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ABSTRAK

Perbankan syariah harus mampu mempertahankan keunggulan kompetitif dengan cara meningkatkan
dan mempertahankan kualitas layanannya, memenuhi kebutuhan nasabah dan menumbuhkan loyalitas
nasabah. Kepuasan merupakan salah satu faktor yang membuat nasabah setia kepada perbankan.
Seorang nasabah pasti akan melakukan transaksi terhadap suatu produk atau jasa secara berulang kali
jika mereka merasa puas dengan produk atau jasa tersebut. Disisi lain gender menjadi salah satu
faktor yang mungkin berdampak pada perilaku konsumen. Tujuan penelitian ini untuk
mengetahui pengaruh service quality dan relationship quality terhadap customer loyalty melalui
customer satisfaction dengan gender sebagai variabel moderasi. Populasi yang digunakan dalam
penelitian ini adalah nasabah Bank Syariah Indonesia di Malang Raya. Sampel penelitian ini
berjumlah 250 responden. Penelitian ini menggunakan pendekatan SEM-PLS dengan software
SmartPLS. Hasil penelitian menunjukkan bahwa service quality, relationship quality dan customer
satisfaction berpengaruh signifikan terhadap customer loyalty. Lebih lanjut, service quality dan
relationship quality berpengaruh signifikan terhadap customer satisfaction. Lebih lanjut, keberadaan
customer satisfaction mampu memediasi service quality dan relationship quality terhadap customer
loyalty. Untuk pengaruh moderasi, gender tidak mampu memoderasi pengaruh service quality dan
relationship quality terhadap customer loyalty. Berdasarkan hal tersebut, keberadaan customer
satisfaction mampu meningkatkan customer loyalty. Kemudian pihak bank tidak perlu
mengkhawatirkan terkait dengan gender, karena dalam hal ini gender tidak mampu memoderasi
customer loyalty.

Kata Kunci : Service Quality, Relationship Quality, Customer Loyalty, Customer Satisfaction,
Gender.

ABSTRACT

Sharia banking must be able to maintain a competitive advantage by improving and maintaining the
quality of its services, meeting customer needs and growing customer loyalty. Satisfaction is one of
the factors that makes customers loyal to banking. A customer will definitely make transactions for a
product or service repeatedly if they are satisfied with the product or service. On the other hand,
gender is a factor that may have an impact on consumer behavior. The aim of this research is to
determine the effect of service quality and relationship quality on customer loyalty through customer
satisfaction with gender as a moderating variable. The population used in this research was Bank
Syariah Indonesia customers in Malang Raya. The sample for this research consisted of 250
respondents. This research uses the SEM-PLS approach with SmartPLS software. The research
results show that service quality, relationship quality and customer satisfaction have a significant
effect on customer loyalty. Furthermore, service quality and relationship quality have a significant
effect on customer satisfaction. Furthermore, the existence of customer satisfaction is able to mediate
service quality and relationship quality on customer loyalty. For the moderating influence, gender is
not able to moderate the influence of service quality and relationship quality on customer loyalty.
Based on this, the existence of customer satisfaction can increase customer loyalty. Then the bank
doesn't need to worry about gender, because in this case gender is not able to moderate customer
loyalty.

Keywords : Service Quality, Relationship Quality, Customer Loyalty, Customer Satisfaction,
Gender.
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INTRODUCTION

Sharia banking must be able to
maintain a competitive advantage by
improving and maintaining the quality of its
services, meeting customer needs and
growing customer loyalty (Pasha &
Razashah, 2018). Sharia banking must also
be more creative in order to survive, compete
and become a pioneer for the parties
concerned (Supriyanto et al, 2023).
Satisfaction is one of the factors to make
customers loyal to the company (Safira et al,
2020). If a product or service can meet
customer expectations, it is likely that the
customer will use the product again (Safira et
al, 2020).

Bank Syariah Indonesia is one of the
newest sharia banks in Indonesia which was
founded on February 1 2021. Bank Rakyat
Indonesia Syariah (BRIS), Bank Negara
Indonesia Syariah (BNIS) and Bank Mandiri
Syariah are three sharia banks that have
merged to form Bank Syariah Indonesia. The
merger of the three banks aims to improve
the performance of sharia banks so that they
can compete with conventional banking and
make customers more loyal to Bank Syariah
Indonesia (Makhsun et al, 2018). Even
though the three Islamic banks have merged,
the risk of cyber attacks by hackers remains a
threat that could result in disruption to the
bank's digital services (Marcelliana et al,
2023).

