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ABSTRAK

Banyak penelitian telah dilakukan untuk mengkaji faktor-faktor loyalitas
nasabah bank syariah, tetapi hanya menguji pengaruh kepuasan nasabah terhadap
loyalitas nasabah. Akan tetapi product knowledge, kualitas produk, brand image, dan
sharia marketing mix belum diuji pengaruhnya terhadap loyalitas nasabah dengan
kepuasan nasabah sebagai variabel mediasi.

Metode yang dipergunakan pada penelitian ini ialah kuantitatif. Sampel pada
penelitian ini berjumlah 240 responden dengan mengunakan teknik accidental
sampling. Teknik pengumpulan data adalah ~ dengan cara penyebaran
kuesioner/survey. Teknik analisis data menggunakan Partial Least Square (PLS)
dengan bantuan smart PLS versi 3.0.

Penelitian ini menghasilkan: 1. Product knowledge, brand image, sharia
marketing mix berpengaruh signifikan terhadap loyalitas nasabah, sedangkan kualitas
produk tidak berpengaruh terhadap kepuasan nasabah. 2. Product knowledge, kualitas
produk, brand image, sharia marketing mix berpengaruh signifikan terhadap
kepuasan nasabah 3. Product knowledge, kualitas produk, sharia marketing mix
berpengaruh signifikan terhadap loyalitas nasabah dengan kepuasan nasabah sebagai
variabel mediasi. 4. Brand image tidak berpengaruh signifikan terhadap loyalitas
nasabah dengan kepuasan nasabah sebagai variabel mediasi.

Implikasi teoretis penelitian ini bahwa product knowledge berpengaruh
langsung dan tidak langsung terhadap loyalitas pelanggan/loyalitas nasabah, yang
selama ini belum disampaikan oleh penelitian yang lain. Serta pemberian banking
award dan client pride mengakibatkan.serta'memudahkan nasabah dan-calon nasabah
mamahami serta memiliki keyakinan terkait jaminan kualitas produk serta jasa dari
Bank Umum Syariah.

Kata kunci: Product Knowledge, Kualitas Produk, Brand Image, Sharia Marketing
Mix, Kepuasan Nasabah, Loyalitas Nasabah, Bank Umum Syariah.



ABSTRACT

More research has been done to study Sharia bank client loyalty, but mostly it
only examines the effect of customer satisfaction on customer loyalty. Meanwhile,
product knowledge, product quality, brand image, and Sharia marketing mix have not
been explored its effect through client’s loyalty with client’s satisfaction as a
mediation variable.

This study uses an accidental sampling technique to implement a quantitative
method with 240 respondents as a sample. The data collective technique is done
through questionnaires/survey distribution as well as the analysis data by using Partial
Least Square (PLS) with the help of the PLS smart 3.0 version.

This research results, among others: 1. Product knowledge, product quality,
brand image, and Sharia marketing mix influence customer loyalty significantly,
whereas product quality has no cause for customer satisfaction. 2. Product knowledge,
product quality, brand image, and Sharia marketing mix impact client loyalty
significantly. 3. Product knowledge, product quality, and Sharia marketing mix cause
customer loyalty among customer satisfaction as a mediation variable significantly.
4. Brand image does not effect significantly on client loyalty as well as client
satisfaction as a mediation variable.

Theoretical implication of this study concludes that product knowledge impacts
directly and indirectly through customer loyalty, which so far has not been conveyed
by other research. Alike banking award and client pride allocation cause and ease the
client and the prospective clientto understand and believe inpraduct quality insurance
as well as Sharia Commercial Bank service.

Keywords: Product Knowledge, Product Quality, Brand Image, Sharia Marketing
Mix, Customer Satisfaction, Customer Loyalty, Sharia Commercial Bank
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