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ZONE-OF-TOLERANCE MODERATES SATISFACTION,
CUSTOMER TRUST AND INERTIA - CUSTOMER
LOYALTY

Andala Rama Putra Barusman' and Sri Vandayuli Riorini®

Abstract: Zone-of-tolerance (ZOT) is an innovative concept that attracts attention for research
in the field of marketing services lately. The purpose of this research is to examine the effect of
customer satisfaction, customer trust and inertia towards customer’s loyalty moderated by
ZOT. The sample was taken using purposive sampling method. Total samples were 200
commercial bank customers who have used the services of the bank for at least 12 months. Data
analysis tool used is multiple regression analysis with SPSS 15.0. The results obtained are
consistent with previous studies, in which the customer with narrow ZOT causing the influence
of customer satisfaction and customer trust towards customer loyalty is getting higher, while
customers with broad ZOT, causing the influence of inertia towards customer’s loyalty is
getting higher either. Future studies are advised to examine the role of ZOT in moderating
service quality and commitment as the most widely studied variables that affect customer loyalty,
so it can be seen as the most dominant factor that influences customer loyalty. Furthermore, it
also advised to examine the indirect effects between variables studied.

Keywords: Satisfaction, Inertia, Trust, Customer loyalty, Zone of tolerance.

1. INTRODUCTION

Bank is known as a business entity which its existence is by collecting funds from
the public in the form of savings and distributing the funds to the public in the
form of loans or other forms in order to improve the standard of living of the
people. There are three banking activities, namely collecting funds as the principal
activities of the Bank, funding and providing other banking services (as a
supporting bank activity) (Law of the Republic of Indonesia No.10 of 1998).

Indonesia’s banking industry has undergone major changes in recent years.
This is attributed to the development of the internal environment of the banking
sector, it also can not be separated from the influence of developments outside the
banking sector such as the real sector of the economy, politics, law, and social

! Management Study Program, Faculty of Economics & Business, University of Bandar Lampung (UBL)

E-mail: andala@ubl.ac.id
Jurusan Manajemen, Fakultas Ekonomi, Universitas Trisakti Jl. Kyai Tapa, Grogol, Jakarta Barat11440.
Email : rini_keloko@yahoo.co.id



4848 e Andala Rama Putra Barusman and Si Vandayuli Riorini

1,817

1,700
1,682 1683

2,000
1,800
1,600
1,400
1,200
1,000 130 121
800 114 P 4 !
< 290 \ 300
26
400 _—~ P
23
L
a—

2007 11 -

Januari 2011 Syaria Commercial Bank

Juni 2011

Syaria Rural Bank

21
120 Rural Bank
< 362 V Commercial Bank

Syaria Unit Commerce

Oktober 2011

Figure 1: The Growth of banking in the Republic of Indonesia (2007-2011)

environment. The development of internal and external factors that led to the
competitive industry banking conditions in Indonesia has happened since
deregulation rules. It can be seen from the growth of the bank in Indonesia during
the period of 3 years as follows:

Commercial bank is a financial institution that has a very important role in the
process of providing credit, which in turn is immense influence on economic
activity. Commercial bank is a financial institution whose main purpose is to find
profits. Revenues derived from the results of activities in the form of lending and
purchasing of securities, while its costs in the form of interest payments and other
costs in an attempt to attract the public funds (Law of the Republic of Indonesia
No. 10 of 1998). At the moment, commercial banks competition has been so tough,
especially for rural banks (BPR). In this competitive situation, customer loyalty is
a key for company in order to survive and grow (Reichheld, 1996), also the
company’s competitive advantage (Bharadwaj et al., 1993), as well as creating
corporate profitability (Rowley and Dawes, 1999). Loyal customers will have a
positive attitude and commitment to the company and the intention to rebuy in
the future (Mowen and Minor, 1998). Therefore, companies must maximize the
growth of potential customer (profitable customer) that has been incorporated
(Zeithaml et al., 2001) as well as for the financial industry is to make the consumers
puts the majority of its financial portfolio at a financial firm (Morgan, 2007).

According to Wu (2011), customer loyalty that has been created between the
customer and the company, can be caused by the presence of satisfaction.
Satisfaction is a feeling of customers that emerged after comparing the performance
or results expected from product performance or results obtained by customer
with customer expectation (Kotler and Keller, 2009). Satisfaction is one of many
important factors to create customer loyalty, because, if customers are not satisfied
with the product or service, then the product or service does not have any meaning
and does not encourage customers to re-purchase (Kotler and Keller, 2009).
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Furthermore, Nguyen et al., (2013), also found that customer trust is a strong
determinant factors of customer loyalty. Customers who have trust to the company
will have the confidence that the company will do things that benefit for them.
Confidence with the company can encourage consumers to build loyalty behavior
because loyal customers will have the desire to keep improving relations with the
company (Bettencourt, 1997).

Colgate and Lang (2001), found that currently customer loyalty is not only
focusing on satisfaction, but also focusing on a result of the inertia behavior. Inertia
is described as a condition where the repurchase behavior occurs because of habit,
and reflects the process of “unconsciousness” in creating customer loyalty (Huang
and Yu, 1999). Customers that has Inertia behavioral could be a customer with
higher fidelity, because that habits has lead customer to indifference towards
alternative brand offered in the market (Bozzo, 2002).

Wu (2011) also found that either strong or weak customer satisfaction, customer
trust, and inertia towards customer loyalty, those can be caused by the Zone of
tolerance (ZOT). Zone of tolerance can be described as the impact of any service
that has been provided to the customer, and those concept is suitable for companies
that defines quality of service as the fulfillment of customer expectations (Zeithaml
et al., 1996). Service providers should try to understand how the Zone of tolerance
gives a difference of satisfaction, customer trust and inertia in determining customer
loyalty to the service provider. Mittal and Kamakura (2001) argues that every
customer has a different coverage of the Zone of tolerance.

Some customers may have a narrow zone of tolerance, while other customers
are willing to accept the services that has have been given so has broad zone of
tolerance (Walker and Baker, 2000; Weun et al., 2004). This research was conducted
in the banking services as suggested by Khajouei and Nayebzadeh (2013), where
many researchers has been researching for the influence of satisfaction, inertia
towards customer loyalty moderated by Zone of tolerance is mostly done in the
company of cellular telecommunications services (Wu, 2011; Khajouei and Nayeb-
zadeh, 2013), and still rarely done in the service sector such as bank and hospital.

2. MATERIALS AND METHOD

Objectives and Research Benefits
The purpose of this study was to analyze:
1. the influence of customer satisfaction to customer loyalty,

2. the effect of customer trust to customer loyalty,
3.  the influence of Inertia to customer loyalty,
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4.  the difference of effect of the customer satisfaction to customer loyalty
based on Zone of tolerance,

5.  the difference of customer trust effect on customer loyalty by zone of
tolerance and

6. the difference of inertia effect on customer loyalty by zone of tolerance.
The benefits of this research are:

1. As a contribute information to the managers, especially the marketing
manager for the banks in making decisions relating to satisfaction, trust,
inertia, and customer loyalty; and

2. can be used as a reference and contribute information to researchers in
conducting further research relating to the topics discussed.

LITERATURE REVIEW

Having a loyal customer is the key to facing the competition (Kotler and Keller,
2009). According to Wu (2011), Customer loyalty is the impact of satisfaction and
inertia, while Zone of tolerance will give different impact of both on customer
loyalty.

Satisfaction is customer feeling based on their experience when they received
a service provided by the company (Kotler and Keller, 2009). Kotler (2000) states
that characteristics of satisfied customer are:

1. loyal to the product. Customer who are satisfied tend to be loyal where
they would rebuy from the same company;

2. positive in communicating word of mouth. Positive communication from
mouth to mouth by the giving customer recommendations to other
prospective customers and say good things about the product and the
company;

3. tended to make the company becomes a major consideration when buying
other brands.

At the time when the customer wants to buy a product, they will consider the
most company that has given them satisfaction. Customer loyalty is often seen as
a purchase intentions without coercion. Bowen and Chen (2001) states that
satisfaction have an influence on customer loyalty, where satisfied customers will
have the intention to re-purchase in order to get the same satisfaction.

Trust is important factor in building a relationship, because it will lead to a
constructive dialogue and cooperative problem solving (Pruitt, 1981). Trust is a
fundamental aspect in a relationship. Trust plays an important role in improving
the relationship (Morgan and Hunt, 1994). Trust is defined as a willingness to rely
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on the ability, integrity and motivation of others to act in order to satisfy the needs
and interests of a person (Sheth and Mittal, 2004). According to Callaghan et al.,
(1995), Trust in marketing is more emphasizing on individual attitudes/customer
which is refering to the customer confidence received on the quality and reliability
of the services.

