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This research was conducted to explore the organizational learning culture in banking and its
effect on customer satisfaction with the employees attitude as the intervening variable. The re-
search was performed in Bank Syariah Mandiri’s business unit of Medan Region. The research
design used hypothesis testing. The samples of this research were 52 frontline employees and
140 customers of Bank Syariah Mandiri in Medan Region. Primary data was collected by using
a questionnaire. The data were analyzed using path analysis. Results support that Bank Syariah
Mandiri as State-owned enterprises in the field of financial services has implemented good or-
ganizational learning culture. Organizational learning culture has significant effect to customer
satisfaction through employee’s job satisfaction and organizational commitment. The attitudes
of employees are integrated important intervening variables in mediating the relationship be-
tween organizational learning culture and customer satisfaction. The role of attitude in medi-
ating the influence of organizational learning culture to worker’s service behavior, in order to
create consumer satisfaction in the banking sector, proven empirically.

Kultur Pembelajaran Organisasional, Kepuasan Konsumen dan Sikap

Karyawan: Analisis Kausalitas

Abstrak

Penelitian ini dilakukan untuk mengeksplorasi kultur pembelajaran organisasional di per-
bankan dan pengaruhnya terhadap kepuasan pelanggan dengan sikap karyawan sebagai
variabel antara. Penelitian dilakukan di unit bisnis Bank Syariah Mandiri wilayah Med-
an. Desain penelitian menggunakan uji hipotesis. Sampel penelitian ini adalah karyawan
lini depan sebanyak 52 responden dan 140 pelanggan Bank Syariah Mandiri di wilayah
Medan. Data primer dikumpulkan dengan menggunakan kuesioner. Data dianalisis
menggunakan analisis jalur. Hasil penelitian membuktikan bahwa Bank Syariah Man-
diri sebagai badan usaha milik negara di bidang jasa keuangan memiliki kultur pembela-
jaran organisasi yang baik. Kultur pembelajaran organisasi berpengaruh signifikan ter-
hadap kepuasan konsumen melalui kepuasan kerja karyawan dan komitmen organisasi.
Sikap karyawan merupakan variabel antara penting yang terintegrasi dalam memediasi
hubungan antara kultur pembelajaran organisasional dan kepuasan pelanggan. Peran
sikap dalam memediasi budaya pembelajaran organisasi pada kepuasan pelanggan di
sektor perbankan telag terbukti secara empiris
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INTRODUCTION

Currently, the future is dominated by
a society that is able to manage the learning.
Technological change and globalization are two
interactive power that triggers a surge towards
knowledge era (Marsick, 1998). Demands in
order to make the organization more flexible
in anticipating a variety of changes, making the
idea of organizational learning are becoming in-
creasingly popular nowadays. The learning or-
ganization concept becomes a strategic concept
due to concern with issues about market share,
productivity, quality, and profitability, to build
on the success of the organization.

Learning in the context of organizational
is important to be conditioned into a culture
because it will significantly contribute to the
continuous improvement of an organization,
facilitate efficient adaptation to the challenging
environment (Cunningham & Gerard, 2000),
the transformation itself (Watkins & Marsick,
1997) and expand the capacity to shape its
own future (Senge, 1990). The ability to learn
to adapt to the changing environment in a sus-
tainable way, became the driving force and or-
ganization strategies to adapt and survive in an
increasingly strong market competition (Nam-
wong et al., 2015)

In fact, the concept of learning ranging
from personal to organizational. Learning is
needed for the individual and also the growth
of the organization. Previous empirical studies
proves that the organizational learning cultu-
re contribution to individuals, which are able
to trigger the appearance of participation in
organizational decision-making (Thompson,
2000), willingness and awareness to do lear-
ning activity in a work environment intentio-
nally (Park, 2011), critical thinking skills (Sa-
bri et al,, 2015).

Psychological impacts include job satis-
faction and organizational commitment (Wang,
2005; Dirani, 2007; Hsu, 2009; Malik & Danish,
2010; Islam et al, 2014), work engagement
(Hsu, 2009; Malik & Danish, 2010), readiness
of individual emotional over organizational
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change (Miller, 2015), employee’s turnover in-
tention (Islam et al., 2013) and internal service
quality (Xie, 2005).

