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Abstract

The aim of this study was to analyze the effect of bank image and service quality to satisfaction 
and their impacts on customer loyalty. The object of this research was Bima saving customers at 
PT. Bank Pembangunan Daerah Jawa Tengah, Klaten Branch. In this study the population used 
was limited to the customers of the Bima Savings at PT Bank Pembangunan Daerah Jawa Ten-
gah, Klaten Branch. The sample was 97 respondents with the sampling technique of Purposive.
The samples were carefully selected so that they were relevant to the study. The results of the re-
search indicate that: bank image has positive significant effect on satisfaction; service quality has 
positive significant effect on satisfaction; bank image has positive significant effect on loyalty; 
service quality has positive significant effect on loyalty and satisfaction has positive significant 
effect on loyalty. The results of mediation effect show that bank image and service quality more 
effectively influence directly on customer loyalty than through customer satisfaction. Satisfac-
tion is significantly capable as a mediator in the association. 
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Bagaimana Variabel Mediasi dibutuhkan dalam Uji Loyalitas?

Abstrak

Penelitian ini bertujuan menganalisis pengaruh citra bank, dan  kualitas layanan terha-
dap kepuasan serta dampaknya terhadap loyalitas nasabah.  Obyek penelitian adalah 
nasabah tabungan Bima Pada PT Bank Pembangunan Daerah Jawa Tengah Cabang 
Klaten. Sampel penelitian sebanyak 97 responden, dengan teknik pengambilan sampel 
Purposive dimana sampel yang dipilih secara cermat sehingga relevan dengan penelitian. 
Hasil penelitian menunjukkan bahwa citra bank berpengaruh positif dan signifikan ter-
hadap kepuasan, kualitas layanan berpengaruh positif dan signifikan terhadap kepuasan, 
citra bank berpengaruh positif dan signifikan terhadap loyalitas, kualitas layanan berpen-
garuh positif dan signifikan terhadap loyalitas serta kepuasan berpengaruh positif dan 
signifikan terhadap loyalitas. Hasil efek mediasi menunjukkan bahwa citra bank maupun 
kualitas layanan lebih efektif berpengaruh secara langsung terhadap loyalitas nasabah 
dibanding melalui kepuasan nasabah. Kepuasan secara signifikan mampu sebagai media-
tor dalam hubungan tersebut.
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Introduction

Business competition in the field of ban-
king is very fast; banks compete to be the best by 
doing various ways to remain a healthy bank by 
paying attention to all financial ratios, utilizing 
certain businesssegments, and emphasizing on 
infrastructures. Having good imagein public 
will be a consequence of image formation. Har-
sono (2015) explains that image is defined as an 
impression obtained in accordance with one’s 
knowledge and experience about something.

Improving service quality is also expected 
to improve company image because image can 
be strengthened when customers get high servi-
ce quality; and it will decrease when the service 
quality is low. Zeithaml et al. (1996) define ser-
vice quality as a comparison between consumer 
expectations and perceptions to the service per-
formance they receive (perception expectations). 
When the service received or perceived is in ac-
cordance with expectations, the service quality 
is perceived as good and satisfactory. Converse-
ly, when the service received or perceived is not 
as expceted, the service quality is perceived as is 
not good and unsatisfactory. 

Aydin and Ozer (2004) explain that, in 
tight competitive conditions, the main thing 
that must be prioritized is customer satisfaction 
which will ultimately increase customer loyalty 
so that the company can survive, compete and 
control the market share. The research results 
of Salam et al. (2013) and Sutardjo and Soliha 
(2014) show that there is a positive and signi-
ficant effect of  image on customer satisfaction, 
and there is a positive and significant effect of 
image on customer loyalty. Sumadi and So-
liha (2015) show that there is a positive and 
significant effect of bank image on customer 
satisfaction,customer satisfaction is significant-
ly capable as a mediator on the effect of bank 
image on customer loyalty. 

Similarly, the results of the research 
conducted by Yu et al.(2006) and Dewi et al. 
(2014) show the findings that service quality 
has a positive effect on customer satisfaction, 
and satisfaction has a positive effect on loyalty. 

The results of the research conducted by 
Zeithaml et al. (1996) develop a thought on the 
consequences of consumer behavior resulting 
from a good service quality. In their research 
results show that good service quality has an 
impact on the formation of positive consumer 
behavior, such as repeat purchase, decreased 
sensitivity to price and increased service value 
of services in the eyes of consumers.