Gundlach et al., (1995) stated that the development of trust is important to
maintain a good relationship between buyers and sellers. Trust is an important
factor in building sustainable relationships between business partners (Zur et al.,
2012). Garbarino and Johnson (1999) argue when customers trust in the company,
they will believe in the quality and reliability of services offered. Chow and Holden
(1997) says that the more reliable a relationship, the higher the value of a given in
a relationship, as a result customer have more positive behavior toward the
company. Customer trust is a factor that allows the emergence of consumer loyalty
based on the consumer shopping experience in the form of a desire to visit the
company and buy back (Singh, 1991).

Inertia is described as a consistent pattern of consumers in buying the same
brand, where the brand was purchased from the habit. It is simply because it
requires less effort in making purchasing decisions and not wasting time and
trouble to go through the process of purchasing decisions (White and
Yanamandram, 2004). Inertia behavior characterized as un-emotional habits driven
by convenience and ease of transacting (Gounaris and Stathakopoulos, 2004; Lee
and Cunningham, 2001). Inertia leads to repeat purchase behavior, but the causes
and implications of the emergence is different compare to satisfaction. Inertia
behavioral effects can make repeat purchases because of the customer habits and
the lack of response to other alternatives offered in the market. Customer feels the
minimum requirements have been met, so the more customers have inertia
behavior, the more insensitive to other alternatives available in the market (Huang
and Yu, 1999).

According to Johnston (1995), high-involvement of customer will result in a
narrow zone of tolerance, while low engagement produces a wider zone of
tolerance. Satisfaction and trust are the feeling of the result of high customer
involvement, so that customers that has been satisfied and believe the company
has a narrow zone of tolerance will get satisfaction if what they received is equal
to their expectations, so that customer who as narrow Zone of tolerance, but when
customers do not accept what is given by the company, the customer will not be
satisfied and they begin to switch to another company that could meet their needs
(Heskett et al., 1997).

Based on the previous study, trust can be moderated by the Zone of tolerance,
where the trust is obtained from high customer involvement. Customers will feel
confident of the reliability of service received when Zone of tolerance is narrow,
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but when the customer is not sure, then they can switch to another company that
they can count on. Inertia behavior is a decision that requires low involvement
purchase, so customers with the Inertia behavior has a narrow zone of tolerance.
Frequent customer habits purchases will create a process “not concious” of
customers in re-purchase, so unwittingly it can create high customer loyalty (Wu,
2011).

Based on the literatures mentioned above, the following conceptual framework
is schematically illustrated as follows:

Zone of
tolerance

Satisfaction .

———— Customer Loyalty
.~ Trust :
Inertia /

Figure 2: Conceptual Framework

Hypothesis

Fornell et al., (1996), found that high satisfaction will lead to an increase in customer
loyalty to the company, and customers makes the company the only option when
they make the purchase. Satisfaction is an important variable that influences
customer loyalty (Anderson and Srinivasan, 2003). In his research, Wu (2011) also
found a positive influence satisfaction on customer loyalty. The underlying reason
is that when customers received performance equal to their expectations, it will
encourage customers to repurchases. Based on the theories above, the hypothesis
that will be presented are as follows:

H,: There is a positive influence satisfaction on customer loyalty.

Swaen and Chumpitaz (2008) states that there are three main perspectives of
trust which are included:

1.  The credibility, the company’s ability to meet and satisfy customers.

2. Integrity, the company’s ability to keep the promise and honest.

3.  Virtue, the ability of the company to prioritize the interests of customers.
Customer confidence is required by companies to generate customer
loyalty.
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According to Thorsten et al., (2004) a high level of confidence in the collaboration
will generate high recurring transactions. Customers who already have a loyalty
to the company tend to perform repetitive transactions and seeking for what they
need to the company. Morgan and Hunt (1994) revealed that the behavior of the
relationship between the company and its customers are largely determined by
the high trust and will generate customer intentions to re-purchase. Based on the
theories above, the hypothesis that will be presented is as follows:

H,: There is a positive influence of customer trust on customer loyalty.

White and Yanamandram (2004) suggested that past behavior is a factor in
shaping customer loyalty. Past behavior that develops into a habit in the
relationship becomes the future behavior of inertia (Rust et al., 2000). Customers
who have inertia consider that switching to another service provider will only
waste time and annoy the customer habitual behavior (Anderson and Srinivian,
2003). In his research, Wu (2011) found that the behavior of inertia has a positive
influence on customer loyalty. The underlying reason is that the behavior of the
routine habits and without coercion strengthen customer loyalty. Based on the
theories above, the hypothesis that will be presented is as follows:

H,: There is a positive influence inertia on customer loyalty.

Satisfaction is a function of performance and expectations. Satisfaction does
not stop at one point, but the satisfaction is moving to follow the level of service
quality and the services provided in the minds of customers (Kotler and Keller,
2009). Anderson and Srinivasan (2003) says that the broad zone of tolerance will
weaken satisfaction to customer loyalty, since satistied customers tend to have a
narrow zone of tolerance, so when what is expected compared to what is customer
received differ greatly, customers couldn’t accept and the result will reduce
satisfaction and the furhter impact weakening customer loyalty. In his research,
Wu (2011) also found that the wider zone of tolerance, the weaker influence of
satisfaction to customer loyalty. Based on the above theories also, trust can be
moderated by the Zone of tolerance, where trust obtained from high customer
involvement. Customers will be convinced by the reliability of service received
when customer has narrow Zone of tolerance.

The narrower zone of tolerance, the higher the level of consumer confidence.
Inertia customer behavior still makes repeat purchases, even in the absence of
satisfaction, due to the fact that the behavior of Inertia described as a pushed by
habit, causing indifference to the changes and alternatives in the market (White
and Yanamandram, 2004). Increasing behavior frequently and “not aware”
behavior made customers with Inertia behavior will not make significant changes
to their consumption behavior to the service providers because they think it will
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be difficult for the customer (Yap and Sweeney, 2007). In his research, Wu (2011)
found that the wider Zone of tolerance, the stronger influence of inertia towards
customer loyalty. Based on the theories above, the hypotheses that will be presented
are as follows:

H,: If the zone of tolerance is getting narrower, the influence of satisfaction to
customer loyalty is higher.

H_: If the zone of tolerance is getting narrower, the effect of customer trust
towards customer loyalty is higher.

H_: If the Zone of tolerance increasingly wider, the influence of Inertia towards
customer loyalty is higher.

METHODOLOGY

This research was conducted with refers to a previous study conducted by Wu
(2011) and Nguyen et al., (2013). The design of the research is Research Hypothesis
(Hypothesis testing).

There are five (5) variables used in this study, namely: customer satisfaction,
customer trust, inertia, customer loyalty and zone of tolerance. All variables were
measured using a five-point Likert scale, where 1 = Strongly Disagree, 2 = Disagree,
3 = Undecided, 4 = Agree, and 5 = Strongly Agree. Satisfaction was measured by
using a five-item statement proposed by Verhoef et al., (2001), namely:

1. The bank provides a good service,

2. Tam satisfied with the competence of the Bank’s employees in delivering
services,

3. Iam satisfied with the quality of the Bank’s services,

4. Tam pleased to have this relationship with the Bank, and

5. in general, I am satisfied with the services offered by this bank.

Customer trust is measured by using a four-item statement proposed by
Nguyen et al., (2013), namely:

1. The bank has high integrity,

2. the bank’s expertise in the field/financial services,

3. Bank always concerned by providing services to its customers, and

4

services that satisfy customers are more important than the bank’s financial
performance.

Inertia is measured by using a three-item statement proposed by Anderson
and Srinivasan (2003), namely:

1. IfIwas notsatisfied with this bank, new bank moves would only disturb
me,
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2.
3.

I felt accustomed to purchasing services from this Bank, and
I can not be bothered to change from this bank.

Customer loyalty is measured by using five items proposed by Zeithmal et al.,
(1996), namely:

1.

S

When I would require bank, this is my first choice,

To me, this is the best bank,

I believe that this bank is my favorite bank,

I rarely consider switching to another bank, and

I will continue to use the services of this bank in the future.

Zone of Tolerance is measured by using a five-item statement proposed by
Parasuraman et al., (1994), namely:

A N

Bank is spread out and easily found,

the Bank is able to respond to my request immediately,
Bank maintain its services free of faults records,

I feel safe using the services of this bank, and

The Bank is the best bank in my heart.

