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Abstract- Every company can achieve competitive 

advantage through long-term relationships between 

companies and customers to build customer loyalty. 

Competitive advantage can be formed through various 

factors. This study aims to determine the effect of Service 

Performance and Relationship Marketing on Customer 

Loyalty mediated by Customer Satisfaction. The method 

used in this study is a quantitative method, the population 

in this study was 95 people using PLS analysis techniques. 

Based on the results of the analysis, it is found that service 

performance has an influence on customer satisfaction, 

relationship marketing has no effect on customer 

satisfaction, service performance has an influence on 

customer loyalty, relationship marketing has an influence 

on customers, customer satisfaction has an influence on 

customer loyalty, customer satisfaction is a mediating 

variable. partial (partial) on the effect of service 

performance and relationship marketing on customer 

loyalty. This research is expected to help companies in 

increasing customer loyalty through service performance 

and relationship marketing.  
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Customer loyalty, Customer satisfaction 

 

I. INTRODUCTION 

 

Every company strives to have an advantage and 

survive in any situation. The competitive situation in the 

banking business in this millennium is getting tougher, so that 

a company that can survive is a company that has the ability to 

continuously increase customer loyalty, which is the key to the 

company's competitive advantage. Entering the new 

millennium, the dimensions of customer satisfaction, 

efficiency, market research, customer loyalty must be the focus 

of the company's attention. Every company can achieve 

competitive advantage through long-term relationships 

between companies and customers by building customer 

loyalty. 

Loyal customers can be caused because the person 

concerned is satisfied with the services provided. If the 

customer is not satisfied, it can cause the customer to switch to 

another product. Some of the advantages obtained if the 

company has loyal customers is that it can reduce marketing 

costs because the cost of attracting new customers is more 

expensive. Good service quality in a company will create 

satisfaction for its customers. 

Customers are satisfied with the services or products 

they receive customers will compare the services provided with 

other companies or service providers. If customers feel really 

satisfied, they will repurchase and recommend others to buy at 

the same place. Therefore, the company must start thinking 

about the importance of customer service more maturely 

through service quality, because it is now increasing 

recognized that service is an important aspect in order to 

survive in business and win the competition (Koestanto, 

2014:27). 

Success in competition in the banking world will be 

fulfilled by creating customer satisfaction and loyalty. 

Customer satisfaction and loyalty is obtained if the company 

changes its point of view from being product and service 

oriented to being customer oriented. This view should also 

apply to banking companies and the strategy used is to build 

customer loyalty. Every bank must have a strategy to create 

customer satisfaction and loyalty to increase competitiveness 

in the banking world. One strategy that can be applied to create 

customer satisfaction and loyalty is to build relationships 

between banks and customers or better known as Relationship 

marketing. 
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Customer satisfaction is created from the services 

provided by the bank. According to Kotler & Keller (2009:138) 

satisfaction is a person's feelings of pleasure or disappointment 

arising from comparing the perceived performance of the 

product or result against expectations them. Loyalty is a 

customer's deep commitment to re-subscribe or re-purchase a 

product or service that will arrive, even though the influence of 

the situation and marketing efforts have the potential to cause 

behavior change. Customers who are satisfied with the services 

and services of the bank will return and repeat the use of these 

services. Satisfied customers will be loyal to the bank which 

will certainly provide many benefits for the bank, for example 

to attract new customers. Based on the description above, it can 

be seen that relationship marketing, 

One of the banking companies in Indonesia that 

implements relationship marketing to build relationships with 

customers is PT. Bank Central Asia Tbk. or commonly 

abbreviated as BCA. BCA is very dominant in the products that 

are issued. BCA just isn't in the top position in mortgage 

products and leasing financing. Of course, for this, customers 

already have the products they like, such as BTN in Indonesia 

activity KPR and Adira finance in leasing activities. Of course, 

to be able to lead in all lines of banking products, BCA must 

be able to meet consumer satisfaction where currently BCA is 

famous for products that provide loan interest rates for credit, 

credit cards and other financing which are quite high compared 

to other products. Competitors so customers should think twice 

about using BCA products. in addition, 

BCA was able to obtain an increase in profit from year 

to year. Even with credit interest that can be said to be the 

highest compared to other but with increasing profits that can 

be generated every year. It can be said that BCA has loyal 

customers who use the products issued by the banking sector. 