The previous studies conducted by (Seth 
et al., 2004; Yu et al., 2006; Hidayat, 2009; and 
Dewi et al., 2014) state that service quality has a 
positive significant effect on loyalty. In contrast, 
Saputra (2014) found that service quality has 
positive but not significant effect on loyalty and 
Aryani and Rosinta (2010) provide research re-
sult that service quality has no significant effect 
on customer loyalty. Likewise, the research of 
Suratno et al. (2016) and Zameer et al. (2015) 
state that there is a positive and significant effect 
of brand image on customer loyalty, but Saputra 
(2014) shows different result that bank image 
has negative and significant effect on customer 
loyalty. Sumadi and Soliha (2015) shows that 
bank image has no significant effect on custo-
mer loyalty. 

Bank Pembangunan Daerah Jawa Tengah 
was established in Semarang as the operational 
base of Central Java. The purpose of establis-
hing the bank is to manage local finance as a 
holder of Regional Cash and to help improve 
the local economy by giving credit to small ent-
repreneurs. Bank Pembangunan Daerah Jawa 
Tengah is a Bank owned by the Central Java 
Provincial Government and the City/ Regency 
Governments of Central Java. Third party funds 
consisting of savings, time deposits and current 
accounts are collected by PT. Bank Pembangu-
nan Daerah Jawa Tengah in 2013 amounting to 
25,548,701 million IDR, in 2014 it accounted 
for 29,406,355 million IDR and 38,888,224 mil-
lion IDR in 2015. The growth shows an increase 
from year to year. Bank Jateng was the object of 
this research, particularlythe savings customers 
of Bima, as a product of Bank Jateng specially 
designed for life investment in the present and 
future. Similarly, the increase in the amount 
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of savings that were collected in 2013 was 
8,787,132 million IDR, 9,527,918 million IDR 
in 2014 and 11,181,897 million IDR in 2015.

Based on the results of the research gap 
above and against the background proposed, 
this study has several novelties, there are especi-
ally in bank image, service quality and satisfacti-
on also  their impacts on customer loyalty. 

Hypothesis Development 
Effect of Bank Image on Satisfaction

Tran (2015) argues that bank image is 
a view or perception of a company by peop-
le both inside and outside the company. The 
observers of companies are the customers of 
the companiesother than shareholders, com-
munity, banks and partners. Harsono (2015) 
explains that image is defined as an impression 
obtained in accordance with one’s knowledge 
and experience on something. An effective ima-
ge uses the first three things; establishing pro-
duct character and value proposals, conveying 
the character in a different way so as not to be 
confused with competitor’s characters,and pro-
viding an emotional power that is nothing more 
than a mental image. In order to function the 
image, it must be conveyed through every me-
ans of communication available and brand or 
company contact. Image is very important for 
service companies and expected to build custo-
mer satisfaction (Seth et al., 2004).

Bank image and reputation are conside-
red an important factor in the overall evaluati-
on of an organization (Wu, 2014) because of 
the strength that lies in the perception and the 
mind of the customers when hearing the name 
of the organization. Akbar and Parvez (2009) 
describes image as a set of beliefs, ideas and 
impressions a person has on an object. Image 
is an impression obtained in accordance with 
one’s knowledge and experience on something. 
People’s attitudes and actions towards an object 
are determined by the image of the object. The 
research of Malik et al. (2012) and Suratno et 
al. (2016) show that there is a positive and sig-
nificant effect of bank image on customer satis-

faction. A good bank image will give customers 
a sense of satisfaction. The higher the image of 
the bank, the higher the customer satisfaction. 
Therefore, a company needs to improve its 
bank image in order to provide customer satis-
faction. Thus, the research hypothesis can be 
formulated as follows:
H1: 	 Bank image has positive effect on satisfac-

tion.

Effect of Service Quality on Satisfaction
Service quality is described as a form of 

attitude; related but not identical to the satisfac-
tion obtained by comparing expectations with 
performance (Zeithaml et al., 1996). Attitude, 
in this case, is an expression of the deepest fee-
ling that indicates whether a person is sympat-
hetic or not sympathetic towards an object; for 
example, to service brand (Long & Schiffman, 
2010). Zeithaml et al. (2002) define service 
quality as a comparison between consumer ex-
pectations and perceptions when the service is 
received or perceived as expected. Then, the 
service quality is perceived as good and satis-
factory. Conversely, when the service received 
or perceived does not meet expectations, the 
quality of the service is perceived as unfavorable 
and unsatisfactory. 