To determine whether the instrument used in this study is valid and reliable,
then the validity and reliability test was conducted. The validity test was conducted
to examine whether questioner used could describe the statement of variables to
be measured (Sekaran, 2000). Based on the validity of the test results, it can be
seen that:

1.

From 5 statement items used in measuring satisfaction, the entire statement
items have p-value = 0.000 < 0.05, and the correlation values ranged from
0.682 to 0.871. This means that each item to measure satisfaction statement
is valid. In other words, the items to measure satisfaction statement can
be used to measure the variables of satisfaction.

From 4 statement items used in measuring customer trust, the entire item
statement has a p-value = 0.000 < 0.05, and the correlation values ranged
from 0.682 to 0.841. This means that each item statement to measure
customer trust is valid. In other words, the items to measure customer
trust statement can be used to measure the variables of customer trust.

From 3 statement items used in measuring inertia, the entire statement
items have p-value = 0.000 < 0.05, and the correlation values ranged from
0.729 to 0.920. This means that each item to measure inertia statement is
valid. In other words, the items to measure inertia statement can be used
to measure the variables of inertia.
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4.  From 5 statement items used in measuring customer loyalty, the entire
statement items have p-value = 0.000 < 0.05, and the correlation values
ranged from 0.541 to 0.812. This means that each item statement to measure
customer loyalty is valid. In other words, the items to measure customer
loyalty statement can be used to measure the variable of customer loyalty.

5. From 5 statement items used in measuring zone of tolerance, the entire
item statement has a p-value = 0.000 > 0.05, and the correlation values
ranged from 0.645 to 0.807. This means that each item statement to measure
zone of tolerance is valid. In other words, the items to measure statement
zone of tolerance can be used to measure the variables zone of tolerance.

The reliability test is done by calculating at the Cronbach’s Alpha coefficient
which aims to show whether measurement ratio is repeated twice or more, it will
produce the same consistent results. From the data processing, it is known that
5 variables used in the study, namely:

Customer satisfaction, customer trust, inertia, customer loyalty, and zone of tolerance
of Cronbach’s Alpha values obtained respectively by 0,799; 0.763; 0.842; 0.811; and
0.649; where the value is > 0.6. This means that all constructs used in this study is
consistent and acceptable (acceptable reliable).

The data used in this research is the primary data. The data collected directly
by researchers to answer the question or research purposes. The population in
this study is the national commercial bank, there are total 120 banks (Infobank,
June 2013). The bank to be studied in this research is bank Mandiri, which is a
commercial bank with the biggest total assets and have the largest customer in
Indonesia (Infobank, June 2013), so that the bank can be considered as
representative banks with assets below.

Samples taken as many as 200 customers of bank Mandiri, where each of 100
clients with a broad and narrow zone of tolerance. The sampling technique used
in this research was purposive sampling technique. The criteria of samples taken
were Bank customers who have been customers of the bank for at least 12 months.
As stated by Wu (2011) that companies often retain customers in the long-term
relationship for at least 12 months. Each customer will have a different level of the
Zone of tolerance, there are customer who are more tolerant of services or relatively
concerned with the performance of services and consumers relatively indifferent
to the service. Customer who cares about the service has narrow Zone of tolerance,
whereas consumers who do not care will have wide zone of tolerance (Estelami
and deMaeyer, 2002).

The data collection techniques were used by distributing questionnaires directly
to customers of Bank Mandiri. Survey teams will deliver the questionnaires directly
and wait until the respondent finished filling. This is to ensure that the
questionnaire rate of return are 100%. Although the rate of return is 100%, there is
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the possibility of returning questionnaire cannot processed 100%. This could be
happened because of the possibility after the validation of the data, there is a
questionnaire that is not eligible to be processed, for example, there are some
questions not answered by the respondent or there is an answer which is not
consistent with one another. Profile of respondents can be seen from some of the
characteristics and the results shown in table 1. Data analysis method used is
Multiple Regression Analysis with SPSS 15.

Tabel 1

Demographic Characteristics
Demographics Narrow Zone of tolerance (percent) Broad Zone of tolerance (percent)
Duration of customer
1 year - 3.9 years 20% 5%
4 years - 6.9 years 21% 15%
7 years - 9.9 years 24% 28%
e” 10 years 35% 52%
Gender
Males 44% 45%
Female 56 % 55%
Age
<18 years 2% 2%
18 - 27 years 21% 17%
28 - 37 years 36% 36%
> 37 years 42% 45%
Occupation
Student 8% 2%
College Student 12% 8%
Civil Servants or Private Employee 37% 46%
House Wife 15% 9%
Enterpreneur 28% 35%
Income per month
<IDR 1 million 1% 2%
1 -2.9 millions 29% 17%
3 - 4.9 millions 17% 19%
e” 5 millions 46% 62%

Source: Data processed.

Based on the above data, the image of respondents surveyed have the same
characteristics, namely:

(a) respondents with a narrow or broad zone of tolerance, the majority become
a customer for > 10 years; males; aged > 37 years; employment as civil
servants or private, and total income per month >IDR 5.000.000,
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(b) the respondent with a broad zone of tolerance, the majority become
customers for > 10 years; males; aged > 37 years; employment as civil
servants or private, and total income per month of > IDR 5.000.000.

3. RESULT AND DISCUSSION

Descriptive Statistics

Overall descriptive statistics for each variable of this research can be seen in the
following table:

Table 2
Descriptive Statistics
Narrow Zone of tolerance (percent) Broad Zone of tolerance (percent)
Variables Mean  Standard deviation Mean Standard deviation
Satisfaction 412 0.234 418 0.547
Customer trust 4.43 0.578 4.04 0.673
Inertia 416 0.571 424 0.691
Customer loyalty 411 0.560 421 0.467
Zone of Tolerance 4.45 0.367 2.23 0.549

Source: Data Processed.

From the above table, it can be seen that customers with narrow and broad
zone of tolerance: I feel satisfied with the bank (mean =4.12 and 4.18), believes the
bank (mean =4.43 and 4.4), a customer of the bank based on habit and less conscious
processed (mean = 4:16 and 4:26), loyal to the bank (mean = 4:11 and 4:21). While
customers with narrow zone of tolerance, they are very concerned about the bank
services (mean = 4.45), but customers with a broad zone of tolerance, they do not
care about the bank services (mean = 2.23). The value of the standard deviation
range from 0.234 to 0.691, the standard deviation values obtained tend to be small/
converge, so that it can be conclueded that all the data collected was good.

Hypothesis Testing Results

The following result of research testing hypothesis is:

Table 3
Hypothesis Testing Results
Hipotesis B p-value Conclusion Result
H,. Thereisa positive influence satisfactionon 0.456 0.020 H_ Rejected H, Supported
customer loyalty.
H, Thereis a positive influence customer trust 0.785 0.000  H Rejected H,Supported
on customer loyalty

Cont. table 3
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Hipotesis B p-value Conclusion Result
H, Thereis a positive influence inertia on 0.688 0.000 H Rejected H,Supported
customer loyalty.

H,: If the zone of tolerance is getting narrower, -0.702 0.000  H Rejected H,Supported
the influence of customer satisfaction to
customer loyalty is higher.

H,: If the zone of tolerance is getting narrower, -0.854 0.000 H Rejected H,Supported
then the effect of customer trust towards
customer loyalty is higher.

H_: If the Zone of tolerance increasingly 0,795 0.038 H Rejected H, Supported
widespread, then the influence of inertia
towards customer loyaltyis higher.

Source: Data Processed.

DISCUSSION

Hypothesis # 1

Hypothesis 1 describes the effect of satisfaction to customer loyalty. Research
hypothesis that will be tested are as follows:

H;: There is no positive influence satisfaction on customer loyalty.
H,: There is a positive influence satisfaction on customer loyalty.

The first hypothesis test results showed that the influence of customer
satisfaction to customer loyalty, the value of p-value = 0.020 < 0.05 which means
that H  is rejected, and the value of  indicates a positive value 0.456. This means
that there is a positive influence of customer satisfaction on customer loyalty. It
can be concluded that the more satisfied customers with the services provided by
the Bank, the higher their loyalty to the bank. The results supported previous
research conducted by Wu (2011), which states that there is positive effect
satisfaction on customer loyalty. In this study, the customer considers that the
quality of services provided has met their expectations, the bank has provided
service friendly, a good relationship, offering an attractive range of services to
customers, making the customer satisfied and will come back to buy the services
provided by the Bank.