Nevertheless, BCA cannot be separated from several villages 

starting from the quality of service and relationships with 

consumers. 

From initial observations, it is known that in terms of 

service quality, BCA is one of the leaders in the banking 

industry. However, due to the large number of customers they 

have, the value of reliability from BCA employees becomes 

questionable because it often happens queue long and 

customers are waiting too long to be served. This certainly 

reduces the satisfaction of these customers and it is not 

impossible to burden loyalty to the company. In terms of 

relationship marketing, BCA has good communication and 

commitment with customers and customers. However, the 

complaint is because the bank is considered to be less flexible 

in handling conflicts such as the problem of delays that are only 

one day which is still subject to a maximum fine even though 

the delay has been informed long ago by the customer and 

customer . 

Based on the background of the existing problems, the 

author feels interested in raising the title The Role of Customer 

Satisfaction As Mediation On the Effect of Service 

Performance and Relationship Marketing on Customer Loyalty 

Based on the description of the background of the 

problem that has been explained, the main problem studied in 

this study is "Does Customer Satisfaction Play a Mediating 

Role on the Effect of Service Performance and Relationship 

Marketing on Customer Loyalty at PT. Bank Central Asia In 

Denpasar? 

Based on the explanation of the background and the 

subject matter above, the purpose of this research is to find out 

and analyze the role of customer satisfaction as a mediation on 

the influence of service performance and relationship 

marketing on customer loyalty.at PT. Bank Central Asia in 

Denpasar?” 
 

II. LITERATURE REVIEW 

 

Service Performance on Customer Satisfaction 

Service quality provides an impetus to customers or 

in this case visitors to establish strong ties with institutions or 

agencies providing services. This good relationship bond will 

enable service institutions to understand carefully the 

expectations of customers/visitors and their needs. Thus, 

service providers can increase visitor satisfaction by 

maximizing a pleasant visitor experience and minimizing an 

unpleasant visitor experience. If the service received or 

perceived is in accordance with customer expectations, then the 

quality received or perceived is in accordance with customer 

expectations, then service quality is perceived as ideal quality. 

but conversely if the service received or perceived is lower than 

expected then the perceived service quality is low . Kotler 

(2012:35) consumer satisfaction is the level of a person's 

feelings after comparing the perceived performance or results 

compared to his expectations. Gong & Yi (2018); Neupane & 

Devkota (2017); Khoo & McGregor (2017); Saleem & Raja 

(2014) Dam and Dam (2021); Dandiset al (2021); Amoako et 

al., (2019) found that service quality has a positive influence 

on customer satisfaction, as well as the research of Farooq., et 

al. 2020 found that service quality has a positive effect on 

Malaysia Airline customer satisfaction. 

 

Relationship Marketing Effect Against Customer 

Satisfaction 

Companies that do not only focus on selling their 

products but also pay attention to the relationship that arises 

between consumers and companies will provide added value to 

the company. Satisfied consumers will find it easy to establish 

good relations with the company. Evan and Laskin (2004:11) 

argue that "A key goal of relationship marketing is to improve 

customer satisfaction. Research conducted by Lusiah & 

Noviantoro (2018); Ayu (2019) Santouridis & Veraki (2017); 

Ibadi (2019) shows that relationship marketing has an 

influence on consumer satisfaction. Caliskan & Esmer (2020); 

Windiari & Djumarno (2021); Saputro et al., (2020) found that 

relationship marketing can have a positive impact on customer 

satisfaction. 

 

Influence of Service Performance on Customer Loyalty 

If the quality of service provided by the company is in line with 

expectations and performance, consumers will be happy 

because the expectations and performance of the service are 

good and consumer loyalty will directly arise in the company. 

According to the results of research conducted by Slack & 

Singh (2020); Khoo & McGregor (2017); Dam & Dam (2021); 

Dandis et al., (2021) stated that service quality has an influence 

on customer loyalty. Another study conducted by Jaka (2018) 

stated that good service quality can spur one's loyalty 

 

The Effect of Relationship Marketing on Customer Loyalty 
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To build loyal relationships, companies must make certain 

sacrifices, which are designed to foster customer loyalty. 

