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ABSTRACT

The database of PT.PNM Aceh, especially UlaMM has shown that in the period January -
PT. PNM's investigation on the relationship between customer loyalty, trust, consumer
protection, and service quality produced a number of key discoveries. The findings indicate
that customer trust is greatly increased by service quality, and that consumer protection is
also a key factor in building customer trust. In particular, it was shown that trust
significantly improved consumer loyalty. However, this study also highlights that service
quality does not have a direct impact on customer loyalty, and trust is not effective as a
mediating variable in this context. These findings suggest that while consumer protection
greatly influences customer loyalty, the mechanisms for building loyalty in the banking
sector are complex and require further exploration. This study emphasizes the importance
of effective consumer protection measures and high service quality in fostering customer

trust and loyalty.
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INTRODUCTION
In the world of banking and financial
services, customer loyalty is a crucial

factor in  maintaining  business
sustainability. Increasingly  fierce
competition requires financial

institutions to provide the best service
and ensure consumer protection in order
to build long-term relationships with
customers. It is believed that excellent
service quality and optimal consumer
protection can increase customer trust,
which ultimately has an impact on their
loyalty to a financial institution.

Service quality covers various aspects,
such as speed, accuracy, friendliness, and
ease of access to services. The better the
quality of service provided, the higher
customer satisfaction, which then has the
potential to increase their loyalty. On the
other hand, consumer protection in the
financial services sector is related to
information transparency, guaranteed
transaction security, and the existence of
an effective complaint mechanism. If this
protection runs well, customers will feel

safe and have more confidence in the
services provided.

In the world of banking and financial
services, customer loyalty is a crucial

factor in  maintaining  business
sustainability. Increasingly fierce
competition requires financial

institutions to provide the best service
and ensure consumer protection in order
to build long-term relationships with
customers. It is believed that excellent
service quality and optimal consumer
protection can increase customer trust,
which ultimately has an impact on their
loyalty to a bank.

Service quality covers various
aspects, such as speed, accuracy,
friendliness, and ease of access to
services. The better the quality of service
provided, the  higher  customer
satisfaction, which then has the potential
to increase their loyalty. On the other
hand, consumer protection in the
financial services sector is related to
information transparency, guaranteed
transaction security, and the existence of
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an effective complaint mechanism. If this
protection runs well, customers will feel
safe and have more confidence in the
services provided.

Research conducted by Hamid (2017)
discusses the influence of service quality
and consumer protection on customer
loyalty with trust as an intervening
variable at PT. PNM Aceh Branch,
especially ULaMM. The research results
show that good service quality and
adequate consumer protection can
increase customer trust. This trust then
acts as a factor that strengthens customer
loyalty to the company. In other words,
the higher the quality of service and
consumer protection provided, the
greater the level of customer trust and
loyalty towards PT. PNM. (Hamid,
2017).

Law Number 8 of 1999
concerning Consumer Protection
regulates the rights and obligations of
consumers and business actors in trade
transactions. In the context of research
regarding the influence of service quality
and consumer protection on customer
loyalty at PT. PNM Aceh Branch
(ULaMM), this law emphasizes that
consumers have the right to obtain clear
information, security guarantees and fair
treatment from business actors. The
articles in this law emphasize the
importance of trust in  business
relationships, where good consumer
protection will increase their sense of
security and  satisfaction,  which
ultimately strengthens their loyalty to
service providers.

PT. Permodalan Nasional Madani (PNM)
is a state-owned company (BUMN)
which was founded in 1999 with the main
aim of providing financing and assistance
to micro, small and medium enterprises
(MSMESs) and cooperatives in Indonesia.
PNM plays a role in increasing access to
capital for business actors who have
difficulty obtaining financing from
conventional banking. One of the
flagship programs is the Micro Capital
Services Unit (ULaMM), which provides
loans and business assistance for MSMEs
so they can develop and be competitive.

