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Ahbstract

Thas rescarch aems o determune b ellasl of custmmer satalbchion as an milervenmg vonables between wiliaion of
Avtematic Teller Machine (ATM) variable, Fnemet Banking vanable and servies quality vasiable o variable
cugtomer lovalty ot PT. Bank Mandini ThE in Hatam city, Indomesia This research is collecting the data in the fonm
af primary mnd secomdary dota. Collecting the dai in this study using guestionsaires in the farm of respesdents
Invalved m thas research wene 187 costomers. Tho number s oblaimed by wang the feemala Slosin wath random
sampling. The calbectad the data weure processed and Aonlyveed by osing 5055 and SEM for sormaling, regnsision
coitficent. and determamaton. From s resull show that the vanable utifissfion AT Inbemol Banking and seriace
quality affest i cuskemer salisfaction las B3 Thae i the service quality variables of ke most doninemt infuence
an cuslomer satisfoction and customer levaliny

Boeywords: ailemadie eller machme, miemel banking, servee qaalily, cestomer satisfaction, costomer loyally
JEL Coale: G2, 184G, 0014
1, lntralibcrion

Providmg costmer sakisbEacton is an essenhial cbenvent ol the business world, Mainium customer satistaschon over
time nob just goang de build good relatonships bul alse hove on o mmpact om the level s prolits Tor the compuny, so the
compamy i mun ansd widin their busness Tor the fotre. Coe form of the company 15 closdy mlated 1o banking
aeivices, & hank ae & Dnancial mstitmtion 1t B o huge mole i tedoy's cecsomy. Espesially the pant of hanks s
anatibationd findmiser and chanpehag public fnds. Bank ss one of ik Gromeis] seroces sseton, s perfommance 5
hiilllg,-' dn:p:miml on the right and bmesy service The increasngly Fierce basiness mu:pﬂi:linn anzd the emErgence o
competiiors i ibe banking business. a bank wall ginve o create and ofler the lates products makmg 1t casier v
customers 1o mnks ansachans. U the other band, m the medst of such a mped development of lechnology, ibere ore
also people whe preder 0 make pavmmis usmg cash, For exomple, o pelorm tmnsactions, camed cashier tukas
quate bmig even s lengiby process thal makes castomess not patient enaugh o long queae. A Lot of cestomers ond
of the e aetivity reatis payment of mesthty bills such as electricity sod water, idephone, cosdil eand, dharging
mulse, ::hnr.qﬂ'hu_ mnd 5o frerile, A for & customer 1o quese o check ncconnl halences, transfer fands between acocounts
ar between banks, and so om. Use of inlormation sechaclogy a5 an aliemative delivery channel m deating with an
nfrastractare honk seamprove customer sabsfaction. Including, threagh the nse of Intemet Banking service and AT
{Aumtematic Teller Machansy ATM (Automate: Telber Macking) or in Indonesian called Autemated Tebler 15 the mes
popular Elscirmosie Babine chansels are known 1o e public at darge. Costomers no longer meed 6 participate m
cubemded cuenes of deal ddrectly with ke bank officers dunng workimg hours o ontside woaking houres, AT
mcluded in the svstem of services provided by bonks o custonsers to be oble 1o dis trasssctions i cash or noescash.
The st communly performed when tranzacting al the AT 1= making meney in siock, mnsfers betwesn accounts,

Imtemet Banking is o sew bankeg facility for the moisent, The service allows cisstomens toomake transacticns via the
andermet wsing a compolec PO or PO (Pesenal Digieal Assistant), Feamres frmasactios 1o do the same wath the
Thooe Hnnl:ihH__ the infenmation services products of the bemk, scoount balsnce mformation, mamsaction tronsfer
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between sccounts, povment (such as eredit cands, electnicry, and selephonel. perchasing sk ae voichers and
ticketa), agd dronafer o mnother bask (Avomya, 20097 The advamtages of [nternet Banking see the convenienss of
transncting with ke menw d.-isq1l:1.1_.' andl complets information 1hat is disploved onoa COHNPALET BCTeen, qulmﬁng the
cost and ime savings as well as relatively secune trmsacibon, Accessng il con be done 24 hours & day, seven dayvs o
waek. Customers can be served at any lme; customers can also mansact unywhere. Mor has the gquality of senace
alwvwe by the employess of the Bank of the Bank where the levalty of work bessme o Irequicst basis evin demandad
et the smplvess performance resalt mosatiafestion for costonsers. Commatment i3 o ficket 1o seceess of all
coipamies. A custoner salisfaction spports succesafil] strategies onented supposed o producs: loyal elients, That *a
foval customer 5 a safisfied cusbomer” is o volad statement Hlowever, hncp m omingd that pet wll thot setisfied
customers ana loyval customers. 105 evident thal satistacivon 15 o promary condifion For casiomes loyalty,

Bascd oo the Tret thal there was, ol the e of wee of the ATM made by eustomsers tams ot there are st of
:|1mh||=rns such ms halance terdehet system (for example, when mndnr_ﬁua n transaeion ow is meermapled, the cliend
dioes e receive the mostsome money while is sccount has been debibed ) ard there is o differcace more o less
restocking (chorgmg meney), for example, when performing castsmer imnsachions received some meney aver the
cash m s AT wall he reduced oo vace versa seowill the difleronses betvaen the restockang of which i shoild be,
evin e aeciurmaice of frd caose ATM cash machine at PT. Bank Mandin F:.':_-F'Elpll.l Mangan kiswmas [(RECMY m
Mlav 2004 apo, Hor hias the ganlity of servicss provaded by PT. Bank Mandin ( Perserod Thk during o long qusse =
the deller nnd nnather when Ecrhm'n:nunﬂ_ complaimis resulted im cusbomers do naot m;pcrin.-rm the antisfaction of the
ransaction so et cosiomers ane nal loyal g the PT. Bank Masdan ¢ Perserod Thk Batam Baossd an the d:n:ri.ptim o
the background 1hen we propose some issues s follows

1y e Anseanatic Teller Machine (AT 1 ellect an costomer mfisfnetom of P Bank Masdin Batam ™,
2y 15 Intemeet Banking odliecd on castomer satisfoctin of FT. Bank Mandin Balam™
3 Ist mapact of serviee ganlity on costomer satisfoction ai PT, Bank Masdin Boam?T,

41 A Automatic Tellsr BMackine (AT, Intema Banking and simualtmoossly alliecl savias ganlily on cusbomer
antiafaction at PT. Bank Mandin Batain®,

5 ls the use of Avtomabc Tellar Mochine (ATM) effect on customer lovalty at I Bank Mandin Batam?;
f) 15 Intemed Banking effect on m-.-wﬂ:r loyadi ot FT. Bank Masdin Batam'',
71 s thgmmpad of serice ganlity on customer loyaliy of FT. Bank Mandin Balam gty 0,

21 Are Awtematic Teller Machme (ATMY, Intemel Banking snd gaality of service simulisneonsly affect the
cugomer loyaliv at FT. Bank Masdin Bainm T,

Gy Is the mMumee of costomer sabislaction m cwstamer leval by al P Bank Mandir Batam?!
I Literuture Review
2. Auitowsintie Teller Mucling £LT0)

According o Sugcharte (20107 Aotomobic. Teller Mackine (ATM}) 15 & cosh register thal works muicenatically. Ml
much different from the prnaples of the work dese by o slber, ATM capable of handling customers an a vanoly of
fmancial transsctions. %o we can be sore costoisers ool peed o Bother 1o coms et ollice o deal wik the
aeiviee or ledler each time o anke. According o resssach coidusted Yictena (2003, fv using an AT card regained
the wirkiog process of the ATM, ATM conls sre inserted imén the mochane in the form of ol 'covnmer where the
maney will be read by the magnetic card resder thot is inside the device, and then the dala s send B0 the hank
compater sysbene. Then the ATH will usk you 1o enter a password, e, colling @ personal identificolsen number or
IW Mumber-called Persomal ldmulicatem, ois function os o prove Sal s costomer es e comer of the AT cand 1o
vertly the datn, When the data has been processel m the bank's computer svstem, the data sall bs sent bagk o the
ATM to meet customers’ needs Then when the maasection s complebsd, customers gel a receipt or o resipl i the
Torm of paper pronted by the ATM (o display the nomsinal sissnd of smoney padd os proed of the ransedion. Mo
ATH apcraling systam eff-line, i.e.. machines nod connested 1o & central Com ket bt ppernbes independeniby and
an-lime whicl necessinges an ATM and a compuier cemtral communication chanmel thol operates 24 howrs
confmuaushy. 1t lanction s 1o prove thal the castemer 15 the owner of the ATH caend 10 venly the dola. When the
clita has b processed moths bank's computer svasem, the data will be sent back w the ATM o meet customers’
meeds Then when the tramssction s completed, cusensers gel o receipl o b receipt mothe foom of paper prmtad by
e ATM b6 dasplay ibe mominal amamt of mebey paid s proed of the Fansction. Mo ATM operting svstem
affslineg, ie, machines not connected ton central compuier bui aperales indn.'pnndmtl':' and an=lne whech necessiinies
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am ATM and a compuicr cenbral compmigatian chamnel thal aperaics 24 hourd comtinoously, [ finction s o prove
ileat the custaier is e owner of the ATM card o venily the datn, When the data bing been processed i the bank's
compater svslem, fhe data will be senb back g the ATM te mest custimers’ needs

T'lzs whizn the ransaction 15 completod, customens @t @ resnpl ar a recepl in th form ol paper printed by tha A°TM
1o display the nomisnl amount of money paid 52 proof of ke racsaction. Mo AT operating system off-line, 12,
machines not eosnested 10 o eentrnl compuier but opemte mdcpﬂu‘lml:'l:.:mﬂ cm=liree which necessitutes an ATMW and
@ eompuier primary communication chamnne] that serves 24 hours contimaonsly, Then the dats wall be sent back 1o the
ATH 1o mecet cuslomers' needs: Then when the lransachon a5 completed, customers gel o recespt or o receipl mthe
forin of paper prnbed by the AT G display the nomnal ansunt of money pad as prodd of the mescion. Bae
ATM operatmg syt off-line, re, machines mol commested 1o @ smital compute but sperates ndspendimily and
an-lime which necessiares am ATM amd & compuier central communication chinpel that operates 24 howrs
coantimuoushy. Then the data will be sent hack 1o the ATM o meet costamers' nesds, Then when the trmnsncbion s
complebed, custonsers et a receipl or o receipt in the famm of paper prited by the ATM 1o display the sominad
amoual of maney pad as proed of the mnssciam, Mo ATM opemting system oll=lme, e machines ol conpeebed
1 o eemtrd computer bul operate mdepmdently and on-line whach necssaaies m ATM and &8 computer primary
coitrifimication chamie] ot ssrves 24 by confipmionsly

According o Sulamman, (2009 henehit from the application of mformaten technology, dimensions and indicsiors
are a5 follows: (1) Spoed: 15 able to gnnd comiplex calculations in scomads, very tast, much Easter thon can be dooe by
humar; (23 Constgieney more consisbmi processmg nesulls do nol change bicanse ol the formal (shape) 15 slandand,
althisagh dome sepeatadly, while humans dalfieall generate precisely the sme (3 Accorsay (Procision) nol anly
fster, ban also more agewrate sand preciss (precision b Can deteer o very anall difference, which ¢ not be seen with
the baienan ability, and also can |1|.'r.|'nr|11. calenlniions thar are diffionlt: (4) Reliahiliy (Reliahilityr whal is [u'c-dumd
i nene Inestworibny than is done By humaens. Ervors that cccar bess likely when asing @ computer.