Akbar and Parvez (2009) explains that 
satisfaction is one’s feeling of pleasure or disap-
pointment that emerges after comparing the 
performance (outcome) of the product thought 
with expected performance (or outcome). 
When the service is below expectations, the 
customer is not satisfied. Otherwise, when the 
service meets expectations, the customer is sa-
tisfied. Although the service quality is perceived 
as ”perceived by the customer” (Zeithaml et al., 
2002) service provider is a person who creates 
and provides the service. Service provider is an 
organization’s ambassador because it values the 
balance of quality in service in the minds of cus-
tomers (Surprenant & Solomon, 1987). There 
are several empirical studies that supported that 
service quality affects satisfaction, as conducted 
by Yu et al. (2006) and Kurniawati (2014). The 
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results show that service quality has positive 
and significant effect on customer satisfaction. 
The better the service quality, the more it will 
give satisfaction to customers (Jahanshahi et al., 
2011). Hence, the research hypothesis can be 
formulated as follows:
H2: 	 Service quality has positive effect on satis-

faction.

Effect of Bank Image on Loyalty 
Harsono (2015) explains that the image 

formed is based on impression and experience 
experienced by someone to something so that 
it builds a mental attitude and shows the im-
portance of the effect of image on loyalty. This 
mental attitude is used as a consideration for 
making decisions because image is considered 
to represent the totality of one’s knowledge of 
something. Satriyanti (2012) explains that the 
concept of loyalty leads to behavior rather than 
to attitudes, and a loyal customer will show his 
purchasing behavior that can be interpreted 
as a well-arranged pattern of purchases and in 
a long time made by the units of decision ma-
ker. The results of the studies of Suratno et al. 
(2016) show that there is a positive and signi-
ficant effect of bank image on customer loyalty. 
This shows that by improving the image of the 
bank it will give a positive impression on the 
customer and impact on increasing customer 
loyalty to the company. The higher the image 
of the bank, the higher the loyalty of the custo-
mer. Thus, the hypothesis of this study can be 
formulated as follows:
H3: Bank image has a positive effect on loyalty.

Effect of Service Quality on Loyalty 
Loyalty and retention are the most im-

portant goals for the success of service organi-
zations (Yang & Peterson, 2004). Satisfaction 
is an allegiance required for loyalty but not 
enough by itself to automatically lead to repe-
at purchases (Hong & Goo, 2004). According 
to Zeithaml et al. (1988) loyalty is defined as a 
combination of intention, advocacy, intention 
and preference. Singh (2006) states that measu-

ring loyalty is used as an indicator of percentage 
of product purchases, frequency of visits within 
a certain period, recommendation to family and 
friends to use the product/ service.

The other opinions concerning the rese-
arch to measure loyalty are (Long & Schiffman, 
2010) consumers are considered loyal when 
the consumers have made at least three repeat 
purchases at the same company, loyalty can be 
measured by paying attention to the process of 
using the services of the company where a fa-
mily always faithfully utilize the services provi-
ded by the company, loyalty can be measured 
from the attitude of consumers to the compa-
ny, loyalty can be measured from the level of 
consumer’s involvement.

According to Zeithaml et al. (2002) ser-
vice quality can be defined as to what extent the 
difference between reality and customer expec-
tation to the service received. Service quality 
is realized through the fulfillment of customer 
needs and desires as well as the accuracy of deli-
very in order to compensate or exceed customer 
expectations. Rasheed and Abadi (2014) exp-
lains that loyalty is seen as a deeply held com-
mitment to buy or support a preferred product 
or service in the future, even if the effect of the 
marketing situation and effort has the potential 
to drive customers.

Good service will make customers happy 
and potentially remain loyal to the product and 
company. The results of the research of Yu et al. 
(2006) provide the findings that service quality 
positively affects loyalty. In line with the results 
of the research of Dewi et al. (2014) it shows 
that service quality has a positive and significant 
impact on customer loyalty. Poor service or 
quality will bear the risk of unloyal customers. 
On the contrary,when service quality is consi-
dered or even strengthened, customer loyalty 
will be more easily obtained. The better the ser-
vice quality, the more loyal the customers will 
be to the company. Thus,the research hypothe-
sis can be formulated as follows:
H4: 	 Service quality has a positiveeffect on lo-

yalty.
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Effect of Satisfaction on Loyalty
The relation of service quality with cus-