Through this service, PNM contributes to
community economic empowerment,
especially in the micro and small
business sector.
PT. Permodalan Nasional Madani (PNM)
was founded in 1999 as a State-Owned
Enterprise (BUMN) with the aim of
supporting the growth of micro, small
and medium enterprises (MSMEs) and
cooperatives  in  Indonesia.  The
establishment of PNM is part of the
government's initiative to strengthen the
MSME sector which plays an important
role in the national economy.
By providing access to financing and
business assistance, PNM helps small
businesses who have difficulty getting
capital from conventional banking, so
that they can develop sustainably.
However, in the period January - June
2024 (Semester-1 2024) there was a
decrease in the number of customers who
made top-ups at PNM Aceh, especially
ULaMM.
Picture 1
Frequency diagram of Customers who
made Top-ups
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Source: PT. PNM Aceh Branch UlaMM
Unit

This indicates that there is something
wrong with the performance of PNM
Aceh, especially ULaMM, therefore the
researcher wants to conduct research
with the title "The Influence of Service
Quality and Consumer Protection on
Customer Loyalty with Trust as an
Intervening Variable at PT. PNM Aceh
Branch, Especially ULaMM"
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METHODS

Research was conducted on 73 customers
of PT. The ULaMM Unit of the PNM
Aceh Branch was selected randomly
(random sampling), using quantitative
research methods by collecting data
through questionnaires.

Tabel 1
Data of Research Respondents

Respondent Frequency

Periode of joining

Genre
customer

1 year

2 years Male | Female

30

43 30 43

Source: PT. PNM Aceh Branch UlaMM

Unit
This
PT.

cons

research involved 73 customers of
PNM Aceh Branch, ULaMM Unit,
ists of 30 male customers (42.4%)

and 43 female customers (57.6%). These
customers have been customers for 1-2
years. The research uses PLS analysis to

test
with

the relationship between variables,
a questionnaire that measures

service quality, consumer protection,

trust

and customer loyalty using a Likert

scale. The hypothesis is accepted if the p

value <0.05 (Ananda Sabil

Husein,

2015).

RESULTS

Based on the results of data analysis
sourced from the answers of all research
respondents, the researcher presents them
in the table below.

Table 2

Or_OMOeDy

accepted
CuasthoryneT Ho
Trase i a
Comnesnarrer O_2O=E OO H=a
Protection Aaccepted
= Trust o

e e
Truass == O = OO0 H=a

accepted
L oaralty o

) A
Service o_Oss oS8T H=
mmality —- ey
Crastorner o
T e =
o arruer 1_- 1_- O

s O_480 (R ETa

Protectromn
= accepted
Crastormer =

I onr=lts

Tejectad

I

Truas=t £
Sexwice

=
rejectad
= Ho

(S e ] O_Sn3

=t Aaccepted

—=

I

Tru=t =
o arren
Frotectiom

Cuastormer

H=

o.oss |0 sso | Torected

Ho
Aaccepted
el

Source: Data processed by researchers in
2024

The Effect of Service Quality on
Customer Trust

Based on the analysis results, service
quality has a positive and significant
effect on customer trust at PT. PNM, as
indicated by an estimated value of 0.469
and a p-value of 0.000 (< 0.05). This
suggests that the higher the quality of
service provided by PT. PNM, the higher
the level of customer trust in the
company.

These findings are supported by previous
research from (Fajarini & Meria, 2020)
and (Tezar Putra Nugraha, Ryna Parlyna,
2021), which also found that employee
attitudes such as being polite, friendly,
neat, and responsive in resolving
customer issues are part of service quality
that contributes to increasing customer
trust, aligning with ‘likeable' trust
indicator (Kennedy, 2004).

The Effect of Consumer Protection on
Customer Trust

The findings of this study highlight the
significant and positive impact of
consumer protection on customer trust.
With an estimated value of 0.408 and a p
value of 0.000, these results indicate that
consumer protection is an important
factor in fostering trust among customers.
When customers feel safe, especially
regarding transaction transparency and
security, they tend to have more trust in
the services provided by the company.
This is in line with previous literature
underlining the importance of consumer
protection in building long-term trust
between businesses and their clients.

