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Abstract:   The purpose of this study was to analyze the factors that build customer satisfaction 

to increase BNI bank's customer loyalty at the London branch. the factors studied 
were service quality, product quality, and customer trust. the statistical method for 
analyzing data is the structural equation model (SEM) from the Smart-PLS 2.M3 
statistical package. The results of the study indicate that directly the service quality, 
product quality has an effect, and customer trust has an effect on customer 
satisfaction. Direct service quality, product quality, and customer trust do not affect 
customer loyalty. whereas indirectly through customer satisfaction, product 
quality, and customer trust affect customer loyalty. Customer loyalty is formed 
from the trust that was created previously in the minds of customers. customer 
loyalty to a product, will not move to other banks to invest money so that both 
parties benefit. Customer loyalty is a key factor in banking success. Customer Trust 
Dominant factors that influence Customer Loyalty, increasing customer trust makes 
customers more loyal to BNI London branch by keeping promises that have been 
said, prioritizing customer interests, and updating knowledge of the products they 
have. By understanding various aspects related to the formation of trust under 
customer expectations and increasing customer confidence will increase customer 
loyalty in the future. 
 

Keywords:  Service Quality, Product Quality, Customer Trust, Customer Satisfaction, 
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1. Introduction 

PT. Bank Negara Indonesia (Persero) Tbk. became the first state bank to go public. BNI is 

now known as the state-owned bank that has the most branch offices abroad. Besides having 

branches in Singapore, also has offices in London, New York, Hongkong, and Tokyo. In building 

customers satisfaction,  services quality is one of the key factors of the bank's success as a service 

company and is undeniable in today's business world, because nothing is more important for a 

banking company to put the problem of customer satisfaction through service as one of the 

business commitments. If the service provided by the customer is good and satisfactory then it 

will have a positive influence on business performance, otherwise, the service provided to the 

customer is less satisfactory then it will negatively affect the performance of the business. 
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Satisfaction can be interpreted as an effort to fulfill something or make something adequate. 

(Tjiptono & Chandra, 2005) customers satisfaction is enhanced as customer assessments of core 

and relational quality and performance features become more profitable and with customer 

satisfaction with the bank's problems recovery efforts. Customers who experience problems or 

who are borrowers are judged less profitable banks than others. Satisfaction customers, in 

addition to being influenced by the perception of Service Quality, is also determined by Product 

Quality, Price, and factors that are personal and momentary situations. 

Customers satisfaction is an aspect that must be considered, if the customer is satisfied with 

the service provided of course will have a positive psychological impact, which may have an 

impact on loyalty to the Bank that provides such satisfaction. If the customer already has a feeling 

of satisfaction with the service provided, it is certain that the customer will become a loyal 

customer and will not turn to other services. The significance of customer loyalty is strongly 

related to the Bank's continuity and the Bank's strong future growth. Polite service delivery, 

consistent service delivery, good impression on the quality of service provided, service under 

customer standards, care in treating customers, providing accurate information and ability to 

respond to problems related to customers will be directly able to provide customer satisfaction 

in using banking service products (Simamora, 2007).  

The quality of Services is very important in the banking business. Banks are increasingly 

competing in seizing customer based by relying on services quality. In addition to offering a wide 

range of products, improvements in the information technology side, other physical services side, 

non-physical service side, and a variety of things that smell of excellent service is intended to 

improve the Quality of Service. All of them are prepared to meet the needs of customers and 

finally expected to be able to capture public funds. Service must be done continuously without 

stopping, because the bank works on the principle of trust, so that value becomes important. The 

best value can make customers satisfied and ultimately customers become loyal. (Supriyanto, 

2003). 