As for the organization, organizational
learning culture is capable of bringing up orga-
nizational performance (Fuentes, 2008; Cho,
2009; Coats, 2015), innovativeness (Bates &
Khasawneh, 2005; Lin, 2006; Cerne etal., 2012;
Sabir & Kalyar, 2013) and customer satisfaction
( Pantouvakis & Bouranta, 2013; Islam et al.,
2014a; Malike, 2016).

In the context of strategic marketing, or-
ganizations are required to focus on the internal
and external aspect of organizations, namely,
the workers who are in the organization (inter-
nal consumers) and the customers who directly
use the results of the organization’s product of
either the goods and/or services (external con-
sumer) (Fecikova, 2004).

Competitive advantage occurs when a su-
perior organization over its competitors in retai-
ning customers and position themselves to take
advantage of changes in the environment (Por-
ter, 1985). Business organizations are required
to understand and be able to design and imple-
ment policies that are oriented on the emergen-
ce of a positive working attitude in employees
which is able to increase consumer retention
and profitability of the organization (Yang-Lim,
2004).

An organizational learning culture is a
complex phenomenon and multilevel in many
ways affect organizational performance (Co-
ats, 2015). Differences in workers’ perceptions
towards organizational culture will have an im-
pact on differences in employee attitudes and
behaviors in serving customers, and then affect
performance achievement of an organization.
Therefore, the ability to manage organizational
human resources well will have an impact on
services quality provided to customers.

Empirical studies conducted in a service
environment confirms that job satisfaction rep-
resents individual assessment over a variety of
things that exist in the work environment, the
results will come out in the form of emotional
response. If the individual has a positive app-
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raisal of various aspects of the work environ-
ment then the emotional response will appear
in the form of organizational commitment.

The result of the organizational commit-
ment is a coping with the intention to achieve
the desired results, which are working hard to
give service effort in order to satisfy the need or
desire of consumers (Testa, 2001) (Figure 1).
Employees who have a high commitment to
service quality (Xie, 2005) will be influenced to
customer’s satisfaction and loyalty (Heskett et
al, 1994).

Evaluation Emotional Effort
Process Response Intention

Job —| Organizational |—| Service

Satisfaction Commitment Efforts

Figure 1. A Conceptual Model of the Relation-
ship between Job Satisfaction, Organizational
Commitment and the Service Efforts

Similarly, in banking, the significant role
of banking to the national economy makes ban-
king efforts to improve performance as well as
its competitiveness, absolutely done. As profit-
oriented financial institutions resting their acti-
vities on service quality delivery and consumer
satisfaction (Coskun & Frohlich, 1992), must
have the readiness to constantly learn and cul-
tivate a learning culture among members of the
organization (Harris, 2002).

An organizational learning culture is ex-
pected to be a much-needed banking character
at this time. The efforts of banking organizations
to institutionalize learning within the organiza-
tion was able to increase the survival of banking
in facing crises (Holland, 2010) and achieve
superior financial performance compared to
its competitors (Goh & Ryan, 2008; Santoso,
2011). As a service oriented organization, to
anticipate the possibility of changing the exter-
nal environment, banking organizational needs
to transform itself to become a learner.

The market in banking industry requires
a more humanized banking face with service as
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a banking competitive advantage (Coskun &
Frohlich, 1992; Blanchard & Galloway, 1994).
Various researchers in retail banking institutions
especially in Indonesia prove the same thing,
that service is the main contributor of banking
performance (Misbach et al., 2013; Sakapurna-
ma & Kusumastuti, 2013; Toelle, 2006).
Explorative study of determinative factors
of service quality in the banking industry proves
that the competence of front-line banking wor-
kers in maintaining personal relationships with
customers has a significant effect on consumer
perceptions of service quality (Gounaris et al,,
2003), consumer satisfaction and loyalty (Hes-
kett et al. 1997) which will then lead to the achie-
vement of the organization’s financial targets.