Activities to build customer loyalty (keep and win customers) 

by providing value for all parties involved in the relational 

exchange. Ndubisi (2004:21) states that “has suggested that 

companies should make sacrifices and worth while 

investments in building relationships with loyal, or at least 

potentially loyal customers”. Anggrahita (2018); Gery (2018) 

Caliskan & Esmer (2020); Banna & Rahman (2020); Windiari 

& Djumarno (2021); Khan et al., (2020); Saputro et al., (2020) 

found that relationship marketing can have a positive impact 

on consumer loyalty. 

 

The Effect of Customer Satisfaction on Customer Loyalty 

The best approach to retain customers is to provide the highest 

level of satisfaction and value to customers which will result in 

loyal customers. The satisfaction felt by consumers in using or 

consuming products or services will have implications for loyal 

attitudes to products or services that are felt to meet their 

expectations. Kotler and Armstrong (2006), stated that "And a 

best approach to customer retention is to deliver high customer 

satisfaction and value that results in customer loyalty. Khoo & 

McGregor (2017); Saleem & Raja (2014); Leninkumar (2017); 

Kandampully & Suhartanto (2000); Haryono (2016); Dam & 

Dam (2021) found that customer satisfaction has a positive 

effect on consumer loyalty. 

 

Customer satisfaction mediates the effect of service 

performance on customer loyalty 

Quality has a close relationship with customer satisfaction in 

determining consumer loyalty. Quality provides an impetus to 

customers to establish a strong relationship with the company. 

In the long term this kind of bond allows the company to 

understand carefully the customer's expectations and their 

needs. Thus, companies can increase customer satisfaction 

through the provision of pleasant services, which will certainly 

create high consumer loyalty to the company. Companies can 

increase customer satisfaction through the provision of 

pleasant services will certainly create high consumer loyalty to 

the company, (Tjiptono, 2011). customers feel that quality and 

satisfaction affect loyalty (Özkan et al., 2019; Khoo & 

McGregor (2017); Leninkumar (2017). Kumar (2017) finds 

satisfaction as a mediator between quality (empathy) and 

loyalty. From research conducted by Ngo & Nguyen (2016); 

Dandis, Ala'Omar et al., (2021) found satisfaction as a 

mediator between quality and loyalty. Previous research on the 

effect of service quality on loyalty mediated by customer 

satisfaction conducted by Puspitsari and Edris (2011), showed 

that service quality had an effect on loyalty mediated by patient 

satisfaction. 

 

Customer satisfaction mediates the influence of 

relationship marketing on customer loyalty 

Relationship marketing is an attitude to maintain relationships 

with consumers. This strategy is used so that consumers do not 

switch to other brands or companies. Tse and Wilton define 

customer satisfaction or dissatisfaction as the customer's 

response to the evaluation of the perceived discrepancy 

between initial expectations before purchase and the actual 

performance of the product prepared after use or consumption 

of the product in question. Kotler and Armstrong (2004:13) 

Relationship marketing is the process of creating, maintaining, 

and strengthening strong and value-laden relationships with 

customers and trustees. This strong relationship will create 

satisfaction so that consumers will be loyal to the company. 

This is in line with the research of Khan, Rizwan Ullah et al., 

(2020); Saputro et al., (2020); 

 

Hypothesis  

H1 : Service performance has a positive effect on customer 

satisfaction at PT. Bank Central Asia In Denpasar. 

H2 :Relationship marketing positive effect on customer 

satisfaction on customers of PT. Bank Central Asia In 

Denpasar. 

H3 : Service performance has a positive effect on customer 

loyalty to customers of PT. Bank Central Asia In 

Denpasar. 

H4 : Relationship marketing has a positive effect on customer 

loyalty to customers of PT. Bank Central Asia In 

Denpasar. 

H5 : Customer satisfaction positive effect on customer loyalty 

to customers of PT. Bank Central Asia In Denpasar. 

H6 : Customer satisfaction able to mediate the effect of 

service performance on customer loyalty to customers 

of PT. Bank Central Asia In Denpasar. 

H7 : Customer satisfaction able to mediate the influence of 

Relationship marketing on Customer loyalty at PT. 