tomer loyalty is also stated by Zeithaml et al. 
(1996). In their research, it was suggested that 
service quality significantly affects consumer 
behavior to be loyal to a service/ product. Of 
overall activities undertaken by a company, it 
will finally lead to the value that will be given by 
the customers about the perceived satisfaction. 
Customers will not have good attitude towards 
a service provider compared to other alternati-
ves available without some degree of satisfacti-
on. The higher the satisfaction, the more loyal 
the customers to the company. In the studies 
conducted by (Aydin & Ozer, 2005; Dewi et al., 
2014) the results show that customer satisfacti-
on has a positive and significant effect on custo-
mer loyalty. Thus, this research hypothesis can 
be formulated as follows:
H5: 	 Customer satisfaction has a positive effect 

on loyalty.

The research model can be shown in Fi-
gure 1.

Figure 1. Research Model

Method

Population and Sample
The population used was limited only to 

the customers of Bima Savings at PT Bank Pem-
bangunan Daerah Jawa Tengah, Klaten Branch, 
with the sample of 97 respondents. The samp-
ling technique used in this research was Purpo-
sive sampling (purposed sample). 

Data Collection Method
The data collection method in this study 

was survey method using the questionnaires 
delivered directly to the respondents. The sca-
le used in the preparation of the questionnaires 
was the ordinal scale or often called the Likert 
scale, which is a scale that consists of 7 scales. 

RESULT and Discussion

Instrument Test
Validity Test

For the validity test of the variablesof 
bank image, service quality, satisfaction and 
customer loyalty. To test the validity of each 
variable, it can be seen from the figure of KMO 
which is compared with the standard number of 
0.5, so it is feasibleto be tested to the next test 
because the sample is considered to be enough. 
To test each item, it was conducted by looking 
at the highest loading value. The validity test 
was conducted to the independent variables 
(X) and dependent variables (Y) above becau-
se the matrixcomponent figure > loading figure.
Then, all instruments (question/ indicatori-
tems) were declared valid, so they are feasible 
to be used as the research instruments. 

Reliability Test

Table 1. Reliability Test

No Variable Alpha 
Cronbach

Rate of  
Thumb Criteria

1 Bank Image 
(X1)

.784 .7 Reliable

2 Service Quality 
(X2)

.892 .7 Reliable

4 Satisfaction 
(Y1) 

.897 .7 Reliable

5 Customer 
Loyalty (Y2) 

.832 .7 Reliable

Reliability test result (Table 1) was used 
to measure the extent to which the variables 
provide reliable/ consistent results. The reli-
ability testing used Cronbach alpha formula. In 
the reliability test, bank image, service quality, 
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satisfaction and customer loyalty are reliable/ 
consistent and worthy of use for further hypot-
hesis testing.

Regression Results
Based on the results of the statistics data 

processing using SPSS, the summary of the out-
put is showed in Table 2.

Model Test
Model 1: Bank Image and Service Quality have 
an Effect on Satisfaction

Determination Coefficient Test (Adjusted R 
Square)

Determination coefficient is essentially to 
measure the ability of model in independent va-
riable in explaining the variation of dependent 
variable. The figure of determination coefficient 
(Adjusted R Square) is of 0.243 meaning that the 
variables of bank image and service quality have 
the contribution of 24.3% to satisfaction, whi-
le the rest is: (100%-24.3%) = 75.74%. It is in-

fluenced by the factors out of the research mo-
del. The result shows that in model 1, the value 
of determination coefficient obtained is small 
(< 50%), so model 1 can be said fair.

F-Test
F-value is 16.447 with a significance level 

of 0.000 is smaller than 5% or 0.05, so the mo-
del meets the requirement of Goodness of Fit. 
Then, it can be used to explain the effect of bank 
image and service quality on satisfaction. Thus, 
the bank image and service quality simulta-
neously have a significant effect on satisfaction.