2.2 frrwennt Hawking (T8

The Intemet is a cillection of compuier petwork that comnects vanoas knds of websies, sach as educational
wihstles, povemment, commaersal, and loanaal oigamzadions (Maslan ad Wangdra, 2002 and X et of L (2019,
Imtemmet 15 & comnmimnscation ol and ges mfermation from mmlbions ol websies that spread threaghoat e world,
Fiagled by ibe growil of the Intemmst, ibe mereasing capabalities of hardware sod software i high spssed amd spread of
COMDIPATieTs, Imnne and mawre awane of the hank's customers will he & varety of coavenience g_ni.ned Iy the avnilaleility
af valine hanking, Intemet Ihnkinu_ or also knowm as onling business is a banking Beility thal allows costomers i
conduct bnancial iransachons sm the web provided by the bank throveh the imtemel (Vyctona, 2013 and Lageson &
Mlasana, W18 Accerding Victna (200131, as well as other e-bmking services, of you winl aceess e sign the
mdemal banking seevice, a costomer shodld have wenbification eodes daser 113 and FIN {Personal ldennfication
Mumbery This g5 recuired w0 ensine the safeny of cnstomers that esch servies is provided only used by clients who
really has the nolt when entenisg imte o web service intemest han k:ing. Soounity 1.|}|!|1.F|I-I'|I.b£i. are aflen nsed s mlemel
honkimg is Ihrru;g;h 251 {Secore Socket layverd or vin HTTPS [Sccure Hypermest Tramsler Protocoll Examples
contmmed m FT Bank Bukopin services nsing protocols Hatom ity hitps/ b bankmandin cooid, Web brow sers such
as Intemet Expborer. Chrome. and Firelos displays a leek icon womdscane that the websitg 15 ssoune than displaying
hidpes: Cm the address bar

According Simurmuta { 2000} describes the crtenin for o gankicv wehsite then the dimensions and indecalors are as
fallows: (1 Usability: 15 defimed as the wser expervence in interacting with the app or websie o b user o operate ik,
(21 Mavigation: aamely how o belp people Gind e casy wiay whin browaing webstes; (3 Walnig Concspt {concepl
al writimg) memns realding the st on the sereen will be Basbar than om paper, so lbe wser gets a chear vigaal mosaage,
(4] Sdmplicany {Simpleityl pone nob in the sense of the loek of a sle, bar mstead Fesds vo e writing rechnigees, (53
.-"mm.:mmilil:r (ease of sooess)! the case in accossng hriug; visitows bhock again (feed bocky, (6] Cobor Mindness {calor
hlindness); format caolor hlindness aifects the use of the website then selecting ihe nght eodors required, (73 Ceraphic
(zrmphic elementst has some essential function m the web site; (B) Mew techndogies: development of the Intemet so
magelly encate muoltple devedopers o add sew techmalogy that can show the requared applicato,

2.3 Choadiny f Senvice

Chiality aecordmg e IS0 9000 (Enmgaee o0 al. 2009) 15 % degree 1o the which a se ol mberent charcensies
falfills impleed or obligaton (the depres achieval by the mberent chasaienisues mest the neqiremeni=). The
gespuaremends m this regard are “nesd or expectancon that is seated, gensally implissl o ehligrion™ (e, the nesd o
u:[ht-clntim that is stated, g,um:ull!, i:rngpliml ar nh]ignl.nr:.':l Ra ke quality of which is interpreted 150 9000 §5 a
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combanation of charackensines which determmme the exient o wduch oulpui can meet the regaements of the
cagtomer's pecds, Customers who speafy and nssess how Gar e properies and chamctenshes that meet thar peads
(Wnfninia el al, 2008 Acconding o research conducied by Suryvami {2012) 1o Enow the dimensions of serviee gaality
larther elnbaraled m detnl inclule:
1T Reliakility

Cuslonsers will assess the slety boeed on the extent of servioo companes provide o consislen] serace o the
prevmiss. Inchuded m o thes mdeator ane consislen] seryieos, ypes ol srvices as olforsd (Meng & Shang, 200185 For
crmpple, 1 the sompany stated thar the spenang hours, between the hours of G500 @ 1600 pme The servics sall be
asncaked neliably by b cussomer il every day danimg working Boirs consistently of the remaims of sevice, Opeied o
08400 gen, as already announes] sl closed ot the |||'|pninl.|:d Faser f ;MDY

21 Responsivensss

Customers will sssess the quality of seraes of the bank clerk spesd in responding o and oflowing ap on
complnints submitted by oasmers.
3 Competencs

Cuslonsers wall assess the cuolity of service from the aspect ol the power of employees hondlime costomer
service (Al & af, 2008) Capabaluy pudgad byl abilily ol allcees o master e products and servces offenad,
prvsshines, work instnactaces s rebated policies.

41 Access

IF o service company o provide conveniencss o cesomers of memnbers o contesl with the sepany ondd s
emplovess or aitempt o get closer o the customer loconon, Coslomers et the eose of getting in bouch with the
company' (lee, 208 then the customer will assess obinin comfor in accessing and milizng servicess offensd, The
gase ol nocessmg 11 will be podeed ns on essentinl part ol guolity serace.
51 Counesy

Every customer woald be pleased o served wilh coarissy by approphate mannees e socisly. Thesefone,
coiirtesy of employees into cme parl thal was ratad by castomes and becomses part o tha gaality ol servicss,

6} Cownenunioaltse skells

The abdlicy of sinploaees who deal dirscily with costomers 1o be one of oor costemers and comimunifies
asressnment of the guality of serviees proveded, Castomers will feel dissasiafactben and pocs judgment if when asking
far something reloied o the services offered. the miormatin is :inn:nrupkle. inmcourate ar incorrect or imprrgn:f
conmEuRicate wiy

T L:Iﬁ]l:tlahl'_l.'

Creditilaty as the essentinl employes who mied by customers The hikebhbood nssecanted wilh factors ather tham
hosesty 15 als associated wath thangs that ae psyvehological that lead 1o the amengencs of rast amd customer mbergs
il e services affered
¥l Recunity

Secunty 15 an esseinieal element e cansider casomes
9} Intamgible faciors and other physical focilities

Tl loeeate, (e comliion of the plece, the reom, the kg bt as well as existing mimsineciue heeonwss o
factor im u:-:wu:img the cuality af service
2 Cresbammesr Scitsfaciion (54T
Customer sutisfoctioss ks one of the {faciors thot infleence the focus of the company o e customer #o achicve the
goals and the menns of marketing. Companies thot take ke bevel of customer satisfocthion will have a sigmibicand
nmpact on thi company’s umags and company vabag, In this opiiaon of FKollar and Bollsr (2009, custoner saisfaction
s feching bappy or disappoanted someome amsang rom companng the pacaved paformmes ol e prodict (or
feu s ) ngainsl their expectations, [Fthe et in Rlfilling the expeciatione of failure, of course, the castomer of the
cusivmer is nad sahishied. Conversely, il successful then the customer will he hlppg. Kodlesr, ef nl ., {20615 idembfied
faur melbads as mdicators o measire customer sabislactian are ns Bllows:
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I Complaints amil Feedbeck Svacm

Every customer-onienled organiealsn (customer-onenied) need 10 be providing opporiumities ond - ocoess
combriable and codyvenmienl for e <iomers e submil HuEgesln s, crilicasms, apuniomns, il grin'ﬁ.m.:;:.
2 Ghost Shoppang (Mystene Shopping )

O vy e obdain an overview of customer satislaction 15 & employ some ghost shopper 6 act o pretasd B
protential sustomers the company's products and compstiters, They were ashed 1o anteract with the saff, aned service
providers vae tlie company's produsts o serviess. Boassd on thess eapenences. they were then asked o repor i
findimps regording the strengihs and weaknesses of the i:ur||.[h1.r|.1_,‘r. pmdlml:-; and :nmputim.

3 Lost Consmer Anabysia

Wherever possible the company should contect these customers whio bave mn;ppud 1'r|.|.1_,'rng ar wh have moved
supplezr b understand why of happened ond 1o take further policy improvements or enhanoements. The not oaly el
adersied bs roquired, bul monienng i abso esseabial customer loss mls, aninerease 10 costomer loss mile shews the
falure of the company W @baly sustomsers, Thily rouble 15 the application of this maibod B entlymg and
camiacting forer customera who are willing to provide feedback and evaluanon of the performancs of 1he conpany
4, Customer stisfnchion survey

Flast ol custoener ssisedaction research conducted nsng the survey method, bl the sindy by mail, Lcrcphumc.
e=mail, websiles, and mierviews, Throwgh the sunvey company will ohtnin responses and feedbock directly fiom
customers and also give a posilve impressaoo thal companies were payving sibmbion 1o cuslomars
2§ Crspormeer Layalty
Avcording Kolber (2008 stales customer loyalty (customer bwvalty) s o combmation of the customers are likely b
puirchass roi the sume supplier @ the Goiuns and the pessthlily s by products or servaces al vardus poce lovels
(price toleramce), Based on dhe dimensions of atiiudes amd belavion, sceonding o Suchanek & Kralova (20085 or
castemer loyalty can be divided o four calepores. namely:

1} Cuplive casiomers

Repurchase o bramd, product, or service beoaase they had no resl choice They do not heve many chanees io swilch,
ar muy they pencerve the cost of changmg {changing valae) is relabvely high {m the toom of comdort ond fandisg ).
2 Convensenge-seeke

Repurchase or revesil e same store, bat e aticiude fends o mertin. For him, combort s the dominant factor pushing
choosig o brand, prodhict, o a sposifis store, The convemicnss Tactor Gan melude socess comvensenss (Losatism ad
time of oporatn), the package suse, repalation (espeaally of comsamers buy sosclbing for somecnc elsel, and
avnilabdbity

37 Comiented custonsers

Having & positive aftabade weagnd o b, bt ead o ineriia regarling behavior, They remaied o consiemern but did
mid increpse it involvement with the brand in question Thot i they do aod buy services or nncillur'rl.' servioes oF huy
ather prislucts assoctabed with the bond m guestion