Hypothesis # 2

Hypothesis 2 explained the effect of customer trust on customer loyalty. Research
hypothesis that will be tested are as follows:

H;: There is no positive influence customer trust on customer loyalty.
H,: There is a positive influence customer trust on customer loyalty.
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The second hypothesis test results show the effect of customer trust on customer
loyalty, the value of p-value = 0.000 <0.05 which means that H, is rejected, and the
value of § indicates a positive value 0.688. This means that there is a positive effect
customer trust on customer loyalty. It can be concluded that the more trust of
customers to the bank, the higher their loyalty to the Bank. The result is associated
with a previous study of Wu (2011), which are consistent. In this study, customers
have the perception that the Bank has a high integrity, expertise in the field of
financial services, concerned by providing services to customers, and puts its
customers as the most important thing, so as to make the customer trust and will
come back to buy the services provided by the bank.

Hyphotesis # 3

Hypothesis 3 describes the effect of inertia to customer loyalty. Research hypothesis
that will be tested are as follows:

H;: There is no positive influence inertia on customer loyalty.
H,: There is a positive influence inertia on customer loyalty.

The third hypothesis test results demonstrate the influence of inertia to customer
loyalty, the value of p-value = 0.000 <0.05, which means H Rejected, and the value
of B indicates a positive value 0.456. This means that there is a positive effect inertia
on customer loyalty. It can be concluded that the more often customers use the
services of the bank, the more disturbed for customer if they had to change to
another bank, so the higher loyalty customer to the bank. The results support
previous research conducted by Wu (2011), which states that inertia had positive
effect on customer loyalty. In this study, the majority of customers surveyed are
customer who have been with the bank for > 10 years. In line with the statement of
Wu (2011), companies often retain customers in the long-term relationship for at
least 12 months, and that customer can represent the behavior of inertia that use
the service on a regular basis and are based on habit, so with the continuous habit
will make customers “do not conscious” to be loyal to the company and annoyed
if they have to move to another company.

Hypothesis # 4

Hypothesis 4 explains the different influence customer satisfaction on customer
loyalty base on zone of tolerance. Research hyphotesis that will be tested are as
follows:

H;: There is no difference in effect of customer satisfaction to customer loyalty

based zone of tolerance.
H,: If the zone of tolerance is getting narrower, the influence of customer
satisfaction to customer loyalty is getting higher.
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The fourth hypothesis test results show wide zone of tolerance will give
different effect customer satisfaction on customer loyalty. From the test results
obtained p-value = 0.000 < 0.05 which means that H  is rejected, and the value of 8
indicates a negative value - 0.702, which means that there are negative effects
customer satisfaction on customer loyalty. It can be concluded that customers are
increasingly concerned with the services they received, so if the customer is satisfied
with the services provided by the bank, causing more and more customers intend
to use the services of bank continuously. The results are consistent with previous
studies conducted by Wu (2011). Customers who are concerned with the services
provided by the bank will be satisfied if they get a quality service from the bank
fulfilled. The expected quality of customers in the form of convenience, security,
do not find fault in serving customers and can respond to customer requests
immediately. This will make customers satisfied and will come back to buy the
services provided by the Bank.

Hyphotesis # 5

Hypothesis 5 explains the difference influence of customer trust on customer loyalty
base on zone of tolerance. Research hypothesis that will be tested are as follows:

H;: There is no difference in the effect of customer trust to customer loyalty

based on zone of tolerance.

H,: If the zone of tolerance is getting narrower, the influence of customer

trust to customer loyalty is getting higher.

The fifth hypothesis testing results show wide zone of tolerance will give
different effect of customer trust on customer loyalty. From the test results obtained
p-value = 0.000 < 0.05 which means that H  is rejected, and the value of 3 indicates
a negative value -0.854, which means that there is a negative effect of customer
trust on customer loyalty. It can be concluded that when customers are increasingly
concerned with the services they received, the more trust of customers in the Bank,
led to more and more customers intend to use the services of Bank. The results are
consistent with previous studies conducted by Wu (2011). Customers who are
concerned with the services provided by the bank, will have the perception that
the bank has a high integrity, expertise in the field of financial services, concerned
by providing services to customers, and puts its customers as the most important
thing, so it will make customer trust and become loyal and will remain using the
Bank services.

Hypothesis #6

Hypothesis 6 explains the difference influence of inertia on customer loyalty base
on zone of tolerance. Research hypothesis that will be tested are as follows:
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H;: There is no difference in the effect of Inertia to customer loyalty based on

zone of tolerance.

H,: If the zone of tolerance is getting narrower, the influence of inertia to

customer loyalty is getting higher.

The sixth hypothesis test results showed widespread influence zone of tolerance
will strengthen the influence of inertiato customer loyalty, and obtained p-value
=0.038 < 0.05which meansthat H  is rejected, and the value of 3 indicates a positive
value 0.795, which means that there is a positive influence zone of tolerance which
makes influence inertia on customer loyalty become higher. It can be concluded
that when customers increasingly unconcerned with the service they received/
when the habitual behavior of customers more often and the higher the perception
of customers that will find it difficult if they have to move, it will improve behavior
“not aware” customers for service to re-use bank to avoid these difficulties. Results
of this study are also consistent with previous studies conducted by Wu (2011),
where if the customer is getting not concerned with the services they received /
when the habitual behavior of customers more frequently, causing inertia behavior
of customers who use the service regularly and are based on habit, will make
customers “unknowingly” be loyal to the company and it will annoyed if they
have to move to another company.

4. CONCLUSION

Based on the research results and discussion above, it can be concluded that the
research undertaken is entirely consistent with the research Wu (2011), where in:

(@) customer satisfaction, customer trust, inertia has positive effect on
customer loyalty. The higher level of customer satisfaction, consumer
confidence and buying behavior as a habit and “not conscious”, will
increase customer loyalty to the bank,

(b) The narrow zone of tolerance, the higher effect of customer satisfaction
and customer trust towards customer loyalty. If the customer expectations
is smaller than what the customer received so the customer feel satisfied
and trust to the bank, it will lead the customer intends to buy back;

(c) The wider zone of tolerance, the stronger influence of inertia towards
customer loyalty.

A high frequency of customer habits and routine purchasing behavior which
is “not conscious” will reinforce the behavior of inertia to customer loyalty.

From the results of this study, it can be given suggestions for the bank’s
marketing manager to create customer loyalty. Banks should be able to provide
the best service to its customers and must be different from its competitors. First,
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to create customer satisfaction and customer trust, managers must conduct training
for employees to be able to provide good service to customers, increase attention
to customers and to create a good relationship between the customer and the bank
by contacting customer periodically in order to meet their expectations. Second,
for the customers who have behavioral inertia, the company could give a gift/
reward to customers who use the service faithfully, create a community bank
customers so that customers with Inertia behavior will be tied to the bank.

The suggestions for further research. In a subsequent study is expected to:

1. doresearch on the services of another company, so it can determine its
impact on existing services industry, such as the hospital or education
industry.

2. distinguish customers with different services, so that visible differences
which customers are more bound and has a custom behavior by
companies.

3. add another variable that can create customer loyalty, the service quality
and commitment, and seek indirect effect of each variable studied.

4. add moderating variables, namely commitment and alternative
attractiveness.
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1. INTRODUCTION

Bank i known as a business entity which its existence is by collecting funds from
the public m the form of savings and distributing the funds to the public m the
form of loans or other forms in order Lo improve the standard of living of the
peoplke. There are three bank ing activities, namely collecting funds as the principal
activities of the Bank, funding and previding other banking services (as a
supparting bank activity] (Low of the Republic of Indonesia No. 10 of 1995),

Indonesia’s banking industry has undergone major changes in recent yvears.
This is attibuted to the development of the internal environment of the banking
seclor, it alse can nol be separated from the influence of developments oulside the
bemking sector such as the real sector of the economy, pelitics, law, and social
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Figure 1 The Growih of banking in the Republic of [ndonesia (ZI07-2001)

ervironment, The development of mternal and external factors that led to the
compelitive industry banking conditions in Indonesia has happened since
deregulation rules, IF can be seen from the grow th of the bank in Indonesia during

the peried of 3 vears as follows:

Commercial bank isa financial imstitution that bas a very important role in the
process of providing credit, which in turn is immense influence on economic
activity , Commercial benmk is a financial institebion whose main purpose is to find
profils, Bevenwes derived from the resubts of actlvites in the form of lending amd
purchasing of securities, while ils costs in the fof@ of interest pavments and other
costs inan attemnpt o attract the public funds (Law of the Republic of Indonesia
Mo, 10of 19985 A the moment, commercial banks competition has besn so tough,
especially for rural banlks (BPR) o this comypelitive siluation, custormer Boyalty is
A key for company m order to survive and grow (Beichheld, 199), also the
company’s competitive advantage (Bharadwaj el al., 193], as well as crealing
corporate prafifability (Rowley and Dawes, 1999, Loval customers will have a
pesitive attitude and commitment fo the company and the mtention bo rebuy in
the future (Mowen and Minor, 1998). Therefore, companies must maximize the
growih of polential customer {profitable customier) thal has been incorporated
[E.l:"i.'l']'mrn] chal, 2001 as well a= for the Anancial 'i1'|n|:|1.15|:r_'.-' & tomake the consumers
puts the majorily of its finencial perticlic at o financial firm [Morgan, 2007,

According to Wu (2011), customer lovalty that has been aeabed bebwesn the

tomer and the company, can be caused by the presence of satisfaction.
Satisfaction is a feeling of customers that emerged after comparing the performance
oF resulls expected from product performance or reffls oblained by customer
with mustomer expectation (Kotler and Keller, 2009), Satisfaction is one of many
@portant factors ta create customer lovalty, becawse, if customiers are not satisfiod
with the preduct or service, then the preduct or service does not have anv meaning
and does not eneourage costomers o pe-purchase (Kotler and Keller, 20049),
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Furthermore, Nguyen of ., (2073), alse found that customer trust isa strong
determinant factors of customer lyalty, Customers who have trust to the company
will have the confidence that the company will do things that benefit for them.
Cenfldence with the company can encourage consumers W bulld lovalty behavior
Devavse loval customers will have the desive o keep linproving relations wilh the
company (Bettemcourt, 1997,

Colgate and Lang (2001), found that currently customer kvalty is not only
tocusing on satisfaction, but also focusing on a result of the inertin behavior, Inertis
isdescnbed asa condition where the repurchase behavior occurs because of habit,
and reflects the process of "unconsciousness” in creating customer loyvalty (Huang
and Yo, 199, Customery that has Inertia behavioral could be a cusbomes with
higher Adelity, because that habits has lead customer to indifforenoe lowards
allernative brand ':lflvemdﬂ'l the marke! (Bozao, J002],

Wu (2011} akso found thak either strong or weak customer satisfaction, customes
trust, ard inertia@wards customer koyalty, those can be cansed by the Zone of
wlerance (ZOT). Zone of lokerance can be described as the impact of any service
that has b P icded lov the customer, and those comncepl = s ilabsle for COmpar s
thiat defimes quality of service as te ful fllrment of customer expectations (Zeithaml
el al, 1996), Servi@providers should ey o understand hew the Zone of tolerance
gives a difference of satisfaction, c@emer rust and inertia in determining customey
lenvalty to the service provider. Mgal and Kamakara (200) argues fhat every
eustomer has a different coverage of the Zone of tolerance,

Some custemers oy have & narrow rome of loberanoe, while other customers

are 1'-'.i.'|1i:nE {53 a-u:u]:ll the services that ha=s have been l|z_;i=.-'r:'l'|| sir has broad =one of

tolerance (Walkerand Baker, JO00; Weun of al, 2004}, This reseanch was condecbed
in the banking services as suggested by Khajouei and Mayebzadeh (2013), where
many researchers has been researching for the influemee of satisfachion, inertia
toweards customer kyalty moderated by Zone of telerance & mostly done i the
company of cellular telecommunications services (W, 2007; Khajouei and Maveb-
zadeh , I3}, and still rarely done in the service sector such az bank and hospital.

2, MATERIALS AND METHOD

jectives and Hesearch Benefils

The purpose of this study was toanalyee:
L the influence of customer satisfaction o customer loyalty,
2 the cffect of customer rost o customer kevally,

3 the influence of Inestia to customer koyalty,
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[E
4 the difference uf#ecl of the customer satisfaction to customer lovalky
based on Eml.atuh:mw:e.
5. the difference of customer trust effect on customer lovally by zone of
tlerance and
b.  the difference of inertia effect on customer lovalty by zone of tnlerance.

Thee benefits of this research are:

1. Asa coptribute information to the managers, espoecially the marketing
mranagzer for the banks in making decisions relating bo satsfaction, Lraest,
inertia, and customer kovalby; and

2, can be used as a reference and contribute information o researchers in
conducting further research relating o the lwpic discussed.

LITERATURE REVIEW

Having a loyal customer is the key to facing the competition m'l:lnr and Eeller,
2009). Accordmg to Wu (2011), Customer loyalty is the impact of satisfaction and
inertia, while Zone of tolerance will give different impact of both on customer
lenraabty.

Satisfaction is customer feeling based on their experience when they received
a service provided by the company (Kotler and Keller, 2009, Kotler [2000] states
that characteristics of satisfied custoomer are:

1. fowval to the product, Customer whie are satisfied tend to be loval where
they would rebuy from the same company;

2 positive moommunicating word of meuth, Positive commundcation from
mouth to mouth by the giving customer recommendalions to other
prospective customens and say good things about the product and . the
COmpany;

3. tended o make the cormpamy becomes a major consideration when buying
clher brands.

At the ime when the customer wanks bo buy a product, they will consider the
most company that has given them satisfaction, Costomer lovalty is often seenas
a purchase intentions withouwt coercion, Bowen and Chen (2001) states that
satisfaction have an mfuence on customer loyalty, where satisfied customers will
have the intenfien to re-purchase in order to get the same satisfaction,

Trust is important factor m building 2 relationship, because it will kead toa
constructive dialogue and cooperativgfproblem solving {Pruitt, 1981), Trust &= a
fundamental aspect in 2 @ tionship. Trust plays an important robe in improving
the relationship (Morgan and Hunt 1994), Trust is defined a5 a willingmess to rely
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gn the ability, mtegrity and motivation of others to act in order te satisfy the needs
and mberests of a person (Sheth and Mittal, 284), According o Callaghan of o,
(1995]), Trust in marketing &5 more emphasizing on individual atbitudes / costomer
which is refering to the customer confidenos seceived on the quality and reliability
af the servioe

Gundlach ef al., (1993) stated that the development offf§ust is important to
maintain a gowd relationship between buvers and sellers. Trust is an impdEEnt
tactor in building sustaina ble I'I.‘I'Itll:I'I'I":I'I.IPﬁ between business partners {Zur ot ol.,
A2, Ga:huﬂm:ﬂm:] Johnson (1999) argue when customers rust in the company,
|'.1"|E}' weill believe in |:|'u= T.l.uil'_l,-' and rﬂ.l..u]nl:.l:}" af services offered, Chow u.rl.d Huolden
(1987) aays thal the more roliable & mlﬂuunshlp, the htg]'mr the value of o givenin
a relationship, as a result costomer have more positive behavior toward the
company. Cusiomer rest iz a factor hat allows the emergence of consumer lovaliy
bised on the consumer shopping experience in the form of & desire bo visit the

y and buy back (Singh, 1991).

Inertia is described as a consistent pattern of consumers in buying the same
brand, where the brand was purchased from the habit. [Eis simply ig8puse it
requires less effort in making purchasing dedsions and not wasting time and
trouble to go through the process of purchasing decisions (White and
Yanamandram, 2004). Inertia behayior chfBcterized as un-emotional habits driven
by convenience and vase of transacting, (Counaris and Stathakopoubos, 2004; Lee
and Cunningham, 20071). Ineria leads b repeat purchase behavior, bul the causes
and implications of the emergence is different compare to sstisfaction. [nertia
behavioral effects can make repeat purchases because of the customer habits and
the lack of response o other altemalives offcred in e markel, Customer fecds the
T E LT ruq_uinm*nl‘:': have been met, se the more customers have inertia
bihavinn the mome insensifive to obher allermastives available in the market (Huang
and Yu, 1994,

Acconding te Johmston (1925, high<involvenent of castomer will result in a
narrgw zone of tolerance, while low engagement produces a wider sone of
toberance, Satisfaction amd trust are the feeling of the result of high cuslomer
invoblvement, so that cestomers thal has been satisfied and believe the company
has o marrosw zome of tolerance will get satisfaction if what they received is equal
Lo thedr expectations, 50 that costomer who asnareow Zone of lolerance, but when
customers do not accept what is given by the company, the customer will not be
satisfied and they begin to swilch boanother company that could meet their needs
[Heskett of gl 1997,

