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SCREENING RESPONDEN

Apakah saat ini anda sedang mengajukan BSI Hasanah Card di Bank

Syariah Indonesia Cabang Ahmad Yani Semarang?
[ ]Ya

Jika ya, maka dapat dilanjutkan ke pertanyaan berikutnya.

[ ] Tidak

Jika tidak, maka cukup sampai di sini.

IDENTITAS RESPONDEN

o

~

©

Nama:

1
2. Alamat e-mail:
3.

4. Jenis kelamin:

No HP:

a. Laki— laki
b. Perempuan
Usia:

21 — 29 tahun
30 - 39 tahun
40 — 49 ahun
. >50 tahun
Pekerjaan:

Pegawai Swasta
Pegawai Negeri

Pegawai BUMN

Wirausaha

o0 o

o o oo

e. Profesional
f. Lainnya

Pendapatan per Bulan

a. Rp 5.000.000 — Rp 15.000.000

b. Rp 15.000.001 — Rp 30.000.000

c. Rp 30.000.001 — Rp 45.000.000

d. >Rp 45.000.001

Apakah tujuan utama anda m engajukan BSI Hasanah Card? (dapat dipilih
lebih dari satu)

a. Digunakan sendiri

b. Investasi

c. Lainnya
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Pilihlah salah satu alternatif jawaban yang telah disediakan, sesuai dengan

yang saudara rasakan!
Keterangan:

STS: Sangat Tidak Setuju

TS : Tidak Setuju
N : Netral
S :Setuju

SS : Sangat Setuju

Pertanyaan

STS TS
(1) (2)

N
3)

(4)

S
()

VARIABEL PRODUK

Produk BSI Hasanah Card Cab
Ahmad Yani memenuhi
kebutuhan untuk transaksi
sehari-hari

Produk BSI Hasanah Card Cab
Ahmad Yani memiliki fasilitas
yang tidak dimiliki kartu kredit
bank lain

Produk BSI Hasanah Card Cab
Ahmad Yani sesuai dengan
prinsip perbankan syari’ah

VARIABEL HARGA

BSI Hasanah Card Bank Syariah
Indonesia Cabang Ahmad Yani
memberikan iuran tahunan yang
lebih ringan

BSI Hasanah Card Bank Syariah
Indonesia Cabang Ahmad Yani
memberikan biaya tarik tunai
yang murah per transaksinya

Biaya penggantian BSI Hasanah
Card Bank Syariah Indonesia
(misalnya rusak, hilang dll)
terjangkau

VARIABEL TEMPAT

Bank Syariah Indonesia Cabang
Ahmad Yani memiliki akses
transportasi umum yang mudah.




Bank Syariah Indonesia terletak
di pusat kota yang strategis

Bank Syariah Indonesia Cabang
Ahmad Yani dekat dengan
wilayah perkantoran

VARIABEL PROMOSI

Saya pernah melihat iklan BSI
Hasanah Card Bank Syariah
Indonesia Cab Ahmad Yani
melalui televisi

Saya pernah melihat booth Bank
Syariah Indonesia di salah satu
mall di Semarang

Promosi tentang BSI Hasanah
Card menciptakan kesan
tersendiri bagi anda untuk ikut
bergabung menjadi nasabah baru

VARIABEL ORANG

Karyawan BSI Hasanah Card
Bank Syariah Indonesia Cabang
Ahmad Yani melayani dengan
perhatian secara personal

Karyawan BSI Hasanah Card
Bank Syariah Indonesia Cabang
Ahmad Yani melayani dengan

sopan
Karyawan Bank Syariah
Indonesia memberikan

penjelasan mengenai BSI
Hasanah Card dengan baik

VARIABEL BUKTI FISIK

Bank Syariah Indonesia Cabang
Ahmad Yani  menyediakan
kantor yang modern

Bank Syariah Indonesia Cabang
Ahmad Yani memiliki peralatan
teknologi yang canggih

Call center Bank Syariah
Indonesia melayani 24 jam

VARIABEL PROSES

Proses penerbitan BSI Hasanah
Card Bank Syariah Indonesia
Cabang Ahmad Yani sangat
mudah
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Proses penerbitan BSI Hasanah
Card Bank Syariah Indonesia
Cabang Ahmad Yani sangat
cepat

Proses BSI Hasanah Card Bank
Syariah  Indonesia  Cabang
Ahmad Yani memberikan
pelayanan yang membuat saya
nyaman

VARIABEL KEPUTUSAN PEMBELIAN

BSI Hasanah Card Bank Syariah
Indonesia Cabang Ahmad Yani
memiliki produk / jasa yang
berkualitas.