4] Liomimatied custoise:

Is the type of consumers who have o positive atidiede and behnvor owards & specific brand. Thas bepe 15 a valid
boval consumar group, They ang willing wr expand his bosiness with s favenie brnd, to astabbsh leag-tom
relatzeaships with these brands, and dolver definie method et s other petential customers. They alse tend o
ook the differen) brand promotion seduction

Hased om these descnplions, the ramewerk ol this research can be desenbed m Fagare | as Fellows:
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Fagare 1. The Famework

Hased on Fugire 1, refermng & the problems studied and the purpose of s saady, the deu'nlnpﬂdutn 1% data nhout
the lactors that infuence customer loyally thrsmgh customer satisfaction on the rode of the use ol Automatic Teller
Maching (ATM], Intemel Banking serviees and Qualiy ol Service, (E) Customer Loyally andoganous varables (21,
camaiais of four mdicaters, namety: Caplive Custosers, Convenence-Secken, Contented Customrers and Commitse
Cuastomers Referring o the problems stadied and the parpose of this siudy, the developed dotajf data shour the
factors thot mffuenee castomer Iovalty through customner safisfaction oo e role of the ase of Automante Teller
Machine (ATM], Intemet Hanking services and Quality of Service (E) Customer Loyalty endogenous vannbles (21,
consisls of bmer mdicaters, nomely: Copbve Customers, Convensence-Seokers, Confented Costomers md Caommitted
Costomess. Bolsrnmg W the problons stadued and the parposs ol this sy, the developssd dauﬂ ata shoun the
factods that miloenes costomer Tovalty through costomer satisfaction o the role of the wee of Avtomans Teller
Machine (ATMY, Intemed Banking services and Calily of Serviee

3, Hesearch Metlols
F I Location, Cbject aad Tiae Research

Tl reseanch locabim Branch Ollice PT. Bank Mamdan § Persema) Thk Batins ui'l:-' which 15 located m Ranil 13lands
Mladl, Batam Cenver, The obpeet of rescinch is the costonsers of BT, Bank Mandini {Persero) Thk Bamam ciny that use
ATH and Intermet Bankang.

2.2 Clperrmtiowinal Dardalles

The D|‘Il|‘."l.‘|llii.‘r|1|1|: varinbles that become the Tocus studied m ihis research, comsisling of three exngencas vanables and
o endopenaus variables, namely: (o) variables exogenmes AT (X0, consisls of foor imdicators, ramely; the
velocity (speed), consisiency (consmsicnoy ) |, accarucy |precimon). and rebinbility (relinbality)) (B) The variabde
wxesgenes [nkemel Bankmg (5], consisting of aght mmdicators. pamaly: usshalily, navigaisme, cmeaspl of wnlng
(wniting comeepi), amplicary Gaomplicny), sase of asoess (aecesabeliy), color Blmdniss (color blmdness) graphic
clements (geaplicl, sl pew technolomes, (C) exogenous varables Cianliny of Serveee (), consising of aine
indicators, nomely: Felinbkdlity, Responsivensss, Cnmpﬂm:u. Access, Courtesy, Communicabion skills, eredibality,
securitv and intapgible faclors and other physical facilities, (¥ Custmner Sotisfaction endogenous vonable 0Y7,
cansists of foar mdecators. namely: e system ol complainis and soggestons, Ghost Shoppang (Mysieny Shappmg),
Lot Consumer Anabysis and Costomer Satsfsecton Sarvey; (E) Customer Loyalty codogenssis vamiables (21
comsigls of Foir mdicabors, namely. Caplive Costomers, Convensence-Seskers, Contented Custonvees and Commiined
Carinmers.

3.3 Popwlation avd Sample

Popialaon 15 ibe region of gescralization ibst occurs fem the obgect or sobject m the quantiy amd specific
chomctenisics defimed by the researchers 1o beam and then drawn conelasions, populations are ESP\!EI‘.I".‘!,' wilh n:g.pn:l
o the dola ond s the botality of all possible values, beth the count and measunement ob quantitairye and guoliative
chorctenstics the spoafics f a complete sel of vhjects (Rumengan. 20051, In thes study popalation 15 oll customers
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wha wee Amtomotic Teller Machine (ATM) and Inten§ Banking FT. Bask Mundin (Perseso) Thk i Baiam ciry
consists of 350 customers. The amount of samples [ flapted 00 the analysis model used s Struchiral Equation
Maukcling (SEMNENa vses the moded estimates the maximam likelibood estimation (MLE) is 100200 samples
(Ciheenb. 20005 or os much o5 5=10 Gmes the monbor of poamebers 10 be estmated. 350 population, based on o
farmula lovim n = 350 /(1 + 350006520 = FRE 1T rounded up & 187 sumples.

3.4 Dada Collection Tﬁﬂqumu

Dt ol loctios aclivilies bsang svestomats procodunes ud staislands o shltam the necesary data. The data wsed Lo
crploratory. by pothesis wsting and basic matenals conslison of the siudy (Rumengan, 20050 The data collected m
s snady were divided into e oays, theeagh Geld stadies sad literatore Tn this ressarch using rasdom smpling
1|:|.'h.=|i.|:p.|.u willy :F.|||||.|.|.Iu:i1.'-e daota. Primary datn 55 datn obmined |.1in:|.'|:|:|.' frenm n:lpnrldr:ui:-; or mformants, andd
seconidary data, the auibors collected dota from various infomation sources such as hooks, magszines and ather
starces of miormateon relatng % reseanch prodlems and went o the branch of FT Bank Mandin § Persero) Thk K
Islamds Mall and reguesied data related & thas study, To ohtain prmary data the researchers isad o quesbionnaan
comssting of ey -five poant statement aod the sumber of questiosnaires distnbued vne hundeed ad sighty-seven
aggaredan g 1o the sumber of somples or the respondent. The questeminadre measunad asng a Liken seale. Likert Scale
maed B measune aititudes, 111;1iuinns.. amk perceplims of mespomdents ahoal the vanables studied, The questionnaine
wns mnde with a value of ane o five 1o refresen| the cpimians of the mq‘nh‘lmlﬁ it :-;In.'mgl:l.' d.islg_n.'-c diragree,
meuirnl, sgree. strongly ngree (Limar, 200030 Likert Scobe wsed oo measare sibbades, opinions, and perceplions of
repmsden s abouil the vanmables sudied. The guestaonmanme was made with @ value ol e 1o Gve W rwpresent the
apmicas of b nespamcenis as strongly disagroe, distgree, netrl agres, stiongly agnes (Lhnar, 20031 Laken Scale
wesl b mesanne sititndes, apinions, sad percepiins of redpomidents aboil the vanables studicd. The questionmsine
wns mnde with a volue of ane b five 1o represent the opimions of the respondenis as stmongly disagree, disagree,
mentrul, ngree, strongly agree

&5 D Ararlysis

Dnla analvas using Structuml Eganbion Modelmg (3EM) wath AMOS application version 2280 There are seven
Ateps i medebing SEM, mamely:

1y Development of n moded based om the thoory

23 Development Mewehart (Path Diagram)

3} Convert Nowchars i & senes of sbrectarnl mp.lnﬁrm

41 Bedection of the ingut matns and the estimation fechawque om a moded Bl
5 Assess posmble problems ol identilicalion

a1 Evaluaton eriteria Goddesa of Fit

71 Ipterpretation and modibication of the madel

Tabde 1. Evaluation critera geondaoss of fi

Giocdness of Fir Indix Eul—-.'rEf WValue

X2 - Chi-Squane expected 10 e dmall
sgnificanes Probabaliny .05

RE4SEA = 00

il - 1,5

AGF] = 0.5d]

CRIR T L 1.0

TLI = [0L.95

CFI = 0.95
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26 Cipltwtieot Tnifrumenis

61 Walidity Test

That the magintads Corrected, Total Tess most bes 0300 [ ean be secn that all iesns of questions vansbles 5 TH,
Imtemel Banking, Service Quality, Costomer Satisfaction and Casomer Lovolty are valid o0 0.30 and imcluded
subsequaml malyees,

362 Relmbalaty Test

That the coetficient of Crowhack's Alpha = 00460, This means thol the 151 of questions condnimed m the quesboamaire
1 rehinble bocaise all vansbles 00, Thin the list ol abems mthe st of tbese vanobles 15 relable o measag
vanahles ATM, Iosemet Bamking, Service Cualiy, Customer Satsfacton and Cusiomser Lovally, The data s
abfained based on ke answers of respodents who had Boen tabulated i sdvance with Micresefl Exesl. as ghown m
the attschment ore thien ppmn:sr.ed with stalistical progEaE Mmos Tor Windows verson 238, while for normality test,
CFA and test the ¢ffect of the SEM bosed on the assumpticss in Stroctorl Egquation Maodeling (3EM) 0 test the
lzasibility ol 1be model .

4, Hesult mmd Macission

AT Evalwation of Data Moo

Mormality test perfornsed on the dota Far cach indicator latent variables, namely varoble dats: ATM, Intenved
Rapking, Service Cuplity, Customer Satshaction ond Costomer Lovalty. Based on the resalis of the Coafirmatony
Facor Analysis (CFA) program verson 22,0 Tor Windows Aumes of research datn for sach vanable Lalend processing
mesulis obtamed Ans Assessmen] of nonmalaty i Verscs 220 that there are o mdicators of all the vamobles have
i sherwaress o= maean + 300 Al sndcatons are pormal 15 ferms ol skewsess and Euctosis thore bave oo of> 3040,
Thas mweeans that the spread of b dain as s ol diseribation fnol slaop)

4.2 Aedysis Kesndis Cronaness of Fr
Based an the Goodiaess of Fiuttes resulis Table 2 prestnted as follews

Taokde 2. Resulis of the annlvss of g_nnd.n-em ol fit

A ponsddneszs of Fit Index Cat O Value Hesults Nadel  Informntion
= syjueare { %2 ) expected by be small 490 523 %) [
Helabrve Chi-sgaore (X2 7 dE) <300 1851 *) Very good
“probabihry D05 .60 Notpood

BMEEA (LR 00605 *) il
il {150 0,759+ Mlarzutal
AdGF] 41 S 0.714+) Marginal
TLI .93 0,841+] Marginal
CFl <085 0.862+] Murginal

*1 Fulfilling Goadness of Fit

+ Blangzanal

1]
Tabde 2 shows thar notmg the valse of Cui-oi=Valse and Goodoe@of Fit model resulia m the iable were three critena
were mal and four mongiaal. the poos, of ke erght critesin wsed, then the madel shove 5 expressed as a pood maode]
Ak, 20080,