For customers of PT. Permodalan
Nasional Madani (PNM) Aceh Branch,
consumer protection is an important
element that directly influences customer
trust in company services. Trust is
defined as the level of customer
confidence in the services provided by
PNM without any feeling of threat.
Effective consumer protection efforts
ensure  customers feel safe in
transactions,  thereby  strengthening
customer trust in the company as an
honest and responsible institution.
Therefore, PNM  must prioritize
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consumer protection efforts to increase
customer trust, which will ultimately
result in stronger and more sustainable
relationships with customers.

The Effect of Trust on Customer
Loyalty

The conclusion of this research is that
trust has a significant and positive
influence on customer loyalty. With an
estimated value of 0.405 and a p-value of
0.002, these results indicate that the
higher the level of customer trust in PT.
PNM, they will most likely remain loyal
and continue using the company's
services in the long term. This is in line
with previous research which also found
a positive relationship between trust and
customer loyalty.

Although there is other research by
(Lutfiani & Musfiroh, 2022) which
shows that trust has no significant effect
on customer loyalty in a different context
(BSI Bank KCP Weleri), the results of
this research confirm that trust is a key
element in building customer loyalty.
Therefore, companies need to focus on
building and maintaining customer trust
as a strategy to increase their loyalty.
The Effect of Service Quality on
Customer Loyalty

The research results show that service
quality has an estimated value of 0.088
and a p value of 0.387 which is greater
than 0.05. Thus, it can be concluded that
service quality has no significant effect
on customer loyalty, so H4 is rejected.
This finding is in line with previous
research conducted by (Agiesta et al.,
2021) who also found that service quality
does not have a significant effect on
customer loyalty.

On the other hand, (Setiadi, 2022)
reported that there was a positive and
significant influence of service quality on
customer loyalty at the Bank Jabar
Banten Syariah Depok Branch Office.

In contrast to the initial hypothesis, the
results of the study showed that service
quality did not have a direct effect on
customer loyalty, especially repeat
customers, advocates, and partner (Kotler
& Keller, 2016). This shows that even
though customers receive good service,
they do not immediately become loyal
without other factors that strengthen the
relationship, such as trust and consumer
protection.

The Effect of Consumer Protection on
Customer Loyalty

First, this research determines that
consumer protection has a significant and
positive effect on customer loyalty, with
an estimated value of 0.480 and a p value
of 0.000. This shows that customers who
feel safe and protected during
transactions tend to show high loyalty to
the company. Therefore, implementing
effective consumer protection
regulations and policies is critical to
maintaining a loyal customer base.
Second, this research finds that service
quality does not have a significant
influence on customer loyalty when
mediated by trust, as shown by the
estimated value of 0.065 and p value of
0.560, which is greater than 0.05. These
results contradict previous research
which stated that there was a positive
relationship between service quality and
customer loyalty through trust. As a
result, the hypothesis regarding the
mediating role of trust in the relationship
between service quality and customer
loyalty (H6) is rejected. This highlights
the need for further investigation into the
factors influencing customer loyalty in
different contexts.
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MODEL FRAMEWORK

Picture 2
Conceptual Framework of Research

Service

Quality (X1) H4

Costumer
Loyalty (Y2)

Consumer

X H5
Protection (X2)
Table 3
Operational Definition for Variables

Y ariabel Dperationsal Definition Indicators Scale
Service All activitdes to make it | 1. Tangibles Likert Scale 1-
CQalitr egzier for customers to | 2. Faliahiline Swith 1 (WVery

cantact the right party and | 5. Fesponzivenss Ead)ta 5

Zet service, answer: and | 4. Assurance {WVary Good)

problern solving  quickly | 5. Emphaty

and satisfactorily (FKotler &

Eellar, 20014)
Conzurner | All actions takem to ensure | 1. Protechon agamst Likert Scals 1-
Protection | legal certzinty and provide tha rizk of S with 1 (WVery
protecton £0r ConsSOMers receiving products | Badiwo 3
{Article 1 Parazraph 1 of that do nmot match {Wary Good)
Law Mumbar B of 19907, the azreed
specifications