BSI Hasanah Card Bank Syariah
Indonesia Cabang Ahmad Yani
memiliki produk / jasa yang
aman dan andal.

Saya akan sering melakukan
transaksi menggunakan BSI
Hasanah Card
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LAMPIRAN 4

Descriptives

Descriptive Statistics

96

N Minimum Maximum Mean Std. Deviation
JMH_X1 120 8 15 12,06 1,844
JMH_X2 120 8 15 12,00 1,749
JMH_X3 120 6 15 11,58 2,434
JMH_X4 120 6 15 12,13 2,432
JMH_X5 120 6 15 11,33 2,262
JMH_X6 120 6 15 11,31 2,082
JMH_X7 120 6 15 11,18 2,200
JMH_Y 120 6 15 11,12 2,331
Valid N (listwise) 120
Regression
Variables Entered/Removed?
Variables
Model Variables Entered Removed Method
1 Proses (X7), Enter

Harga (X2), Orang
(X5), Tempat
(X3), Produk (X1),
Promosi (X4),

Bukii Fisik (X6)"

a. Dependent Variable: Keputusan Pembelian (Y)

b. All requested variables entered.

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 , 7862 ,618 ,594 1,484 1,737

a. Predictors: (Constant), Proses (X7), Harga (X2), Orang (X5), Tempat (X3), Produk (X1), Promosi
(X4), Bukti Fisik (X6)

b. Dependent Variable: Keputusan Pembelian (Y)
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ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 399,594 7 57,085 25,908 ,000°
Residual 246,773 112 2,203
Total 646,367 119

a. Dependent Variable: Keputusan Pembelian (Y)

b. Predictors: (Constant), Proses (X7), Harga (X2), Orang (X5), Tempat (X3), Produk (X1), Promosi (X4),

Bukti Fisik (X6)

Coefficients?

Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -,801 1,111 -, 721 A73
Produk (X1) ,209 ,104 ,165 1,998 ,048 ,499 2,003
Harga (X2) ,203 ,098 ,152 2,070 ,041 ,629 1,591
Tempat (X3) -,141 ,075 -,148 -1,895 ,061 ,561 1,783
Promosi (X4) ,159 ,080 ,166 1,987 ,049 ,491 2,038
Orang (X5) ,590 ,074 ,573 8,002 ,000 ,665 1,504
Bukti Fisik (X6) -,196 ,105 -,175 -1,864 ,065 ,385 2,595
Proses (X7) ,197 ,099 ,186 1,998 ,048 ,393 2,542
a. Dependent Variable: Keputusan Pembelian (Y)
Coefficient Correlations?
Bukti Fisik
Model Proses (X7) Harga (X2) Orang (X5) Tempat (X3) Produk (X1) | Promosi (X4) (X6)
Correlations Proses (X7) 1,000 -,118 -,167 -,104 ,013 -,026 -,615
Harga (X2) -,118 1,000 071 -,148 -,349 -,153 ,082
Orang (X5) -,167 ,071 1,000 -,034 -,102 -,294 -,031
Tempat (X3) -,104 -,148 -,034 1,000 -,153 -,337 -,015
Produk (X1) ,013 -,349 -,102 -,153 1,000 -,122 -,257
Promosi (X4) -,026 -,153 -,294 -,337 -,122 1,000 -,093
Bukti Fisik (X6) -,615 ,082 -,031 -,015 -,257 -,093 1,000
Covariances  Proses (X7) ,010 -,001 -,001 -,001 ,000 ,000 -,006
Harga (X2) -,001 ,010 ,001 -,001 -,004 -,001 ,001
Orang (X5) -,001 ,001 ,005 ,000 -,001 -,002 ,000
Tempat (X3) -,001 -,001 ,000 ,006 -,001 -,002 ,000
Produk (X1) ,000 -,004 -,001 -,001 ,011 -,001 -,003
Promosi (X4) ,000 -,001 -,002 -,002 -,001 ,006 -,001
Bukti Fisik (X6) -,006 ,001 ,000 ,000 -,003 -,001 ,011




98

a. Dependent Variable: Keputusan Pembelian (Y)

Residuals Statistics?

