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Abstract

This study aims to analyze the effect of service quality and trust on customer loyalty, with satisfaction as an
intervening variable, at PT PNM Mekaar Syariah Branch in Kerinci. This research adopts a quantitative
approach, utilizing a causal method, where primary data are collected through an online questionnaire using
Google Forms. The population in this study consists of customers of PT PNM Mekaar Syariah, Kerinci
branch, with a sample of 85 respondents selected using a convenience sampling technique. Data analysis is
performed using Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) with the help
of SmartPLS 3.2.9. The results indicate that service quality has no significant effect on either customer
loyalty or satisfaction. In contrast, trust has a positive and significant impact on both customer loyalty and
satisfaction. Additionally, trust can mediate the relationship between service quality, customer satisfaction,
and loyalty. However, satisfaction does not mediate the relationship between trust and service quality, nor
does it mediate the relationship between service quality and customer loyalty. These findings emphasize that
trust is the key factor in building customer loyalty at PT PNM Mekaar Syariah. At the same time, service
quality and satisfaction have not shown a significant direct effect on loyalty.
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Introduction

In this modern era, competition in the banking industry is increasingly fierce. This cannot be
separated from the increase in activity and conditions of products offered by financial institutions.
Thus, this situation increases quality competition, considering that the product is one of the most
critical factors in customer satisfaction. Customer satisfaction is a solid foundation for maintaining
strong customer relationships and expanding market share. Therefore, programs that focus on
customer expectations are needed to strengthen the company's position in the market (Fatihudin
dan Firmansyah, 2019:210) (Sudirman, Darmiati, and Rahman, 2022)

The ability to perfectly meet consumer expectations creates satisfaction, strengthens trust, and
increases loyalty. To enhance customer loyalty, companies are expected to develop programs that
encompass all aspects of their business services. The quality offered to consumers becomes a
benchmark that fosters optimal customer trust. According to Wijaya, (2018), Continuous
commitment to service quality is a substantial advantage for building trust. Strength is also
necessary to increase competitiveness when a company has benefits that are difficult for
competitors to imitate (Anisa, Hermuningsih, and Maulida, 2021) . Trust and satisfaction can
influence customer loyalty (Satryawati, 2018).

According to Sapada, (2021) Service Quality is a symbol of service perfection based on customer
expectations. The better the service quality, the higher the customer satisfaction. Perfection of
service quality can be optimized by applying Islamic values (Dewi and Swara, 2022). According to
Sharia, work is worship. A high spirit of worship encourages people to work hard. Thus, the
application of Sharia principles in business management is one of the most essential points that
helps shape product value and customer perception. The ability to deliver perfect service quality
can be a significant advantage in terms of customer satisfaction, and this effort is also highly
effective in increasing customer loyalty. Customer loyalty is a deep commitment to making a
purchase (Kalsum, 20106) in (Sudirman et al., 2022).

In general, financial institutions can be categorized into two primary forms: banks and non-banks.
The primary difference between the two institutions lies in their methods of collecting funds. In
collecting funds it is cleatly explained that banks can collect funds from the public either directly
or indirectly, while non-bank institutions can only collect funds from the public indirectly (Dewi
and Swara, 2022).

In the current era, the Indonesian economy is generally in a difficult situation, where farmers often
fail to harvest due to flooding. This situation exacerbates the economic downturn over time. To
overcome this economic situation, financial institutions, including both banks and non-banks, are

among the key players in helping address the difficulties faced by society (Wiwoho, 2020).
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To start a business activity, an entrepreneur can make it happen by providing initial capital, either
personal or group funds, so that business activities can be carried out from this initial capital. On
the other hand, if in dealing with capital problems, an entrepreneur does not have it, one way to
go is to how to find business capital loans. There are many ways that can be used to borrow
business capital, one of which is by borrowing from neighbors, family, or other parties who have
it with an agreement to help, cooperate, or share profits (Sevina, Suryani, and Humaemah, 2022).
Apart from those within the community itself, there are currently many financial institutions that
offer cooperation in the form of providing capital loans, both individually and as a group. These
institutions provide loans, debts, alms, grants, or zakat, which, in their implementation, have been
regulated by Islamic law. On the other hand, informally, one of the financial institutions that
effectively channels business capital is also provided, namely National Civil Capital, PNM, PNM
Mekaar, and PNM Mekaar Syariah.

