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ABSTRAK 

 

Penelitian lini lbertujuan luntuk lmengetahui lpengaruh lself lservice ltechnology, lkualitas 

llayanan ljasa, lpemasaran lhubungan lterhadap lloyalitas lnasabah lmelalui lkepuasan 

lnasabah. lPenelitian lini lmenggunakan lsubjek lBank lBCA lKCP lKupang lJaya 

lSurabaya ldan ldata lanalisis lmenggunakan lanalisis lkuantitatif ldengan lteknik lanalisis 

lmenggunakan lanalisis ljalur l(path lanalysis). lData ldiperoleh ldengan lteknik 

lpurposive lsampling ldan lpeneliti lmenyebarkan lkuesioner lnasabah lBank lBCA lKCP 

lKupang lJaya lSurabaya ldan lsampel lsebanyak l100 lresponden. lHasil lpenelitian 

lmenunjukkan lbahwa lself lservice ltechnology, lkualitas llayanan ljasa, lpemasaran 

lhubungan lberpengaruh lsignifikan lsecara llangsung lterhadap lkepuasan lnasabah, 

lsedangkan lkualitas llayanan ljasa, lpemasaran lhubungan lberpengaruh lsignifikan 

lterhadap lloyalitas lnasabah, lsedangkan lself lservice ltechnology ldan lkepuasan 

lnasabah ltidak lberpengaruh lsignifikan lterhadap lloyalitas lnasabah. lHasil luji lanalisis 

ljalur l(path lanalysis) lmenunjukan lbahwa lkepuasan lnasabah lbukan lsebagai lvariabel 

lmediasi ldalam lpengaruh lantara lself lservice ltechnology lterhadap lterhadap lloyalitas 

lnasabah, lkepuasan lnasabah lbukan lsebagai lvariabel lmediasi ldalam lpengaruh lantara 

lkualitas lpelayanan lterhadap lterhadap lloyalitas lnasabah ldan lkepuasan lnasabah 

lbukan lsebagai lvariabel lmediasi ldalam lpengaruh lantara lpemasaran lhubungan 

l(relationship lmarketing) lterhadap lterhadap lloyalitas lnasabah. 

 

Kata lKunci: Pengaruh lSelf lService lTechnology, lKualitas lLayanan lJasa, 

lPemasaran lhubungan, lLoyalitas lNasabah lDan lKepuasan lNasabah. 
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ABSTRACT 

 

 

This lstudy laims lto ldetermine lthe leffect lof lself lservice ltechnology, lservice lquality, 

lrelationship lmarketings lon lcustomer lloyalty lthrough lcustomer lsatisfaction. lThis 

lstudy luses lthe lsubject lof lBank lBCA lKCP lKupang lJaya lSurabaya land ldata lanalysis 

lusing lquantitative lanalysis lwith lanalytical ltechniques lusing lpath lanalysis. lThe ldata 

lwas lobtained lby lpurposive lsampling ltechnique land lthe lresearcher ldistributed 

lquestionnaires lto lthe lcustomers lof lBank lBCA lKCP lKupang lJaya lSurabaya land la 

lsample lof l100 lrespondents. lThe lresults lshowed lthat lself lservice ltechnology, lservice 

lquality, lrelationship lmarketing lhad la lsignificant ldirect leffect lon lcustomer 

lsatisfaction, lwhile lservice lquality land lrelationship lmarketing lhad la lsignificant 

leffect lon lcustomer lloyalty, lwhile lself lservice ltechnology land lcustomer lsatisfaction 

lhad lno lsignificant leffect lon lcustomer lloyalty. lThe lresults lof lthe lpath lanalysis ltest 

lshow lthat lcustomer lsatisfaction lis lnot lan lmediasi lvariable lin lthe leffect lof lself lservice 

ltechnology lon lcustomer lloyalty, lcustomer lsatisfaction lis lnot lan lmediasi lvariable lin 

lthe linfluence lof lservice lquality lon lcustomer lloyalty land lcustomer lsatisfaction lis lnot 

lan lmediasi lvariable lin lthe leffect lof lrelationship lmarketing l(relationship lmarketing) 

lon lcustomer lloyalty. 

 

 

Keywords: l Effect lof lSelf lService lTechnology, lService lQuality, lRelationship 

lmarketing, lCustomer lLoyalty land lCustomer lSatisfaction. 

 

 

 

 

 

 

 

 