Minimum Maximum Mean Std. Deviation N

Predicted Value 6,62 15,01 11,12 1,832 120
Std. Predicted Value -2,453 2,127 ,000 1,000 120
Standard Error of Predicted ,159 ,692 ,369 ,102 120
Value

Adjusted Predicted Value 6,68 15,02 11,11 1,830 120
Residual -4,395 4,078 ,000 1,440 120
Std. Residual -2,961 2,747 ,000 ,970 120
Stud. Residual -3,040 2,799 ,001 1,001 120
Deleted Residual -4,632 4,232 ,003 1,533 120
Stud. Deleted Residual -3,159 2,889 -,001 1,014 120
Mahal. Distance ,374 24,883 6,942 4,474 120
Cook's Distance ,000 ,075 ,008 ,014 120
Centered Leverage Value ,003 ,209 ,058 ,038 120

a. Dependent Variable: Keputusan Pembelian (Y)

Charts
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Histogram
Dependent Variable: Keputusan Pembelian (Y)
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Scatterplot
Dependent Variable: Keputusan Pembelian (Y)
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Regression Standardized Predicted Value

NPAR TESTS

/K-S (NORMAL) =RES 1
/MISSING ANALYSIS.

NPar Tests
One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual

N 120
Normal Parameters2P Mean ,0000000
Std. Deviation 1,44004279
Most Extreme Differences Absolute 121
Positive ,082
Negative -,121
Kolmogorov-Smirnov Z 1,323
Asymp. Sig. (2-tailed) ,060

a. Test distribution is Normal.

b. Calculated from data.
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HETEROSKEDASTISITAS

Variables Entered/Removed?

Variables

Model Variables Entered Removed Method
1 Proses (X7), .| Enter

Harga (X2), Orang

(X5), Tempat

(X3), Produk (X1),

Promosi (X4),

Bukti Fisik (X6)°
a. Dependent Variable: ABS_RES 1
b. All requested variables entered.

Model Summary®
Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,3102 ,096 ,039 ,96113

a. Predictors: (Constant), Proses (X7), Harga (X2), Orang (X5), Tempat (X3),
Produk (X1), Promosi (X4), Bukti Fisik (X6)
b. Dependent Variable: ABS_RES_1
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ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 10,985 7 1,569 1,699 ,116P
Residual 103,462 112 ,924
Total 114,448 119

a. Dependent Variable: ABS_RES 1
b. Predictors: (Constant), Proses (X7), Harga (X2), Orang (X5), Tempat (X3), Produk (X1), Promosi (X4),

Bukti Fisik (X6)

Coefficients?
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Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -,242 , 719 -,336 , 738
Produk (X1) ,035 ,068 ,065 ,512 ,610
Harga (X2) -,038 ,064 -,068 -,604 ,547
Tempat (X3) -,072 ,048 -,178 -1,485 ,140
Promosi (X4) , 100 ,052 247 1,924 ,057
Orang (X5) -,010 ,048 -,023 -,207 ,837
Bukti Fisik (X6) ,051 ,068 ,108 747 ,456
Proses (X7) ,044 ,064 ,099 ,693 ,490
a. Dependent Variable: ABS_RES_1
Frequency Table
X1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 27 22,5 22,5 22,5
4 59 49,2 49,2 71,7
5 34 28,3 28,3 100,0
Total 120 100,0 100,0
X1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 ,8 ,8 ,8
8 27 22,5 22,5 23,3
4 62 51,7 51,7 75,0
6 30 25,0 25,0 100,0
Total 120 100,0 100,0
X1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 ,8 ,8 ,8