2. Protection agamst
unfair ternuz and
conditions 1mposad
O CONESITETS

Consumer | The selacted altermative at | 1. Fepeat Puchaze Likert Scals 1-
Lovalty lezst provides the same |2, Faforalls Swith 1 (WVery
reszults {outcomeas} or | 3. FEstention Ead)to 3
anceads CUEtoMmEr {WVary Good)
axnpactations, while
dizloyalty arizes when the
resultz  obizined d4do mnot
mest COREIMET
expactation: {Tjiptono,
2012
Customer | All the information | 1. Dependability Likert Scale 1-
Trust customers have and the | 2. Homnest S with 1 (WVery
conchizions they draw | 3. Likeabls EBad)jto 3
regarding produacts, feamires {WVeary Good)
and benefits (Sunarto,
200467,

Source: Data processed by researcher in 2024
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Picture 3
Model Hasil Penelitian
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The outer model test results show good
validity, because all loading factor values
in the research have met the minimum
criteria, namely > 0.6. This means that all

CONCLUSION AND
RECOMENDATION

The following conclusions were drawn
from the data analysis that was done to
ascertain  how customer loyalty is
impacted by service quality and
consumer protection, with trust acting as
an intervening variable: 1) Customer
trust is significantly impacted by the
quality of officer service; 2) Customer
trust is significantly impacted by the
company's consumer protection; 3)
Customer trust is significantly impacted
by customer loyalty; 4) Officer service
quality does not directly affect customer
loyalty; 5) Customer protection has a
significant impact on customer loyalty;
6) Trust is unable to mediate the effect of
service quality on customer loyalty; and
7) Trust is unable to significantly mediate
the influence of consumer protection on
customer loyalty.

Based on the conclusions obtained in this
study, the author provides

YA Y2 3

%

071 0747 0791

«prRCAYAAN

/ /0.480_

LOYALITAS NASABAH

indicators used in the research model
have been proven valid and suitable for
use in further analysis.

recommendations for companies and
further researchers. First, PT.
Permodalan Nasional Madani (PNM)
Aceh Branch ULaMM Unit is expected
to continue to be able to improve
protection for customers so that it can
increase customer loyalty to the company
because consumer protection greatly
influences customer loyalty. Second, it is
hoped that further researchers can study
this problem with a more comprehensive
research sample so that they can find out
the dynamics of the influence of service
quality and consumer protection on
customer loyalty in various companies or
study this problem with different
intervening variables.

DAFTAR PUSTAKA

Agiesta, W., Sagjidin, A., & Piksi
Ganesha, P. (2021). Pengaruh
Kualitas Pelayanan Dan Kepuasan
Pelanggan Terhadap Loyalitas
Pelanggan Ka Lokal Bandung

PERFORMANCE : Jurnal Bisnis & Akuntansi Volume 15, No. 1, Maret-Agustus 2025




FAKULTAS EKONOMI DAN BISNIS UNIVERSITAS WIRARAJA - SUMENEP

Raya. Jurnal Illmiah MEA
(Manajemen, Ekonomi, Dan
Akuntansi), 5(2), 1653-1664.
Ananda Sabil Husein. (2015). Penelitian
Bisnis dan Manajemen
Menggunakan Partial Least
Squares (PLS) dengan smartPLS

3.0.

Fajarini, A., & Meria, L. (2020).
Pengarunh  Kualitas  Pelayanan
Terhadap Kepercayaan dan

Loyalitas Pelanggan Dimediasi
Kepuasan Pelanggan (Studi Kasus
Klinik Kecantikan Beauty INC).
Jurnal Ekonomi, 1(2), 481-491.

Huda, A. N. &, & Wahyuni, S. (2013).
Analisis Pengaruh Kualitas
Layanan Internet Banking dan
Tingkat  Kepuasan  Terhadap
Loyalitas Nasabah Pada PT Bank
Rakyat Indonesia (Persero) Tbk
Kantor Cabang Pembantu
Jamsostek Jakarta. Busines &
Management Review, 02.