PNM Mekaar Syariah is one of the PTs that has an office branch in the Kerinci Regency and has a
sub-branch in Baru Debai Village, Kumun Debai District, Sungai Penuh City, is one of the PT's
that operates in the field of group-based empowerment services by Islamic law based on fatwas
and a statement of conformity with Sharia and the National Sharia Council of the Indonesian
Ulema Council, which is aimed at underprivileged women who do ultra-micro businesses (Liputan
0, 2022), through improving financial management to realize family aspirations and prosperity,
financing business capital without interruption, getting used to the culture of saving and increasing
entrepreneurial competence and business development (Sevina et al., 2022).

Since its founding, in 2015 PNM Mekaar Syariah has experienced quite rapid development so that
in 2018 it succeeded in distributing loan assistance to more than 4 million customers. In accordance
with its function and aim, namely fostering a prosperous family economy which provides special
services for underprivileged women who are ultra-micro business actors, both those who want to
start a business and those who want to develop a business (Liputan 6, 2022).

If you examine its development over time, PNM Mekaar Syariah is in high demand among
underprivileged communities, particularly businesspeople who want to start or expand their
businesses. PNM Mekaar Syariah branch in Debai Village, Kumun Debai District, Sungai Full City
was establishhed with the aim of being a strategic solution for the government to improve
community welfare and economic equality through developing access to capital and capacity
building programs for micro businesses (Sevina et al., 2022). So that PNM Mekaar Syariah can

reach the Kerinci district and the city of Full River.
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In mid-2018 PNM Mekar Syariah began to be known and developed among the community in
Kayu Aro Ambai village, Tanah Cogok sub-district, Kerinci regency. The community, especially
mothers, feel that this is a new thing that is of concern to many people because anything new will
be easily recognized and recognized by the public. The adaptation process between PNM Mekaar
Syariah and the community, especially housewives, is very easy because the expressions given or
offered can be absorbed thoroughly and are easy to understand. Concision and clarity in speaking
in various expressions greatly influence the comprehension of those who hear it, whereas
convoluted expressions that are unclear and less accurate will cause the comprehension of those
who hear them to be slow. Speaking in general can be interpreted as conveying intentions (ideas,
ideas, feelings) to other people through spoken language so that other people can understand the
meaning (Utami and Malang, 2019).

Starting with a discussion of various forms of business institutions in Indonesia which operate in
the field of providing financial services which can provide loans or business capital so that
customers can become entrepreneurs independently. A lot of free time is wasted and not utilized.
Different from the principles of managing time, time management skills are how we use time to
prioritize and achieve life goals and create prosperity (Syelviani, 2020). If we fill our time well, we
will feel the benefits.

PNM Mekaar Syariah, one of the institutions operating in the financial sector, is the only financial
institution established by the Government through Indonesian Government Regulation No. 38/99
dated 29 May 1999 which was confirmed through the Decree of the Minister of Finance of the
Republic of Indonesia No. 487/KMK-017/1999 dated 13 October 1999 as a BUMN which has a
special task in empowering small, medium and cooperative micro-enterprises (UMKMK) as well
as implementing Sharia principles in accordance with Islamic teachings (Aprilia and Anjeng Esri
edhi Maharani, 2022).

Apart from that, PNM Mekaar Syariah utilizes a shared responsibility group system which aims to
close the gap in financing channels so that customers can develop their business skills to advance
the welfare of their families. The shared responsibility system means that if in one group there is a
member whose credit is bad for installments, then it becomes the responsibility of the other group
members (Sevina et al., 2022).