Service Quality problems felt by customers are,  customer service officers sometimes rush 

in providing explanations so as to make the customer less comfortable, marketing officers give 

more attention to the customer's priority, so that customers who are not a priority there feel 

neglected, uniforms are less fashionable and impressed not to change, because the model, color and 

pattern are similar, teller officers are quick in providing services but at certain times such as 12.00 

- 13.00 when many customers, there are tellers who break, resulting in the service teller as a whole 

becomes slow, the officer only understands certain products, so when the officer can’t answer 

questions about a product will be asked to other parts or the customer must wait for officers who 

better understand the product well, friendly security officers sometimes less attention at the time 

of having to serve the customer to open the door and pick up the queue number or help the 

customer in filling out the form , so it seems less systematic in providing services, waiting rooms 

are less spacious so that customers seem jostling and less exclusive, the waiting chair is too hard 

and not uniform, and the arrangement lined up less facilitate customer traffic, banking hall is less 

attractive because the floor is less shiny and clean and less spacious, and the design is still very 

standard and never replace so boring, bureaucracy for opening savings sometimes have to wait, 

without given certainty how long to wait. 

Product Quality is something that needs to get the main attention of the company, 

considering the quality of a product is closely related to the problem of Consumer Satisfaction, 
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which is the purpose of marketing activities carried out by the company. The product is marketed 

as a good weapon in winning the competition if it meets high quality, in this case, there is the 

expression (Assauri, 2007) "quality first"  or quality as the main one. If the product offered has the 

advantage to be able to satisfy and meet the needs then the product can encourage customers to 

become loyal. 

Previous research provides an important note that customers are beginning to make 

significant changes to the demands of the quality of service that are in line with their expectations. 

Management under customer needs and expectations is the right strategy direction for banking 

companies. Then the quality of service becomes a guideline for banks in completing and meeting 

every customer's needs and expectations, even if it is not an easy job. Some researchers think that 

having a quality of service is the main achievement. Therefore, this research positions the quality 

of service and to achieve customer satisfaction.  (Jayachandran, Hewett, & Kufman, 2004) 

 
2. Research Method 

The population is a generalization area in the form of subjects or objects studied for study 

and conclusion (Supriyadi, 2014:17). The population in this study is the customer of BNI Bank 

London Branch as many as 78  customers. 

The sample is part of the population studied. Samples were taken with probability 

sampling (Supriyadi, 2014:17). According to Asra & Prasetyo in Pandoyo & Sofyan (2018)  

probability sampling is a sampling process in which units are selected with a "chance" procedure 

so that the probability or opportunity of each unit to be included as a sample can be known. This 

study only observed customers who do savings transactions and home credit transactions. 

According to Arikunto (2012:104) if the population is less than 100 people, then the sample 

number is taken in its entirety, but if the population is greater than 100 people, then it can be 

taken 10-15% or 20-25% of the population.  (Arikunto, 2012), because of the number of population 

in the BNI London Branch as many as  78  respondents. Thus the population is taken as an 

observation unit referred to as census techniques. 

Table 1.  

Variable Operational Definitions 

N
o 

Latent Variable Dimensions  Observed Variable 
Measurement 

Scale 

1 Service of Quality(ξ1) 
(Lupiyoadi R. , 2001) 

Tangible A sense of comfort to the facilities 
owned (KL1) 

Interval  

Reliability  Comfort in employee service (KL2)  Interval 

Responsiveness  Services provided quickly and 
responsively (KL3) 

Interval 

Insurance  The feeling of security of making 
transactions (KL4) 

Interval 

Empathy  Concern for needs and desires 
(KL5) 

Interval 

2 Quality of Product 
(ξ2) 
(Endarwita, 2013) 

Quality Of 
Appearance 

Good product appearance quality 
(KP1) 

Interval 

Privileges  privileges on its products (KP2) Interval 

Benefits  Have more benefits (KP3) Interval 

Conformity  conformity to the product (KP4) Interval 

3 Customers Trust (ξ3) Honesty Fulfilling promise (KN1) Interval 

Be sincere (KN2) Interval 
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N
o 

Latent Variable Dimensions  Observed Variable 
Measurement 

Scale 

(Flavian & Giunaliu, 
2007) 

