4 4 4 4 16 4 5 4 3 3 19 4 4 4 3 4 19 

32 4 4 4 5 17 5 5 5 4 4 23 4 4 4 4 5 21 

33 4 4 4 4 16 4 3 4 4 3 18 4 4 4 4 4 20 

34 4 4 4 4 16 4 3 4 3 3 17 4 4 4 3 4 19 
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35 5 5 5 5 20 3 4 5 4 4 20 5 5 5 2 3 20 

36 3 3 3 4 13 3 3 3 3 3 15 3 3 5 2 3 16 

37 3 4 3 4 14 5 5 3 3 4 20 3 4 4 2 5 18 

38 3 5 3 3 14 3 3 3 3 3 15 3 5 5 3 3 19 

39 3 3 3 5 14 4 4 3 2 4 17 3 3 3 4 4 17 

40 4 3 4 3 14 5 3 3 4 3 18 4 3 3 4 5 19 

41 4 5 4 5 18 5 4 5 5 5 24 4 5 5 4 5 23 

42 3 5 3 2 13 3 2 2 2 4 13 3 2 2 4 3 14 

43 3 3 3 4 13 4 4 5 3 3 19 3 3 3 4 4 17 

44 5 4 5 3 17 5 5 4 4 5 23 5 4 4 4 5 22 

45 4 5 4 4 17 4 2 3 4 4 17 4 5 5 4 4 22 

46 3 4 3 4 14 4 3 4 3 3 17 3 4 4 3 4 18 

47 5 4 5 4 18 5 5 4 4 5 23 5 4 4 4 5 22 

48 2 4 2 3 11 4 3 3 3 2 15 2 4 4 5 4 19 

49 4 4 4 4 16 5 5 3 3 5 21 4 4 4 5 5 22 

50 3 3 3 4 13 4 4 5 3 3 19 3 3 3 4 4 17 

51 3 3 3 2 11 3 2 2 4 4 15 3 3 3 4 3 16 

52 4 5 4 5 18 5 4 5 5 5 24 4 5 5 4 5 23 

53 4 3 4 3 14 4 5 3 4 4 20 4 3 3 3 4 17 

54 4 3 4 3 14 5 3 3 4 3 18 4 3 3 4 5 19 

55 3 3 3 5 14 4 4 3 2 4 17 3 3 3 4 4 17 

56 3 5 3 3 14 3 3 3 3 3 15 3 5 5 3 3 19 

57 3 3 3 3 12 3 3 3 3 2 14 3 3 3 5 3 17 

58 3 4 3 4 14 5 5 3 3 4 20 3 4 4 3 5 19 

59 3 3 3 4 13 3 3 3 3 3 15 3 3 3 3 3 15 

60 4 4 4 4 16 4 3 3 3 3 16 4 4 4 3 4 19 

61 4 3 4 4 15 4 3 4 3 3 17 4 3 3 3 4 17 

62 4 4 3 4 15 4 3 4 4 3 18 4 4 4 4 4 20 

63 4 4 4 5 17 5 5 5 4 4 23 4 4 4 4 5 21 

64 3 4 3 4 14 4 3 4 4 4 19 3 4 4 3 4 18 

65 5 4 5 4 18 4 4 5 5 4 22 5 4 4 4 4 21 

66 3 4 3 3 13 4 4 3 4 3 18 3 4 4 4 4 19 

67 5 3 5 5 18 3 4 4 3 5 19 5 3 3 3 3 17 

68 3 4 3 3 13 4 3 3 4 4 18 3 4 4 4 4 19 

69 5 4 5 4 18 5 5 4 4 5 23 5 4 4 4 5 22 

70 5 4 5 4 18 4 4 5 5 4 22 5 4 4 4 4 21 

71 4 4 4 4 16 4 5 4 3 3 19 4 4 4 3 4 19 

72 4 4 4 5 17 5 5 5 4 4 23 4 4 4 4 5 21 
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73 4 4 4 4 16 4 3 4 4 3 18 4 4 4 4 4 20 

