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Lampiran 4: Evaluasi Atas Asumsi-Asumsi SEM

1. Uji Normalitas

Variable min max skew c.r.  kurtosis C.I.
RI14 5,000 10,000 -,226 -1,599 -510 -1,803
RI3 5,000 10,000 -,015 -,106 -225  -797
RI2 5,000 10,000 -,278 -1,968 -371 -1,313
RI1 5,000 10,000 -,160 -1,131 -504 -1,782
CS5 5,000 10,000 ,036 ,256 ,010 ,037
CSs4 5,000 10,000 -,149 -1,056 ,086 ,306
CS3 5,000 10,000 -,117 -,828 -100 -,354
CS2 5,000 10,000 -,180 -1,273 -,260  -918
CS1 5,000 10,000 -031 -221 -,498 -1,760
CE1l 5,000 10,000 ,360 2,549 -,691 -2,442
CE2 5,000 10,000 ,144 1,017 -,678 -2,398
CE3 5,000 10,000 -,185 -1,307 -,372 -1,315
CE4 5,000 10,000 -,247 -1,747 -,348 -1,232
CE5 5,000 10,000 -,160 -1,131 -,027  -,096
CE6 5,000 10,000 ,014 ,098 -,304 -1,075
Multivariate 5,164 1,980
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2. Evaluasi Univariate Outlier

Descriptive Statistics

Minimu  Maximu Std.

m m Mean Deviation
Zscore(CE1) 300 -1.97707 2.95738 .0000000 1.00000000
Zscore(CE2) 300 -2.16952 2.25206 .0000000 1.00000000
Zscore(CE3) 300 -2.41036 2.74733 .0000000 1.00000000
Zscore(CE4) 300 -2.39980 2.74263 .0000000 1.00000000
Zscore(CE5) 300 -2.71085 2.74724 .0000000 1.00000000
Zscore(CEB6) 300 -2.17533 2.47944 .0000000 1.00000000
Zscore(CS1) 300 -2.48006 2.83436 .0000000 1.00000000
Zscore(CS2) 300 -2.58060 2.70030 .0000000 1.00000000
Zscore(CS3) 300 -2.47840 2.74295 .0000000 1.00000000
Zscore(CS4) 300 -2.74018 2.69668 .0000000 1.00000000
Zscore(CS5) 300 -2.33741 2.38781 .0000000 1.00000000
Zscore(RI1) 300 -2.27474 2.49078 .0000000 1.00000000
Zscore(R12) 300 -2.27370 2.68349 .0000000 1.00000000
Zscore(R14) 300 -2.20792 2.66966 .0000000 1.00000000
Zscore(R13) 300 -2.26922 2.34928 .0000000 1.00000000
Valid N 300

(listwise)
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3. Evaluasi Multivariative Outlier

Max distance = CHINV (0,01;15) = 30,57791

Observation number | Mahalanobis d-squared pl p2
291 29,912 ,012 ,975
195 29,389 ,014 929