Welfare(benevolenc
e) 

Public interest (KN3) Interval 

Competence Perception of knowledge (KN4) Interval 

Problem-solving ability (KN5) Interval 

4 Customers 
Satisfaction (η1) 
(Lupiyoadi - 
Hamdani, 2008) 

Customer 
Expectations  

customer expectations (Kbah1) Interval 

Facilities and 
Infrastructure 

Satisfied to use the service (Kbah2) Interval 

Satisfaction with facilities (Kbah3) Interval 

Satisfied with the equipment 
owned (Kbah4) 

Interval 

5 Customers 
Loyalty(η2) 
(Lupiyoadi - 
Hamdani, 2008) 
 

Behavioral 
Approach 

Re-transaction (LN1) Interval 

Attitude 
Approach 

Recommend service to others 
(LN2) 

Interval 

Integrated 
Approach 

Won't move another bank (LN3) Interval 

Talk about positive things (LN4) Interval 

 

The statistical method for data analyst must match the research pattern and variables that 

will research. Dalam this method analysis selected to analyzing is The Structural Equation Model 

(SEM),   for test H1- H8 analysis tools used is a structural equation model of the statistical package  

Smart-PLS 2.M3. 
 

3. Results and Discussion 

3.1.  Results 

Tabel 2.  
Direct, Indirect, and Total 

                                     Direct Indirect via 
customers 
satisfaction 

Total  T-
Statistics  

T-
Tabel 

decision    

Service of Quality→ 
Customers Satisfaction 

0,1799 - - 2,2943 1,96 Significant 

Quality of Product → 
Customers Satisfaction 

-0,108 - - 2,7795 1,96 Significant 

Customers Trust → 
Customers Satisfaction 

0,8918 - - 13,3828 1,96 Significant 

Service of Quality→ 
Customers Loyalty 

-0,0039 0,1778 0,1739 1,4122 1,96 Non-
Significant 

Quality of Product → 
Customers Loyalty 

-0,0143 -0,1068 -0,1211 2,3824 1,96 Significant 

Customers Trust → 
Customers Loyalty 

0,0119 0,8819 0,8938 9,6666 1,96 Significant 

Customers Satisfaction 
→ Customers Loyalty 

0,9889 - - 13,906 1,96 Significant 

Source: processed data 

Customer Satisfaction Model 

Customer Satisfaction = 0.1799 Service Quality – 0.108 Product Quality + 0.8918 

Customer Trust 
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Based on this model, it is known that Customer Satisfaction is influenced by Service 

Quality, Product Quality, and Customer Trust. Improvement of Service Quality of BNI London 

Branch affects Customer Satisfaction by 0.1799 points, with the condition that Product Quality 

and Customer Trust are of a fixed value. The declining Product Quality affects the decrease in 

Customer Satisfaction by 0.108 points, with the condition that The Quality of Service and 

Customer Trust are of a fixed value. Increased Customer Trust affects increasing Customer 

Satisfaction by 0.8918 points, with the condition of Service Quality, and Product Quality of fixed 

value. Of the three free variables that affect Customer Satisfaction, Customer Trust is the 

dominant variable affecting Customer Satisfaction. This proves that the customer has high 

confidence in the Services and Products.    

Customer Loyalty  Model 

     Customer Loyalty = 0.9889 Customer Satisfaction - 0.0039 Service Quality – 0.108 Product 

Quality + 0.0119 Customer Trust 

Based on this model, it is known that Customer Loyalty is influenced by Customer 

Satisfaction, Service Quality, Product Quality, and Customer Trust. Increased Customer 

Satisfaction of BNI London Branch affects Customer Loyalty by 0.9889 points, with the condition 

that Service Quality, Product Quality, and Customer Trust are of a fixed value. The decrease in 

Service Quality resulted in a decrease in Customer Loyalty by 0.0039. The declining Product 

Quality affects the decrease in Customer Loyalty by 0.108 points, with the condition that 

Customer Satisfaction, Service Quality, and Customer Trust are of a fixed value. Increased 

Customer Trust Branch affects increasing Customer Satisfaction by 0.0119 points, with the 

condition that Customer Satisfaction, Service Quality, and Product Quality are of a fixed value.  