Based on the previous shudy, brust can be mwsderated by the Zone of tolerance,
wheere the trust is obtained from hlgh customer invelvement Customers will feel
confident of the reliability of service received when Zone of tolerance is narrow,
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but when the customer & noet sune, then they can switch to another company that
they can cound on. Inertia behavior is a decision that requires low mvolvement
purchase, so customers with the Inertia behavior has a mamow zone of telerance,
Frequent custemer habits purchases will creabe a process “not concious™ of
cuestommers in r|.=-|:|-l|.|rd1|:|=|:'_. 540 unu‘ilﬁnEI'_'.-' i can creake J'IiE]'I customer ||:_'.-'£||I::|." -I:'r'i'u.
ikl

Based on the literatures mentioned abave, the follow ing conceptual framework
is schematically illustrated as follows:

Fonoe of
Aolerance |

Satisfaction

Customer Lovalty

Trust

laemia

Figore T Conceptual Framework

Hypothesis

Formell ol (1996}, fownd that high amisfacljm% lead to an incresse incustemer
learalty o the company, and custemers makes the comnpany the only option whon
they make the purchase Safisfaction is an important variable that influemces
customer lovalty (Anderson and Srinivasan, 2003). In his research, Wu (2711) also
found a positive influence salisfaction on costomer loyalty, The underfring reasomn
i= that when customers received performance equal Lo their expectalions, @ will
encourage cusiomers @repurchases. Based on the theories above, the hypothesis
that will be presented a5 followes:

H,: There isg.\nsiti\-'e miluence satisfaction on customer loyalty

Swacn and Chumpitaz (2008) states that there are three main perspectives of
trust which are in-:lud-xh

1. The credi QI}. the company’s ability to meet and satisfy customers,

F Inll:g'ri‘laﬂw company's abilite te keep the promise amd honest

3 Virloe, the abﬂit].rnflhe company to prioritize the interests of customers.

Customer confidence is required by companies to generale cuslomer
kovaliv.
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Acconding to Thorsten of al., (2XM4) ahigh level of confidenoe in the collaboration
will gererate high recurring transactions, Customers whe already have a loyalty
to Fhe company tend bEertorm repetitve transactions and seeking tor what they
need tor the company. Morgan and Fumt (1993) revealed that the behavior of the
redationship between the company and its costomers are largely defermined by
the high trust and will generale cusiomer intentions (e re-purchase, Based on the
mn:mic-ab-:m:, the hvpethesis thal will be presented B as follows:

H,: There is a positive influcnce of customer trust on aestomer kavalty.

White and Yanamandram (2004} suggested that past behavior is a factor in
shaping customer [ovalty. Past behavior that develops into a babit in the
redationship becomes the future behavior of imertia (Bust of of,, 2000), Customers
who have mertia consider that switching to another serviee provider will only
waste time and anngy the customer habilual behavior {Anderson and @nivian,
2003). In his rescarch, W [2001] foand that the behawvior of inertia has a posttive
Influence on customer byalty. The undedyving reason is that the behavior of the
routine habits and without coercion sireng then customer lovally. Based on the
U1I:'UI'E5 ﬂh.'l"!'l:' ]11' P.TL‘I'II:"'WIEI |J1ul WIII ]J’E I.'ll'l'_"'lﬂl'll:lﬂj [ L] I’IJII'L'I'I‘I"‘:

H,: There is a positive mfleence inertia on custormer lovalty,

Satisfaction is a function of performance and expectationg@@atis faction does
nok stop at one point, but the satisfaction is moving to follow the kevel of service
quality and the services provided in the minds of customg@) (Kotler and Keller,
2009). Anderson and Srinivasan (2003) says that the broad zone of toleran@y will
weaken satisfaction o custormer lovally, since satisfied customers tend to havea
narrow zone of iferance, so when whal is expected compared to what is cuslomer
recelved differ greatly, customers couldn’t accept and the result will reduce
satlsfaction amd the furhber impact weakening castonwer fovalty. lm his research,
Wi (2001) also foussd that the wider zone of tilerance, the weaker Influence of
satisfaction fo cuskomer lovalty. Based om the above theories also, trust can be
moderated by the Zone |:|-.F tnh-r.:n-:-n where trust obtained from high customer
invobroment. Costomers wm:u: conwvinced 'Im.- the r|_||:|]:|||:|‘i:|.r of service recoived
when customer has narrow Zone of tolerance.

The narrower Zone of olerance, the higher the level of consurmer confide noe.
Imertia customer behavios stél makes repeal purchases, even in the absence of
satisfaction, due to the fact that the behavior of Inertia described as a pushed by
hakst, causing indifference to the changes and altermatives in the macket (White
and Yanamandram, 2004}. lnl:rl:'au-'iﬁE b havior Fruquun‘tl:.-' and “not awarme”™
behavior made customers with Inertia behavior will net make sigrificant changes
by their consumption behavior to the seevice providers because they think it will
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be difficult for the cugymer (Yap and Sweeney, 2007), In his research, Wu (20011}
found that the wider Zone of toderance, the stronger influence of inettia towards
customer levaly, Bazed onthe theomes above, the hypotheses that will e presented
are s follows:

H;: Ifthe zone of tolemnee is getting narrower, the influenoe of satisfaction ko

Clgjomer Iovalty is higher.

If the zome of wlerance is getting narrower, the effect of customer trust

l.'tanls customer lovalty is higher.

H;: I the Zone of lolerance increasingly wider, the influence of Inetiia owards
customer lovalty is higher.

H .

METHODOLOGY
This research was conducted with refers to a previous study conducted by Wu

(201} and Nguyen ef al,, (20013), The design of the rescearch s Beseach Flvpothesis
(Hypothesis testing).

There are five (5) variables used in this stady, namely: cus@mer HH&[a:I:LﬂII,
customer frust. inertia, customer lovalty and zone of tolerance. All variables were
measuned using a five-point Likert scale, where 1= Srongly Disagree, 2= Disagree,
3 = Undecided, 4= Agree, and 3 = Strangly Agree. Satisfaction was measured by
using a five-item statement proposed by Verhoef of @, (2001}, namely;

—-

: ﬁ. bank provides a gosd service,
2 | am satisfied with the competence of the Bank's emplovess in delivering
seryices,

3. 1am satisfied with the quality of the Bank's services,
-1 Qru pleased to have this relationship with the Bank, and
in general, | am satisfied with the services offered by this bank.
Customer brust is measored l'l:r umnﬁ' a fourdatem statement pri.1|.11:-;t'|:| h_'!.'
Mpuvengial (113, namely:

1. ﬁhmﬂl has high imtegrity,

2 the bank's expertise i the field/ financial services,
3. Bank always concerned by providing services o its customsrs, and
4, servioes that satisfy cusbomers ane more important than the bank”s fimancial

peTformance.
Imertia s measured by using a three-item statement propesed by Anderson
and Srindvasan (23], nameky;

1. I Dwas nok satisfied with this bank, new bank meves would enly disturb
me,
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A
i

| felt accustomed to purchasing services from this Bank, and
I cam not bee bothered o dhange from this bank,

Customer lovalty is measured by using five ilems proposed by Zeithmal of ol
[(199&), namely:

L

When | would requine bank, this is my first choiee,
T me, this is the best banlk,
lieve that this bank is mv Faverite bank,
1 rarely consider gyching to another hank, and
I will continue to use the services of this bank in the future,

Zome of Tolerance 15 measured by using a five-item statement proposed by
Parasuramnam efal., (1993}, namely:

MY oge LE B2

Bank s spread out and easily found,

thie Bank ks able to respond to my regquest imamediateiv,
Bank maintainits services free of faolts reconds,

I feel safe using the services of this bank, and

The Bank is the best bank in my t'mﬂ

lor dhetermine whether the instromient used in this study 1= valid and reliable,
then the validity amd reliabifity test was conducted. Thevalidity test was comductad

to examine whether questione@sed could describe the statement of vanables to
be measured [Sekaran, 2000). Based on the validity of the test resulls, It can be
seem that:

Frovees 3 sk besrsen t igemms: vseed immsessu rinﬁ saticfaction, the pnfire skrtememt
items have povalue = 0000 < 005, and the cormelation values ranged from
(1LAST o (L8, This misans that each item o measore safiskaction statement
ts valid, [m other words, the items b measure satisfacton statement can
b epsred fo measure the vanables of satisfaction,

From 4 statemenl ibems used In measuring custommer trust, the entire ilem
staterment has a p-value = (L0 <0005, and the correlalion values ranged
from OLGAZ o DE4L. This means hat each ilem statermnent Lo measure
customer frust is valid. In other words, the Bems [0 measure cuslomer
trust stakement can be used i measure the variables of customer frasl

From 3 statement itemis used in measuring imertia, the entine statemaent
items have povalue = 0000 < 005, and the cormelation values ranged from
(1,729 o 0,920, This means that each item to measone inerta statement is
valid. [mather words, ghe themns bo measure inerba stabement can be wsed
t measure the varables of inerta,
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4. From 5 statement ttems used in measuring customer loyalty, the entire
statement ibems have p-value = 0000 < 0,03, and the correlation values
ramged from 0,341 e 0812, This means that each ifem stalement i measum
cusbomer lovalty is valid, In oiber words, the items be measune customes
Iu!.'.1|r_!r staterment can be used to mensare the variable of customer |1.1:.-'|:||l'_l.-'.