Hypothesis Development
Organizational Learning Culture and Employee’s
Job Satisfaction

From empirical studies that have been
done, in general it can be concluded that the
organizational learning culture research and its
effect on organizational performance, more use
of internal performance measures that is invol-
ving the perception of member’s organization
and financial data, but very rarely use external
assessor such as consumers, which is the most
objective parties to give judgement on service
quality provided by the organization.

Cho (2009) recommends to do studies
on organizational learning culture by research
design that relies on objective measures and
combines a range of organizational variables
as a mediator or moderator, in the relationship
between the learning culture and organizational
performance (Schein, 1996), to provide a com-
prehensive picture related with models of orga-
nizational learning.

Even, empirical studies prove there are
close correlation and significant influence or-
ganizational learning culture towards consumer
satisfaction (Islam et al., 2014a; Malike, 2016),
but according to (Coats, 2015), organizational
learning culture variable is not granted directly
able to affect organizational performance. In
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fact, the study of the organizational learning
culture is a complex phenomenon and multi-
level in many ways to influence organizational
performance.

A conceptual model of the relationship
between job satisfaction, organizational com-
mitment, and service efforts which are expres-
sed by (Testa, 2001), need to be supported
by empirical foundation specifically to capture
phenomena that occur in the banking sphere.
The competitive advantage of banks is also de-
termined not only by capital and technology as-
pects but human banking resources.

Service is the competitive edge in ban-
king. Customer service plays a pivotal role in
the development of service quality (Coskun &
Frohlich, 1992). While the quality of external
service value is determined by employee satis-
faction. Satisfied workers will have high levels
of retention and work productivity in providing
services to customers. Finally, customer satis-
faction and loyalty will emerge, leading to the
company’s ability to achieve better profitability
(Schlesinger & Heskett, 1991; Heskett et al,,
1994; Heskett et al., 1997).

Empirical studies ever since which test
the influence of organizational learning cultu-
re towards consumer satisfaction only involves
employee job satisfaction variable (Pantouvakis
& Bouranta, 2013). Previous research results
prove that organizational culture research that
is part of the organization’s intellectual assets
are still limited to do although they give a signi-
ficant influence on the achievement of banking
performance (Santoso, 201 1).

The attractiveness of this study lies in tes-
ting worker attitudes variables as intervening
variables in the relationship between organiza-
tional learning culture and customer satisfaction,
especially in banking. That empirical and theore-
tical grounding become the significance of this
research, to test the complexity of organizatio-
nal learning culture influence toward consumer
satisfaction by involving integrated employee’s
attitude variables, including job satisfaction and
organizational commitment in the banking sec-
tor, which so far has never been done.
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The study was conducted at Bank Syariah
Mandiri (BSM) as a subsidiary of Bank Mandi-
ri, one of the State-Owned Enterprises (SOEs)
in the financial services sector, having the best
performance in terms of customer service and
satisfaction as well as good organizational go-
vernance practices (Good Corporate Gover-
nance). It is assumed that the achievement of
service quality and customer satisfaction cannot
be separated from the organizational learning
culture that has been going on in BSM. It is what
we want to review more deeply, through this re-
search.

In the context of an internal organization,
the organizational learning culture serves as an
adhesive between the individual and the orga-
nization in achieving common goals and presu-
mably can increase the activity of learning and
competence of member’s organization (Freiling
& Fichtner, 2010). Organizational culture is the
“heart” of organization’s human resources ma-
nagement strategy because of the effect on emp-
loyee attitudes and outcomes such as retention,
satisfaction, commitment, performance and ot-
her aspects (Harris & Mossholder, 1996).

Theoretically and empirically, the attitu-
des of the employee include job satisfaction
(Lund, 2003) and organizational commitment
(Chaundry & Shah, 2007) are formed as a result
of the positive perception over organization’s
learning culture which is well conditioned by
the organization.

The results of empirical studies prove that
organizational learning culture influences signi-
ficantly to employee’s job satisfaction (Wang,
2005; Hsu, 2009; Pantouvakis & Bouranta,
2013). Based on this, then the first hypothesis is
formulated as follows:

H1: Organizational learning culture affects
significantly to employee’s job satisfaction.