4.3 Effect Amalvais Wil SE) oy
Sdructural equation madal 15 as follows:

HE Y =¢ w51 X1 £ e, = direet mffuence (Dareer Effecs) X1 1o,
HZ: Y =y v.x2 X2 & el, — direct miluence ([arect Ellecis) X2 1o Y,
HE Y =7 vxd X3 = el, = direst mfbuence (Dot EMests) X3 oY,
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HA, Y =yl ] 4y XD+ o w3 ES + gl e et inleence K1 32, X3 0 Y,
Hi: E =y zxl X1 4 a2 — direct mfluence { Direct Eliects) X1 o £,

Hi: & =y 22 X2 + el = direet inlluence (Direct Effecta) X2 w0 &,

HT- & =y 2x3 X3+ e2 — d.l.mcl:nllu-ml:-uﬂln:l:i Efecisi X3 n T,

HE: # =y I X+ ymdB2 o yxd N3 + 2 — diret inTuesce X1, KE, X5 o &,
H: £ = HE_L' Y1+ 62 — disedd m Duence {Dircct Effects) Y o d

Figure 2. Full model

Fagare 2 explaned itbe inlluence of Anmmabc Teller Machme (AT niemel Banking, Service Cuality, Customer
Satisfaction ond Customer Lovalty vanshle m. Honk 3Mundirn (Persero) Thk Botam. For the Sandoardized Direct
Effoces show that i Tabsle 3 as a follows:

Table 3. Standardszed durost ellects {group number | - delailt moded |
il ATM  ganl snk I!-n:..
aab - 000 AT ST RE (i
loy  -U56 0 PdGk - F901 0

Souree; AMOS Result (207§

Tuhkde 3 shows that ihe varables that have the strongest direct inffuence are Quality aned lewaltv. For the Begression
Weight show in Table 4 as o bollvws:

Toble 4. Begression waght (Lamda) sutomatic teller mochine (ATMIL intemmet banking (5. ganlity of serace
COLIALY, customer satsfaction {5487} ans costomer loyalty (LOY)

estimate  SE CR P [Lahel
sl - ATh 3% 114 2,7 005 par 3]
sl = ik - 120 A -B3 AW par 22
=1 = ganl S A 4463 = par 1%
lowy - 2 = T/7 AT5 = il 547 par 4
vy -— ATM 123 it 545 386 par 215
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oy e ik -2 230 How -386 690 par_In
lawy T— gl L1 A% MY e har 37
Sonres The reaslis of the data wath AROS 22 (2007

I the Toabde 4 shove shows difffects of batent voriables Aptomatic Teller Machine (AT agamnar ibe lavent variabde
Casinmer Ralislaction {5AT) has standarlized estimate regression weight)of 0.171 0 Cr {Crifical mtio = identical in
the valoe Festy of 2.TH9 oo probabiling = 00005, O value 2. 789 2,00 ond Probobality = 0.005 <3105 indicaies that the
alfect ol lotent varinbles Aulomaise Teller BMockineg (AT agmnst the laient vanable Cusiomer Satisinction (3AT juso
significant postive. For tbe Begrossion Standankzed Waght {Lamda) Indicator shew m Table 2 as a Gollow:

Talle %, Rogressaon standardized weght (Lamda) indicaios aatomat wllsr machme (AT mtamnel banking, seriace
quality, custemer satisfaction and cestsmer lvalty i Bank Masfin {Persenod Thi Batam

eslimale
sl “es ATM 571
sl — il - 11
sal - qual  u?
lawy T anl =19
oy = ATM  d15d
Ly - il - {4
L “— qual  16E

Baurce: The estimation resulis with AMOS 22 (20007

Rased om the Toble £ and Table 5 show that the r:m'npllium'_n: with the theary that the use of Antomatic Teller Machine
(ATK) 1m a theory supporied by the Informatiaon Technodogy equipped with a PN pumber 50 as 10 fociliate the
transnciion procoss maHe precise, [aster, ncowrate and secure o5 expecled by castomens so st castomers feel satisfied
witlhy il service Aubematic Teller Machine (A TR provaded by PT. Bank Mandin (Persered Thk, Batam city, Thas ¢
bie seen on b ground that costoamens often vistl each ATM outlets sapplaed by ibe PT. Bask Mandin {Persero) Thi,
Bataia cily 1o perform o variesy of assagiions and even sometimes o quese s nob surprising in one place I'T lias
provided mwdne than one ondlet. Hask Mandin {Persers) Thk, Asa foom of ssiisfuction in cresting comlon wisen going
N e bramsction. Boakam ity o pecform o vanety of trmsacivons and even somelimes o gueds 15 nol surpnsing in one
place FT bas provided more than ane auilet. Bunk dandin ¢ Persered Thk, As o form of saiislaction i crsting conafior
when gomg o the fransacion, Batom city o porloom o vanety of trnsacons and even somaimiss a guasue 15 mel
surpiissg i e phice PT bas provided more thim one ouiled, Bank danden (Perserod ThE. Asa form of satisfaction m
cresiting combfon whes goang & the wransaction, For the analy e of the Messurenent Mol of Determmation show in
Tabde &5 as n follvas

Table 6. Squared multple cormelaiions {group number 1 - delaull model|

exhinals
st &30
lny B0

Hource: AMMOE Resle (2007

d
Hased i Table 6. the rescarch vamabdes melide the Avtematie Teller Machine (ATBMYE Intemet Eu.uiii,g. Hervice
Chiality hag the effect of $3% on Customer Satiafaction, and Custoiser Loyaly anMsenes cver 86% i Valasspnificant.
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Tl ellects offfatent vanables Ivemet Banking (1B of the powsiiol vansble Customer Satiafection (SAT) has the
atarnbad el estimnte {regrsaon weight) of -0 109 wath Cr (Critical mtio = keibeal to the volee stesty of 0,523 om
prebability = «0.859 -0 83% CR valae <2 000 aad Probshilite = 0391 0,05 indicates that the effect of Intent variables
Imlemiet Bamking () of the polenimal yanoble Costomer Saisfaction [5AT) 15 nol apmilicant negalrves. Mot all
customer transachions through Intemet Bamking due 10 lock of knowledee or understanding of the use of he sernice
dl’.‘s]ri!u I:Iuing. ] ppurmd by miz mtlldnpm s0 hak cistomor salasfaction s nol mal 1145 s b} m'w.::ligalurs wihsin
abservation 15 ofien foand v the grovnd ihat customers ane bappy o make trassactions direetly o ibe officggt FT
Latest wvamabde effects Cuality of Servies (QUALY of the latemt variable Customer Satisfaction (SAT) has the
standardized estimate {regressifff] weight) of ©.707 to Cr [Criticad mfie = identical t the value t-test] of 4 463 on a
probohabigy = =** CR < 0,707 <200 and Probabiliby = *** -S43 anchcaies that the elfoct of lobent variobles {ualiy of
Service (04 TALY of the lubemt vanable Customer Salisfaction (54T s a stunaficant posinve. The fimdings acconding o
il theary that e service quabity (5 the msost orportant theng e improving cestomer salsfoction when serving
captemens, 1.6, emploves of T Bank Manadin ¢ Persered ThE. Bacam ciry i3 resposiaive oo sy cusbomes araplaints se
ileat eustomers el st andd satiafied wath the services proveded, This sifeatian 8 by dhe observations mede by
resenrchers that every customer who comes o e office of T, Bank Mandini (Persero) will soon be welcomed when
abficers ol F1 will open the entrance Bunk Mandin {Persera) Thk. Then the castomer wall be given the some grecting b
b nsked whelbor tbe 1vpe ol service or ransaction that the customer wants. Farthermore, customers will be darectod b
hs 4 Tcer ar cibiser i plovess wio ane ready Lo provide the deared servics castomes.

Te the ﬂ".‘! lable potential vannbde effect Castomer Satisfaction (SAT) ng.;insI the Cusbomer Lovalty, Intest variahbes
(10} s the standandized estimaie (regressoefeight) of -0. 191 with Cr (Critical ratie ~ ieatical 1o the volue Hest)
of -0L603 om probabality = 0547 CR = <0603 <2000 and Probabality = 0,547 0.05 mdicates that the effiecn of batend
vanabhles Customier Sabislacion (54T agamisl the Castomes [.-'.l:r‘a.ll_'.- latent vanables (LYY 12 not n_umliuun'l
segatives, This shows that there s always & sense of salisfaction experiencel by casfomnens mie loval enstomsers make
EVETY p.mnhm:l; offered by PT. Bank Mandin { Persern) Thk . Batam city, Ohservations conduoted by researchers in the
field ore whesn customers are offered wse of msurance products of AXA Mandin, When the offerings pm-nded by
employees of T, Bank Mandin { Persera) Thk aflten nedwsed hecawss the costomoer is nol necessanby as regaimed by the
castomer. Then, many also found that when costomens of PT. Bank Masdin (Perserod T need a loan for the mongee
prossss, aastomers prefer e moka s te other banks becaiass of the complcated serms or conditions that apply,

.I:nr variables inlleence Inbemet Hﬂnkii‘il.-l. (1B} of the Custoimer Lovalty latent variables (LOFY ) has the stasdand ioed
eabimnte {regnesson weight) of 41056, with Cr (Crtical mitio = identical 1o the voloe sty af -0, 3486 ma probebilig =
0.9, -0 G CR valwe <2000 and: Probabidity = 0600 085 mdicstes thal ibe effect of latent vanables Intems
Banking (18} of the Customer Loyably Btentsanabdes (LOY ) 5 nol siginficmt negatiyves. This shows thas the iemel
Hamking servaces are used by customers ol reate loval custasmers for using sdiitiomal poodaets supplied or prosaded
by T Bonk Mandiri (Perserod Thk Baiam city, qu.urnll}' when eheorvations an the field found that customers of PT
Ramk bMmndiri (Perseny) Thk nyore visits existing AT booth and come o the office becawse e evidence is credible
dineet ransaction receipls oblnmed hrough nsfers male m ooutlets ATM or deposit ship or remeval were
nplushad when tradmg the offies of PT. Bank Mandin { Persena) Tok Batam,

Iws the three table above shows the effects of lasent vorishbes Cuality of Seracf X AL ) of the Custamer Lavaley latent
vanables (LOY) hos stnndordized regression weight estimate) ol 1068 wath Cr{Crtical ratia = wlenlzal 1o the value
f=best) of 3297 an a probahility = ** *, CR volue 3 207 - 200 and Probobality = *** <005 indicutes that the effect of
lnbeat vanables Cuality of Seeviee (CUALY of the Customer Loyvalty batent vamabdes {LOY) s stgnificantly positive.
The: fimdangs seeording to the theory which savs thal the ganline of servace mokes customers want 1o el methsd
defimite iweath and recommend it o other eosbomsery, High credabalite, affordable ATM bocations, ainport emplovees
u:[ht-clml: nnd athers are mastly things that sapport customer krealty. This phememenon is scen by investigators when
the observation in s shoppang cender or al coch owlbel ATH at o pas sinton thal when customers of other banks s mie
trghle when Byving tiv moke poyments and trnsschions such as AT ke other banks bemg offlme, the custmer =
ummedately moved o booth ATM FI. PT Bask Manden cistonsers. The Bank completod the purchass and sand that
hee ATM could be enablad. Then mestly Tound il shopping comter whes customers wanl b pay usmg debit cands of
ather baska, then b cashier recommends debat provided i EDC (Electronae Dada Coptuse) FT. Bank Mandin { Persere)
Thik, Alsn, mamy cusbimners of FT. Baok Mandin {Persero) who feel the sotisfaction of service to establish lomg-term
relnbemships wath cooperabmg & the T