Bank Syariah Indonesia several
months ago faced a problem, namely a
customer data leak. This incident caused
confusion and concern among Several
customers regarding the data and funds
stored at Bank Syariah Indonesia. Despite
this, some customers still use Bank Syariah
Indonesia's services and have no desire to
change banks. Bank Syariah Indonesia
customers still have high loyalty even though
there are data leakage problems, this is
proven by the increasing number of third
party fund (DPK) deposits (Marcelliana et al,
2023). New account openings also increased
by 6,737 accounts from previously only

reaching 3,670 accounts (Utami et al, 2023).
Apart from that, customer transaction
activity is also increasing, namely 30,400
transactions with a total of IDR 637.69
billion.

Malang Raya is one of the regions
that contributes greatly to getting loyal
customers (Carolina, 2023). Malang Raya is
a combination of Malang City, Batu City and
Malang Regency. The data leak incident at
Bank Syariah Indonesia did not cause Bank
Syariah Indonesia Malang Raya customers to
close their accounts, but there were several
customers who transferred their savings
balances to other banks. Apart from that,
there was no decrease in third party funds
(DPK) at Bank Syariah Indonesia as a result
of this incident.

In research conducted by Sampurna
& Miranti, (2022) stated that customer
loyalty is significantly influenced by service
quality. In general, customers are quite
satisfied with the services provided by the
bank. However, there is no guarantee that
customers will remain loyal and they will not
hesitate to change banks (Warsito, 2018).
Meanwhile, other research conducted by
Nugraha & Astarini, (2023) states that
customer loyalty is not significantly
influenced by service quality.

Relationship quality is used to
measure the elements that form relationships,
trust, commitment and satisfaction in
relationships and shows the extent to which
banks  maintain  these elements in
relationships (Rajendran & Nataraj, 2020).
Research conducted by Tegambwage &
Kasoga, (2022) states that relationship
quality has a positive and significant effect
on customer loyalty. However, this is
different from research conducted by Addury
& Pangestu, (2023) which stated that
relationship quality does not have a
significant effect on customer loyalty.

As service providers, Islamic banks
must continue to improve and optimize
service quality to strengthen customer
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loyalty (Ishak & Azzahroh, 2017). Apart
from that, customer loyalty and customer
satisfaction can increase if customer
interactions with the company are well
established and continuously improved
(Addury & Pangestu, 2023). Research
conducted by Nugraha & Astarini, (2023)
states that service quality has a positive and
significant effect on customer loyalty with
customer satisfaction as a mediating variable.
Apart from that, research conducted by
Addury & Pangestu, (2023) also states that
relationship quality influences customer
loyalty through customer satisfaction.

To maintain customer loyalty, it can
also be seen from customer demographics
(Qayyum et al, 2013). Gender is one of the
parameters that is often used to measure
demographics (Suhardi, 2019). Research
conducted by Igbal et al, (2016) states that
gender moderates the relationship between
service quality and customer's loyalty.
Research conducted by Sanchez-Franco et al,
(2009) also states that relationship quality
influences customer loyalty with gender as a
moderating variable. This research is not in
line with research conducted by Qayyum et
al, (2013) which states that the gender
moderating variable does not have a clear
moderating effect on the relationship
between customer loyalty.

The results of previous research,
which still contain gaps, have triggered
researchers to develop research on service
quality, relationship  quality, customer
satisfaction, customer loyalty and gender.
This research will present another factor,
namely gender as a factor that distracts the
influence of customer loyalty.

LITERATURE REVIEW
Customer Loyalty

Customer loyalty is the behavior of
using a product or service by a customer
repeatedly (Malik et al, 2020). For
companies, customer loyalty is very
important because it can increase revenue,
increase sales success and enable the

company's sustainability (Bhat & Sharma,
2022). A customer who has high loyalty will
persist in making repeated purchases even
though the price of the product offered is
higher (Puriwat & Tripopsakul, 2017).

Service Quality

Service quality is a response from
customers to company products which can
later be a determinant in achieving customer
satisfaction (Baihaki et al, 2023). According
to Mensah & Mensah, (2018) service quality
can be a special evaluation material for an
organization whose results will be compared
with overall consumer performance and
expectations and related to company
performance. If a bank has good service
quality, customers will tell about it and
recommend it to other people (Salsabila et al,
2022).