Organizational Learning Culture, Employee’s Job
Satisfaction, and Organizational Commitment
The organizational learning culture also
has a significant effect on the emergence of or-
ganizational commitment (Hsu, 2009; Joo &
Park, 2010; Islam et al., 2014a). Various empi-
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rical studies prove there is a close link between
employee job satisfaction and organizational
commitment. Job satisfaction is a result of the
cognitive process, affective and evaluative to the
job situation while the organizational commit-
ment reflects the attitude of the individual’s lo-
yalty towards the organization and the process
through which an individual expresses his con-
cern to the organization that will be lead to the
success of organizations (Luthans, 2011).

Job satisfaction of employees is identified
as an important mediator in the relationship
between organizational commitment and lear-
ning culture ( Wang, 2005; Dirani, 2007; Hsu,
2009; Islam et al,, 2014b). Based on empirical
studies, then the second hypothesis is formula-
ted as follows:

H2: Organizational learning culture and job
satisfaction affect significantly to the or-
ganizational commitment

Organizational Learning Culture, Employee’s
Job Satisfaction, and Consumer Satisfaction

In the context of an external organization,
the close relationship between organizational
learning culture towards employee’s job satis-
faction and consumer satisfaction is validated
empirically (Maalik & Khan, 2011; Tanisah
& Maftuhah, 2015; Malike, 2016). Aspects of
consumer satisfaction were strongly influen-
ced by the interaction between employees and
customers. Satisfied employees will tend to be

more productive, provide better service to cus-
tomers ( Schlesinger & Heskett, 1991; Heskett
et al, 1997; Vilares & Coelho, 2003; Snipes et
al,, 2005). However, empirically also gives the
diverse view.

Study of Kermani (2013) proves there
is a positive relationship between employee
satisfaction and customer satisfaction, while
Barnes (2015) proves there is no relationship
between job satisfaction and customer satis-
faction. Related to the organization’s learning
culture, it is identified that the organizational
learning culture and employee’s job satisfaction
influence significantly to consumer satisfaction
(Pantouvakis & Bouranta, 2013; Schulte et al.,
2009; Permana, 2013). Based on that several stu-
dies, then the third hypothesis are formulated as
follows:

H3: Organizational learning culture and job
satisfaction of employees affect signifi-
cantly to consumer satisfaction

Employee’s Organizational Commitment and
Consumer Satisfaction

The results of empirical studies related to
the relationship between employee’s organiza-
tional commitments to consumer satisfaction
give the results vary. The absence of the signifi-
cant relationship between the two is concluded
by (Cirone, 2003). However, He et al. (2011),
Islam et al. (2014a), Murale et al. (2015), Uta-
mi & Wartini (2015) prove that organizational

Pyx1
Organizational Learning -
Culture (X;) 1
Pz2xt Pyz
P1x1 Organizational , Consumer
Commitment (Z,) Satisfaction (Y)
pz2zl
Job Satisfaction (Z:) Pyzl ‘
T &2 &3 &4

&1
Figure 2. Path Diagram Model
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commitment became an important predictor of

consumer satisfaction, affective commitment in

particular. Based on that research, the fourth hy-

pothesis is formulated as follow:

H4: Organizational commitment affect signi-
ficantly to consumer satisfaction

Hypothesis testing research is done to
test the significant influence of organizational
learning culture directly towards consumer
satisfaction in the banking sector, as well as
indirect influence through employee’s at-
titude variables, include job satisfaction and
organizational commitment as an intervening
variable. Path diagram model can be seen in
Figure 2.

METHOD

This research is causality study by using
a quantitative approach. Population and sample
of this study are the front liner employee’s co-
vers teller and customer service as well as the
customer in 3 regional offices and 17 branch of-
fices of Bank Syariah Mandiri in Medan Region.
From the overall 20 business units of Syariah
Mandiri Bank in Medan Region, determined 52
respondents of the entire front liner employee
and 140 respondents represent the customers
served by front liner, selected by using nonpro-
bability sampling that is a quota and incidental
sampling technique.

Bank Syariah Mandiri was chosen as a
research location because it is one of the best
performing banks in providing services to con-
sumers. Employee’s front line of Bank Mandi-
ri Syariah in Medan region is choosen because
aspects of worker attitudes become important
variables in determining consumer satisfaction,
consumer loyalty and bank competitive advan-
tage (Heskett et al., 1997).