Bank Central Asia In Denpasar 
 

 

III. RESEARCH METHODS 

 

The place of this research was carried out in 
Denpasar City which focused on customers of PT. Bank 
Central Asia In Denpasar. Technique determination deep 
sample research. This is done purposive sampling(total 
sample 95 people). This Research Uses types of 
quantitative and qualitative data and primary source and 
secondary. The data collection methods used in this study 
were observation, interviews and questionnaires as well as 
documentation data in the form of company history and 
library data, as well as for the analytical method using 
inferential analysis. 
 

IV. RESULTS AND DISCUSSION 

 

Evaluation Outer Model (Measurement Model) 

Convergent Validity. All indicators reflecting each 

construct have an outer loading value > 0.60 and significant at 

the 0.05 level, all indicators are valid. Discriminant Validity. 

The AVE value of all constructs > 0.50 so that it meets the valid 

requirements based on the discriminant validity criteria. 

Composite Reliability and Cronbach Alpha. the value of 

composite reliability and Cronbach Alpha of all constructs has 

shown a value greater than 0.70 so that it meets the reliable 

requirements based on the composite reliability criteria. 
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Figure 1 

Bootstrapping Model 

 

Inferential Analysis Test 

Path Hypothesis Analysis and Testing 

 

Table 1 

Path coefficient and statistical test 

 
Source: Data processed, 2021 

 

Based on Table 1, Service performance has a positive effect of 

0.796 on customer satisfaction, and the relationship is 

significant at the 0.05 level, because the t-statistic value is 

greater than 1.96, which is 9.011. Service performance has a 

positive effect of 0.216 on customer loyalty, and the 

relationship is significant at the 0.05 level, because the t-

statistic value is greater than 1.96, which is 2.157. Relationship 

marketing has a negative effect of -0.003 on customer 

satisfaction, and the relationship is not significant at the 0.05 

level, because the t-statistic value is smaller than 1.96, which 

is 0.029. Relationship marketing has a positive effect of 0.412 

on customer loyalty, and the relationship is significant at the 

0.05 level, because the t-statistic value is greater than 1.96, 

which is 4.820. 

 

The effect of mediation analyzed includes the analysis of 

direct and indirect effects. 

 

Table 2 

The results of direct and indirect effects 

 

 
Source: Data processed, 2021 

 

Relationship live service performance → customer 

loyalty shows significant results and an indirect relationship 

with service performance → customer satisfaction → customer 

loyalty also shows significant results, which means that based 

on the criteria for customer satisfaction, it is a partial mediation 

between service performance and customer loyalty.  

Direct relationship marketing relationship → 

customer loyalty show significant results and indirect 

relationship marketing → customer satisfaction → customer 

loyalty also shows significant results, which means that based 

on the criteria for customer satisfaction, it is a partial mediation 

between service performance and customer loyalty. 

 

Discussion 

 

The Influence of Service Performance on Customer 

Satisfaction 

 The results of data analysis show that service 

performance as a positive effect of 0.796 on customer 

satisfaction, and the relationship is significant at the 0.05 level 

because the P Values is 0.000. And the t-statistic value is 9.011. 

service performance has a positive and significant influence on 

customer satisfaction. The results of the analysis mean that the 

higher the service performance, the higher the customer 

satisfaction. With good service quality, consumers will get 

more value than what they are actually looking for so that it 

will lead to satisfaction in consumers. The results of this study 

are generally able to answer. Pre-existing hypotheses including 

research conducted by Sisca (2019) found that good service 

quality will be able to grow consumer satisfaction. 

 

The Effect of Relationship Marketing on Customer 

Satisfaction 

 The results of data analysis show data relationship 

marketing has a negative effect of -0.003 on customer 

satisfaction, and the relationship is not significant at the 0.05 

level, because the P value is 0.977 and the t-statistic value is 

smaller than 1.96, which is 0.029. Relationship marketing has 

no effect on customer satisfaction. The results of the analysis 

have the meaning that whatever happens to relationship 

marketing will not change the condition of customer 

satisfaction. This may happen because not all consumers are 
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concerned with the closer relationship that exists with the 

Bank, but only assess Bank BCA from the benefits they 

provide. 