5 From 5statement items used in measuring cone of folersnce, the entire
itemy slatemen! has a p-value = (W0 = 005, amd the correlation values
ranged from 0,645 to LBOF. This means that cach item statement fo measune
zone of lolerance i3 valid, Inother words, the items o measure statemenl

s of belerance can be used o messure the vamables zone of bolerance,

Tha relibility test & dome by caleulating at the Cronbach's Alpha coefficient

vihich aims to show whether measurement ratio is repeated bwice o more, it will

produece the same corsistent resolts, From the data processing, it & known that
3 variables used in the studyv, namely:

Custtarner satisbachion, customer trust, inertss, customer lﬂg,':dt]._. and wome of toberanes

of Urombach’s Alpha values obtained nﬂ-perl‘l'il.'ul.].' by 07k (U763 (LBA2; (L5811, and

044% where the valoe is = Lé, This means that all comstructs wsed in this study is
sestent il ﬂl.'i.'\'."F'tﬂhJI.' ‘I_.!I.'“I:I:’]:"h.'lb]l.‘ el

The data wsed i this research is the primary data, The data collected directly

researchers bo answer the question or research purpoeses. The population in
this study s the national commercial bank, there are fotal 120 banks [Infobank,
Jurie 2083, The bank te be studied in this research is bank Moandiri, wihich i &
commercial bank with the biggest total assets and have the largest customer in
Indonesia (Infebank, June 2003}, so that the bank can b consideresd as
reprosentative banks with assets below,

Samples taken as many as 200 customers of ba@@dandiri, where each of 100
clients with a broad and narmew zome of wlerance, The sampling techngoe used
in this rescarch was punposive sampling technique. The criteria of samples taken
were Bank customers who have been customers of the bank for at lesst 12 moniths.
As stated by Wu (2001] that companies often retain customers i the long-term
relatiomship for at keast 12 monthe, Each custemer will have a different leved of the
Zoneof lerance, there arecustomer who are more folerant of services or melatively
concerned with the performance of services and consumers refatively indifferent
bor thwe service. Customer who cares aboot the service has narrow Zome of tolemnce,
whereas consumers who do not care will have wide zone of tolerance (Estekami
and deMaeyer, 2002),

The data colbection techniques were used by distribubing questionnaires directly
b cus tomers of Bank Mandiri. Survey teams will debiver the questionnaires dinectly
and wail until the respondent finished filling. This is to ensure that the
guestionnaire rate of return are 105, Although the rate of retumm is 10075, there is
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the possibility of returning questionnaine cannet processed 100%, This could be
happened because of the possibility after the validation of the data, there is a
questionnaire that is not eligible to be processed, for example, there are some
questions not answened by the respondent or there is an answer which is not
consistent with one another. Frulfi]eufrnupnnd emits can be seen from some of the
characteristica and the reswelis shown in table 1. Data analysis melthod wsed i
Multiple Regression Analvsis with 515 15,

Talsel1

Dremagraphic Characteristics
Drrengraphics Mherrone Zoae of ofeparcy (percerd ) B rood Fowe ofefenmmoe (feraeni)
rm'iml of rasbomer
1 year = 3.4 years s 5%
4 years — 5.9 peans n% 15%
7 YEArs = LR Tiars 4% %
™ 110 yonms 5% Sl
Gender
aliss 1% 1E%
Female ' 5%
Apge
<18 years % 2%
1B =27 years % 17%
2R =37 vears B% %
= 37 yedars 2% 15%
Chcupation
Studend &% h
Caollege Stusd ent 12% B
Civ il Servamis of Frivate Employes % 36'%
House Wil 15'% ¥
Enterprevewr % ik
Incame per monith
< |1 1oy T4 .
1 = 2.9 midllions bt 4 1%
3 - 4.9 millions 7% 19%
#” Saillians 465 R

Gonerver Chaka p'n'-m::sild.

Basied on the above dala, the image of respondents surveyod have the same
characteristics, namely:

[a) respondents with a narrow o brosd some of tederance, the majority become
a customer for = 10 vears; males; aged > 37 veans; emplovment as civil
servants or private, and tefal income per month = 1R 30000000,
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by the respondent with a broad zone of tolerance, the majorty become
customers for = 10 vears; males; aged > 37 vears, employment as civil
servants or private, and tofal income per maonth of 2 TRE 5000, 000,

3. RESULT AND DISCUSSIOM

Dreseriptive Slatistics

Chverall descriptive statistics for each variable of this research can be seen i the
following table:

Table 2
Descriptive Statistics
Mhrrries Zowe of ideramoe {percert| Brurd e of tolerance (peoavl)
Verinhes Mamn  Stendard devidion Mern Etanmirrd derrirhion
Saldsfoction 412 V234 18 (1547
Cigdomer frust 445 N57R T (L&GT3
[l 4. 1h (kN | 4.4 (LA
Custorer I'l:lll.lirl'.l.l 411 501 4.1 LT
o of Tedewamace 4.45 B3 i (L1545

Soverce: Dnta Processed,
From the above Lable, It can be seen that customers with namrow and broad
zomie of olerance:; | feel sakisfied with the bank (mean =412 and 4.15), believes the
bank (mean = 4.43 and 4 4), a customer of the bank besed on habit and bess conscious
processed {mean = 4:16 and 4:26], koyal to the bank (mean = 4:11 and 4:21). While
cuslomers with marrew zone of teberance, they are very concerned aboul the bank
services (mean = 4.45), but customers with & broad zone of fderance, they do not
care about the bank services [mean = 2.25). The value of the standard deviation
range from 0023 to 0691, the standard deviation values obtained tend o besmall/
comverge, s0 that it cam be conclueded that all the data collected was good.

Hypothesis Testing Resulis
The follswing result of research festing hy pothesis is:

Table 3
Hypothesls Testing Resulls
Hiproaesis i pgrialie  Cowclusion  Reall
H, Thereisa pesitive influenoe satistaction on 0456 0020 H Fejected  H, Suppoced
customer loyalty,
H, There isa positlve influence cestomer rest 0785 0000 Bejected © HL Sapporied
o customser layalty

Cort dable 3
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Hipodearz it pevatue Comcfusron  Resnlt
H, There is a pesitive influence inectia on Da3R 00 H Hejecled H Sopporied
customer loyalty.

H,: If the zone of tolerance is getting narrower, -0702 000 H, Bejected  H, Supporied
the inkluwence of customer satisfoction fu
custarner loyalty i higher.

H,: If the@@@ne of tolerance bs getting narroswer, =085 0000 H, Refected  H, Supporied
then the effect of customer trust towards
customer loyalty is higher.

H e Zome of tolerance inceeasingly 0AF 0038 H Rejectad  H, Supporked
wid e preac, then the influence of inertia
fowvards customer lovalbyis higher

Sonpiee T Dhala Proceased,

DISCUSSION

Hypothesis # 1

Hypothesis 1 describes the effect of satisfaction 1o customer lovalty, Ressarch
h}'pﬂth.'ﬁthilt will be fested are as follows:

H: am: is no positive influenoe satsfaction on costomer bvalty,
H;: Thereisa positive influence satisfaction on customer boyal

The first hyvpothesis test results showed that the influ@ce of customer
satisfchion to customer lovakty, the value of p-value = 0,000 < KOS5 which means
EII H, i rejected, and the value of [ indicates a positive value 0436, This means
37 13 ﬂwm is & positive influence of costomer satisfaction on customer loyalty, It
can be coneluded that the more satisficd customers with the services provided by
the Bank, the higher their lovalty to the bank, The resulls supported previous
resgarch cofucted by Wa (2011), which slates thal there is positive effecl
satisfiction on customer lovalty. In this study, the customer considers that the
quality of services provided has met their expectaticns, the bank has provided
service friend b, 0 good relationship, offering an attractive range of services fo
custommers, making the ostomer satisfied and will come back to buy the servioes
provided by the Bank,

Hypothesis i 2
Hypothesis 3 explained the effect of customer trust on customer koyalty. Besearch
hypothesis that will be tested are as fie

H;: There & no positive influence customer trust on customer loyalty.