Based on the results of observations on December 10 2023, 10 members of the group that had
been formed had to submit original and photocopies of K'TPs and family cards. After selecting the
chairman of PNM Mekaar Syariah, he continues the survey activities to the customers' homes. If
the survey results show that the group meets the requirements to be given a loan, then within a few

days, the loan funds can be disbursed.
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Based on the results of an interview with Ernawati on December 11 2023, it was revealed that
before the disbursement of PNM Mekaar Syariah explained to customers, among other things: 1.
First stage loan in the amount of Rp. 3,000,000. 2. From capital of Rp. 3,000,000 is set aside for
customer savings of 5% (Rp. 150,000), these savings will be returned when the installments have
been paid in full. 3. Installment of Rp. 75,000 per week within 1 year 2 months (50 weeks). 4. 2%
credit interest discount per month (Rp. 60,000). 5. The total loan amount received by the customer
is IDR. 2,850,000. 6. PNM Mekaar Syariah uses a shared responsibility group system. If a member
does not make a deposit then it is the responsibility of all group members to cover it.

After all this is explained, the group members make a promise or oath as a bond so that all members
can carry it out carefully.

PNM Mekaar Syariah, a branch in Debai Village, Kumun Debai District, Sungai Full City always
tries to improve the quality of its customers' trust so that they feel satisfied with the services
provided, but here and there there are still complaints from customers, such as: there are
complaints regarding the loan amount not being as promised. , interest payments that are too high,
there is a repayment system.

Oriented from this, customers begin to feel a discrepancy between their desired expectations and
the reality they face, which causes the sense of optimism to disappear and be replaced by a sense
of pessimism. As stated by Riadi, Kamase and Mapparenta (2021) where customer satisfaction is
the customer's response after use to the perceived difference between previous expectations and
actual product performance. Another definition of satisfaction is a person's feeling of happiness or
disappointment that arises from comparing the efficiency or results of a product with his or her
expectations. As an implementation of all this, customers feel that the quality of existing services
is not optimal, ultimately making customers dissatisfied and losing loyalty to PNM Mekaar Syariah,
which causes many customers to stop and give up using credit offered by other companies or
banks.

Based on the description above, this research wants to know the extent of the quality of service
and trust provided so that customers become loyal and satisfied in using PNM Mekaar Syariah like
other financial institutions. In this way, customer loyalty to PNM Mekaar Syariah remains an idol

in the hearts of customers.

Methods
This study is a causal research, which aims to examine the influence among variables. The research

approach used is quantitative, where the data consist of numerical values. The primary data source
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is collected directly from the research subjects or objects using a questionnaire as the data collection
tool.

The population of this study consists of customers of PT PNM Mekaar Syariah, Kerinci branch,
whose exact number is unknown. The sample in this study is a portion of the customers, amounting
to 31 respondents, determined based on the formula proposed by Hair (2015), which states that
the minimum sample size for Structural Equation Modeling (SEM) analysis can be calculated by
multiplying the number of indicators by 5 to 10. Therefore, the minimum sample size for this study
is 85 respondents (5 x 17). However, only 31 respondents completed the questionnaire, and thus
this number was used as the sample. The sampling technique employed is convenience sampling,
which is a method where samples are taken based on chance encounters with customers of PT
PNM Mekaar Syariah. The sample criteria include customers who have taken loans from PT PNM
Mekaar Syariah and reside in Kayu Aro Ambai village.

For data analysis, Structural Equation Modeling (SEM) was used with the assistance of the
SmartPLS application. According to Ghozali (2002) as cited in Risnandar (2022), the recommended
minimum sample size for SEM using PLS is between 30 and 100 samples. The advantage of using
SEM-PLS is that it does not require normally distributed data, and the PLS calculation results
remain robust even if there are non-normal data or missing values. Additionally, SEM-PLS can be
used to confirm theories and describe relationships among variables. Considering these advantages
and the sample size used in this study, SEM with the Partial Least Square (PLS) method was chosen

as the analytical tool.

