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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Service Quality, Brand 
Image, dan Brand Trust terhadap Loyalitas Nasabah pada PT Bank Central Asia 
Tbk di Surabaya, dengan Layanan Digital Branch sebagai variabel moderasi. 
Transformasi digital dalam layanan perbankan menjadi isu penting dalam 
membangun loyalitas nasabah, khususnya melalui kehadiran mesin layanan mandiri 
seperti CS Digital, e-Service, dan STAR Teller. Penelitian ini menggunakan 
pendekatan kuantitatif dengan metode survei. Data dikumpulkan dari 400 
responden yang merupakan nasabah BCA di Surabaya yang telah menggunakan 
Layanan Digital Branch. Teknik analisis yang digunakan adalah Partial Least 
Squares Structural Equation Modeling (PLS-SEM) dengan bantuan software 
SmartPLS versi 4.1.1.4. Hasil penelitian menunjukkan bahwa Service Quality, 
Brand Image, dan Brand Trust berpengaruh positif dan signifikan terhadap 
Loyalitas Nasabah. Selain itu, Layanan Digital Branch juga terbukti secara 
signifikan memoderasi hubungan antara ketiga variabel independen dengan 
Loyalitas Nasabah, sehingga memperkuat pengaruhnya dalam konteks layanan 
berbasis teknologi. Penelitian ini menyimpulkan bahwa keberadaan dan kualitas 
layanan digital di cabang memiliki peran strategis dalam membentuk loyalitas 
nasabah di era perbankan modern. Oleh karena itu, pengembangan teknologi 
layanan di cabang perlu terus ditingkatkan dan disesuaikan dengan strategi merek 
serta peningkatan kualitas pelayanan. 
Kata kunci : Service Quality, Brand Image, Brand Trust, Layanan Digital Branch, 
Loyalitas Nasabah 
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ABSTRACT 

 
This study aims to examine the influence of Service Quality, Brand Image, and 
Brand Trust on Customer Loyalty at PT Bank Central Asia Tbk in Surabaya, with 
Digital Branch Service as a moderating variable. Digital transformation in banking 
services has become a crucial aspect in building customer loyalty, particularly 
through the presence of self-service technologies such as CS Digital, e-Service, and 
STAR Teller. The research adopts a quantitative approach using a survey method. 
Data were collected from 400 respondents who are BCA customers in Surabaya and 
have used Digital Branch Services. The analysis technique employed is Partial 
Least Squares Structural Equation Modeling (PLS-SEM), utilizing the SmartPLS 
software version 4.1.1.4. The findings reveal that Service Quality, Brand Image, 
and Brand Trust each have a positive and significant impact on Customer Loyalty. 
Moreover, Digital Branch Service significantly moderates the relationship between 
the three independent variables and Customer Loyalty, thereby strengthening their 
influence in the context of technology-based services. This study concludes that the 
presence and quality of digital branch services play a strategic role in shaping 
customer loyalty in the modern banking era. Therefore, the development of digital 
service technologies at branches must continue to be enhanced and aligned with 
brand strategy and service quality improvements. 

Keywords : Service Quality, Brand Image, Brand Trust, Digital Branch Service, 
Customer Loyalty. 
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