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ABSTRAK 

 
Jasa perbankan merupakan salah satu sektor penting dalam proses perekonomian 

suatu negara, bertugas menghimpun dana masyaraat dalam bentuk simpanan maupun 

menyalurkan dana dalam bentuk pinjaman kepada masyarakat. Salah satu penunjang 

kesuksesan sebuah dapat dilihat dari bagaimana seorang nasabah mendapatkan suatu 

kepuasan saat bertransaksi di bank tersebut. Dalam penelitian ini bertujuan untuk 

mengetahui apakah Relationship Marketing dan Kualitas Pelayanan berpengaruh 

terhadap Loyalitas Nasabah dengan Kepuasan Nasabah sebagai variabel Mediasi. 

Penelitian ini menggunakan non-probability sampling dengan teknik purposive 

sampling. Jumlah sampel yang digunakan sebanyak 105 responden yang diambil dari 

nasabah Bank BRI KCP Sentani Jayapura. Analisis data yang digunakan adalah 

analisis jalur (path analysis) yang diolah menggunakan IBM SPSS versi 20. Hasil 

penelitian dapat disimpulkan bahwa Relationship Marketing dan Kualitas Pelayanan 

tidak berpengaruh signifikan terhadap Loyalitas Nasabah. Relationship marketing dan 

kualitas pelayanan berpengaruh signifikan terhadap Kepuasan Nasabah, Loyalitas 

Nasabah berpengaruh signifikan terhadap Kepuasan Nasabah, Relationship 

Marketing memiliki pengaruh signifikan terhadap Loyalitas melalui Kepuasan, 

Kualitas Layanan memiliki pengaruh signifikan terhadap Loyalitas melalui Kepuasan. 

Kata Kunci : Relationship Marketing, Kualitas Pelayanan, Loyalitas Nasabah, 

Kepuasan Nasabah 
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ABSTRACT 
 

Banking services are one of the important sectors in the economic process of a 

country, tasked with collecting public funds in the form of savings and distributing 

funds in the form of loans to the public. One of the supports for the success of a 

company can be seen from how a customer gets a satisfaction when transacting at the 

bank. This study aims to determine whether Relationship Marketing and Service 

Quality have an effect on Customer Loyalty with Customer Satisfaction as a 

Mediation variable. This study uses non-probability sampling with purposive 

sampling technique. The number of samples used as many as 105 respondents taken 

from Bank BRI customers KCP Sentani Jayapura. Analysis of the data used is path 

analysis which is processed using IBM SPSS version 20. The results can be 

concluded that Relationship Marketing and Service Quality have no significant effect 

on Customer Loyalty. Relationship marketing and service quality have a significant 

effect on Customer Satisfaction, Customer Loyalty has a significant effect on 

Customer Satisfaction, Relationship Marketing has a significant influence on Loyalty 

through Satisfaction, Service Quality has a significant influence on Loyalty through 

Satisfaction. 

Keywords: Relationship Marketing, Service Quality, Customer Loyalty, Customer 

Satisfaction 