 

Effect of Service Performance on Customer Loyalty 

The results of data analysis show that service 

performance has a positive effect of 0.216 on customer loyalty, 

and the relationship is significant at the 0.05 level, because the 

P value is 0.031 and the t-statistic value is greater than 1.96, 

which is 2.157. Service performance has a positive and 

significant effect on customer loyalty. The results of the 

analysis have the meaning that the higher the service 

performance, the higher the customer loyalty. Where with good 

service consumers will feel it will not be easy to get similar 

services elsewhere so they feel more loyal because of the 

treatment they are getting at this time. These results are in line 

with the results of research conducted by Iwan (2019) stating 

that service quality has an influence on customer loyalty. 

 

The Effect of Relationship Marketing on Customer Loyalty 

The results of data analysis show that relationship 

marketing has a positive effect of 0.412 on customer loyalty, 

and the relationship is significant at the 0.05 level, because the 

P value is 0.000 and the t-statistic is greater than 1.96, which is 

4.820. Relationship marketing has a positive and significant 

influence on customer loyalty. The results of the analysis have 

the meaning that the increasing relationship marketing, the 

more customer loyalty will also increase. The relationship that 

exists between consumers and the Bank will make consumers 

have closeness not only as product providers and product users 

but also a sense of loyalty in the banking activities carried out. 

This research is in line with research conducted by Anggrahita 

(2018) which shows that relationship marketing has an 

influence on consumer loyalty. In line with research conducted 

by Gery (2018), it also states that relationship marketing has an 

influence on consumer loyalty. 

 

The Effect of Customer Satisfaction on Customer Loyalty 

The results of data analysis show that customer 

satisfaction has a positive effect of 0.342 on customer loyalty, 

and the relationship is significant at the 0.05 level, because the 

P value is 0.000 and the t-statistic is greater than 1.96, which is 

3.778. Customer satisfaction has a positive and significant 

influence on customer loyalty. The results of the analysis have 

the meaning that the more customer satisfaction increases, the 

more customer loyalty increases. Consumers who are satisfied 

with what they get will make that satisfaction into a loyalty 

because consumers think that they will not necessarily get the 

same satisfaction elsewhere. This is in line with research 

conducted by Espejel (2007) in Haryono (2016) finding that 

consumer satisfaction has a positive and significant effect on 

consumer loyalty. 

Customer satisfaction mediates the effect of service 

performance on customer loyalty. 

 Analysis of the role of mediation through the 

examination method in this study on the construct customer 

satisfactionon the relationship between service performance 

and customer loyalty found that customer satisfaction is a 

partial mediating variable because the results of data 

processing show that the value of the mediating variable 

(customer satisfaction) has a significant effect on the same as 

other variables so that it can be said in this case customer 

satisfaction is a partial mediating variable. These results 

indicate that service performance can encourage increased 

customer loyalty with the help of customer satisfaction. 

Consumers who are satisfied with the services provided will be 

able to foster loyalty. This is in line with research conducted 

by Puspitasari and Edris (2011), showing that service quality 

affects loyalty mediated by patient satisfaction. 

 

Customer satisfaction mediates the influence of 

relationship marketing on customer loyalty 

Analysis of the role of mediation through the 

examination method in this study of the customer satisfaction 

construct on the relationship between relationship marketing 

and customer loyalty found that customer satisfaction is a 

partial mediating variable because the results of data 

processing show that the value of the mediating variable 

(customer satisfaction) has a significant influence. the same as 

other variables so that it can be said in this case customer 

satisfaction is a partially mediating variable. These results 

indicate that relationship marketing can encourage increased 

customer loyalty with the help of customer satisfaction. 

Consumers who are satisfied with the services provided will be 

able to foster loyalty. This is in line with Putri' s research 

(2014) that customer satisfaction mediates the relationship 

between relationship marketing and customer loyalty. The 

more satisfied consumers are with the company's products and 

services, the stronger the loyalty bonds that consumers have to 

the company will be. 