74 4 4 4 4 16 4 3 4 3 3 17 4 4 4 3 4 19 

75 5 5 5 5 20 3 4 5 4 4 20 5 5 5 2 3 20 

76 3 3 3 4 13 3 3 3 3 3 15 3 3 3 2 3 14 

77 3 4 3 4 14 5 5 3 3 4 20 3 4 4 2 5 18 

78 3 4 3 3 13 4 3 3 5 4 19 3 4 4 3 4 18 

79 3 4 3 4 14 4 4 3 4 3 18 3 4 4 3 4 18 

80 4 3 4 3 14 4 4 3 4 3 18 4 3 3 4 4 18 

81 4 3 4 4 15 3 3 4 3 3 16 4 3 3 4 3 17 

82 2 5 2 3 12 3 3 3 4 5 18 4 5 5 4 3 21 

83 4 5 4 3 16 4 3 5 3 4 19 4 5 5 3 4 21 

84 3 4 3 5 15 5 5 4 4 4 22 3 4 4 4 5 20 

85 5 4 5 3 17 5 4 5 3 4 21 5 4 4 4 5 22 

86 3 3 3 4 13 4 4 3 4 3 18 3 3 3 3 4 16 

87 5 3 5 4 17 4 4 4 3 5 20 5 3 3 3 4 18 

88 3 4 3 3 13 3 4 3 3 4 17 3 4 4 3 3 17 

89 5 5 5 4 19 4 4 4 5 5 22 5 5 5 5 4 24 

90 5 5 5 3 18 4 4 5 3 4 20 5 5 5 4 4 23 

91 4 4 4 3 15 3 3 4 4 3 17 4 4 4 4 3 19 

92 4 4 4 3 15 5 3 5 4 4 21 4 4 4 4 2 18 

93 4 3 4 4 15 3 3 4 3 3 16 4 3 3 4 3 17 

94 4 4 4 5 17 5 4 4 4 3 20 4 4 4 4 5 21 

95 5 4 5 4 18 5 5 5 3 4 22 5 4 4 4 5 22 

96 3 3 3 4 13 4 5 3 3 3 18 3 3 3 3 4 16 

97 3 2 3 3 11 3 4 3 3 4 17 3 5 2 3 3 16 

98 3 3 3 4 13 4 4 3 4 4 19 3 3 3 3 4 16 

99 5 5 5 3 18 4 3 4 5 5 21 5 5 5 4 4 23 

100 5 5 5 4 19 5 3 5 4 4 21 5 5 5 5 5 25 

101 4 5 5 5 19 5 5 4 4 5 23 5 5 5 4 5 24 

102 4 3 4 3 14 4 3 4 3 5 19 3 4 4 5 4 20 

103 3 4 4 4 15 5 5 3 3 5 21 4 4 4 5 5 22 

104 5 4 3 4 16 4 4 5 3 3 19 3 3 3 4 4 17 

105 2 5 3 5 15 3 2 2 4 4 15 3 3 3 5 3 17 

106 5 5 4 5 19 5 4 5 4 5 23 4 5 5 5 5 24 

107 3 3 4 3 13 4 5 3 4 4 20 4 3 3 3 4 17 

108 4 3 4 3 14 5 3 4 4 3 19 4 3 3 4 5 19 

109 4 5 3 5 17 4 4 4 3 4 19 3 3 3 4 4 17 

110 4 3 3 4 14 3 4 4 3 4 18 4 5 5 4 3 21 
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Lampiran 6 Analisis Statistik Deskriptif 

 

Usia 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 17-20 26 21.7 21.7 21.7 

21-30 34 28.3 28.3 50.0 

30 – 40 38 31.7 31.7 81.7 

> 42 22 18.3 18.3 100.0 

Total 120 100.0 100.0  

 

 

 

 

 

 

111 3 3 3 3 12 4 3 3 3 4 17 3 3 3 4 3 16 

112 4 4 3 4 15 5 5 4 3 4 21 3 4 4 4 5 20 

113 3 4 3 4 14 3 3 3 3 3 15 3 3 3 3 3 15 

114 3 4 4 4 15 4 3 3 3 3 16 4 4 4 3 4 19 

115 4 3 4 3 14 3 4 4 4 4 19 4 3 3 4 3 17 

116 5 4 5 4 18 4 3 5 4 4 20 5 5 5 3 4 22 

117 4 4 4 4 16 4 4 4 4 4 20 4 4 4 4 4 20 

118 4 4 4 4 16 4 5 4 3 3 19 4 4 4 3 4 19 

119 4 4 4 4 16 4 4 4 3 4 19 4 4 4 3 4 19 

120 4 4 4 4 16 4 4 4 3 4 19 4 4 4 3 4 19 

Jml 456 465 454 464   486 457 457 429 455   460 460 461 445 482   

Rata 3,80 3,88 3,78 3,87 3,83 4,05 3,81 3,81 3,58 3,79 3,81 3,83 3,83 3,84 3,71 4,02 3,85 

MAX 5 5 5 5   5 5 5 5 5   5 5 5 5 5   

MIN 2 2 2 2   3 2 2 2 2   2 2 2 2 2   
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Jenis Kelamin 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-Laki 85 70.8 70.8 70.8 

Wanita 35 29.2 29.2 100.0 

Total 120 100.0 100.0  

 

 

Lampiran 7 Uji Asumsi Klasik 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 120 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.40830775 

Most Extreme Differences Absolute .081 

Positive .081 

Negative -.055 

Test Statistic .081 

Asymp. Sig. (2-tailed) .149c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 
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Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 X1 .546 1.830 

X2 .546 1.830 

a. Dependent Variable: Y 
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Lampiran 8 Hasil Uji 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Correlations 

Collinearity 

Statistics 

B Std. Error Beta Zero-order Partial Part Tolerance VIF 

1 (Constant) 3.709 1.078  3.441 .001      

Event Marketing .469 .084 .418 5.598 .000 .727 .460 .309 .546 1.830 

Experience 

Marketing 
.438 .071 .458 6.136 .000 .740 .493 .339 .546 1.830 

a. Dependent Variable: Loyalitas konsumen         

 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 425.450 2 212.725 105.454 .000a 

Residual 236.016 117 2.017   

Total 661.467 119    

a. Predictors: (Constant), Experience Marketing, Event Marketing  

b. Dependent Variable: Loyalitas konsumen    

 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

Durbin-Watson 

R Square 

Change F Change df1 df2 Sig. F Change 

1 .802a .643 .637 1.42029 .643 105.454 2 117 .000 2.250 

a. Predictors: (Constant), Experience Marketing, Event Marketing      

b. Dependent Variable: Loyalitas konsumen       


