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ABSTRACT 

 

 This study took Bank Jatim in Indonesia as the study object which 

emphasize on the mobile banking by analyzing online marketing variable such as 

Relationship Marketing, Self-Service Technology, Customer Satisfaction, 

Loyalty, and Customer Retention. This study used Partial Least Square (PLS) 

analysis method with explanatory research type. This study used primary data 

obtained through survey by using questionnaire. The population was the mobile 

banking user of Bank Jatim at the Main Branch Offie Surabaya, Branch Office 

Malang, Branch Office Kediri, and Branch Office Jember. The 395 customer 

became the samle which was obtained through proportional random sampling.  

 Based on the analysis, this sudy concluded that Relationship Marketing 

has a significant positive influence on customer satisfaction, loyalty, and 

retention; and Self-Service Technology has a significant positive influence on 

customer satisfaction, loyalty, and retention. 

 The novelty of this study contributes to the mobile banking knowledge 

development by proving that Relationship Marketing has a significant positive 

influence on customer retention; and self-service technology has a significant 

positive influence on customer retention. 

 

Keywords: Bank Jatim, Relationship Marketing, Self-Service Technology, 

Customer Satisfaction, Loyalty, and Customer Retention 
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SUMMARY 

 The information technology advancement has made the relationship 

between customer and loyalty into a crucial factor in marketing, since internet 

causes switching-costs for a buyer that they shift to another brand. This study took 

Bank Jatim as the study object which emphasize on the mobile banking by 

analyzing marketing variables which have been developed from the previous 

studies into online marketing context such as Relationship Marketing, Self-

Service Technology, Customer Satisfaction, Loyalty, and Customer Retention. 

 The objectives of this study are analyzing and discussing: (1) Relationship 

Marketing influences customer satisfaction, (2) self-service technology has a 

significant influence on customer loyalty, (3) Relationship Marketing has a 

significant influence on customer loyalty, (4) self-service technology has a 

significant influence on the customer loyalty, (5) Relationship Marketing has a 

significant influence on the customer retention, (6) self-service technology has a 

significant influence on the customer retention, (7) customer satisfaction has a 

significant influence on customer loyalty, (8) customer loyalty has a significant 

influence on customer retention. 

 This is an explanatory study which explains the influence and relationship 

among variables. The population is the registered customer of Bank Jatim as 

mobile banking user in the main branch of Surabaya, branch office Malang, 

branch office Kediri, and branch office Jember with 44.843 respondents. This 

study focuses only to the respondents who have been registered as mobile banking 

user. Refers to the Slovin formula with 5% tolerance, the sample adequacy is 395 

respondents obtained through proportional random sampling. 
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 Based on the study result by using descriptive analysis and Partial Least 

Square Analysis (PLS) on the variables in this study as well as testing the theories 

in the study models, this study concluded that (1) relationship marketing has a 

significant positive influence on customer satisfaction, (2) self-service technology 

has a significant positive influence on customer satisfaction, (3) Relationship 

Marketing has a significant positive influence on Customer Loyalty, (4) self-

service technology has a significant positive influence, (5) Relationship Marketing 

has a significant positive influence on customer retention, (6) self-service 

technology has a significant positive influence on customer retention, (7) 

customer satisfaction has a significant positive influence on customer loyalty, (8) 

customer loyalty has a significant influence on customer retention. 

 The novelty of this study contributes to the mobile banking knowledge 

development by proving that self-service technology has a significant influence on 

the customer retention. This result becomes the information source for the policy 

maker in Bank Jatim that: (1) Relationship marketing shall be the main focus to 

maintain a good relationship between Bank Jatim and its customer since basically 

customer demands more attention and service from the bank which results on 

maintaining and improving the customer retention, (2) Increasing the self-service 

technology use should pay attention to the cost imposed to the customer for using 

the facility to make sure it does not burden them which will decrease the number 

of customer and cause customer defections to other bank that will result on 

decreased customer retention. 

 

 

 



 
 

viii 
 

DAFTAR ISI 

 

JUDUL ............................................................................................................   