Result and Discussion

Result

Construct Validity and Reliability

The purpose of this test is to ensure that the validity and reliability of the questions contained in

the questionnaire used as a research instrument can be ascertained in measuring research variables.
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Figure 1. Example of a figure caption

Initially, the research instrument used to measure customer loyalty consisted of 8 questions, all
questions met validation and reliability requirements. Likewise with the satisfaction variable, of the
7 questions asked, only 5 questions passed the research instrument test. Meanwhile, for the service
quality variable, only 9 out of the 10 questions tested were declared valid and reliable. Meanwhile,

for the trust variable, of the 10 questions tested, only 9 questions met the validation and reliability

assumptions.
Table 1. Contruct Validity and Reability
Cronbach’s tho A Composite Avarage Information
Alpha Reliability Variance
Extraxted
(AVE)

Trust 0.968 0.969 0.973 0.799 Valid &
Reliable
Satisfaction 0.942 0.948 0.957 0.816 Valid &
Realiable
Service 0.949 0.951 0.957 0.713 Valid &
Quality Realiable
Customer 0.937 0.946 0.948 0.697 Valid &
Loyalty Realiable

Source: Data processed by SMART PLS 3.2.9, 2024
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From table 1 above, it can be seen that the Cronbach's Alpha value for each of the variables above
is 0.9, then the Avarage Variance Extracted (AVE) value above is 0.5, so that all the questions in
this research are declared valid and reliable.

Evaluation of Structural Model

R Square
Table 2. Coefficient Determinant
Cronbach’s Alpha rho_A
Trust 0.930 0.928
Satisfaction 0.938 0.933
Customer 0.930 0.922
Loyalty

Source: Data processed by SMART PLS 3.2.9, 2024
Table 2 above provides information that the influence of customer loyalty, satisfaction and
service quality on trust is 92.8%. Meanwhile, the influence of customer loyalty, service quality and
trust on satisfaction is 93.3%. Meanwhile, the impact of satisfaction, service quality and trust on
customer loyalty is only 92.2%.
T-Statistics (Bootstrapping)
The t statistics test is carried out to test the research hypothesis, namely to see whether the
exogenous variable (X) has a significant influence on the endogenous variable (Y).
Direct Effect

Table 3. Direct Effect

Original T Statistics P Information
Sample (|O/STDEV|) Values
©)
Service Quality -> Customer Loyalty ~ 0.121 0.436 0.663 Hi Rejected
Trust -> Customer Loyalty
Service Quality-> Satisfacion 0.633 2.001 0.046 H> Acepted
Trust -> Satisfaction 0.402 1.480 0.140 H; Rejected
Satisfaction -> Customer Loyalty 0.574 2.203 0.028 H, Acepted
Service Quality -> Trust 0.219 0.920 0.358 HsRejected
0.965 32.955 0.000 Hg Acepted

Source: Data processed by SMART PLS 3.2.9, 2024

The Influence of Service Quality on Customer Loyalty
Table 3 above shows that trust is a variable that can predict changes in customer loyalty, this is

proven by the t-statistics value of 2.001 > 1.96 and the P-Value value which is greater than Alpha

91



Thesa Irda Putri, Elex Sarmigi, Muhammad Aunurrochim Mas’ad
Building PNM Mekar Syariah Customer Loyalty by Improving Service Quality, Trustm and
Satisfaction

(0.046 < 0.05). So H2 is accepted, which means that every time there is a change in trust, there will

be a change in customer loyalty.

The Influence of Trust on Customer Loyalty

Table 3 above shows that trust is a variable that can predict changes in customer loyalty, this is
proven by the t-statistics value of 2.001 > 1.96 and the P-Value value which is greater than Alpha
(0.046 < 0.05). So H2 is accepted, which means that every time there is a change in trust, there will

be a change in customer loyalty.

The Influence of Service Quality on Satisfaction

Based on table 3 above, it provides information that service quality is not a variable that can predict
changes in satisfaction. This is proven by the t-statistics value of 1,480 < 1.96 and the P-Value
value which is greater than alpha (0.140 > 0.05). So H3 is rejected, which means that service quality

has no effect on satisfaction.