B)=: cifecis of lntent vansbles Auiomatic Teller Machime (ATM) againe the Customer Lovolty latent varishles (LOY)
ha the standandized extomate (regression weigld) of O 00 seith Cr (Crdical ko = identicsl o the salue i-test) of
01343 oo @ probahility = 0 386 CF valoe (. 545 2000 snd Probobilite = 0386 (003 indicsies that the effect of ksten|
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vatiahles Automate Teller Machine (AT apainss the Customer Lovalty latent vanables (LOY ) i posifive, nol
algnificsnt. These nesilts andicate that customers of PT. Bonk hMndin (Perserod Thi happy o make anscions
1h:n.'|||3||. thee ATH hat do ped want 1o he i & show a sense of lovalty o cusbomers. Researchers aodiced thar mos!
cusiomers of PT. Bonk Mondin {Persera) Thk Batam is an emiplovoo ina pnvale company m cooperation with T
Hamk Meandin {Persern) Thk Hatnm. The more employees use ATMs beeonse theer sabaries paed directly 1o privale
coapanies Mamdar ibsir accounl 15 no wondes thal many Guind although custonsers of PT. Bask Mandin (Persone)
Thk dislyal i weang ansther produst of BT Bank Mandin (Perseal Thk Botam

5. Conclosions

S8 Crmeliaion and Recowmmradetions

1. Theuse of Aulomabo Teller Mochane (AT effect om customer sobislzction venfied
Intermet Banking eflect on customer satisfnction is notl venfied

[P o

- Cualiny of Sgmoce elfoct on custamer satrsfactiom yenlied,

The wse of Aoutemotic Teller Mackine (ATM ), Intemet Hanking snd simulinneously affect service r|'|.|lliq.' [51)]
castomer slisfncoon venified

4=

50 The use of Avtomsie Teller Macline (ATM ) e ffecn o cossomer Tovalty is nat venfied, s nob signifiemt
6. Intemet Banking effect on customer loyalty s nol venfied, is n signsbicant
T Cuality of Seeice effect on coatomer lovalty verified. significanily

8 The wse of Awomats: Teller Machms ¢ATMI, Inweme Bunking and simaltansou sty mituencs e quality of
captemer sMisfaction verified. agihcantly,

9. Cuastomer satisbscion effect oo customer lovalty is nat venfied, is nol sipnificant.

52 Bugpesiian

. Te I, Hank !‘.-'Iun.dmﬂl.'mri-'lﬂ.‘. Hutam cify b be ahlo 1o use equabions Sinesiural Eganbion Model (3EM) This
w analyveing problems of Autematic Teller Maglans (A4 TR, Intemet Bunking and Sarvies Cualiy selatad oo Customies
Sansfoction and Customer Loyalty.

20 I is expected b expund its focilities ond the existing eqipimEnd angl Follow the pragnss of informmiaes
lechnodogy imcrensmzly soplusticabed secunty sysbems supporied by ke use ol the service given o e use of the
ATM