LEMBAR PENGESAHAN ...........................................................................  i 

KATA PENGANTAR ....................................................................................  ii 

ABSTRACT ....................................................................................................  v 

SUMMARY ....................................................................................................  vi 

ORIGINALITAS ............................................................................................  viii 

DAFTAR ISI ...................................................................................................  ix 

DAFTAR TABEL...........................................................................................  xv 

DAFTAR GAMBAR  .....................................................................................  xvii 

DAFTAR LAMPIRAN ..................................................................................  xviii 

BAB I   PENDAHULUAN .............................................................................  1 

1.1 Latar BelakangPenelitian ............................................................  1 

1.2 Rumusan Masalah .......................................................................  15 

1.3 Tujuan Penelitian  .......................................................................  16 

1.4 Manfaat Penelitian  .....................................................................  17 

1.4.1  Manfaat Teoritis ................................................................  17 

1.4.2 Manfaat Praktis .................................................................  17 

BAB II   TELAAH PUSTAKA .....................................................................  18 

2.1 Landasan Teori  ...........................................................................  18 

 2.1.1 Perilaku Konsumen ............................................................  18 

 2.1.2 Relationship Marketing ......................................................  21 



 
 

ix 
 

 2.1.2.1 Konsep Relationship Marketing ............................  21 

 2.1.2.2 Teori Relationship Marketing ...............................  25 

 2.1.2.3 Grand Theory Pemasaran ......................................  31 

2.1.3 Teori Self-Service Technology ...........................................  36 

2.1.4 Teori Kepuasan Pelanggan ................................................  39 

 2.1.4.1 Keterkaitan Kepuasan Pelanggan dan Variabel 

  Lainnya ..................................................................  42 

2.1.4.2 Pengukuran Kepuasan Pelanggan  .........................  45 

2.1.5 Teori Loyalitas Pelanggan  ................................................  45 

 2.1.5.1 Tahapan Loyalitas Pelanggan ...............................  47 

 2.1.5.2 Pengukuran Loyalitas ............................................  59 

2.1.6 Teori Retensi Pelanggan  ...................................................  59 

 2.1.6.1 Pengukuran Retensi ...............................................  62 

2.2 Penelitian Terdahulu ...................................................................  63 

BAB III   KERANGKA KONSEPTUAL DAN HIPOTESIS.....................  82 

3.1 Kerangka Konseptual ..................................................................  82 

3.2 Hipotesis  .....................................................................................  84 

BAB IVMETODE PENELITIAN ................................................................  93 

4.1 Rancangan Penelitian ..................................................................  93 

4.2 Lokasi Penelitian .........................................................................  94 

4.3 Populasi dan Sampel Penelitian ..................................................  94 

4.3.1  Populasi Penelitian ............................................................  94 



 
 

x 
 

4.3.2 Sampel Penelitian  .............................................................  95 

4.4 Identifikasi dan Operasionalisasi Variabel Penelitian  ...............  97 

4.4.1 Identifikasi Variabel ..........................................................  97 

4.4.2 Definisi Operasional Variabel ...........................................  98 

4.5 Uji Coba Instrumen  ...................................................................  101 

4.5.1 Uji Validitas  ......................................................................  102 

4.5.2 Uji Reliabilitas  ..................................................................  102 

4.6 Metode Pengumpulan Data  .......................................................  103 

4.7 Metode Análisis Data  ................................................................  103 

4.7.1 Analisis Statistika Deskriptif .............................................  104 

4.7.2 Analisis Statistika Inferensial ............................................  104 

4.7.2.1 Pengujian Asumsi Pada PLS  ................................  106 

4.7.2.2 Validitas dan Reliabilitas pada Outer Model ........  106 

4.7.2.3 Pengujian Model Struktural (Inner Model) ...........  108 

BAB VANALSIS HASIL PENELITIAN .....................................................  110 

5.1 Gambaran Umum Bank Jatim ....................................................  110 

5.1.1 Sejarah Singkat Bank Jatim ...............................................  110 

5.1.2 Visi Misi Bank Jatim .........................................................  114 

5.1.3 Budaya Perusahaan  ..........................................................  115 

5.1.4 Kebijakan Strategis  ..........................................................  121 

5.1.5 Produk Layanan Perbankan Konvensional dan  

 Syariah ...............................................................................  123 

5.1.6 Pertumbuhan Pengguna Internet Banking dan Mobile  



 
 

xi 
 

 Banking .............................................................................  127 