Hypothesis Testing
Multiple linear regression equation was 

used to find out the effect of the independent 
variablesof bank image and service quality on 
satisfaction. The equation of the multiple linear 
line (seen from the standard coefficient beta) 
obtained is as follows:

Y1 = 0.274 X1 + 0.350 X2

Table 2. Output of Research Results

Model Variable
KD Anova Regression Remark

(Adj R2) F Sig. Beta t Sig.
I Y1=α1 + β1X1 + 

β2X2 + e
Effect of Com-
pany Image on 
Satisfaction 
Effect of Service 
Quality on Satis-
faction 

.243 16.447 .000

.274

.350

2.925

3.738

.004

.000

H1: supported

H2: supported

II Y2 = α2 + β3X1 + 
β4X2 + β5Y1 + e
Effect of Com-
pany Image on 
Loyalty
Effect of Ser-
vice Quality on 
Loyalty
Effect of Satisfac-
tion on Loyalty

.506 33.807 .000

.341

.385

.213

4.317

4.742

2.554

.000

.000

.012

H3: supported

H4: supported
H5: supported
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From the equation, it shows that bank 
image has positive and significant effect on satis-
faction with the regression coefficient of 0.274.
Then, service quality has positive effect on satis-
faction with the regression coefficient of 0.350. 
Service quality has a greater effect on satisfacti-
on than that of bank image on satisfaction.

H1: Bank Image has a Positive Effect on Custo-
mer Satisfaction

The result of the statistical data proces-
sing obtained the sig value of 0.004 < the signifi-
cance level α = 5% (0.05).Itmeans that partially 
(individually) there is positive and significant 
effect between bank image on satisfaction with 
the coefficient standard beta of 0.274. Thus, the 
first hypothesis that bank image has a positive 
effect on the satisfaction of the customers of 
bank is accepted. It means that the higher the 
image of the bank, the higher the customer sa-
tisfaction.

H2: Service Quality has a Positive Effect on Cus-
tomer Satisfaction 

The results of processing statistical data 
obtained the sig value of 0.000 < the significan-
ce level α = 5% (0.05) between service quality 
(X2)and satisfaction (Y1). It means that partially 
(individually) there is a positive and significant 
effect between service quality (X2) and satisfac-
tion (Y1) with the standardized coefficient beta 
of 0.350 (b2). Thus, the second hypothesissta-
ting that service quality has a positive effect on 
the satisfaction of the customers of bank is ac-
cepted It means that the higher the service qua-
lity, the higher the customer satisfaction.

Model 2: Effect of Bank Image, Service Quality 
and Satisfaction on Customer Loyalty
Determination Coefficient Test (Adjusted R 
Square)

Determination coefficient essentially me-
asures the ability of the model in independent 
variable (X) in explaining the variation of de-
pendent variable (Y). From the regression test 
results, the determination coefficient (Adjusted 
R Square) obtained is 0.506. It means that the 

variables of bank image, service quality and sa-
tisfaction have contribution to Customer Lo-
yalty of 50.6%. The rest (100%-50.6%) = 49.4% 
is influenced by the factors out of the research 
model. The results indicate that, in model 2, the 
value of determination coefficient obtained is 
quite large (> 50%), so model 2 can be identi-
fied quite good.

F-Test
The value of F is 33.807 with a signifi-

cance level of 0.000 which is smaller than 5% or 
0.05. Then, the model meets the requirement of 
Goodness of Fit, so it can be used to explain the 
effect of bank image, service quality and satis-
faction on customer loyalty. Thus, bank image, 
service quality and satisfaction simultaneously/ 
collectively have a significant effect on customer 
loyalty.

Hypothesis Testing
Multiple linear regression equation was 

used to determine the effect of several indepen-
dent variables of bank image, service quality, an-
dsatisfaction on customer loyalty. The results of 
the data processing for the second model show 
the regression equation as follows:

Y2 = 0.341 X1 + 0.385 X2+ 0.213 Y1

From the regression equation above, it 
shows that service quality has the greatest effect 
on customer loyalty with the regression coeffi-
cient of 0.385. Then, bank image also has a po-
sitive effect on customer loyalty with the regres-
sion coefficient of 0.341 and satisfaction has the 
regression coefficient of 0.213. Service quality 
has a greater effect on satisfaction than that of 
bank image and satisfaction on satisfaction.

H3: Bank Image has a Positive Effect on Custo-
mer Loyalty 

The results of the statistical data proces-
sing show the probability value of 0.000 < signi-
ficance level α = 5% (0.05). It means that parti-
ally and significantly there is a positive effect of  
bank image on customer loyalty with a standard 
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coefficient beta of 0.341. Thus, the third hypot-
hesis which states that bank image positively 
affects the loyalty of the customers of bank is 
accepted. It means that the higher the image of 
the bank, the higher the loyalty of the customer.

H4: Service Quality has a Positive Effect on Cus-
tomer Loyalty 

The results of the statistical data proces-
sing show the probability value of 0.000 < sig-
nificance level α = 5% (0.05) between service 
quality and customer loyalty. It means that par-
tially there is positive and significant effect of 
service quality on customer loyalty with a stan-
dard coefficient beta of 0.385. Thus, the fourth 
hypothesis stating that service quality positively 
influences the loyalty of the bank is accepted. 
It means that the higher the service quality, the 
higher the customer loyalty.