The Effect of Trust on Satisfaction

From table 3 above, based on the data, it is known that H4 obtained a t-statistics value of 2,203 >
1.96 and a P-Value value of 0.028 < 0.05. These results indicate that trust has a positive effect on
satisfaction and is acceptable. Thus, it can be concluded that good trust can significantly increase

satisfaction.

The Influence of Satisfaction on Customer Loyalty

From the results of data analysis in table 3 above, it can be concluded that the satisfaction variable
has no significant effect on the customer loyalty variable, with a t-statistics value of 0.920 > 1.96
and a P-Value of 0.358 < 0.05. So H5 is rejected where the level of customer satisfaction does not

match expectations, which causes there to be no significant relationship with customer loyalty.

The Influence of Service Quality on Trust

Table 3 above shows that the service quality variable directly has a positive and significant effect
on trust, with a t-statistics value of 32,955 > 1.96 and a P-Value of 0.000 < 0.05. So H6 is accepted,
where PT PNM Mekaar Syariah succeeded in winning customers' trust through its ability to

provide.
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Inderect Effect

Tabel 4. Inderect Effect

Original T Statistics P Values Information
Sample (|O/STDEV )
©)
Service Quality -> trust -> Satisfaction 0.554 2.243 0.025 H7 Acepted
Service Quality-> Trust -> Customer 0.611 2.004 0.046 Hs Acepted
Loyalty
Trust -> Satisfaction -> Customer 0.126 0.699 0.485 Hy Rejected
Loyalty
Service Quality -> Satisfaction -> 0.088 0.770 0.442 HioRejected
Customer Loyalty

Source: Data processed by SMART PLS 3.2.9, 2024

The influence of service quality on satisfaction mediated by trust

Based on table 4 above, it can be seen that the t-statistic value is 2,243 > 1.96 and the P-Value is
0.025 < 0.05. then H7 is accepted, meaning that the existence of the trust variable is able to mediate
the relationship between service quality and satisfaction. So it can be concluded that the trust given
by PT PNM Mekaar Syariah to customers can mediate the relationship between service quality and
satisfaction.

The Influence of Service Quality on Customer Loyalty as mediated by Trust

The results of hypothesis testing show that H8 is accepted, because the t-statistic value obtained is
2.004 which is greater than 1.96, with a P-Value value of 0.046 which is smaller than 0.05.
Therefore, it can be concluded that the management ability of PT' PNM Mekaar Syariah in
providing quality services has succeeded in building customer loyalty so that customers tend to
continue borrowing from PT PNM Mekaar Syariah.

The Influence of Trust on Customer Loyalty as mediated by Satisfaction

The statistical results show that the t-statistic value of 0.699 is smaller than 1.96 with a P-Value
value of 0.485, which is far above 0.05. So H9 is rejected, meaning that satisfaction cannot mediate
the relationship between trust and customer loyalty.

The Influence of Service Quality on Customer Loyalty as mediated by Satisfaction

From table 4 above, it can also be seen that the t-statistic value is 0.770 <1.68 and the p-value is
0.442 <0.05. So H10 is rejected, meaning that satisfaction is not a variable that is able to mediate

the relationship between service quality and customer loyalty.
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Discussion

Based on the results of testing hypothesis 1, it is known that service quality does not have a
significant effect on customer loyalty. This means that the quality of service that occurs at PT PNM
Mekaar Syariah is not able to create customer loyalty. This supports previous research conducted
by Rahmah ez a/. (2021) which states directly that there is no significant influence on customer
loyalty. The research also supports the results of other research conducted Maulida and Pradana
(2022) who also found that service quality is not a factor that can influence customer loyalty.
However, the results of this study contradict the results of research conducted by Tumbel, Wenas
and Lintong (2022) who found that service quality has a positive and significant effect on customer
loyalty.