5.2 Analisis Hasil Penelitian  ...........................................................  130 

5.2.1 Pengujian Validitas dan Reliabilitas Kuesioner ...............  130 

 5.2.1.1 Hasil Uji Validitas................................................  131 

 5.2.1.2 Hasil Uji Reliabilitas ............................................  136 

5.2.2 Deskripsi Responden ........................................................  137 

 5.2.2.1 Deskripsi Responden Berdasarkan Jenis  

  Kelamin................................................................  137 

 5.2.2.2 Deskripsi Responden Berdasarkan Tingkat  

  Pendidikan ...........................................................  138 

 5.2.2.3 Deskripsi Responden Berdasarkan Usia ..............  138 

 5.2.2.4 Deskripsi Responden Berdasarkan Pekerjaan  ....  139 

5.2.2.5 Deskripsi Responden Berdasarkan Lama  

 MenjadiNasabah Bank Jatim ...............................  140 

5.2.3 Deskripsi Variabel Penelitian ...........................................  141 

5.2.4 Analisis Model Penelitian dengan Partial Least  

 Square (PLS).....................................................................  146 

 5.2.4.1 Outer Model (Evaluasi Model Pengukuran) ........  147 

 5.2.4.2 Validitas Konvergen .............................................  147 

 5.2.4.3 Validitas Diskriminan...........................................  149 

 5.2.4.4 Reliabilitas ............................................................  150 

 5.2.4.5 Pengujian Model Struktural (Inner Model) ..........  150 

 



 
 

xii 
 

BAB VIPEMBAHASAN ................................................................................  156 

6.1 Pembahasan Analisis Deskriptif ..............................................  156 

6.1.1 Pembahasan Variabel Relationship Marketing ................  156 

6.1.2 Pembahasan Variabel Self-Service Technology ...............  158 

6.1.3 Pembahasan Variabel Kepuasan Nasabah .......................  160 

6.1.4 Pembahasan Variabel Loyalitas Nasabah ........................  161 

6.1.5 Pembahasan Variabel Retensi Nasabah ...........................  163 

6.2 Pembahasan Antar Variabel Penelitian ....................................  163 

6.2.1 Pengaruh Relationship Marketing terhadap Kepuasan 

 Nasabah ...........................................................................  163 

6.2.2 Pengaruh Kualitas Layanan Online terhadap Minat  

 Transaksi (Pembelian) Online .........................................  164 

6.2.3 Pengaruh Relationship Marketing terhadap Loyalitas  

 Nasabah ...........................................................................  167 

6.2.4 Pengaruh Self-Service Technology terhadap Loyalitas 

 Nasabah ...........................................................................  169 

6.2.5 Relationship Marketing terhadap Retensi Pelanggan ......  170 

6.2.6 Pengaruh Self-service technology terhadap Retensi  

 Nasabah ...........................................................................  172 

6.2.7 Pengaruh Kepuasan Nasabah terhadap Loyalitas  

 Nasabah ...........................................................................  174 

6.2.8 Loyalitas Nasabah terhadap Retensi Pelanggan ..............  178 

6.3 Temuan Studi  ............................................................................  178 



 
 

xiii 
 

6.4 Kontribusi Penelitian  ................................................................  179 

6.4.1 Kontribusi Teoritis  ..........................................................  179 

6.4.2 Kontribusi Praktis  ...........................................................  180 

6.5 Keterbatasan Penelitian  ............................................................  182 

BAB VIIPENUTUP ........................................................................................  183 

7.1 Simpulan  ..................................................................................  183 

7.2 Saran  ........................................................................................  185 

 7.2.1 Saran Untuk Peneliti Selanjutnya  ..................................  185 

 7.2.2 Saran Untuk Bank Jatim  ................................................  186 

DAFTAR PUSTAKA   ....................................................................................  188 

LAMPIRAN  ....................................................................................................  199 

 

 



 
 

xiv 
 

DAFTAR TABEL 

 

Halaman 

Tabel 1.1 Perbandingan Internet Banking dan Mobile Banking Bank Jatim    12 

Tabel 2.1    Definisi Relationship Marketing  ................................................     24 

Tabel 2.2  Definisi Loyalitas Pelanggan ........................................................  58 

Tabel 2.3  Mapping Penelitian Terdahulu ......................................................  76 

Tabel 4.1 Populasi  Pengguna mobile banking Bank Jatim  .........................  95 