A Unmk attenton o Iniemel Banking services so that castomers are more mterested in using it in |Iu..|ll1_; trnsaction
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Customer Satisfaction as Intervening Between Use Automatic Teller
Machine (ATM), Internet Banking and Quality of Loyalty (Case in
Indonesia) Indrayanil, Chablullah Wibisonol, Sanni Aritral &Iskandar
Muda2 1 Faculty of Economics, Universitas Batam, Riau Islands,
Indonesia 2 Faculty of Economics and Business, Universitas Sumatera
Utara, Medan, Indonesia Correspondence: Iskandar Muda, Faculty of
Economics and Business, Universitas Sumatera Utara, Medan,
Indonesia. Received: June 13, 2019 doi:10.5430/ijfr.v10n6p54
Accepted: August 10, 2019 Online Published: August 13, 2019 URL:
https://doi.org/10.5430/ijfr.v10n6p54 Abstract This research aims to
determine the effect of customer satisfaction as an intervening variable
between utilization of Automatic Teller Machine (ATM) variable, Internet
Banking variable and service quality variable to variable customer
loyalty at PT. Bank Mandiri Tbk in Batam city, Indonesia. This research is
collecting the data in the form of primary and secondary data. Collecting
the data in this study using questionnaires in the form of respondents
Involved in this research were 187 customers. The number is obtained
by using the formula Slovin with random sampling. The collected the
data were processed and Analyzed by using SPSS and SEM for
normality, regression coefficient, and determination. From the result
show that the variable utilization ATM, Internet Banking and service
quality affect to customer satisfaction has 83%. That is the service
quality variables of the most dominant influence on customer
satisfaction and customer loyalty. Keywords: automatic teller machine,
internet banking, service quality, customer satisfaction, customer loyalty
JEL Code: G21, L86, 014 1. Introduction Providing customer satisfaction
is an essential element of the business world. Maintain customer
satisfaction over time not just going to build good relationships but also
have an impact on the level of profits for the company, so the company
can run and widen their business for the future. One form of the
company is closely related to banking services. A bank is a financial
institution that has a huge role in today's economy. Especially the part
of banks as institutions fundraiser and channeling public funds. Bank as
one of the financial services sector, its performance is highly dependent
on the right and lousy service. The increasingly fierce business
competition and the emergence of competitors in the banking business,
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a bank will strive to create and offer the latest products making it easier
for customers to make transactions. On the other hand, in the midst of
such a rapid development of technology, there are also people who
prefer to make payments using cash. For example, to perform
transactions, carried cashier takes quite long even so lengthy process
that makes customers not patient enough in a long queue. A lot of
customers out of the time activity routine payment of monthly bills such
as electricity and water, telephone, credit card, charging pulse, shopping
and so forth. As for a customer to queue to check account balances,
transfer funds between accounts or between banks, and so on. Use of
information technology as an alternative delivery channel in dealing with
an infrastructure bank to improve customer satisfaction. Including
through the use of Internet Banking service and ATM (Automatic Teller
Machine). ATM (Automatic Teller Machine) or in Indonesian called
Automated Teller is the most popular Electronic Banking channels are
known to the public at large. Customers no longer need to participate in
extended queues or deal directly with the bank officers during working
hours or outside working hours. ATM included in the system of services
provided by banks to customers to be able to do transactions in cash or
non-cash. The most commonly performed when transacting at the ATM
is making money in stock, transfers between accounts, Internet Banking
is a new banking facility for the moment. The service allows customers
to make transactions via the internet using a computer/PC or PDA
(Personal Digital Assistant). Features transaction to do the same with
the Phone Banking, the information services/products of the bank,
account balance information, transaction transfer between accounts,
payment (such as credit cards, electricity, and telephone), purchasing
(such as vouchers and tickets), and transfer to another bank (Avornyo,
2019). The advantages of Internet Banking are the convenience of
transacting with the menu display and complete information that is
displayed on a computer screen. Including the cost and time savings as
well as relatively secure transaction. Accessing it can be done 24 hours
a day, seven days a week. Customers can be served at any time;
customers can also transact anywhere. Nor has the quality of service
shown by the employees of the Bank or the Bank where the loyalty of
work became a frequent basis even demanded that the employee's
performance result in satisfaction for customers. Commitment is a ticket
to success of all companies. A customer satisfaction supports successful
strategies oriented supposed to produce loyal clients. That "a loyal
customer is a satisfied customer" is a valid statement. However, keep in
mind that not all that satisfied customers are loyal customers. It's
evident that satisfaction is a primary condition for customer loyalty.
Based on the fact that there was, at the time of use of the ATM made by
customers turns out there are transactions of problems such as balance
terdebet system (for example, when conducting a transaction flow is
interrupted, the client does not receive the most/some money while his
account has been debited) and there is a difference more or less
restocking (charging money), for example, when performing customer
transactions received some money over the cash in the ATMs will be
reduced or vice versa so will the differences between the restocking of
which it should be, even the occurrence of fraud case ATM cash machine
at PT. Bank Mandiri KCPCipto Mangunkusumo (RSCM) in May 2014 ago.
Nor has the quality of services provided by PT. Bank Mandiri (Persero)
Tbk during a long queue at the teller and another when experiencing
complaints resulted in customers do not experience the satisfaction of
the transaction so that customers are not loyal to the PT. Bank Mandiri
(Persero) Tbk Batam. Based on the description of the background then
we propose some issues as follows: 1) Are Automatic Teller Machine
(ATM) effect on customer satisfaction at PT. Bank Mandiri Batam?; 2) Is
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Internet Banking effect on customer satisfaction at PT. Bank Mandiri
Batam?; 3) Is the impact of service quality on customer satisfaction at
PT. Bank Mandiri Batam?; 4) Are Automatic Teller Machine (ATM),
Internet Banking and simultaneously affect service guality on customer
satisfaction at PT. Bank Mandiri Batam?; 5) Is the use of Automatic
Teller Machine (ATM) effect on customer loyalty at PT. Bank Mandiri
Batam?; 6) Is Internet Banking effect on customer loyalty at PT. Bank
Mandiri Batam?; 7) Is the impact of service quality on customer loyalty
at PT. Bank Mandiri Batam city ?; 8) Are Automatic Teller Machine
(ATM), Internet Banking and quality of service simultaneously affect the
customer loyalty at PT. Bank Mandiri Batam?; 9) Is the influence of
customer satisfaction on customer loyalty at PT. Bank Mandiri Batam? 2.
Literature Review 2.1 Automatic Teller Machine (ATM) According to
Sugiharto (2010) Automatic Teller Machine (ATM) is a cash register that
works automatically. Not much different from the principles of the work
done by a teller, ATM capable of handling customers in a variety of
financial transactions. So we can be sure customers do not need to
bother to come to the office to deal with the service or teller each time
a sale. According to research conducted Victoria (2013), for using an
ATM card required the working process of the ATM. ATM cards are
inserted into the machine in the form of oral/container where the money
will be read by the magnetic card reader that is inside the device, and
then the data is sent to the bank computer system. Then the ATM will
ask you to enter a password, i.e., calling a personal identification
number or PIN Number-called Personal Identification, its function is to
prove that the customer is the owner of the ATM card to verify the data.
When the data has been processed in the bank's computer system, the
data will be sent back to the ATM to meet customers' needs. Then when
the transaction is completed, customers get a receipt or a receipt in the
form of paper printed by the ATM to display the nominal amount of
money paid as proof of the transaction. No ATM operating system off-
line, i.e., machines not connected to a central computer but operates
independently and on-line which necessitates an ATM and a computer
central communication channel that operates 24 hours continuously. Its
function is to prove that the customer is the owner of the ATM card to
verify the data. When the data has been processed in the bank's
computer system, the data will be sent back to the ATM to meet
customers' needs. Then when the transaction is completed, customers
get a receipt or a receipt in the form of paper printed by the ATM to
display the nominal amount of money paid as proof of the transaction.
No ATM operating system off-line, i.e., machines not connected to a
central computer but operates independently and on-line which
necessitates an ATM and a computer central communication channel
that operates 24 hours continuously. Its function is to prove that the
customer is the owner of the ATM card to verify the data. When the data
has been processed in the bank's computer system, the data will be
sent back to the ATM to meet customers' needs. Then when the
transaction is completed, customers get a receipt or a receipt in the
form of paper printed by the ATM to display the nominal amount of
money paid as proof of the transaction. No ATM operating system off-
line, i.e., machines not connected to a central computer but operate
independently and on-line which necessitates an ATM and a computer
primary communication channel that serves 24 hours continuously.
Then the data will be sent back to the ATM to meet customers' needs.
Then when the transaction is completed, customers get a receipt or a
receipt in the form of paper printed by the ATM to display the nominal
amount of money paid as proof of the transaction. No ATM operating
system off-line, i.e., machines not connected to a central computer but
operates independently and on-line which necessitates an ATM and a
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computer central communication channel that operates 24 hours
continuously. Then the data will be sent back to the ATM to meet
customers' needs. Then when the transaction is completed, customers
get a receipt or a receipt in the form of paper printed by the ATM to
display the nominal amount of money paid as proof of the transaction.
No ATM operating system off-line, i.e., machines not connected to a
central computer but operate independently and on-line which
necessitates an ATM and a computer primary communication channel
that serves 24 hours continuously. According to Sutarman, (2009)
benefit from the application of information technology, dimensions and
indicators are as follows: (1) Speed: is able to grind complex
calculations in seconds, very fast, much faster than can be done by
human; (2) Consistency: more consistent processing results do not
change because of the format (shape) is standard, although done
repeatedly, while humans difficult generate precisely the same; (3)
Accuracy (Precision): not only faster, but also more accurate and precise
(precision). Can detect a very small difference, which can not be seen
with the human ability, and also can perform calculations that are
difficult; (4) Reliability (Reliability): what is produced is more
trustworthy than is done by humans. Errors that occur less likely when
using a computer. 2.2 Internet Banking (IB) The Internet is a collection
of computer network that connects various kinds of websites, such as
educational websites, government, commercial, and financial
organizations (Maslan and Wangdra, 2012 and Xie et al., (2019).
Internet is a communication tool and gets information from millions of
websites that spread throughout the world. Fueled by the growth of the
Internet, the increasing capabilities of hardware and software at high
speed and spread of computers, more and more aware of the bank's
customers will be a variety of convenience gained by the availability of
online banking. Internet Banking or also known as online business is a
banking facility that allows customers to conduct financial transactions
on the web provided by the bank through the internet (Vyctoria, 2013
and Lageson & Maruna, 2018). According Victoria (2013), as well as
other e-banking services, if you want access to sign the internet
banking service, a customer should have identification codes (user ID)
and PIN (Personal Identification Number). This is required to ensure the
safety of customers that each service is provided only used by clients
who really has the right when entering into a web service internet
banking. Security techniques are often used in internet banking is
through SSL (Secure Socket Layer) or via HTTPS (Secure Hypertext
Transfer Protocol). Examples contained in PT Bank Bukopin services
using protocols Batam city https://ib.bankmandiri.co.id, Web browsers
such as Internet Explorer, Chrome, and Firefox displays a lock icon to
indicate that the website is secure than displaying https://in the address
bar. According Simarmata (2010) describes the criteria for a quality
website then the dimensions and indicators are as follows: (1) Usability:
is defined as the user experience in interacting with the app or website
to the user to operate it; (2) Navigation: namely how to help people
find an easy way when browsing websites; (3) Writing Concept (concept
of writing): means reading the text on the screen will be faster than on
paper, so the user gets a clear visual message; (4) Simplicity
(Simplicity): pure not in the sense of the look of a site, but instead
leads to the writing techniques; (5) Accessibility (ease of access): the
ease in accessing bring visitors back again (feed back); (6) Color
blindness (color blindness): format color blindness affects the use of the
website then selecting the right colors required; (7) Graphic (graphic
elements): has some essential function in the web site; (8) New
technologies: development of the Internet so rapidly create multiple
developers to add new technology that can show the required
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application. 2.3 Quality of Service Quality according to ISO 9000
(Enriquez et al, 2019) is: "a degree to the which a set of inherent
characteristics fulfills implied or obligatory" (the degree achieved by the
inherent characteristics meet the requirements). The requirements in
this regard are: "need or expectation that is stated, generally implied or
obligatory" (i.e., the need or expectation that is stated, generally
implied or obligatory). So the quality of which is interpreted ISO 9000 is
a combination of characteristics which determine the extent to which
output can meet the requirements of the customer's needs. Customers