83 29,376 ,014 ,807
300 29,170 ,015 674
15 26,847 ,030 ,948
283 26,187 ,036 ,961
57 26,169 ,036 ,920
259 26,148 ,036 ,858
299 25,883 1,039 ,835
175 25,697 ,041 796
110 25,522 ,043 755
295 25,436 ,044 683
91 25,386 ,045 594
31 24,978 ,050 ,649
141 24,536 ,057 723
121 24,292 1,060 ,728
284 24,043 1,064 ,739
99 23,987 ,065 ,678
1 23,908 ,067 ,624
50 23,703 ,070 ,630
19 23,488 ,074 644
285 23,455 075 574
265 23,306 ,078 ,562
282 23,262 ,079 ,498
233 23,198 ,080 ,447
290 23,188 1,080 ,371
296 23,172 1,081 ,302
109 23,123 1,082 ,256
197 22,901 ,086 ,288
173 22,854 087 244
45 22,806 ,088 ,205
129 22,702 1,091 ,192
20 22,577 ,094 188
72 22,532 ,095 ,156
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Observation number | Mahalanobis d-squared pl p2
77 22,493 ,096 ,127
292 22,439 ,097 ,106
200 22,374 1,098 ,091
244 22,364 1,099 ,066
76 22,117 ,105 ,094
96 22,092 ,105 ,073
63 21,935 ,110 ,082
249 21,791 113 ,089
82 21,564 120 ,123
273 21,338 ,126 ,165
198 21,329 127 ,130
119 21,320 ,127 ,101
268 21,203 ,130 ,106
26 21,176 ,131 ,085
81 21,144 132 ,070
42 21,128 ,133 ,053
13 20,903 ,140 ,081
269 20,857 ,141 ,069
242 20,666 ,148 ,095
271 20,616 ,150 ,084
33 20,601 ,150 ,065
258 20,533 ,152 ,061
71 20,420 ,156 ,067
11 20,339 ,159 ,066
238 20,151 ,166 ,092
126 20,134 167 ,074
234 20,134 167 ,056
169 19,982 173 ,071
74 19,933 ,175 ,064
60 19,789 ,180 ,080
23 19,749 182 ,070
167 19,661 ,185 ,073
133 19,518 ,191 ,092
274 19,428 195 ,096
275 19,378 ,197 ,089
132 19,311 ,200 ,087
276 19,223 204 ,092
111 19,021 ,213 ,140
59 18,987 214 125

108



Observation number | Mahalanobis d-squared pl p2
279 18,918 217 ,125
228 18,811 222 141
246 18,724 227 ,149
260 18,699 228 131
230 18,673 1,229 114
263 18,656 ,230 ,096
180 18,549 235 111

65 18,481 1,238 112
294 18,469 ,239 ,092
8 18,412 242 ,090
25 18,409 ,242 071
98 18,409 ,242 055
298 18,406 ,242 ,043
219 18,404 242 ,032
264 18,162 254 ,070
236 18,110 ,257 ,067
243 18,084 258 ,058
287 18,030 ,261 ,056
16 17,981 ,264 ,054
227 17,977 264 ,042
69 17,962 265 ,034
253 17,885 ,269 ,037
239 17,868 ,270 ,030
39 17,856 ,270 ,024
229 17,852 271 ,018
254 17,840 ,271 ,014
280 17,703 279 ,022

4. Evaluasi Multikoloniaritas dan Singularitas

Eigenvalues

7,651 1,082 ,945 ,749 ,654 ,610 ,529 ,517 ,464 ,402 ,353 ,324 ,299 ,286 ,272

Determinant of sample covariance matrix =,000006
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Lampiran 5: Evaluasi

Goodness of Fit

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 33 180,016 87 ,000 2,069
Saturated model 120 ,000 0
Independence model 15 2413,924 105 ,000 22,990
RMR, GFI
Model RMR GFI  AGFI PGFI
Default model ,040 928 901 673
Saturated model ,000 1,000
Independence model | ,446 243 135,213
Baseline Comparisons
NFlI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 925 910 960 ,951 960
Saturated model 1,000 1,000 1,000
Independence model ,000 ,000 ,000 ,000 ,000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 829 767 795
Saturated model ,000 ,000 ,000
Independence model 1,000 ,000 ,000
NCP
Model NCP LO 90 HI 90
Default model 93,016 58,404 135,394
Saturated model ,000 ,000 ,000
Independence model | 2308,924 2152,688 2472514
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FMIN

Model

FMIN FO LO90 HI90

Default model
Saturated model
Independence model

602 311 195 453
,000 ,000 ,000 ,000
8,073 7,722 7,200 8,269

RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model ,060 047 072 ,094
Independence model 271 262 281 ,000

AIC
Model AlIC BCC BIC CAIC

Default model
Saturated model
Independence model

246,016 249,747 368,240 401,240
240,000 253,569 684,454 804,454
2443,924  2445,620 2499,480 2514,480