Relationship Quality

According to Putri & Rahayu, (2023),
relationship quality is activities related to
maintaining  positive  relationships  to
establish good relationships with customers
continuously. Relationship quality is a
metaconstruct that reflects the overall nature
of the relationship between a company and
consumers and consists of several main
components (Thurau et al, 2005). Companies
can maintain good value by developing
relationships with customers based on
customer knowledge and experience, thereby
enabling customers to build long-term
relationships with the company (Darmawan
& Grenier, 2021).

Customer Satisfaction

In banking, satisfaction can cause
more people to use banking services with a
higher chance of loyalty (Giao et al, 2020).
According to Telagawathi et al, (2019)
customer satisfaction refers to the customer's
experience with a product or service.
Customer satisfaction is an evaluation based
on the customer's personal experience in
relation to the customer's needs and
expectations (Firmansyah et al, 2022).
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Gender

One factor that may have an impact on
consumer behavior is gender (Kotler, 2009).
According to Razak, (2017) gender is a
group of men and a group of women, each
group  has  unique and  different
characteristics. When using a product, men
generally tend to analyze the product, while
women tend to be more subjective (Stan,
2015).

RESEARCH METHODS

The research method used is
quantitative. The population in this research
is Bank Syariah Indonesia customers who
live in Malang Raya. The recommended
sample size is between 100 and 200 samples
(Hair et al, 2010). The number of samples in
this study was 250 respondents (Malhotra,
2009).

The  sampling
nonprobability sampling

technique  uses
techniques and

probability sampling techniques. The
nonprobability sampling method used is
purposive sampling, namely a sampling
method with certain conditions and criteria.
Meanwhile, the probability sampling method
used is proportional random sampling (Kota
Malang: 84, Kabupaten Malang: 83, and
Kota Batu: 83). In this research, the primary
data used is in the form of questionnaires and
secondary data in the form of books,
journals, the official website of Bank Syariah
Indonesia and so on. The measurement scale
used is a 4 score likert scale (Becker, 2018).

The data analysis method used is
Structural Equation Modeling-Partial Least
Square (SEM-PLS) analysis using the
SmartPLS 3 program for testing the outer
model, inner model and hypothesis testing.

The wvariables used are customer
loyalty, service quality, relationship quality,
customer satisfaction and gender. Table 1
explains the indicators for each variable.

Tabel 1. Research Variable Indicators

No Variable

Indicator

Source

Dependent Variable ()

1

Customer Loyalty ()

1.

w N

Repeat Purchase
Retention
Referalls

Kotler dan Keller, (2016)

Independent Variable (X)

Service Quality (X1)

Tangibles
Reliability
Responsive
Assurance
Empaty

Khan, (2016)

Relationship Quality (X2)

WN RO RN

Convenience
Trust
Commitment

Huang, (2012)

Intervening Variables (M)

Customer Satisfaction (M)

1.
2.

3.

Feel happy

Satisfaction with quality
and service

Confirm expectations

Aryani & Rosinta, (2010)

Moderating Variables (Z)

Gender (2)

N

Male
Female

Qayyum et al, (2013)
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RESEARCH RESULT AND FINDING

Outer Model Validity testing is carried out using
loading factor and Average Variance

The outer model is a model used to Extracted (AVE) values.

test validity and reliability.
Validity and Reliability Test
Table 2. Loading Factor

Variable Statement Items Loading Factor
Y1.1 0,783
Y15 0,812
Customer Loyalty (Y) Y16 0.847
Y1.7 0,792
X1.1 0,788
X1.2 0,839
. . X1.3 0,873
Service Quality (X1) X1.4 0,790
X15 0,798
X1.6 0,702
X1.7 0,825
X2.1 0,855
. . . X2.2 0,855
Relationship Quality (X2) %23 0.810
X2.4 0,782
M1.1 0,838
M1.2 0,842
. . M1.3 0,873
Customer Satisfaction (M) M1.4 0.819
M1.5 0,834
M1.6 0,761

Source: SmartPLS Output Results (2024)

Table 2 shows that all indicators of loading factor values > 0.70, indicating that
the variables used in this research have all variables are valid and highly correlated.