Tabel 4.2  Sampel   Pengguna Mobile Banking Bank Jatim  .........................  97 

Tabel 4.3 Variabel dan Indikator ...................................................................  101 

Tabel 5.1 Perbandingan Internet Banking dan Mobile Banking 

 Bank Jatim .....................................................................................  129 

Tabel 5.2 Uji Validitas  Pengukuran Variabel Relationship Marketing........  132 

Tabel 5.3 Uji Validitas  Pengukuran Variabel Self Service Technology .......  133 

Tabel 5.4 Uji Validitas  Pengukuran Variabel Kepuasan Nasabah ...............  134 

Tabel 5.5 Uji Validitas  Pengukuran Variabel Loyalitas Nasabah ................  135 

Tabel 5.6 Uji Validitas  Pengukuran Variabel Retensi Nasabah ...................  135 

Tabel 5.7 Uji Reliabilitas Pada Setiap Variabel Penelitian  ..........................  136 

Tabel 5.8    Deskripsi Responden Berdasarkan Jenis kelampin ......................  137 

Tabel 5.9 Deskripsi Responden Berdasarkan Tingkat Pendidikan ..............  137 

Tabel 5.10 Deskripsi Responden Berdasarkan Usia .......................................  138 

Tabel 5.11 Deskripsi Responden Berdasarkan Pekerjaan Responden ...........  139 

Tabel 5.12 Deskripsi Responden Berdasarkan Lama Menjadi  

 Nasabah Bank Jatim ......................................................................  140 



 
 

xv 
 

Tabel 5.13 Kreteria Interpretasi Nilai Rerata Skor..........................................  141 

Tabel 5.14 Statistik Deskriptif Variabel Relationship Marketing ...................  142 

Tabel 5.15 Statistik Deskriptif Variabel Self Service Technology ..................  143 

Tabel 5.16 Statistik Deskriptif Variabel Kepuasan Nasabah ..........................  144 

Tabel 5.17 Statistik Deskriptif Variabel Loyalitas Nasabah ...........................  145 

Tabel 5.18 Statistik Deskriptif Variabel Retensi Nasabah ..............................  146 

Tabel 5.19 Outer Loadings setiap Indikator Variabel  ....................................  147 

Tabel 5.20 Hasil Perhitungan Discriminant Validity  .....................................  148 

Tabel 5.21 Hasil Pengujian Reliabilitas  .........................................................  149 

Tabel 5.22 Hasil Pengukuran R-Square  .........................................................  151 

Tabel5.23 Koefisien Jalur Pengaruh Langsung dan pengujian Hipotesis ......  153 

Tabel 5.24  Koefisien Jalur Pengaruh tidak langsung  ..................................... 156



 
 

xvi 
 

DAFTAR GAMBAR 

 

Halaman 

Gambar 2.1  Model Perilaku Konsmen Dalam Menentukan Keputusan  

 Pembelian dan Tindakan Setelahnya ..........................................  21 

Gambar 2.2 Pergeseran Paradigma dalam Teori RM .....................................  26 

Gambar 2.3 Perbedaan Pemasaran Transaksional dan Pemasaran Relasional 27 

Gambar 2.4 Pemetaan Konsep RM ................................................................  29 

Gambar 2.5 Manfaat Program RM .................................................................  30 

Gambar 2.5  Posisi Grand-Theory Pemasaran ................................................  32 

Gambar 3.1  Kerangka Konseptual  .................................................................  84 

Gambar 4.1. Langkah-langkah model persamaan struktural PLS  

 (Solimun, 2010) ..........................................................................  105 

Gambar 5.1 Pertumbuhan Nasabah MB dan IB Bank Jatim ..........................  129 

Gambar 5.2 Pengguna Mobile Banking (MB) dan Internet Banking (IB)  

 Tahun 2019 .................................................................................  130 

Gambar 5.3 Hasil Analisis PLS  .....................................................................  152 

 

 

 



 
 

xvii 
 

DAFTAR LAMPIRAN 

 

  Halaman 

Lampiran 1 : Kuesiner Penelitian ..................................................................... 199 

Lampiran 2 : Validitas ...................................................................................... 202 

Lampiran 3 : Reliabilitas .................................................................................. 212 

Lampiran 4 : Frekuensi .................................................................................... 222 

Lampiran 5 : Full Model PLS .......................................................................... 230 

 

 