Employee perceptions, attitudes, and
behaviors become interesting object charac-
teristics because variability among individuals
is possible over the interpretation of the same
organizational policy. There is also a possibility
of variability in the process of providing servi-
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ces to customers that will have a significant ef-
fect on retail banking performance (Frei et al.,
1999). The competence of front-line banking
personnel in maintaining personal relation-
ships with customers has a significant effect on
consumer perceptions of service quality (Gou-
naris et Al,, 2003), consumer satisfaction and
loyalty (Heskett et al., 1997) which will lead to
the achievement of the organization’s financial
targets.

The variables in this study include Orga-
nizational Learning Culture (Xl), Job Satisfac-
tion (Zl) , Organizational Commitment (Zz)
and customer satisfaction (Y), as measured by
the interval scale on the 7-point Likert scale
measurements. Organizational learning culture
variables measured with Dimension Learning
Organization Questionnaire (DLOQ) instru-
ments developed by Watkins & Marsick (1997)
and Yang (2003), consists of 14 items from 7 di-
mensions include (1) creating continuous lear-
ning opportunities, (2) promoting inquiry and
dialogue, (3) encouraging collaboration and
team learning, (4) establishing systems to cap-
ture and share learning, (S) empowering people
to have a collective vision , (6) connecting the
organization to the environment, (7) using lea-
ders who model and support learning at indivi-
dual, team and he are organizational levels.

Job satisfaction variable is measured by
the Job Diagnostic Survey (JDS) questionnai-
re built by Hackman & Oldham (1975) with 2
items. Organizational commitment variable me-
asured with instruments developed by Meyer &
Allen (1991) and Wang (2005) with 6 items
from three dimensions, namely (1) the affective
commitment, (2) normative commitment and
(3) continuance commitment.

Consumer satisfaction variables over the
quality of service received from the customer’s
Bank Syariah Mandiri front liner employees
measured with 8 items of SERVQUAL instru-
ments was developed by Parasuraman et al.
(1988) with S dimensions namely (1) reliabili-
ty, (2), responsiveness, (3) assurance, (4) em-
pathy, and (5) tangible. However, this research
negates the tangible dimension with a conside-
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ration that being measured is the services offe-
red by the people (person).

Analysis technique which is used to ans-
wer the research hypothesis is path analysis.
Path analysis is a technique for analyzing the
causal relationship that occurs in multiple reg-
ressions if the independent variable (exoge-
nous variable) influences dependent variable
(endogen variable) not only directly but also
indirectly (Sarwono, 2007). The steps of path
analysis are as follows:

First, determine the hypothesis and struc-
tural equations. Second, create a path model is
a diagram that connects between independent
variables, intervening and dependent. Pattern
relationship is shown by using arrows. Single
arrows show a causal relationship between exo-
genous variables or intermediaries with one or
more dependent variables. The arrows also con-
nect the error (residual variable) with all endo-
genous variables respectively (Figure 2.)

Third, test assumptions of the research
model, including normality, multicollinearity
heteroscedasticity and linearity test (Ghozali,
2001). Fourth, test Of hypothesis. Hypothe-
sis (Ha) is accepted if the probability value
is < 0.0S, and vice versa Hypothesis (Ha) is
rejected if probability value > 0.05 (Ghozali,
2001).

Fifth, determine the path coeflicients
of the value of Standardized Coefficients Beta
which shows the direct influence of an exogeno-
us variable. Seventh, calculate the direct, indi-

Table 1. Hypothesis and Structural Equation

rect and total influences of exogenous variables
on the endogenous variables.

RESULT AND DISCUSSION

Result of Reliability and Validity Testing
Results of reliability and validity test upon
the research instrument that represents 14 items
from the organizational learning culture va-
riable, 2 items of job satisfaction variable and 8
items of consumer satisfaction variable proving
that all the items are valid and reliable (Ghozali,
2001; Hair et al., 2006). However, from 6 items
of organizational commitment variable tested, it
is known that 2 items are not valid, so should be
excluded from the analysis. Thus only 6 items
are valid and reliable. The entire item is decla-
red valid if it has the value of the corrected item-
total correlation greater than 0.30. The research
variable is declared reliable if the value of Cron-
bach Alpha greater than 0.60 (Ghozali, 2001).