Table 3. AVE
No Variable AVE
1 Customer Loyalty 0,655
2 Service Quality 0,646
3 Relationship Quality 0,682
4 Customer Satisfaction 0,686

Source: SmartPLS Output Results (2024)

In table 3, all variables have an AVE
value > 0.5 so it can be concluded that all
variables are valid.
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Table 4. Reliability Test

Composite  Cronbach’s

Variable Reliability ~ Alpha
Customer Loyalty 0,883 0,824
Service Quality 0,927 0,908
Relationship Quality 0,896 0,844
Customer Satisfaction 0,929 0,908
Source: SmartPLS Output Results (2024)
Table 4 is the results of the reliability The inner model is a model that

test which shows the composite reliability explains the correlation between endogenous

and Cronbach's alpha values > 0.70, so it is latent variables and exogenous latent

said to be reliable. variables. The techniques used for the inner

Inner Model model are the (_:oe_:ffluent of determination
test and the predictive relevance test.

Figure 1. Inner Model

0.2215
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Source: SmartPLS Output Results (2024)

Test of Coefficient of Determination and Square value indicates the magnitude of the
Predictive Relevance influence of the independent latent variable

The coefficient of determination test " the dependent latent variable.
is shown by the R-Square value. The R-
Table 5. R-Square

Latent Variables R-Square Value
Customer Satisfaction 0,674
Customer Loyalty 0,576

Source: SmartPLS Output Results (2024)
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Based on the results of the coefficient
of determination test in table 5, it can be seen
that the two latent variables have a moderate
influence because their values are in the
range 0.50 — 0.75. The R-square customer
satisfaction test has a value of 0.674,
meaning that the customer satisfaction
variable can be explained by the customer
loyalty, service quality and relationship
quality variables of 67.4% while the
remaining 32.6% is explained by other

variables. The customer loyalty variable has
a value of 0.576, meaning that the customer
loyalty variable can be explained by the
service quality, relationship quality and
customer satisfaction variables of 57.6%,
while the remaining 42.4% is explained by
other variables.

The predictive relevance test is
shown by the Q-Square value with the
condition 0 < Q < 1, the closer to 1, the
better.

Table 6. Q-Square

Latent Variables

Q-Square

Customer Satisfaction

0,455

Customer Loyalty

0,365

Source: SmartPLS Output Results (2024)

Based on the results of the predictive
relevance test in table 6, it can be seen that
the Q-Square customer satisfaction value is
0.455 and the Q-Square customer loyalty
value is 0.365 so that these two latent
variables can be said to be good.

Hypothesis Testing

After testing the construct on the
latent variable, a hypothesis test is carried
out. Table 7 explains the hypothesis test of
this research.

Table 7. Hypothesis Testing

No Connection Original Sample T-Statistics P-Value
Partial Test

1 SQ-CL 0,423 4,568 0,000

2 RQ-CL 0,198 2,019 0,044**

3 SQ-CS 0,432 6,092 0,000

4 RQ-CS 0,438 5,832 0,000

5 CS-CL 0,177 2,035 0,042
Mediation Test

6 SQ-CS-CL 0,076 1,902 0,058i

7 RQ-CS -CL 0,077 1,842 0,066
Moderation Test

8 Gender - SQ 0,072 0,738 0,461

9 Gender - RQ -0,148 1,469 0,143

Source: SmartPLS Output Results (2024)

Based on table 7, the variables
service quality, relationship quality and
customer satisfaction have a significant
effect on customer loyalty with o 5%.
Furthermore, service quality and relationship
quality have a significant effect on customer
satisfaction with a 5%. Furthermore, the
existence of customer satisfaction is able to
mediate service quality and relationship

quality on customer loyalty with a 10%. For
the moderating influence, gender is not able
to moderate the influence of service quality
and relationship quality on customer loyalty.

The Influence of Service Quality on
Customer Loyalty

Service  Quality can  increase
customer satisfaction which then contributes
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to increasing customer loyalty (Rini &
Hasan, 2022). Service quality is a standard of
excellence that can be used as a control
mechanism to meet every customer's needs
(Tjiptono, 2017). With optimal service
quality, it will encourage the formation of
customer loyalty which will later make
customers buy the product again. The level
of customer satisfaction, trust and
commitment will increase if the service
provided meets their expectations. (Nugraha
& Astarini, 2023).

Based on the partial test results, there
is a significant influence between service
quality and customer loyalty. This
strengthens the first hypothesis (H1), namely
that service quality has a significant
influence on customer loyalty. The results of
the tangible indicators questionnaire cause
customers to be loyal to Bank Syariah
Indonesia. The results of this research are in
accordance with previous research conducted
by Sampurna & Miranti, (2022) which stated
that service quality has a significant effect on
customer loyalty.