who specify and assess how far the properties and characteristics that
meet their needs (Vafainia et al., 2018). According to research
conducted by Suryani (2012) to know the dimensions of service quality
further elaborated in detail include: 1) Reliability Customers will assess
the safety based on the extent of service companies provide a
consistent service to the promise. Included in this indicator are
consistent services, types of services as offered (Meng & Zhang, 2018).
For example, if the company stated that the opening hours, between
the hours of 08:00 to 16:00 pm. The service will be assessed reliably by
the customer if every day during working hours consistently at the
remains of service. Opened at 08.00 am, as already announced and
closed at the appointed hour (16:00). 2) Responsiveness Customers will
assess the quality of service of the bank clerk speed in responding to
and following up on complaints submitted by customers. 3) Competence
Customers will assess the quality of service from the aspect of the
power of employees handling customer service (Ali et al., 2018).
Capability judged by the ability of officers to master the products and
services offered, procedures, work instructions and related policies. 4)
Access If a service company to provide convenience to customers or
members to contact with the company and its employees or attempt to
get closer to the customer location. Customers get the ease of getting in
touch with the company (Lee, 2018), then the customer will assess
obtain comfort in accessing and utilizing services offered. The ease of
accessing it will be judged as an essential part of quality service. 5)
Courtesy Every customer would be pleased if served with courtesy by
appropriate manners in society. Therefore, courtesy of employees into
one part that was rated by customers and becomes part of the quality
of services. 6) Communication skills The ability of employees who deal
directly with customers to be one of our customers and communities
assessment of the quality of services provided. Customers will feel
dissatisfaction and poor judgment if when asking for something related
to the services offered, the information is incomplete, inaccurate or
incorrect or improper communicate way. 7) Credibility Credibility is the
essential employee who rated by customers. The likelihood associated
with factors other than honesty is also associated with things that are
psychological that lead to the emergence of trust and customer interest
in the services offered. 8) Security Security is an essential element to
consider customer. 9) Intangible factors and other physical facilities The
location, the condition of the place, the room, the parking lot as well as
existing infrastructure becomes a factor in assessing the quality of
service. 2.4 Customer Satisfaction (SAT) Customer satisfaction is one of
the factors that influence the focus of the company to the customer to
achieve the goals and the means of marketing. Companies that take the
level of customer satisfaction will have a significant impact on the
company's image and company value. In the opinion of Kotler and Keller
(2009), customer satisfaction is feeling happy or disappointed someone
arising from comparing the perceived performance of the product (or
results) against their expectations. If the return in fulfilling the
expectations of failure, of course, the customer or the customer is not
satisfied. Conversely, if successful then the customer will be happy.
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Kotler, et al., (2009) identified four methods as indicators to measure
customer satisfaction are as follows: 1. Complaints and Feedback
System Every customer-oriented organization (customer-oriented) need
to be providing opportunities and access comfortable and convenient for
customers to submit suggestions, criticisms, opinions, and grievances.
2. Ghost Shopping (Mystery Shopping) One way to obtain an overview
of customer satisfaction is to employ some ghost shopper to act or
pretend to potential customers the company's products and
competitors. They were asked to interact with the staff, and service
providers use the company's products or services. Based on these
experiences, they were then asked to report its findings regarding the
strengths and weaknesses of the company's products and competitors.
3. Lost Consumer Analysis Wherever possible the company should
contact those customers who have stopped buying or who have moved
supplier to understand why it happened and to take further policy
improvements or enhancements. The not only exit interview is required,
but monitoring is also essential customer loss rate, an increase in
customer loss rate shows the failure of the company to satisfy
customers. Only trouble is the application of this method in identifying
and contacting former customers who are willing to provide feedback
and evaluation of the performance of the company. 4. Customer
satisfaction survey Most of customer satisfaction research conducted
using the survey method, both the study by mail, telephone, e-mail,
websites, and interviews. Through the survey company will obtain
responses and feedback directly from customers and also give a positive
impression that companies were paying attention to customers. 2.5
Customer Loyalty According Kotler (2009) states customer loyalty
(customer loyalty) is a combination of the customers are likely to
purchase from the same supplier in the future and the possibility to buy
products or services at various price levels (price tolerance). Based on
the dimensions of attitudes and behavior, according to Suchanek &
Kralova (2018) or customer loyalty can be divided into four categories,
namely: 1) Captive customers Repurchase a brand, product, or service
because they had no real choice. They do not have many chances to
switch, or may they perceive the cost of changing (changing value) is
relatively high (in the form of comfort and funding). 2) Convenience-
seeker Repurchase or revisit the same store, but the attitude tends to
inertia. For him, comfort is the dominant factor pushing choosing a
brand, product, or a specific store. The convenience factor can include
access convenience (location and time of operation), the package size,
reputation (especially if consumers buy something for someone else),
and availability. 3) Contented customers Having a positive attitude
toward a brand, but tend to inertia regarding behavior. They remained a
consumer but did not increase its involvement with the brand in
question. That is, they do not buy services or ancillary services or buy
other products associated with the brand in question. 4) Committed
customers Is the type of consumers who have a positive attitude and
behavior towards a specific brand. This type is a valid loyal consumer
group. They are willing to expand his business with his favorite brand,
to establish long-term relationships with these brands, and deliver
definite method mouth to other potential customers. They also tend to
overlook the different brand promotion seduction. Based on these
descriptions, the framework of this research can be described in Figure
1 as follows: Figure 1. The framework Based on Figure 1, referring to
the problems studied and the purpose of this study, the developed data
is data about the factors that influence customer loyalty through
customer satisfaction on the role of the use of Automatic Teller Machine
(ATM), Internet Banking services and Quality of Service. (E) Customer
Loyalty endogenous variables (Z), consists of four indicators, namely:
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Captive Customers, Convenience-Seekers, Contented Customers and
Committed Customers. Referring to the problems studied and the
purpose of this study, the developed data is data about the factors that
influence customer loyalty through customer satisfaction on the role of
the use of Automatic Teller Machine (ATM), Internet Banking services
and Quality of Service. (E) Customer Loyalty endogenous variables (Z),
consists of four indicators, namely: Captive Customers, Convenience-
Seekers, Contented Customers and Committed Customers. Referring to
the problems studied and the purpose of this study, the developed data
is data about the factors that influence customer loyalty through
customer satisfaction on the role of the use of Automatic Teller Machine
(ATM), Internet Banking services and Quality of Service. 3. Research
Methods 3.1 Location, Object and Time Research The research location
Branch Office PT. Bank Mandiri (Persero) Tbk Batam city which is located
in Riau Islands Mall, Batam Center. The object of research is the
customers of PT. Bank Mandiri (Persero) Tbk Batam city that use ATM
and Internet Banking. 3.2 Operational Variables The operational
variables that become the focus studied in this research, consisting of
three exogenous variables and two endogenous variables, namely: (a)
variables exogenous ATM (X1), consists of four indicators, namely: the
velocity (speed), consistency (consistency) , accuracy (precision), and
reliability (reliability); (B) The variable exogenous Internet Banking
(X2), consisting of eight indicators, namely: usability, navigation,
concept of writing (writing concept), simplicity (simplicity), ease of
access (accessibility), color blindness (color blindness), graphic
elements (graphic), and new technologies; (C) exogenous variables
Quality of Service (X3), consisting of nine indicators, namely: Reliability,
Responsiveness, Competence, Access, Courtesy, Communication skills,
credibility, security and intangible factors and other physical facilities;
(D) Customer Satisfaction endogenous variable (Y), consists of four
indicators, namely: the system of complaints and suggestions, Ghost
Shopping (Mystery Shopping), Lost Consumer Analysis and Customer
Satisfaction Survey; (E) Customer Loyalty endogenous variables (2),
consists of four indicators, namely: Captive Customers, Convenience-
Seekers, Contented Customers and Committed Customers. 3.3
Population and Sample Population is the region of generalization that
occurs from the object or subject in the quantity and specific
characteristics defined by the researchers to learn and then drawn
conclusions, populations are especially with regard to the data and is
the totality of all possible values, both the count and measurement of
quantitative and qualitative characteristics the specifics of a complete
set of objects (Rumengan, 2015). In this study population is all
customers who use Automatic Teller Machine (ATM) and Internet
Banking PT. Bank Mandiri (Persero) Tbk in Batam city consists of 350
customers. The amount of samples adapted to the analysis model used
is Structural Equation Modeling (SEM) that uses the model estimates
the maximum likelihood estimation (MLE) is 100-200 samples (Ghozali,
2011), or as much as 5-10 times the number of parameters to be
estimated. 350 population, based on a formula Slovin n = 350/ (1 +
350x0,052) = 186.17 rounded up to 187 samples. 3.4 Data Collection
Techniques Data collection activities using systematic procedures and
standards to obtain the necessary data. The data used for exploratory,
hypothesis testing and basic materials conclusion of the study
(Rumengan, 2015). The data collected in this study were divided into
two ways, through field studies and literature. In this research using
random sampling techniques with quantitative data. Primary data is
data obtained directly from respondents or informants, and secondary
data, the authors collected data from various information sources such
as books, magazines and other sources of information relating to
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research problems and went to the branch of PT Bank Mandiri (Persero)
Tbk Riau Islands Mall and requested data related to this study. To obtain
primary data the researchers used a questionnaire consisting of twenty-
five point statement and the number of questionnaires distributed one
hundred and eighty-seven according to the number of samples or the
respondent. The questionnaire measured using a Likert scale. Likert
Scale used to measure attitudes, opinions, and perceptions of
respondents about the variables studied. The questionnaire was made
with a value of one to five to represent the opinions of the respondents
as strongly disagree, disagree, neutral, agree, strongly agree (Umar,
2013). Likert Scale used to measure attitudes, opinions, and
perceptions of respondents about the variables studied. The
questionnaire was made with a value of one to five to represent the
opinions of the respondents as strongly disagree, disagree, neutral,
agree, strongly agree (Umar, 2013). Likert Scale used to measure
attitudes, opinions, and perceptions of respondents about the variables
studied. The questionnaire was made with a value of one to five to
represent the opinions of the respondents as strongly disagree,
disagree, neutral, agree, strongly agree. 3.5 Data Analysis Data analysis
using Structural Equation Modeling (SEM) with AMOS application version
22.0. There are seven steps in modeling SEM, namely: 1) Development
of a model based on the theory 2) Development flowchart (Path
Diagram) 3) Convert flowcharts to a series of structural equation 4)
Selection of the input matrix and the estimation technique on a model
built 5) Assess possible problems of identification 6) Evaluation criteria
Goddess of Fit 7) Interpretation and modification of the model Table 1.
Evaluation criteria goodness of fit Goodness of Fit Index X2 - Chi-Square
significance Probability RMSEA GFI AGFI CMIN / DF TLI CFI Cut-off
Value expected to be small = 0.05 < 0. 08 > 0. 90 = 0.90 < 3.00 = 0.
95 > 0. 95 3.6 Calibration Instruments 3.6.1 Validity Test That the
magnitude Corrected, Total Items must be> 0.30. It can be seen that all
items of questions variables ATM, Internet Banking, Service Quality,
Customer Satisfaction and Customer Loyalty are valid or> 0.30 and
included in subsequent analyzes. 3.6.2 Reliability Test That the
coefficient of Cronbach's Alpha > 0.60. This means that the list of
questions contained in the questionnaire is reliable because all
variables> 0.60. Then the list of items in the list of these variables is
reliable to measure variables ATM, Internet Banking, Service Quality,
Customer Satisfaction and Customer Loyalty. The data is obtained based
on the answers of respondents who had been tabulated in advance with
Microsoft Excel, as shown in the attachment are then processed with
statistical program Amos for Windows version 23, while for normality
test, CFA and test the effect of the SEM based on the assumptions in
Structural Equation Modeling (SEM) to test the feasibility of the model.
4. Result and Discussion 4.1 Evaluation of Data Normality Normality test
performed on the data for each indicator latent variables, namely
variable data: ATM, Internet Banking, Service Quality, Customer
Satisfaction and Customer Loyalty. Based on the results of the
Confirmatory Factor Analysis (CFA) program version 22.0 for Windows
Amos of research data for each variable latent processing results
obtained Amos Assessment of normality in Version 22.0 that there are
no indicators of all the variables have to skewness cr> mean + 3,00. All
indicators are normal in terms of skewness and kurtosis there have cr
of> 3.00. This means that the spread of the data is a normal
distribution (not sharp). 4.2 Analysis Results Goodness of Fit Based on
the Goodness of Fit test results Table 2 presented as follows: Table 2.
Results of the analysis of goodness of fit A goodness of Fit Index Cut Of