Respondents’ Characteristic by Demography

The profile of employees as respondents
is dominated by women (75.0%), 21-30 years
old (51.0%), have relatively high education le-
vel (82.7%) as well as having a working period
during 2-5 years (84.6%). While the profile of
the customers as respondents are also domi-
nated by women (50%), high level of educa-
tion (32.7%), and age 21-30 years (37.7%)
and have been a customer for less than 2 years
(39.7%).

No Hypothesis

Structural Equation

H1 Organizational learning culture affect significantlyto 7 =z x X +¢,

employee’s job satisfaction

17171

H2 Organizational learning culture and job satisfaction 7, =Bz, X +pz,., Z +¢,
affect significantly to the organizational commit-

ment

2 27171

H3 Organizational learning culture and job satisfaction Y =y. X + By., Z +¢,
of employees affect significantly to consumer satis-

faction

H4 Organizational commitment affect significantly to Y =y. ,Z +e¢,

consumer satisfaction
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Description of Research Variable

In general, the organizations have a good
organizational learning culture (98.4%) with
the value of the average (mean) of 5.8179, high
levels of employee job satisfaction (98.1%) with
the value of the average (mean) of 5.6250. high
level of organizational commitment (96.2%)
with the value of the average (mean) of 5.2548
and high level of consumer satisfaction (100%)
with the value of the average (mean) of 6.2056.

Result of Path Analysis
Result of Model Assumptions Testing

The assumption tests of research model
include normality tests, multicollinearity, hete-
roscedasticity, and linearity. The normality test
results prove that independent and dependent
data are normally distributed. On each model
are not found multicollinearity and there is no
difference in variance of one observation resi-
dual to the others.

Result of Hypothesis Testing

The first hypothesis test results (H1) pro-
ve that organizational learning culture influence
significantly to job satisfaction, with the signifi-

cance value of that variable probability, is 0.000
(p<0.05) (see Table 2.)

The results of the second hypothesis which
tests the influence of organizational learning cul-
ture and employee’s job satisfaction towards or-
ganizational commitment prove that from both
variables, only employee’s job satisfaction variab-
le that influences significantly to organizational
commitment, with the significance values of va-
riable probability is 0.002 (p < 0.05). Organiza-
tional learning culture variable has no significant
effect towards organizational commitment, with
the significance values of variable probability is
0.995 (p > 0.05) (see Table 3).

The third hypothesis test results of the in-
fluence organizational learning culture and job
satisfaction towards customer satisfaction can
be seen in Table 4. The test results proved that
the organizational learning culture and job satis-
faction of employees do not affect significantly
to consumer satisfaction. The signiﬁcance value
of variables probability are 0.124 and 0.104 (p
>0.05).

The fourth hypothesis test results related
to the influence of organizational commitment
towards customer satisfaction can be seen in

Table 2. Result of Organizational Learning Culture Towards Employee’s Job Satisfaction Influence

Test (H1)
Coeflicients®
Model Unstandardized Coeflicients  Standardized Coeflicients Sig
B Std. Error Beta
1 (Constant) 1.724  0.834 2.067  0.044
Mean OLC 0.670 0.142 0.555 4716  0.000

a. Dependent Variable: Mean JS

Table 3. Result of Organizational Learning Culture and Employee’s Job Satisfaction towards Organi-

zational Commitment Influence Test (H2)

Coefficients®
Model Unstandardized Coeflicients  Standardized Coeflicients Sig
B Std. Error Beta
1 (Constant) 1.814  1.128 1.608 0.114
Mean OLC 0.001 0.222 0.000 0.006 0.995
Mean JS 0.613 0.184 0.498 3.341 0.002

a. Dependent Variable: Mean OC after the Invalid Item is Droped
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Table S. Organizational commitment influen-
ce significantly to consumer satisfaction, with
the significance value of variable probability is
0.043 (p <0.05).

The Result of Path Coefficient

Based on the results of the fourth research
hypotheses, then the empirical path diagram
can be seen in Figure 3.