3 29 24,2 24,2 25,0
4 60 50,0 50,0 75,0
5 30 25,0 25,0 100,0
Total 120 100,0 100,0
Produk (X1)
Cumulative
Frequency Percent Valid Percent Percent
valid 8 Kl "’ o L & a 1,7
O L9 y 10,8 10 o WA 125
10 W = 11 9,2 9,2 21,7
M 08 6" i3 WA A8 35,0
12 A\ E WI:E 225 | 505
13 21 175 17,5 75,0
14 A 19 158 15,8 90,8
150 N W 1 .92 y S " 100,0
Total 120 100,0 100,0
X2.1
Cumulative
Frequency Percent Valid Percent Percent
valid = 2 NN Y WO N7
3 32 26,7 26,7 283
4 55 45,8 45,8 74,2
L % - o 31 25,8 258 100,0
Total 120 100,0 100,0
X2.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 8 24 20,0 20,0 20,0
4 62 51,7 51,7 71,7
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5 34 28,3 28,3 100,0
Total 120 100,0 100,0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
valid 3 29 24,2 2.2 24,2
4 4 % 67 5518y, L5l 80,0
y 24 20,0 200 o 100,0
Total 120 100,0 100,0
Harga (X2)
Cumulative
Frequency Percent Valid Percent Percent
Valid 8 A 2 ] | Pl 1,7
9 A © IR0 ) S 6,7
10 e - 9 AN ¥y . 24,2
11 19 15,8 15,8 40,0
12 20 16,7 16,7 56,7
13 CAr 21,7 2w 78,3
14 B 4 L7 AwTia 142 92,5
15 % UX Y Yo ' .5 1100,0
Total 120 100,0 100,0
X3.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2,5 2,5 2,5
3 48 400 400 42,5
4 A E N Y1 2 1 67,5
5 3 e W P 100,0
Total 120 100,0 100,0
X3.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2,5 2,5 2,5
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3 39 32,5 32,5 35,0
4 43 35,8 35,8 70,8
5 35 29,2 29,2 100,0
Total 120 100,0 100,0
X3.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 23 . 51| 4.2 8 4,2
S P, _43]  358| 35801 * o WA 40,0
4.9 = 38 31,7 317/ %8 W7
L. AT W AEIiER W T 100,0
Total 120 100,0 100,0
Tempat (X3)
Cumulative
Frequency Percent Valid Percent Percent
valid 6 Y . 8 8
7 3 125 2,5 33
8 QU WY © 50
9 B A A An®vd A 4 4 B2 29,2
10 A U B YO Y 4 0.5 40,0
11 10 8,3 8,3 48,3
12 16 13,3 13,3 61,7
B - o 13 10,8 108 72,5
T =N R EI R TANLASE 80,8
15 M. 23 19,2 19 2ol 100,0
Total 120 100,0 100,0
X4.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 3,3 3,3 3,3
3 28 23,3 23,3 26,7
4 51 42,5 42,5 69,2
5 37 30,8 30,8 100,0
Total 120 100,0 100,0
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X4.2

Cumulative
Frequency Percent Valid Percent Percent
valid 1 AV - 8 j . 8 8
2 47 D ‘dif. B 5,0
Sy W 250 ¥ NV 2250 30,0
LY .\ 3 32,5 L4526 62,5
y 45 e TN PN 100,0
Total 120 100,0 100,0
X4.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 A 4 1183 [ 5 33
3 \ A || £ ¥ ) S <~ 26,7
4 . o w'w. \ ey . 61,7
5 16" 3830 38,3 100,0
Total 120 100,0 100,0
Promosi (X4)
Cumulative
Freguency Percent Valid Percent Percent
Valid 15 4 33 3,3 3,3
. Y - - 3 2,5 RS 5,8
SR RN AT MINEE § o
10 10 8,3 8,3 27,5
11 9 7,5 7,5 35,0
12 19 158 158 50,8
K J F I Y1 » ¥4 B » [EK
'S 18 it I W e 78,3
15 26 21,7 21,7 100,0

Total 120 100,0 100,0




X5.1

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4" 9 = 7.5 i . 7.5 7,5
3 4 4 W 6 TN s  OONa 44,2
4 y | a 24 39,2 P N, W 83,3
5 4 i _ 20 16, 7a4. T 100,0
Total 120 100,0 100,0
X5.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 10 1§8.3 8,3 83
3 & 41 342 34,2 42,5
4 Bl . O 145 ) J AT | 75,0
5 B 30, 25,0, 25,0 100,0
Total 120 100,0 100,0
X5.3
Cumulative
Frequency Percent Valid Percent Percent
Valid = 2 5 4,2 4,2 4,2
B 37 30,8 30,8 35,0
4 . . 38 31,7 - a0l 66,7
5 W al = 200N FCEC FA ERA BB 100,0
Total 120 100,0 100,0
Orang (X5)
Cumulative
Freguency Percent Valid Percent Percent
Valid 6 2 1,7 1,7 1,7
7 4 3,3 3,3 5,0
8 7 5,8 5,8 10,8
9 15 12,5 12,5 23,3
10 15 12,5 12,5 35,8
11 21 17,5 17,5 53,3