Value Results Model Information Chi-square (X2) expected to be small
490 523 *) Good Relative Chi-square (X2 / df) <3,00 1851 *) Very good
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probability > 0.05 0,000 Not good RMSEA 0.08 0.068 *) Good GFI 0.90
0,759+) Marginal AGFI 0.90 0,714+) Marginal TLI 0.95 0,843+)
Marginal CFI > 0.95 0,862+) Marginal *) Fulfilling Goodness of Fit +)
Marginal Table 2 shows that noting the value of Cut-of-Value and
Goodness of Fit model results in the table were three criteria were met
and four marginal, the poor, of the eight criteria used, then the model
above is expressed as a good model (Adi, 2008). 4.3 Effect Analysis
With SEM Structural equation model is as follows: H1: Y =y y .x1 X1 +
el, — direct influence (Direct Effects) X1 to Y, H2: Y =y y .x2 X2 + el,
— direct influence (Direct Effects) X2 to Y, H3: Y =y y.x3 X3 + el, —
direct influence (Direct Effects) X3 to Y, H4: Y =y yx1X1 + y yx2X2 + vy
yx3X3 + el, — direct influence X1, X2, X3 toY, H5: Z =y z.x1 X1 + e2
— direct influence (Direct Effects) X1 to Z, H6: Z =y z.x2 X2 + e2 —
direct influence (Direct Effects) X2 to Z, H7: Z =y z. x3 X3 + e2 —
direct influence (Direct Effects) X3 to Z, H8: Z =y yx1X1 + y yx2X2 + vy
yx3X3 + e2 — direct influence X1, X2, X3 to Z, H9: Z = Bzy Y1 + e2 —
direct influence (Direct Effects) Y to Z Figure 2. Full model Figure 2
explained the influence of Automatic Teller Machine (ATM), Internet
Banking, Service Quality, Customer Satisfaction and Customer Loyalty
variable in. Bank Mandiri (Persero) Tbk Batam. For the Standardized
Direct Effects show that in Table 3 as a follows: Table 3. Standardized
direct effects (group number 1 - default model) ib ATM qual sat sat
-.109 .371 .707 .000 loy -.056 .094 1,068 -.191 Source: AMOS Result
(2017). loy .000 .000 Table 3 shows that the variables that have the
strongest direct influence are Quality and loyalty. For the Regression
Weight show in Table 4 as a follows: Table 4. Regression weight
(Lamda) automatic teller machine (ATM), internet banking (IB), quality
of service (QUAL), customer satisfaction (SAT) and customer loyalty
(LOY) estimate SE CR P Label sat <--- ATM .319 .114 2,789 .005
par_21 sat <---ib -.120 .139 -.859 .390 par_22 sat <--- qual .519 .116
4,463 *** par_23 loy <--- sat -.287 .475 -.603 .547 par_24 loy <---
ATM .122 .223 .545 .586 par_25 loy <---ib -.092 loy <--- qual 1,174
Source: The results of the data with AMOS 22, (2017). 239 How -.386
.356 3,297 .699 par_26 *** par_27 In the Table 4 above shows the
effects of latent variables Automatic Teller Machine (ATM) against the
latent variable Customer Satisfaction (SAT) has standardized estimate
regression weight) of 0. 371 to Cr (Critical ratio = identical to the value
t-test) of 2, 789 on probability = 0. 005. CR value 2, 789>2,00 and
Probability = 0. 005 <0.05 indicates that the effect of latent variables
Automatic Teller Machine (ATM) against the latent variable Customer
Satisfaction (SAT) is a significant positive. For the Regression
Standardized Weight (Lamda) Indicator show in Table 5 as a follow:
Table 5. Regression standardized weight (Lamda) indicator automatic
teller machine (ATM), internet banking, service quality, customer
satisfaction and customer loyalty in Bank Mandiri (Persero) Tbk Batam
estimate sat <--- ATM .371 sat <--- ib -.109 sat <--- qual .707 loy <---
sat -.191 loy <--- ATM .094 loy <--- ib -.056 loy <--- qual 1,068
Source: The estimation results with AMOS 22, (2017). Based on the
Table 4 and Table 5 show that the compliance with the theory that the
use of Automatic Teller Machine (ATM) in a theory supported by the
Information Technology equipped with a PIN number so as to facilitate
the transaction process more precise, faster, accurate and secure as
expected by customers so that customers feel satisfied with the service
Automatic Teller Machine (ATM) provided by PT. Bank Mandiri (Persero)
Tbk. Batam city. This can be seen on the ground that customers often
visit each ATM outlets supplied by the PT. Bank Mandiri (Persero) Tbk.
Batam city to perform a variety of transactions and even sometimes a
queue is not surprising in one place PT has provided more than one
outlet. Bank Mandiri (Persero) Tbk. As a form of satisfaction in creating
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comfort when going to the transaction. Batam city to perform a variety
of transactions and even sometimes a queue is not surprising in one
place PT has provided more than one outlet. Bank Mandiri (Persero)
Tbk. As a form of satisfaction in creating comfort when going to the
transaction. Batam city to perform a variety of transactions and even
sometimes a queue is not surprising in one place PT has provided more
than one outlet. Bank Mandiri (Persero) Tbk. As a form of satisfaction in
creating comfort when going to the transaction. For the analysis of the
Measurement Model of Determination show in Table 6 as a follows:
Table 6. Squared multiple correlations: (group number 1 - default
model) estimate sat .830 loy .860 Source: AMOS Result (2017) Based
on Table 6, the research variables include the Automatic Teller Machine
(ATM), Internet Banking; Service Quality has the effect of 83% on
Customer Satisfaction, and Customer Loyalty influence over 86% is
Valid/significant. The effects of latent variables Internet Banking (IB) of
the potential variable Customer Satisfaction (SAT) has the standardized
estimate (regression weight) of -0. 109, with Cr (Critical ratio =
identical to the value t-test) of -0. 923 on probability = -0. 859. -0.
859 CR value <2.000 and Probability = 0. 390>0.05 indicates that the
effect of latent variables Internet Banking (IB) of the potential variable
Customer Satisfaction (SAT) is not significant negatives. Not all
customer transactions through Internet Banking due to lack of
knowledge or understanding of the use of the service despite being
supported by new technologies, so that customer satisfaction is not
met. It is seen by investigators when observation is often found on the
ground that customers are happy to make transactions directly to the
office of PT. Latent variable effects Quality of Service (QUAL) of the
latent variable Customer Satisfaction (SAT) has the standardized
estimate (regression weight) of 0. 707 to Cr (Critical ratio = identical to
the value t-test) of 4.463 on a probability = ***, CR = 0.707 <2.000
and Probability = *** <0.05 indicates that the effect of latent variables
Quality of Service (QUAL) of the latent variable Customer Satisfaction
(SAT) is a significant positive. The findings according to the theory that
the service quality is the most important thing in improving customer
satisfaction when serving customers, i.e., employees of PT. Bank Mandiri
(Persero) Tbk. Batam city is responsive to any customer complaints so
that customers feel first and satisfied with the services provided. This
situation is by the observations made by researchers that every
customer who comes to the office of PT. Bank Mandiri (Persero) will
soon be welcomed when officers of PT will open the entrance Bank
Mandiri (Persero) Tbk. Then the customer will be given the same
greeting to be asked whether the type of service or transaction that the
customer wants. Furthermore, customers will be directed to the officer
or other employees who are ready to provide the desired service
customers. In the above table potential variable effect Customer
Satisfaction (SAT) against the Customer Loyalty, latent variables (LOY)
has the standardized estimate (regression weight) of -0. 191 with Cr
(Critical ratio = identical to the value t-test) of -0.603 on probability =
0. 547. CR = -0.603 <2.000 and Probability = 0. 547>0.05 indicates
that the effect of latent variables Customer Satisfaction (SAT) against
the Customer Loyalty latent variables (LOY) is not significant negatives.
This shows that there is always a sense of satisfaction experienced by
customers into loyal customers make every product offered by PT. Bank
Mandiri (Persero) Tbk. Batam city. Observations conducted by
researchers in the field are when customers are offered use of insurance
products of AXA Mandiri. When the offerings provided by employees of
PT. Bank Mandiri (Persero) Tbk often refused because the customer is
not necessarily as required by the customer. Then, many also found that
when customers of PT. Bank Mandiri (Persero) Tbk need a loan for the
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mortgage process; customers prefer to make loans to other banks
because of the complicated terms or conditions that apply. Latent
variables influence Internet Banking (IB) of the Customer Loyalty latent
variables (LOY) has the standardized estimate (regression weight) of -0.
056, with Cr (Critical ratio = identical to the value t-test) of -0. 386 on
probability = 0. 699. -0. 386 CR value <2.000 and Probability = 0.
699>0.05 indicates that the effect of latent variables Internet Banking
(IB) of the Customer Loyalty latent variables (LOY) is not significant
negatives. This shows that the Internet Banking services are used by
customers not create loyal customers for using additional products
supplied or provided by PT. Bank Mandiri (Persero) Tbk. Batam city.
Naturally when observations in the field found that customers of PT.
Bank Mandiri (Persero) Tbk more visits existing ATM booth and come to
the office because the evidence is credible direct transaction receipts
obtained through transfers made in outlets ATM or deposit slip or
removal were accomplished when trading the offices of PT. Bank Mandiri
(Persero) Tbk Batam. In the three table above shows the effects of
latent variables Quality of Service (QUAL) of the Customer Loyalty
latent variables (LOY) has standardized regression weight estimate) of
1.068 with Cr (Critical ratio = identical to the value t-test) of 3.297 on
a probability = ** *. CR value 3.297>2. 00 and Probability = ***
<0.05 indicates that the effect of latent variables Quality of Service
(QUAL) of the Customer Loyalty latent variables (LOY) is significantly
positive. The findings according to the theory which says that the
quality of service makes customers want to tell method definite mouth
and recommend it to other customers. High credibility, affordable ATM
locations, airport employees as expected and others are mostly things
that support customer loyalty. This phenomenon is seen by investigators
when the observation in a shopping center or at each outlet ATM at a
gas station that when customers of other banks run into trouble when
trying to make payments and transactions such as ATM the other banks
being offline, the customer is immediately moved to booth ATM PT. PT
Bank Mandiri customers. The Bank completed the purchase and said
that the ATM could be enabled. Then mostly found in the shopping
center when customers want to pay using debit cards of other banks,
then the cashier recommends debit provided is EDC (Electronic Data
Capture) PT. Bank Mandiri (Persero) Tbk. Also, many customers of PT.
Bank Mandiri (Persero) who feel the satisfaction of service to establish
long-term relationships with cooperating to the PT. The effects of latent
variables Automatic Teller Machine (ATM) against the Customer Loyalty
latent variables (LOY) has the standardized estimate (regression
weight) of 0. 094, with Cr (Critical ratio = identical to the value t-test)
of 0.545 on a probability = 0. 586. CR value 0.545 <2.000 and
Probability = 0. 586>0.05 indicates that the effect of latent variables
Automatic Teller Machine (ATM) against the Customer Loyalty latent
variables (LOY) is positive, not significant. These results indicate that
customers of PT. Bank Mandiri (Persero) Tbk happy to make
transactions through the ATM but do not want to be in to show a sense
of loyalty to customers. Researchers noticed that most customers of PT.
Bank Mandiri (Persero) Tbk Batam is an employee in a private company
in cooperation with PT. Bank Mandiri (Persero) Tbk Batam. The more
employees use ATMs because their salaries paid directly to private
companies Mandiri their account. It is no wonder that many found
although customers of PT. Bank Mandiri (Persero) Tbk disloyal in using
another product of PT. Bank Mandiri (Persero) Tbk Batam. 5.
Conclusions 5.1 Conclusion and Recommendations 1. The use of
Automatic Teller Machine (ATM) effect on customer satisfaction verified.
2. Internet Banking effect on customer satisfaction is not verified. 3.
Quality of Service effect on customer satisfaction verified. 4. The use of
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Automatic Teller Machine (ATM), Internet Banking and simultaneously
affect service quality on customer satisfaction verified. 5. The use of
Automatic Teller Machine (ATM) effect on customer loyalty is not
verified, is not significant. 6. Internet Banking effect on customer loyalty
is not verified, is not significant. 7. Quality of Service effect on customer
loyalty verified, significantly. 8. The use of Automatic Teller Machine
(ATM), Internet Banking and simultaneously influence the guality of
customer satisfaction verified, significantly. 9. Customer satisfaction
effect on customer loyalty is not verified, is not significant. 5.2
Suggestion 1. To PT. Bank Mandiri (Persero) Tbk. Batam city to be able
to use equations Structural Equation Model (SEM) This in analyzing
problems of Automatic Teller Machine (ATM), Internet Banking and
Service Quality related to Customer Satisfaction and Customer Loyalty.
2. It is expected to expand its facilities and the existing equipment and
follow the progress of information technology increasingly sophisticated
security systems supported by the use of the service given to the use of
the ATM. 3. Untuk attention to Internet Banking services so that
customers are more interested in using it in daily transaction activity.
For example, campaigns in schools, offices, and others to improve the
customers to use the Internet Banking service. 4. Case things in
improving the quality of service to resolve any complaints or customer
demand that is when customers are confused when choosing the type of
transaction what is needed, when customers experience debited account
without performed by the customer, or when clients ask for advice on
the needs of the sale it is expected that employees of PT. Bank Mandiri
provides workable solutions. 5. Need to install a reliable and
sophisticated technology to determine any ATM outlets in sure radar
quickly is in trouble and immediately improve the situation or problems
encountered by PT. Mandiri Bank. 6. PT. Bank Mandiri (Persero) Tbk.
Batam city suggested giving lucrative offers, for example, the provision
of an attractive gift or gifts that customers are interested in using
Internet Banking so that customers more loyal to using the Internet
Banking service. 7. Be expected improve the quality of existing services
so that customers feel the positive things that are different from other
bank services. This can be done with the attitude and behavior of
employees of PT. Bank Mandiri (Persero) Tbk Batam city as well as
showing high credibility. 8. Expected PT. Bank Mandiri (Persero) Tbk.
Batam city to build long-term relationships with every customer who
wants to join in the products and the business has to offer. Whether it is
insurance products, short-term loans, long-term loans and simplify the
mortgage process when the customer needs it. 9. Expected next to
researchers to add the variables that exist, eg, security system variable,
the variable comfort, lifestyle variables, etc. to develop this research.
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