 
3.2. Discussion 

The Effect of Quality of Service on Customer Satisfaction 

The quality of service is judged by the ability to meet customer expectations and is also a 

characteristic and characteristic related to products, services, people, processes, and 

environments that have perceptions in fulfilling or exceeding expectations. that customers assess 

their satisfaction or dissatisfaction with a product by comparing the performance they experience 

with a level of expectation they have created or have in their mind. The situation of dissatisfaction 

occurs after the consumer uses the product or experiences the services purchased and feels that 

the performance of the product does not meet customer expectations. 

The test results directly prove that the quality of service has a positive and significant 

effect on Customer Satisfaction. This means that the better the Quality of Service provided by BNI 

London Branch,  the customer is more satisfied with the service. Based on the analysis of 

confirmatory factors can be explained that indicators of concern for needs and desires as the 

biggest factor (0.7772) that affect the Quality of Service, followed by indicators of service provided 

quickly and responsively (0.7529), the feeling of security of conducting transactions (0.7191), the 

sense of comfort to the facilities owned (0.6996), and the sense of comfort to employee services 

(0.6321). This means that the indicator of concern for needs and desires (KL5) dominates as a 

variable gauge of service quality compared to other indicators. 

The relationship between Service Quality and Customer Satisfaction can’t be separated 

from the talk of creativity of banking services. To realize a quality service that boils down to 
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Customer Satisfaction, banks must be able to identify who their customers are to understand the 

level of customer perception and expectations of quality of service. Customer Satisfaction is a 

comparison between Perception and Customer Expectations of banking services felt by 

customers. 

The results of this study also prove that theoretical studies and empirical studies that state 

and prove the existence of a positive and significant causality relationship between Service 

Quality and Customer Satisfaction can also be used for study in the banking sector in Indonesia, 

especially at BNI. The results of this study support and strengthen the results of previous studies 

conducted by researchers, namely Holm (2000), Bei & Chiao (2001), Simamora (2007); and 

Hidayat (2009). 

Effect of Product Quality on Customer Satisfaction 

The customer is an assessor of the quality of a banking product. Many sizes can be used 

by customers in determining the quality of a banking product. But the ultimate goal achieved is 

the same is to be able to provide satisfaction to customers. The more satisfied a customer in 

consuming a banking product, the more qualified the banking product. Satisfied or dissatisfied a 

customer is determined by the suitability of customer expectations with the customer's 

perception of the actual performance of the product. Customers will be satisfied if the bank can 

provide quality products that meet customer expectations. The customer will shape his 

expectations of the supposed performance of a product. Expectations for performance compared 

to the actual performance of banking products. If the actual performance is greater or equal to 

expectations then customer satisfaction will occur. 

The test results directly prove that the quality of a product has a positive and significant 

effect on Customer Satisfaction. This means that the better the Quality of Products provided by 

BNI London Branch, the customer is more satisfied with the product. Based on the analysis of 

factor confirmatory can be explained that the contribution of indicators has more benefits (0.8439) 

as a variable gauge of product quality is the largest and then followed by other variables, 

successively is indicator good product appearance quality (0.7306), privileges on its products 

(0.7204), and suitability to the product (0.6057). This means that indicators have more benefits 

(KP3) dominating as a variable gauge of product quality compared to other indicators. So 

customer satisfaction variables are influenced by product quality variables especially by indicator 

has more benefits (KP3). 

The results of this study also prove that theoretical studies and empirical studies that state 

and prove the existence of a positive and significant causality relationship between Product 

Quality and Customer Satisfaction can also be used for studies in the banking sector in Indonesia, 

especially at Bank BNI. The results of this study support the study conducted by Holm (2000); 

Bei & Chiao (2001); and Hidayat (2009). 