12 13 10,8 10,8 64,2
13 20 16,7 16,7 80,8
14 13 10,8 10,8 91,7
15 10 ., 8,3 100,0
Total 120 100,0 100,0
X6.1
Cumulative
Frequency Percent Valid Percent Percent
valid 82 &9 y _ 05 W 2 Y e W 25
3. = 34 28,3 28,3 30,8
L T W AaREliNMA W T 75,8
5 SRV = _ 242 242 __ 1000
Total 120 100,0 100,0
X6.2
Cumulative
Freguency Percent Valid Percent Percent
valid 2 4 13 3,3 33
3 AR O  Em 35,0
4 B A E'h Mol A 4 4 &5 82,5
5 N AN\ LSS /100,0
Total 120 100,0 100,0
X6.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 1 ,8 ,8 ,8
2 5 42 42 5,0
3 2 KE 1 Y 1 = 1 47,5
B B Faas 400 400 87,5
5 15 12,5 12,5 100,0
Total 120 100,0 100,0
Bukti Fisik (X6)
Cumulative
Frequency Percent Valid Percent Percent
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Valid 6 1 ,8 ,8 .8
7 3 2,5 2,5 3,3
8 3 2.5 2,5 5,8
9 26 21,7 21,7 27,5
10 _ A 5,8 [ 58 33,3
11 & B LESEL s B 45,8
12 4 at B34 30,8 30,8 76,7
13 48 i _" 10 Shen LSS . 85,0
). TR, Ta ., W s
15 & ° y ai 92% YR ~100,0
Total 120 100,0 100,0
X7.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 = A B 1R50 L5040 0
3 . %, VRN 350| 40,0
4 53 442 44,2 84,2
5 19 15,8 15,8 100,0
Total 120 100,0 100,0
X7.2
Cumulative
Frequency Percent Valid Percent Percent
Valid . % - 5 4,2 o a2 4,2
S o) P00 A0 N NN ES 37,5
4 e 54 45,0 45,0mm 82,5
5 21 17,5 17,5 100,0
Total 120 100,0 100,0
X7.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2,5 2,5 2,5
3 45 37,5 37,5 40,0
4 55 45,8 45,8 85,8
5 17 14,2 14,2 100,0
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Total 120 100,0 100,0
Proses (X7)
Cumulative
Frequency Percent Valid Percent Percent
valid 6 4 6. 25 Fs U 1,7
7 A e % 25 F 2.5 4,2
8 48 % 2 1,7 L B 5,8
9 32 26,7 20 & 32,5
10 p y _ 6,7 6 Y WA 392
11 N 8 6,7 6,7 45,8
My~ 00 ) 333 W 4383 79,2
gy QYR Wb, 185s8 A NGB 85,0
14 4 11 E 3,3 88,3
15 A 14 ] [0 100,0
Total 120 100,0 100,0
Y1
Cumulative
Freguency Percent Valid Percent Percent
valid 2 B A 1A AwTd A 4 4 B2 92
S 48 400 40,0 49,2
4 38 il W 31,7 80,8
B 23 19,2 19,2 100,0
Total 120 100,0 100,0
Y2
Cumulative
Freguency Percent Valid Percent Percent
valid = 2 o N E N NT R 7,5
E Bewm | wss A Kk R T _ 36,7
4 50 41,7 41,7 78,3
5 26 21,7 21,7 100,0
Total 120 100,0 100,0

Y3



Cumulative

Frequency Percent Valid Percent Percent

Valid 2 7 _»5,8 5,8 5,8
3 AL Ll 34,2 40,0
4 AP . 433, W 433 83,3
5 y 20 r FF P 100,0
Total 120 100,0 100,0

Keputusan Pembelian (Y)
Cumulative
Frequency Percent Valid Percent Percent

Roiid Sy . W E Y. ™ /32
7 N\l E}s L 6.7
8 A 4 A3 3,3 10,0
9 21 17,5 o 27,5
10 17 ax2yr 14,2 41,7
11 3| | 108 10,8 52,5
12 & 25 20,8 20,8 73,3
13 B A LE AN 15 80,8
14 B N NS Y AV S0, 5 91,7
15 10 8,3 8,3 ~100,0
Total 120 100,0 100,0
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