ECVI

Model

ECVI LO9 HI90 MECVI

Default model
Saturated model
Independence model

,823 , 707,965 ,835
,803 ,803  ,803 ,848
8,174 7,651 8,721 8,179

HOELTER
Model HOELTER HOELTER
.05 .01
Default model 183 201
Independence model 17 18
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Lampiran 6: Uji Validitas dan Realibilitas

1. Standirized Direct Effect

112

Customer_Experi

Customer_Satisfa

Repurchase_Inten

ence ction tion
Customer_Satisfa 807 ,000 ,000
ction
:R;ipurchase_lntent 578 318 ,000
RI4 000 ,000 107
RI3 000 ,000 107
RI2 000 000 756
RI1 000 ,000 165
CS5 000 723 ,000
Cs4 000 714 ,000
CS3 000 719 ,000
CS2 000 753 ,000
Cs1 000 751 ,000
CE1l 544 ,000 ,000
CE2 827 000 ,000
CE3 765 ,000 ,000
CE4 730 ,000 ,000
CE5 753 ,000 ,000
CE6 764 ,000 ,000




2. Tabel Uji Realibilitas

CR >0,70 dan AVE > 0,50
No Indikator SLF SLF"2 E CR AVE
1| CE1l 0,544 | 0,295936 0,704064
2| CE2 0,827 | 0,683929 0,316071
3| CE3 0,765 | 0,585225 0,414775
4 | CE4 0,73 0,5329 0,4671
5| CE5 0,753 | 0,567009 0,432991
6 | CE6 0,764 | 0,583696 0,416304
4,383 | 3,248695 2,751305
TOTAL 19,21069 0,874724 | 0,541449
1| CS1 0,751 | 0,564001 0,435999
2| CS2 0,753 | 0,567009 0,432991
3| CS3 0,719 | 0,516961 0,483039
4 | CS4 0,714 | 0,509796 0,490204
5| CS5 0,723 | 0,522729 0,477271 | 0,852403 | 0,536099
TOTAL 3,66 | 2,680496 2,319504
13,3956
1| RI1 0,765 | 0,585225 | 0,342488301
2| RI2 0,756 | 0,571536 | 0,326653399
3| RI3 0,707 | 0,499849 | 0,249849023
4 | RI4 0,707 | 0,499849 | 0,249849023
2,935 | 2,156459 | 1,168839746 | 0,880524 | 0,648501
TOTAL 8,614225




Lampiran 7: Estimate Regression Weight

Estimate S.E. C.R. P Label
CS <--- CE ,695 ,064 10,800 *** par_14
Rl <--- CE 565 ,100 5,671 *** par_13
RI <-- CS ,361 111 3,245 ,001 par_15
CE6 <--- Customer_Experience 1,000
CE5 <--- Customer_Experience 841 ,062 13,468 *** par_1
CE4 <--- Customer_Experience 865 ,067 12,898 *** par_2
CE3 <--- Customer_Experience 903 ,067 13,510 *** par_3
CE2 <--- Customer_Experience 1,140 ,077 14,862 *** par 4
CEl <--- Customer_Experience ,671 073 9,219 *** par 5
CS1 <--- Customer_Satisfaction 1,000
CS2 <--- Customer_Satisfaction 1,009 ,078 12,859 *** par 6
CS3 <--- Customer_Satisfaction 974 081 11,969 *** par 7
CS4 <--- Customer_Satisfaction 929 079 11,816 *** par_8
CS5 <--- Customer_Satisfaction 1,082 ,090 11,983 *** par 9
RI1 <--- Repurchase_Intention 1,000
RI2 <--- Repurchase_Intention 950 ,072 13,156 *** par_10
RI3 <--- Repurchase_Intention 954 080 11,872 *** par_ 11
RI4 <--- Repurchase_Intention 903 ,077 11,687 *** par_12
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Lampiran 8: Uji Sobel

mediator

variable
A 8

£ (SE
independent i 8 > dependent
variable variable

A: | 0.695

B: | 0.361

SEx: | 0.064

\@J k@}k@ @J

SEg: | 0.111

Calculate!

Sobel test statistic: 3.11553140
One-tailed probability: 0.00091807
Two-tailed probability: 0.00183614