The Effect of Customer Trust on Customer Satisfaction 

Customer's trust in the bank is inseparable from the problem of satisfaction that can be 

met with customer expectations and facilities and infrastructure. Variable customer satisfaction 

becomes the main prerequisite for the occurrence of long-term relationships between customers 

and banks or known as customer loyalty. 

The increasingly tight competition of banks where more and more banks are involved in 

meeting the needs and desires of customers causes each bank to place customer satisfaction as 
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the main goal. The customer's loyal attitude is influenced by the customer's beliefs, emotions, and 

feelings of satisfaction as well as the expectations of the customer himself. Besides, banks should 

be able to turn feelings of satisfaction into feelings of pleasure. For the bank, it is a challenge to 

create a special relationship between the customer and the bank that in the long run will be 

profitable. The individual approach taken by the bank, makes the bank can listen and know the 

service offer is supportive or under the needs/expectations of customers and can immediately 

respond to customer requests and complaints. 

The test results directly prove that to trust customers has a positive and significant effect 

on Customer Satisfaction. This means that the customer has very high confidence in the products 

of BNI Bank London Branch. Based on the analysis of factor confirmatory can be explained that 

the contribution of the indicator a fulfill promise (0.7651) as a variable meter trust customer is the 

largest and then followed by other variables, successively indicator public interest (0.7488), 

perception of knowledge (0.7444), being sincere (0.6988), and ability to solve problems (0.6201). 

This means that the promise-keeping indicator (KN1) dominates as a variable gauge for customer 

trust compared to other indicators. So customer satisfaction variables are influenced by variables 

trust customers,  especially by indicator keep promises (KN1). 

The results of this study also prove that theoretical studies and empirical studies that state 

and prove the existence of a positive and significant causality relationship between Customer 

Trust and Customer Satisfaction can also be used for study in the banking sector in Indonesia, 

especially at BNI. The results of this study support the study conducted by Holm (2000); Bei & 

Chiao (2001); and Hidayat (2009). 

How Quality of Service Affects Customer Loyalty 

The quality of service does not affect customer loyalty. This means that the better quality 

of service provided by BNI London Branch has not made customers loyal. This condition may be 

caused because the customer has been very critical of banking service problems. So to decide on 

loyalty to a bank, customers must be in a position to be satisfied first with the services provided. 

Besides, the nature of banking services are intangibles where a customer decides loyal needs 

enough time to enjoy or consume quality of service that according has been improved in quality.  

If a customer has enjoyed and is satisfied then the customer will be loyal to the bank. 

However, the indirect relationship between Service Quality and Customer Loyalty shows 

that Service Quality has an indirect effect of 0.1778  on Customer Loyalty by being included by 

Customer Satisfaction. However, this influence has not been able to make customers loyal due to 

the comfort of employee service and comfort to the facilities owned.  

The results of the study do not prove that theoretical studies and empirical studies that 

state and prove the relationship of causality between the quality of service to customer loyalty 

and among customer satisfaction can’t be used for study in the banking sector in Indonesia, 

especially at Bank BNI. The results of this study support Hidayat's study (2009); and Ridwan, 

Pusporini, & Samin (2018). 

How Product Quality Affects Customer Loyalty 

The quality of a product has no significant effect on Customer Loyalty. This means that 

the better the quality of products provided by BNI London Branch is not necessarily able to make 

customers loyal. Such as Quality of Service, the negative and non-significant relationship between 

Product Quality and Customer Loyalty, may have been caused by the trauma of society with the 
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closure of the licenses of some banks in London still not lost from the customer's memory. 

Customers will only deal with banks based on the level of need alone so that the process of finding 

a bank with the best Product Quality is still carried out. Based on the results of the analysis of 

confirmatory factors product quality indicators show that indicators have more dominating 

benefits in measuring product quality variables. This means that in terms of improving the 

quality of products, customers want to have more benefits than products owned by BNI Bank 

London Branch. On the other hand, the indicator will not move other banks (0.7154) is the most 

influential indicator in measuring customer loyalty variables. 