H5: Customer Satisfaction has a Positive Effect 
on Customer Loyalty

The results of the statistical data pro-
cessing show the probability value of 0.012 < 
significance level α = 5% (0.05) It means that 
partially there is positive and significant effect 
of satisfaction on customer loyalty with a stan-
dard coefficient beta of 0.213 . Thus, the fifth 
hypothesis stating that satisfaction positively 
influences the loyalty of the customers at bank 
is accepted. It means that the higher the bank 
image, the higher the customer loyalty. It means 
that the higher the customer satisfaction, the 
higher the customer loyalty.

Test of the Mediation Effect of Satisfaction on 
the Effect of Bank Image on Customer Loyalty

Table 3. Sobel Test Result 1

Mediation Effect Value Sig
Satisfaction on the effect of 
Bank Image on customer 
loyalty 

.1450 .0043

To test the effect of the mediation variab-
les, Sobel Test was used (Table 3). Sobel test 
is a test to determine whether the association 

through a mediation variable is significantly ca-
pable as a mediator in the association. From the 
existing data of the test results, the effect of the 
mediation variable can be explained in the follo-
wing table of Sobeltest results:

The output of SPSS on Sobel and 
Bootstrap tests, it shows that there is indirect ef-
fect of bank image on loyalty with satisfaction as 
mediation with the value of 0.1450 and the level 
of significance of 0.0043 < 0.005. It means that 
satisfaction is significantly as a mediator in that 
relationship.

Test of the Mediation Effect of Satisfaction on 
the Effect of Service Quality on Customer Lo-
yalty

Sobel test is a test to determine whether 
the association through a mediation variable is 
significantly capable as a mediator in the asso-
ciation. From the existing data of the test results, 
the effect of the mediation variable satisfaction 
can be explained in the following table of Sobel 
test results:

Table 4 . Sobel Test Result 2

Mediation Effect Value Sig
Satisfaction on the effect of 
service quality on customer 
loyalty 

.1450 .0044

Based on Table 4, of the output of SPSS 
on Sobel and Bootstrap tests, it shows that there 
is an indirect effect of service quality on loyalty 
with satisfaction as mediation with the value of 
0.1955 and the level of significance of 0.0044 < 
0.005. It means that satisfaction is significantly 
as a mediator in that relationship.

Conclusion and recommendation

Based on the research results in the pre-
vious chapter, some conclusions can be drawn 
as follows: Bank image has a positive and signifi-
cant effect on customer satisfaction. The better 
the image of the bank,the higher the customer 
satisfaction. Service quality has a positive and 
significant effect on customer satisfaction. The 
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better the service quality, the higher the custo-
mer satisfaction.

Bank image has a positive and significant 
effect on customer loyalty. The better the image 
of the bank,the higher the customer loyalty. Ser-
vice quality has a positive and significant effect 
on customer loyalty. The better the service qua-
lity, the higher the customer loyalty. Customer 
satisfaction has a positive and significant effect 
on customer loyalty. The higher the customer 
satisfaction, the higher the customer loyalty.

The results of the first mediation effect 
show that satisfaction is significantly capable as 
a mediator on the effect of service bank image 
on customer loyalty. The results of the second 
mediation effect indicate that satisfaction is sig-
nificantly capable as a mediator on the effect of 
service quality on customer loyalty.

Bank image will be achieved optimally 
when the company focuses on its core business 
to reflect its core competencies. Customers are 
satisfied with the services provided by the bank 
so that it will create loyalty that causes the bank 
to remain exist. Satisfaction is a full-time evalua-
tion in which the alternatives are at least able to 
deliver the same results or to exceed customer’s 
expectations. This indicates that although cus-
tomers are satisfied with the banking products, 
it needs the development and facilities of other 
banking products. Customer’s loyalty is a fa-
vorable attitude towards a brand that is repre-
sented in a consistent purchase of the brand. 

The factors that affect the satisfaction and 
loyalty of bank customers are not only limited to 
the variables of service quality and bank image, 
but it can also be developed with the variables 
of customer value, trust, or marketing relation-
ships. It will surely be the information for futu-
re research to analyze other factors that affect 
customer satisfaction and loyalty other than the 
independent variables above.
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