PT PNM Mekaar Syariah is a microfinance institution focused on ultra-micro business financing,
especially for underprivileged women. In this context, the customers generally come from lower to
middle economic segments, where the focus is on business sustainability and access to capital as
top priorities. Therefore, customer loyalty is likely to be more influenced by ease of access to
financing, an unsecured loan system, and the direct economic benefits received, rather than service
quality aspects such as friendliness, service speed, or comfort (Sari & Rahman, 2021). Furthermore,
religiosity and alignment with Islamic principles also play an important role for customers when
choosing and remaining loyal to Islamic financial institutions. Some customers may demonstrate
loyalty not solely because of the service provided but due to shared values, trust in the Islamic
system, and the expectation of blessings from business financing that is in accordance with Islamic
law (Rohmah & Fauziah, 2021; Fitriani, 2020).

Meanwhile, in the results of testing hypothesis 2, trust was stated to have a significant effect on
customer loyalty. This means that every time there is a change in trust, there will be a change in the
customet's loyalty. The results of this research atre in line with the results of previous research
conducted by Supertini, Telagawati and Yulianthini (2020) which shows that customer trust has a
positive and significant effect on customer loyalty. Which is also supported by the results of other
research conducted by Dewi and Swara (2022) that customer trust has a positive and significant
effect on customer loyalty. However, the results of this study are inversely proportional to the
results of research conducted by Lutfiani and Musfiroh (2022) that trust hurts customer loyalty,
meaning that trust does not have a significant effect on customer loyalty.

However, the results of testing Hypothesis 3 indicate that service quality does not have a significant
effect on customer satisfaction. This means that service quality is not a variable that can predict

changes in satisfaction. This finding aligns with previous research conducted by Thawil (2023),
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who stated that service quality has not been able to demonstrate a significant relationship with
satisfaction. This finding is further supported by a study by Napitupulu and Lukiyana (2019), which
found that service quality has no significant effect on satisfaction, with the direction of the effect
being negative. In contrast, this study contradicts the findings of Normasari et al. (2018), who
revealed that service quality significantly influences customer satisfaction. PT PNM Mekaar Syariah
serves a segment of the lower-income population, many of whom have not yet been reached by
formal financial institutions (unbanked).

In such conditions, the main priority for customers is not comfort in service, but rather quick and
easy access to financing that complies with Islamic principles. In Islamic financial institutions,
spiritual values and trust in the institution play an important role in shaping customer satisfaction
(Fathoni & Maulana, 2021). Therefore, even though the service may not be optimal from a
technical standpoint, as long as customers believe that the institution operates honestly and by
Islamic principles, they remain satisfied (Hasanah, 2020). Customer characteristics also serve as an
important contextual factor. Customers of PT PNM Mekaar Syariah generally come from low
educational and economic backgrounds, with a primary focus on business sustainability. They
prioritize the direct benefits of the program rather than an ideal service experience. In this regard,
even though the service may be quick and easy but not technically perfect, it is still considered
satisfactory as long as it contributes to their business (Siregar, 2022).

Furthermore, in testing hypothesis 4 it was found that trust had a positive effect on satisfaction
and was acceptable. This means that good trust can significantly increase satisfaction. The results
of this study are also in line with research Putra, Supriyatin and Sakti (2021) which suggests that
trust has a positive and significant effect on customer satisfaction. The results of this research align
with those of a previous study Annisa and Dwiyanto (2021) which found that trust has a positive
and significant influence on satisfaction. But the results in this study contradict the results of
research conducted by Sudaryana (2020) There is a positive and insignificant influence on trust on
customer satisfaction.

Meanwhile, in testing hypothesis 5, it was found that the satisfaction variable had no significant
effect on the customer loyalty variable. This means that the level of customer satisfaction does not
match customer expectations, resulting in no significant relationship with customer loyalty. The
results of this research are in accordance with previous research conducted by Sari and
Lestariningsih (2021) in which customer satisfaction did not have a significant effect in a positive
direction on customer loyalty.