The Result of Determination Coefficient and
Model Residual Value

The determination coefficient is a coef-
ficient that refers to the extent of influence or

p = 0.000

(x1)

€1=0.99

Figure 3. Result of Path Analysis

p = 0.002

Organizational Bzim= Employee’s Job Pzaz1 =
Learning 0.555 Satisfaction 0.497
Culture (Z1)

contribution of exogenous variables to endoge-
nous variables. Based on the results of hypothe-
sis testing on the research model, obtained the
calculation of the coeflicient of determination
and residual value of the research model as fol-
lows (see Table 6).

Result of Standardized Direct, Indirect and To-
tal Effect from Exogenous on Endogen Variables

The result of path analysis shows that or-
ganizational learning culture significantly does
not directly influence consumer satisfaction,
but indirectly significant influence through
employee attitude variable include job satis-

p = 0.043

BY-ZZ =

0.260

Organizational Consumer

Satisfaction

(Y)

Commitment

(z2)

€2-0.38 €3-090 €4-097

Table 4. Result of Organizational Learning Culture and Employee’s Job Satisfaction towards Custom-

er Satisfaction Influence Test (H3)

Coefficients®
Model Unstandardized Coefficients Standardized Coeflicients Sig
B Std. Error Beta
1 (Constant) 6.060  0.523 11.581  0.000
Mean OLC 0.161 0.103 0.260 1.567 0.124
Mean JS 0.141 0.085 0.275 1.655 0.104

a. Dependent Variable: Mean of Customer Satisfaction

Table S. Result of Organizational Commitment Towards Customer Satisfaction Influence Test (H4)

Coeflicients®
Unstandardized Standardized
Model Coefhicients Coefficients t Sig
B Std. Error Beta
1 (Constant) 6.774 0305 22.175  0.000
Mean OC After The In- 0.108 0.057 0.260 1.903 0.043

valid Item is Thrown

a. Dependent Variable: Mean Consumer Satisfaction
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faction and organizational commitment. The
amount of indirect influence as well as the to-
tal influence of organizational learning culture
through job satisfaction variable and organiza-
tional commitment is BZ1.X1x pZ2.21 x BY.Z2
=(0.555) x (0.497) x (0.260) = 0.0717. Details
of the calculation can be seen in Table 7.
Therefore, the empirical tests results
are consistent with the conclusions of empiri-
cal research conducted by Coats (2015). He
states that the organizational learning culture
is not granted directly able to affect organiza-
tional performance, such as consumer satisfac-
tion. A study related to organizational learning
culture must be understood in relation to the

various organization’s variables and attributes
(Cho, 2009), like employee’s attitude such
as job satisfaction and organizational com-
mitment.

The relationship between organizational
learning culture, job satisfaction, and organi-
zational commitment is validated empirically
through the results of this research. Organiza-
tional learning culture through job satisfaction
did not contribute directly in eliciting consumer
satisfaction. These results contrast with the re-
sults of (Pantouvakis & Bouranta, 2013) and
(Malike, 2016) research. Similarly, the organi-
zational learning culture through organizational
commitment has no effect significantly to con-

Table 6. Determination Coeflicient and Residual Value of Research Model

Hypothesis Research Model Determination  Coefficient Residual Value
(Adjusted R2) ( 8)

H1 Z,=BzxX +¢ 0.026 0.99

H2 Z,=Bo, X +Pz., Z +e¢ 0.217 0.88

H3 Y =Py, X, + By, Z, +¢, 0.026 0.99

H4 Y =Py, 2, +¢, 0.049 0.97

Table 7. Standardized Direct Effects, Standardized Indirect Effects and Standardized Total Effects

Organizational Consumer
Learning Culture (X) Satisfaction (Y)
Consumer
Standardized Satisfaction (Y)
Direct Effect Job
Satisfaction (Z1) 0-555 i
Organizational Commitment
) - 0.260
Consumer
Standardized Satisfaction (Y) 0.071 )
Indirect Effect Job
Satisfaction (Z1) ] 0.132
Organizational Commitment
(22) 0.275 -
Consumer
071 -
Standardized Satisfaction (Y) 0.07
Total Effect Job
Satisfaction (Z1) 0.555 0.132
Organizational Commitment
0.275 0.260

(22)

77



Jurnal Dinamika Manajemen, 8 (1) 2017, 68-82

sumer satisfaction. These results contrast with
the research that has been done by (Islam et al,,
2014a).