Product quality improvement conducted by Bank BNI London Branch does not 

necessarily make customers loyal, have an emotional relationship, and do not move to other 

banks. Although the quality of products provided has been good such as customer appreciation 

does not make the customer loyal. The results of this study support the Hidayat study (2009). 

However, the indirect relationship between Product Quality and Customer Loyalty 

indicates that Product Quality has an indirect effect of -0.1068  on Customer Loyalty by being 

included by Customer Satisfaction. This means that the Quality of Products owned by BNI 

London Branch has an impact on the decrease in Customer Loyalty caused by the products of 

BNI London Branch has not had more benefits under customer expectations. 

The Effect of Customer Trust on Customer Loyalty 

Banks are vying for a variety of strategies to create loyalty in every banking product 

offered. Loyal customers can be partners in developing new services because they maintain and 

defend even using existing bank services. Loyal customers will reduce their efforts to find new 

customers, providing positive feedback to banks. 

Trust Customer does not affect significantly customer loyalty. Based on the results of the 

analysis of confirmatory factors customer trust indicators show that indicators of keeping 

promises dominate in measuring customer confidence variables. This means that in terms of 

increasing customer trust, the customer wants the accuracy of the agreed promise. 

However, the indirect relationship between Customer Trust and Customer Loyalty 

indicates that Customer Trust has an indirect effect of 0.8819  on Customer Loyalty by being 

included by Customer Satisfaction. This proves that indirectly The Customer's Trust through 

Customer Satisfaction makes the customer loyal to BNI London Branch.   

The results of the study prove that theoretical studies and empirical studies that state and 

prove the causality relationship between the quality of service to customer loyalty and among 

others by customer satisfaction can’t be used for study in the banking sector in Indonesia, 

especially at Bank BNI. The results of this study supported Ridwan, Pusporini, & Samin (2018). 

The Effect of Customer Satisfaction on Customer Loyalty 

Customer satisfaction is a function of how close customer expectations for service with 

perceived quality. Customers will be satisfied if the service is as expected, and consumers will 

feel very satisfied if the service and product exceed expectations. To get higher satisfaction when 

the customer makes a transaction, then this is usually related to service factors that affect 

customer satisfaction. 

Nasabah satisfaction has a significant effect on Customer Loyalty. This means that the 

more satisfied the customer with the service of BNI, the customer will feel more loyal to the 

product or service. Based on the analysis of confirmatory factors can be explained that the 
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contribution of indicator re-transaction (0.7608) as a variable gauge of customer satisfaction is the 

largest and then followed by other variables, successive indicators are not going to move other 

banks (0.7154), recommending service to other parties (0.6776), talking about positive things 

(0.6720). This means that the re-transaction indicator dominates more as a customer satisfaction 

variable meter than other indicators. So customer loyalty variables are influenced by customer 

satisfaction variables, especially by indicators of re-transactions. This research supports 

conducted by Bei & Chiao (2001), and Hidayat (2009). 

Effect of Service Quality, Product Quality And Customer Trust on Customer Loyalty Through 

Customer Satisfaction 

Distrust can be resolved by the management of BNI London Branch, if there is a 

commitment to the quality of customer-oriented services is the main prerequisite in supporting 

business success, especially in the service industry. Service customers are directly involved in the 

production process of the service itself. Therefore, service customers are very dependent on who 

and how the service is provided. Because the success of the service production process is very 

dependent on the customer's assessment of the quality of service. In other words, the 

improvement of the quality of service performed (Wiryono & Diahmarrisa, 2003)must be under 

the wishes of the customer, because no matter how good the product is produced, if the customer 

does not like it then, the product is meaningless. (Ikhsan & Isaac, 2005) 

From the results of the research on BNI,  it is known that the most dominant variable 

affecting Customer Satisfaction and Customer Loyalty is Customer Trust. This proves that the 

customer has high confidence in the Services and Products affects Customer Satisfaction of 0.8918.  