The Influence of Relationship Quality on
Customer Loyalty

According to Huang, (2012)
relationship quality is the main factor that
influences customers in making repeat
purchases. In order for customers to be able
to engage and interact with the company for
a long period of time, the company must be
able to maintain value through developing
long-term relationships based on customer
experience and knowledge. In this way, the
company can be said to be serious in
establishing relationships with customers
(Darmawan & Grenier, 2021; Telagawathi et
al, 2019). By improving the relationship
quality between customers and banks,
customer loyalty can also increase so that
customers will continue to use banking
services (Putri & Rahayu, 2023).

Based on the partial test results, there
is a significant influence  between
relationship quality and customer loyalty.

This strengthens the second hypothesis (H2),
namely that relationship quality has a
significant influence on customer loyalty.
The results of the commitment indicator
questionnaire cause customers to be loyal to
Bank Syariah Indonesia. The results of this
research are in accordance with previous
research, conducted by Tegambwage &
Kasoga, (2022) stating that relationship
quality has a positive and significant effect
on customer loyalty.

The Influence of Service Quality on
Customer Satisfaction

Increasing service quality will result
in a higher level of customer satisfaction
(Boonlertvanich, 2019). Banks build a
positive reputation, trust and corporate
integrity by providing quality services, with
the hope that customers will feel satisfied
(Omoregie et al, 2019). Customer
satisfaction is the beginning of service
quality, so the relationship between service
quality and customer satisfaction is very
close (Octavia, 2019). Good service is
service that can provide satisfaction to
customers and meets quality standards in
accordance with the provisions of an
institution or company (Ichsan & Karim,
2021).

Based on the partial test results, there
is a significant influence between service
quality and customer satisfaction. This
strengthens the third hypothesis (H3),
namely that service quality has a significant
influence on customer satisfaction. The
results of the tangible indicators
questionnaire cause customers to be loyal to
Bank Syariah Indonesia. The results of this
research are in accordance with previous
research, conducted by Rini & Hasan, (2022)
which stated that service quality influences
customer satisfaction.

The Influence of Relationship Quality on
Customer Satisfaction

Customers will continue to maintain
the quality of their relationship with a
company if the services or products offered
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by the company provide a sense of
satisfaction (Pawitra & Harsono, 2013).
Satisfaction with previous products and
services is a factor that influences
relationship  quality  (Tjiptono, 2017).
Satisfaction and relationship quality are
related to the relationship between customers
and the company. A company's ability to
build effective relationships with its business
partners is one of the keys to increasing
customer satisfaction and customer loyalty
(Mokhtar et al, 2019). Building strong
relationships  between companies and
customers is a way to maintain good
relationships over a long period of time so
that customer satisfaction will also continue
to increase (Akbar, 2018).

Based on the partial test results, there
is a significant influence  between
relationship quality and customer
satisfaction. This strengthens the fourth
hypothesis (H4), namely that relationship
quality has a significant influence on
customer satisfaction. The results of the
commitment indicator questionnaire cause
customers to be loyal to Bank Syariah
Indonesia. The results of this research are in
accordance  with  previous  research,
conducted by (Wahyuli, 2020) which stated
that the quality of relationships
simultaneously and partially influences
customer satisfaction.

The Influence of Customer Satisfaction on
Customer Loyalty

Customers who are satisfied with a
company's services are likely to use the
company's services again (Fang et al, 2011).
According to Firmansyah et al, (2022) the
level of customer loyalty towards the
company can increase along with increasing
customer  satisfaction. Companies and
customers prioritize loyalty and satisfaction.
The main objective of the banking business
IS to create customer satisfaction which can
later build loyalty to banking so that banks
must optimize services to meet the needs and
desires of their customers (Warsito, 2018).

Based on the partial test results, there
is a significant influence between customer
satisfaction and customer loyalty. This
strengthens the fifth hypothesis (H5), namely
customer satisfaction has a significant
influence on customer loyalty. The results of
the questionnaire on indicators of satisfaction
with quality and service cause customers to
be loyal to Bank Syariah Indonesia. The
results of this research are in accordance
with previous research, conducted by Moosa
& Kashiramka, (2023) stating that customer
satisfaction influences customer loyalty.