Organizational learning culture influence
significantly and indirectly towards customer
satisfaction, through integrated employee’s at-
titude, include job satisfaction and organizatio-
nal commitment. Thus the results of this study
are consistent with previous empirical studies
which prove that organizational learning cul-
ture influences significantly to employee’s job
satisfaction (Lund, 2003). However, job satis-
faction does not affect significantly to consumer
satisfaction.

This is in line with the results of Barnes
(2015) which concluded that among emplo-
yees who are satisfied and the level of customer
satisfaction, there is no significant effect. Satis-
fied employees will lead to a high commitment
of organizational and customers (Amoopour et
al,, 2001). Therefore, job satisfaction variable
serves as the intervening variable between or-
ganizational learning culture and organizational
commitment (Wang, 2005; Hsu, 2009; Islam et
al,, 2014b).

Furthermore, employees who have high
organizational commitment will affect the
emergence of consumer satisfaction. This is in
tune with results research of (He et al., 2011;
Islam et al., 2014a; Murale et al., 2015) which
prove that organizational commitment became
an important predictor of consumer satisfaction

The results of this research are also in line
with the concept of causal relationships bet-
ween job satisfaction, organizational commit-
ment, and the service efforts. Job satisfaction is
the antecedent for organizational commitment
which will then affect the service efforts of the
organization’s member (Testa, 2001). Job satis-
faction represents individual assessment over a
variety of things that exist in the work environ-
ment (preselection process), the results will
come out in the form of emotional response.

If the individual has a positive appraisal of
various aspects of the work environment then
the emotional response will appear in the form
of organizational commitment. The result of
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the organizational commitment in the form of
coping intention is used to achieve the desired
results such as hard working to satisfy a need/
desire of consumers (service efforts) (Testa,
2001).

The dimension of interactions between
people and situations (person-situation inter-
action) are making the same stimulus will react
differently through the process of individual
cognition. Every situation is seen different and
when that situation is perceived through an
individual cognition process, then will lead to
affective and behavioral differences. Therefore,
the individual is not static, acting equally in all
circumstances, but the individual is flexible and
always changing, giving a response to the inter-
action itself and the situation they are facing of
(Luthans, 2011). Schulte et al. (2009) confirm
that the employee’s attitudes are largely deter-
mined by how the perception of employees
against work environment as a whole.

Based on the influence results test of orga-
nizational learning culture directly towards con-
sumer satisfaction and indirectly through job
satisfaction and organizational commitment,
can be concluded that organizational learning
culture significantly influences to consumer sa-
tisfaction through integrated employee’s attitu-
des i.e. job satisfaction and organizational com-
mitment as an intervening variables.

CONCLUSION AND RECOMMENDATION

The role of attitude as the predisposition
of an individual’s behavior, attracting a lot of at-
tention to academics in the field of management
science, especially organizational behavior.
Through this research, the role of attitude in
mediating the influence of organizational lear-
ning culture to worker’s service behavior, in or-
der to create consumer satisfaction in the ban-
king sector, proven empirically. Organizations
that have a good organizational learning cultu-
re will be able to engender a positive attitude
in employees, including job satisfaction and
organizational commitment. Organizational
learning culture did not contribute directly to-
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wards consumer satisfaction, but the significant
influence will be visible through the employee
job satisfaction and organizational commitment
as the intervening variables.

It needs further study involving consu-
mers as respondents in larger quantities to pro-
vide the generalization of organizational lear-
ning culture impact towards employee’s attitude
and consumer satisfaction. Advanced research
by adding some context to the relationship bet-
ween organizational learning culture and orga-
nizational performance also needs to be explo-
red, to understand the complexities that might
occur. Finally, because the organizations and
practice of learning they are always changing,
the longitudinal studies of one or a few compa-
nies can provide valuable insight into how the
learning organization, employee’s attitudes, and
other variables interact along the time.
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