H,; There s a positive miluence customer trust on customer lovalty,
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Thwe second hypothesis Il.'.sl%:lts show the effect of customer trust en customer
lovalty, the valee of p-value SgJOL0 2 <L05 which means that H is reiacted. and the
vilue of fl indicates a positive value 0,688, This means that memmapcslm effect
customer Lrust on custemer bovaliy. [f can be conduded that the more trust of
custowmers lo the bark, the I'IlbhEl' U1EII |u1,-'qu'.l tor thie Bank The result is associated
with aprevicus atudy of W (20011), which are consistent. In this study, custemers
have thae |'||.~1'|.-.L'-|'.|I'in|:|n that thie Bank has a hiﬁh 'II'I|'I.'-E|TE1"_|.'_. l.‘:l:l!-l."'l’"i!lil" im the feld of
financial services, concerned by providing services to customers, and puls ils

cuslomers as e moal important thing, S0 as fo make the customeer trust and will
comee back o buy the services provided by the bank.

Hyphotesis i 5

Hypothesis 3 describes the effectol meria o customer lovalty. Besearch hw pothesis

that will b tested are as tollows:

H,: There is no positive influence inertia on customer lovalty.
H;: There is a positive influence mertia on customer lovalty .

The third hy pothesis test res@s demonstrate the influenoe of incrtia o customer
lovalty, the valueof p—vﬁue = (LN <1005, which means H R: |:|.. and thye value
of findicates a positive value 0456, This means that there = HFI.I-CItI.'le effect inertia
on customer loyvalty, [t can be concuded that the more often customers use the
srrvices af the bank, the more dssturbed for customer if |:|'||:_'!.' fad ton :hanﬁu [ T3]
ancther bank, so the higher kovalty customer o he bank. The results gpport
previous research conducted by Wo (2001), which skates that inertia had posifive

effect on customer lovalty, In this study, the majodty of customers surveyed are
customer whohave been with the bank for = 10 vears. Inline with the statementof
W (2011, companivs often retain customers in the long-term relationship for at
least 12 months, and that customer can represent the behavior of inertia that use
the service om a regular basis and are based on habit, so with the continuous habit
will make customers "do not conscious™ B be boval o the company and annoved
if I:l'l-u_'!.' have o moeve o anether CLUTIPALNY.

Hypaolhesis i 4
Hypothesi= 4 explains the different influence costomers satisfaction on cus@a@ner
lovalty base on zone of tokrance. Besearch hyphotesis that will be festind are as
Follervwes:
H; Thereisno difference in effect of customer satisfaction to customer loyalty
based zone of tderancoe,
¢ If the zone of tolerance is gelting narrower, the influence of cuslomer
satisfaction o customer lovalty is getting higher

H

e
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The fourth hypothesis test nesults show wide zone of tolerance will give
different effect custd@er satisfaction on customer lovalty, From the test results
abtained p-value = 0,000 < 0.05 which means that H, Isrejected, and the value of |5
indicates a negative value - 0.702, which means that there are negative effects
customer satisfaction on custemer kyalty. 1t can be congfifled that customess are
increasing 1y concermed wikh the sery ices they reccbeed, so 6 e oestomer is satisfied
with the services provided by the bank, c§BJing mwore and moere customers in bend
to use the services of bank continuously. The results are consistent with previous
studies conducted by W 2011). Customiers who are concerned with the services
provided by the bank will be satisfied if they get a quality service from the bank
Tulfilled. The expected quality of customers i the form of convenience, secuarity,
doe not find fault in serving customers and can respond o customer mequests
immediately . This will make customers satisfied and will come back to buy the
services provided by the Bank.

Hyphotesis # 5 >

Hypothesis 5 explaines the difference mluemoe of customer§ist on customer loyalty
base on zome of tolermnce, Besearch hy pothesis that will be tested are as follows:

]-I*: There 15 no difference in the effect of customer frust to cestomier |u_l.-';|.1l}'
h'ml o wone of elerance,

H;: 1f the zone of telerance is getting narrower, the influence of customes

triest b customer lovalty is getting higher.

The @0 hypothesis testing resulls show wide zone of elemnee will give
different effgt of customer trust on custoner loyvalty, From the test results obained
pvalue = O < .05 which means that H_ is rquch:l,md thar value of i mdscates
A megative value <1354, which mians that there &= a negative effect of customer
trust on customer lovalty. It can be concluded that when cuslomers are increasingly
comcerned with the services they received, the mare trust of custom@EJin the Bank,
led to meore and rmore custorers intend o use the seevices of Bank. The resulls are
copsistient with previous studies comducted by Wo 2001), Cusfomers who are
concerned with the services provided by the bank, will have the perception that
the hank has a high integrity, experfise in the field of financial services, concernad
bw providing services o customers, and puls ibs customers as the most important
thimg, so it will make custemer trest and Becoma leval and will remain using the
Bank services,

Hypothesks it

Hypothesis b explains the difference influence of inertia on customer lovalty base
on gone Of tolerance, Bescarch hiypothesis that will be tested are as fedlows:
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H,; EBcre is no difference in the effect of Inertia to customer boyalty based on
zone of tolerance.

H;: If the zome of tolerance is gelting narrower, the influence of inertia to
customer lovalty is getting higher,

Thee sixth harpothesis best resulls chowed widespread influence zome of wheranoe
will strengthen the Influence of inetiato cugomer ioyalty, and obtaineg pvale
= (.038 < D.OEEY hich maansthat H, is regected, and the value of i indicates a positive
value 0.795, which means that Lthere (5 a positive infleence zone of Loleranoe which
makes influence mertia on customer lovalty becorne higher. [t can be concluded
that when customers increasingly unconcemed with the seevice they received /
when the habiiual behavior of customers more often and the higher the perception
afcustomers that will find it difficaltif they have to move, it will improve bgvior
“not aware” customaers for servioe tore-use bank to avoid these difficolties. Besults
of this study are also consistent with previows studies conducted by Wu (2011),
wheere if the customer is petting nob concerned with the services l|1|_'|. resceived f
whien the habitual behavior of customers more frequently, causimg incrtia behavior
of customess whio use Lhe service regularly amd are based on hakdt, will make
customers “unknowingly” be loyal to the company and it will annoyved §f they
have o move (o another company.

Q CONCLUSION

Based on the research results and discussion above, i can be concluded that the
res-eard'lﬁnderl_aken i= enfirely consistent with the research Wa (A1), where in:

[a) customer satisfac@Pn. customer trust, inertia has positive effect on
customer loyvalty. The higher level of customer satisfaction, corsumers
confidence and buving behavior as a habit and “not conscious”, will
increase customer lovalyy b the bank,

(by  The narrow zooe of tolerance, the higher effect of customer satisfaction
and customer trust towards castomers lovalty. If the customer expectations
i smaller tham whal the custemer received so the costomer feel salisfied
and trust Ica'h:- bank, 1t will load the customes intends to boy back;

<} The wider zene of olerance, the stronger: influence of inertia towords
|.-|.|.=l'|:|'|:'|.n:|'Ji:q,:'::ll'_l,uI

A high frequency of customes habits and roatine pur@@ing behavior which
is “mot conscious” will reinforce the behavior of inertia to customer loyalty.

From the results of this study, It can be given suggestions for the bank's
marketing manager o create customer fovalty, Banks shoukd be able to provide
the besl service bo iks oestomers and muosl be different from s cotnpetitors, First,
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b create customer satisfaction and customer trust, managers must conduct fraining
for employees to be able t@@rovide good service to customers, increase attention
o customers and o create a good relationship between the custormer and the bank
by comtacting customer periodically inoorder to meet their expectations. Second,
for the custemers who have behavieral inertia, the company could give a gift/
reward fo customers who use the service fithfully, create a communaty bank
customers &0 thal customers with Inertia behavior will be tied to the bank,

The sugaestions for further research. In a subsequent stud v is expected bo:

1. doresearch on the services of another company, so it can determine ils
mpact on cxisfing services mdustre, such as the hospital or education
mdusiry.

2. dislirguish cestomers with different services, so that visible differences
which customers are more bound and has a custom behavior by
COMmpanies,

3 add another variable that can areate customer lovalty, the service quality
and commitment, and seck indirect effect of cach variable studied,

4. add moderating variables, namely commitment and alternative
attractiveness.
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