Huriyati, R. (2010). Bauran Pemasaran
dan Loyalitas Konsumen (Alfabeta
(ed.)).

Kennedy. (2004). Does  Patient
Satisfaction Affect Patient Loyalty.
International Journal of Health
Care Quality Assurance, 24 No. 4.

Kotler, P.  (2012). Manajemen
Pemasaran (Kedua). Prenhallindo.

Kotler, P., & Keller. (2016). A
Framework for Marketing
Management (Keenam). Pearson
Prentice Hall.

Lupiyoadi, R. (2013). Manajemen
Pemasaran Jasa, Berbasis
Kompetensi. Salemba Empat.

Lutfiani, A. N., & Musfiroh, M. F. S.
(2022). Pengaruh Kepercayaan Dan
Pelayanan Terhadap Loyalitas
Nasabah. Jamasy: Jurnal
Akuntansi, Manajemen &
Perbankan Syariah, 2(3), 64—74.

Morgan, R. M., & Hunt, S. D. (1994).
The Commitment-Trust Theory of
Relationship Marketing. Journal of
Marketing, 58.

Octavia, R. (2016). Pengaruh Kualitas
Pelayanan Dan Kepuasan Nasabah
Terhadap  Loyalitas  Nasabah

Tabungan Index Pada PT. Bank
Index Kantor Cabang Lampung.
Lampung Bandar Lampung.
Pasuraman, A. P., Berry, L. L, &
A.Zheitaml, V. (1988).
SERVQUAL: A multiple-item
scale for measuring consumer
perceptions of service quality.
Journal of Retailing, 64(1), 12—-40.
Pramana, |, & Rastini, N. (2016).
Pengaruh  Kualitas  Pelayanan
Terhadap Kepercayaan Nasabah
Dan Loyalitas Nasabah Bank
Mandiri Cabang Veteran Denpasar

Bali. E-Jurnal Manajemen
Universitas Udayana, 5(1), 706-
733.

Setiadi, E. (2022). Pengaruh Kualitas
Pelayanan Terhadap Loyalitas
Nasabah Bank Jabar Banten
Syariah Kantor Cabang Depok.

Sunarto. (2006). Pengaruh Kualitas
Pelayanan Terhadap Loyalitas
Nasabah Deposito Pada PT. Bank
Mandiri Cabang (Persero)
Semarang Pahlawan. UNES.

Supertini, N. P. S., Telagawati, N. L. W.
S., & Yulianthini, N. N. (2020).
Pengaruh Kepercayaan dan
Kepuasan Pelanggan Terhadap
Loyalitas Pelanggan pada Pusaka
Kebaya di Singaraja. Jurnal
Manajemen Dan Bisnis, 2.

Sutedi, A. (2010). Tanggung Jawab

Produk Dalam Hukum
Perlindungan Konsumen. Ghalia
Indonesia.

Tezar Putra Nugraha, Ryna Parlyna, N.
H. (2021). Pengaruh Kualitas
Pelayanan  dan  Kepercayaan
terhadap Kepuasan Pelanggan
Pengguna Aplikasi Pembayaran X.
Jurnal Bisnis, Manajemen, Dan
Keuangan, 2.

Tjiptono, F. (2012). Strategi Pemasaran.
Bayumedia Publishing.

W, W., & N Suarmanayasa. (2021).
Pengaruh Kualitas Layanan
Terhadap  Loyalitas  Nasabah
Dengan Kepuasan Sebagai Variabel
Mediasi Pada LPD. Jurnal
Manajemen, 7(No. 2).

Wilson, A., Zeithaml, V., Bitner, M. J., &

PERFORMANCE : Jurnal Bisnis & Akuntansi Volume 15, No. 1, Maret-Agustus 2025




FAKULTAS EKONOMI DAN BISNIS UNIVERSITAS WIRARAJA - SUMENEP

Gremler, D. (2016). Services Hill Education.
Marketing: Integrating Customer
Focus Across the Firm. McGraw-

PERFORMANCE : Jurnal Bisnis & Akuntansi Volume 15, No. 1, Maret-Agustus 2025

24