The results of this research are also supported by a study Ida Sukmawati (2018) stating that there

is no significant effect of customer satisfaction on customer loyalty. However, the results in this
95



Thesa Irda Putri, Elex Sarmigi, Muhammad Aunurrochim Mas’ad

Building PNM Mekar Syariah Customer Loyalty by Improving Service Quality, Trustm and
Satisfaction

research are inversely proportional to the results of research conducted Octavia (2019), namely that
customer satisfaction influences customer loyalty. Customer loyalty to Islamic financial institutions
is often more influenced by alignment with Islamic principles, trust, and the limited availability of
alternative institutions in the area. Additionally, for micro customers, loyalty is more driven by ease
of access to financing and service flexibility rather than service satisfaction alone. Therefore,
although the satisfaction level may be relatively good, it is not strong enough to significantly foster
loyalty without reinforcing aspects such as religiosity, contract transparency, and trust in the
application of Islamic principles.

However, in testing hypothesis 6, it is known that the service quality variable has adirect and
positive, and significant effect on trust. This means that PT PNM Mekaar Syariah has succeeded
in winning customers' trust through its ability to provide quality service. The results of this research
align with previous conducted by Pramana and Rastini (2019), which argue that service quality
variables have a positive and significant effect on trust.

Based on the results of testing Hypothesis 7, it is evident that the trust variable mediates the
relationship between service quality and satisfaction. This means that the trust given by PT PNM
Mekaar Syariah to customers can mediate the relationship between service quality and satisfaction.
. The results of this research are in line with the results of previous research conducted by (Pratiwi
and Suparna (2018) which stated that the role of trust positively mediates the influence of service
quality on satisfaction.

Meanwhile, the results of hypothesis 8 show that the existence of the trust variable is able to
mediate the relationship between service quality and customer loyalty. This supports previous
research conducted by Sudirman, Darmiati and Rahman (2022) that service quality has a significant
effect on customer loyalty through trust. What is also supported by the results of other research
conducted by Pramana and Rastini (2019) is that there is a positive influence on the service quality
variable on the customer loyalty variable through trust.

However, the results of Hypothesis 9 show that the existence of the satisfaction variable is unable
to mediate the relationship between trust and customer loyalty. The results of this research align
with those of previous studies, which argue that trust has an indirect influence on customer loyalty
through satisfaction, although this effect is not significant. However, the results in this research are
inversely proportional to the results of research conducted Firdaus ez a/. (2023) , which states that
trust has a positive and significant effect on customer loyalty through satisfaction.

Furthermore, the results of Hypothesis 10 show that the existence of the satisfaction variable is

unable to mediate the relationship between service quality and customer loyalty. The results of this
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research are also in line with previous research conducted Irnandha and Utama (2020) regarding
service quality having no effect on customer loyalty, which is mediated by satisfaction. This research
also supports the results of other research conducted Aprileny, Rochim and Emarawati (2022), the
indirect influence of service quality on customer loyalty through satisfaction is not significant.
However, the results of this research contradict those of a previous study, which found Firdaus ez
al. (2023) that service quality has a positive and significant effect on customer loyalty through

satisfaction.

Conclusion

Based on the research findings, it was discovered that service quality and satisfaction do not have
a significant effect on customer loyalty at PT' PNM Mekaar Syariah, Kerinci Branch. This means
that although the service provided is good, it does not necessarily lead to customer loyalty. In
contrast, trust has a positive and significant effect on customer loyalty, indicating that the higher
the trust of customers, the higher their loyalty will be. Additionally, service quality does not have a
direct effect on satisfaction; however, it does have a significant impact on trust. Trust, in turn, has
a significant effect on satisfaction. Regarding mediation, trust mediates the relationship between
service quality and both satisfaction and customer loyalty, whereas satisfaction does not mediate
the effect of trust or service quality on customer loyalty.

These findings suggest that to enhance loyalty, PT PNM Mekaar Syariah should focus more on
strengthening customer trust through transparency, clear procedures, and a commitment to
excellent service. Service quality should still be maintained, but enhancing trust becomes the key

factor in building long-term relationships with customers.
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