Customer Trust indirectly affects Customer  Loyalty by  0.8  819 and has a total effect of 0.8938. 

Dimensions and indicators used to measure Customer Trust, are (1) honesty with indicators 

of keeping promises and being sincere; (2) virtue dimension (benevolence) with public interest 

indicators; and (3) competence with indicators of perception of knowledge and ability to solve 

problems. (Flavian & Giunaliu, 2007)The pledge-keeping indicator is the one with the largest 

correlation value of 0.7469, followed by the public interest indicator (0.7438), the perception 

indicator for knowledge (0.7401), the sincere indicator (0.6860), and the problem-solving ability 

indicator (0.6706). 

Customer trust is a type of emotional reflection for trading. This depends on the expected 

level of product fulfillment or benefit services, as well as the consistency of expectations and 

actual results. If the customer expects a service at a certain level, and the perceived service 

received is higher than what he expects and continues to use the product or service, then the 

customer can be said to believe. Similarly, if the customer expects a certain level of service, and 

in reality, the customer feels that the service he received is under his expectations, then the 

customer can be said to be satisfied. 

 

4. Conclusion 

Quality of Service affects customer satisfaction. This means that the better the Quality of 

Service provided by BNI London Branch,  the customer is more satisfied with the service. Service 

Quality negatively and non-significant effect on Customer Loyalty. Improving the quality of 

services characterized by the better quality of services is only able to increase Customer 

Satisfaction but not necessarily automatically make customers loyal. Employees of BNI London 
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Branch should be more concerned with the needs and desires of customers so that the quality of 

service improves under the expectations of the Management. 

Product Quality affects customer satisfaction. This means that the better the Quality of 

Products provided by Bank BNI London Branch, the customer is more satisfied with the product. 

The quality of a product has a negative and non-significant effect on customer loyalty. However, 

the quality of a product has a positive and significant effect on customer loyalty with the support 

of customer satisfaction. The improvement of product quality which is characterized by the better 

quality of products not necessarily able to make customers loyal. The improvement of product 

quality intended to provide ease and agreement in transactions has not been able to make the 

customer directly loyal but able to make the customer satisfied which will ultimately make the 

customer loyal. 

Customer Trust affects customer satisfaction. Customer trust is the most dominant variable 

affecting Customer Satisfaction. This means that the customer has very high confidence in the 

products of BNI London Branch. Customers' trust is the dominant factor that affects customer 

loyalty, where the increasing trust owned by the customer will make the customer more loyal 

always keeping the promise that has been said, always attach importance to the interests of the 

customer, and always update the knowledge of the product owned. By understanding various 

aspects related to the formation of trust under what the customer expects and also by increasing 

customer trust, it is expected that it will be able to increase customer loyalty in the future. 

The quality of service does not affect customer loyalty. This means that the better quality of 

service provided by BNI London Branch has not made customers loyal. Product Quality does not 

affect customer loyalty. This means that the better the quality of products provided not 

necessarily able to make customers loyal. Customer trust does not affect Customer Loyalty. This 

means that even if the customer has high trust, it does not necessarily make the customer loyal. 

Customer Satisfaction affects customer loyalty. This means that the more satisfied the customer 

with the service,  the customer will feel more loyal to the product or service. Customers' loyalty 

can be formed from a previously created trust that is in the customer's right. The customer is loyal 

to a product, so the customer will not move to another bank to invest the money, so it can be 

profitable to both parties.  Nasabah loyalty is one of the key factors of banking success. 

Customer Satisfaction can be explained by Service Quality, Product Quality, And Customer 

Trust. While the variation of Customer Loyalty can be explained by Customer Satisfaction,  

Service Quality, Product Quality, And Customer Trust. 
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