 

 

V. CONCLUSIONS AND SUGGESTIONS 

 

Conclusions 

Based on the results, it can be concluded that service 

performance has a positive and significant effect on customer 

satisfaction at PT. Bank Central Asia In Denpasar. This means 

that the increasing service performance of PT. Bank Central 

Asia In Denpasar, the customer satisfaction felt by PT. Bank 

Central Asia Tbk KCP. Relationship marketing does not have 

a positive and significant impact on customer satisfaction at 

PT. Bank Central Asia In Denpasar. The results mean that 

relationship marketing has no effect on customer satisfaction 

at PT. Bank Central Asia In Denpasar. Service performance 

positive and significant effect on customer loyalty to customers 

of PT. Bank Central Asia In Denpasar. This means that the 

increasing service performance of PT. Bank Central Asia In 

Denpasar, the customer loyalty of PT. Bank Central Asia Tbk 

KCP. Relationship marketing positive and significant effect on 

customer loyalty to customers of PT. Bank Central Asia In 

Denpasar. This means that the increasing relationship 

marketing from PT. Bank Central Asia In Denpasar, the 

customer loyalty of PT. Bank Central Asia Tbk KCP. Customer 

satisfaction positive and significant effect on customer loyalty 

to customers of PT. Bank Central Asia In Denpasar. This 

means that the increasing customer satisfaction from customers 

of PT. Bank Central Asia In Denpasar, the customer loyalty of 

PT. Bank Central Asia Tbk KCP. Customer satisfaction 

positive and significant effect on customer loyalty to customers 

of PT. Bank Central Asia In Denpasar. This means that the 

increasing customer satisfaction from customers of PT. Bank 
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Central Asia In Denpasar, the customer loyalty of PT. Bank 

Central Asia Tbk KCP. Customer satisfaction positive and 

significant effect on customer loyalty to customers of PT. Bank 

Central Asia In Denpasar. This means that the increasing 

customer satisfaction from customers of PT. Bank Central Asia 

In Denpasar, the customer loyalty of PT. Bank Central Asia 

Tbk KCP. 

Customer satisfaction is a partial mediation variable 

(partial) on the effect of Service performance on Customer 

loyalty to customers of PT. Bank Central Asia In Denpasar. 

This means that service performance can encourage increased 

customer loyalty with the help of customer satisfaction. 

Customer satisfaction is a partial mediation variable on the 

influence of relationship marketing on customer loyalty to PT. 

Bank Central Asia In Denpasar. This means that relationship 

marketing can encourage increased customer loyalty with the 

help of customer satisfaction. 

 

Suggestions 

Based on the results of the research that has been done, 

the writer can put forward some suggestions, namely as 

follows: 

1. In the service performance variable, the physical quality 

indicator is the indicator with the lowest answer value. 

This means that for now the physical quality in PT. Bank 

Central Asia in Denpasar is considered less than optimal. 

This can be a reference for the management of PT. Bank 

Central Asia In Denpasar, the management should start 

paying attention to the existing physical facilities, which 

have not been optimal due to age. With better physical 

quality in the form of buildings, furniture or other facilities 

and infrastructure, it will increase customer comfort while 

at PT. Bank Central Asia In Denpasar. 

2. In the relationship marketing variable, the indicator with 

the lowest answer is conflict handling. This means that 

currently the handling of existing conflicts is not optimal. 

This result is actually very good so that PT. Bank Central 

Asia in Denpasar is able to pay attention to things that are 

very closely related to consumers. Proper handling of 

conflicts will certainly get a positive response from 

customers and the recipient will be good. Therefore, the 

handling of conflicts that must be done in the future is one 

that still pays attention to consumer needs. 

3. In the customer satisfaction variable, the indicator of 

completeness of information is the indicator with the 

lowest answer. This means that for now the completeness 

of the information shared by PT. Bank Central Asia in 

Denpasar is considered less than optimal. For this reason, 

it is hoped that PT. Bank Central Asia in Denpasar began 

to provide information about changes in banking activities 

directly to individual customers, not through official 

announcements. 

4. This study only examines service performance, 

relationship marketing, customer satisfaction, on customer 

loyalty. Further researchers are expected to add other 

factors that affect customer loyalty such as: product 

quality, brand image, trust, commitment and product 

differentiation. 

5. Limitations in this study because in this study the number 

of respondents was only 95 people and focused on priority 

customers only. This of course cannot describe the overall 

situation in the field. In addition, the variables used are still 

limited and of course there are many more variables that 

affect customer loyalty. In addition, due to the limited time 

of the study and the number of variables used, it is 

expected that future there are other studies that explore 

customer loyalty using other variables. 
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