The Influence of Service Quality on
Customer Loyalty Through Customer
Satisfaction

As service providers, Islamic banks
must continue to improve and optimize
service quality to strengthen customer
loyalty. If customers feel comfortable and
safe with the bank’s service and suitability
for implementing Islamic principles, then
customers will be satisfied which will
ultimately encourage loyal attitudes (Ishak &
Azzahroh, 2017). Service quality has an
important influence on customer satisfaction
and customer loyalty (Mokhtar et al, 2019).
Improving service quality can influence
customer loyalty. Apart from that, the
presence of other positive things about a
company's products or services can create a
loyal attitude and satisfaction in the minds of
consumers (Pawitra & Harsono, 2013).

Based on the results of the mediation
test, there is an influence of customer
satisfaction in mediating the relationship
between service quality and customer loyalty
with o 10%, this is in line with the sixth
hypothesis (H6), namely that service quality
has a significant effect on customer loyalty
through customer satisfaction. The results of
this research support research conducted by
Nugraha & Astarini, (2023) stating that
service quality has a positive and significant
effect on customer loyalty through customer
satisfaction.
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The Influence of Relationship Quality on
Customer Loyalty Through Customer
Satisfaction

Customer loyalty and customer
satisfaction can increase if customer
interactions with the company are well
established and continuously improved
(Addury & Pangestu, 2023). Relationship
quality that is well established will have an
impact on customer satisfaction which can
provide encouragement to customer loyalty
(Wahyuli, 2020). Relationship quality can be
developed through customer experience after
interacting and purchasing products from a
company (Addury & Pangestu, 2023).

Based on the results of the mediation
test, there is an influence of customer
satisfaction in mediating the relationship
between relationship quality and customer
loyalty with a 10%, this is in line with the
seventh hypothesis (H7), namely that
relationship quality has a significant effect
on customer loyalty through customer
satisfaction. The results of this research
support research conducted by Addury &
Pangestu, (2023) stating that relationship
quality influences customer loyalty through
customer satisfaction.

The Influence of Gender in Moderating
Service Quality on Customer Loyalty

Companies that implement service
quality effectively can increase customers'
intentions to repurchase, buy more, reduce
sensitivity to price increases and recommend
others to use the company's services (Venetis
& Ghauri, 2004). Gender is one element that
can influence consumer behavior (Kotler,
2009). From a psychological perspective,
there are differences in psychological quality
between men and women (Kusuma, 2018).
Women focus on communal aspects which
lead to connectedness with other people
because they are oriented towards social
relationships, while men tend to see
themselves as independent individuals and
prioritize individual goals (Igbal et al, 2016).

Based on the results of the
moderation test, it explains that gender
cannot moderate the relationship between
service quality and customer loyalty. This is
not in line with the eighth hypothesis (H8),
namely that gender is able to moderate the
influence of service quality on customer
loyalty. The results of this research support
research conducted by Kusuma, (2018)
which states that gender does not moderate
the relationship between service quality and
customer loyalty.

The Influence of Gender in Moderating
Relationship Quality on Customer Loyalty

In order to increase success and
competitiveness, companies can develop
long-term relationships  with  customers
(Taleghani et al, 2011). Gender is one of the
factors that influences consumer behavior
(Kotler, 2009). The inequality between men
and women, both  physically and
psychologically, results in inequality in
needs, desires, habits, social environment
and consumption patterns even though these
differences are not 100% (Maharany &
Santika, 2019). Men and women may have
the same desires, but the intensity of these
desires can be different. Gender has a
significant influence on the relationship
between customer needs and desires (Kotler
& Keller, 2016).

Based on the results of the
moderation test, it explains that gender
cannot moderate the relationship between
relationship quality and customer loyalty.
This is not in line with the ninth hypothesis
(H9), namely gender is able to moderate the
influence of relationship quality on customer
loyalty. This is possible because there are
other demographic factors such as age,
education, income, and area of residence that
can influence customer loyalty (Qayyum et
al, 2013).

CONCLUSION

Based on the results of the research
and data processing that has been carried out,
it can be concluded as follows: The partial
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test shows that the service quality variable
has a significant effect on customer loyalty.
The relationship quality variable has a
significant effect on customer loyalty. The
service quality variable has a significant
effect on customer satisfaction. The
relationship quality variable has a significant
effect on customer satisfaction. The customer
satisfaction variable has a significant effect
on customer loyalty. Meanwhile, the results
of the mediation test produce that the service
quality and relationship quality variables
have a significant effect on customer loyalty
through customer satisfaction. Furthermore,
the gender variable is unable to distract from
the influence of service quality and
relationship quality on customer loyalty.
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