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Abstract: This study aims to examine and explain the effect of the variable service quality and product quality
to the company's image, satisfaction and trust. The research was conducted in the area of East Java province
which consists of 38 cities / counties, the individual customers who have an active savings bank accounts owned
BNI in East Java province. Further sampling Tabungan Plus customers (Taplus) BNI to 4 cities; Surabaya,
Malang, Kediri, and Jember done proportionally area (proportional sampling) so that the research sample was
149 people. The analysis tools are Structural Equation Modeling (SEM) to determine the pattern and effect
relationships between variables in sequence, i.e. endogenous and exogenous variables. In the SEM analysis,
structural equation models, in principle, a multivariate analysis that describes the application of several models
simultaneously (Augusty, 2002). The results of the study explained that there is a significant effect between the
variables of service quality to the image of the company (0.307) and customer satisfaction (0.307), corporate
image, product quality (0.433) and customer value (0.351), the company's image against consumer trust
(0.329), the value customer to customer satisfaction (0.478) as well as customer satisfaction with customer trust
(0.408).

Keywords: Structural Equation Modeling (SEM), service quality, product quality, corporate image, satisfaction,
trust

I BACKGROUND

Development of Indonesia's economic performance in 2010, the better to 6.1%, higher than the growth
in 2009 of only 4.6% (Bank Indonesia, 2011). economic growth is supported by a more balanced sources of
growth, as reflected on the role of investment and exports are rising.

On the banking side, credit growth remains high with working capital loans as the main driver, while
consumer loans are still going to grow stronger due to the strength of household consumption. Meanwhile, in
line with the high growth in investment, credit growth accelerated investment in 2011 continues. Policies aimed
at enhancing the resilience of banks to shore up the bank's performance, strengthen competitiveness, and also
stem the crisis shock.

East Java Province is one of the richest provinces in Indonesia, with a GDP per capita of Rp 16.7
million (nominal) in 2008. Average economic growth in East Java to 5.2 percent between 2001 and 2009,
equivalent to a growth rate of the national average. East Java Province pretty big role and can greatly influence
which is about 15 per cent of Indonesia's economy.

In general, efforts to improve the service quality of an organization starting from the high commitment
of the management of the organization along with individual employee performance improvement, so that every
organization to pay more attention to the performance of individual employees. With good internal service
quality will lead to employee satisfaction in their work, which ultimately fosters attitudes and productive
employee behavior that ultimately affect the quality of external services.

Based on the phenomenon of banks in East Java Province, and by looking at the importance of the
customer in the marketing concept makes many academics focus their research on the topic or proximity
relationships with customers. The focus of the organization or company relationships with customers are
generally concerned about the quality of the service, to customer satisfaction.

With banking circumstances indicate that the bank - the giant private banks have the potential to
overtake the ratings or performance of state-owned banks (Limited). This study focused on the Bank Negara
Indonesia (BNI) with a case study on a customer of Tabungan Plus (Taplus) East Java Province. Selection of
study subjects is mainly due to that as a government-owned bank, Bank Negara Indonesia (BNI) is ranked third
by the bank in the acquisition of customer funds.

The results of this study are expected to contribute a comprehensive related to Service quality and
Product quality greatly affect the company's image, Satisfaction, Value and Trust in the banking financial
services institution especially Bank Negara Indonesia (BNI) in East Java for material performance
improvement, so that Bank Negara Indonesia (BNI) to follow the achievements of Bank Mandiri and Bank
Rakyat Indonesia (BRI).
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I1.  Theoretical Review
In the concept of services marketing, Kotler (1994) explains that not only required external marketing
but also internal marketing. Internal marketing describes the work carried out by the organization in training, to
meet the needs, reward and motivate employees so that employees feel satisfaction in work. It is important for
the employee to do a good job in providing satisfactory services to external customers. The problem occurs
usually starts from internal sources, i.e. how the quality of bank employees providing services to customers. The
expected value of the customer it is a determinant of satisfaction (Lai et al., 2009; Kuo and Ye, 2009, and Hu et

al., 2009).

Researchers who support the influence between variables such as:

1. Research Helgesen, Havold, and Nesset (2010) which resulted in the conclusion that the image is directly
significant effect on loyalty. Corporate image is directly significant effect on satisfaction. These results can
be said that the image of the company influence either directly or indirectly to loyalty. Meanwhile, the image
of the machine does not significantly affect loyalty, but significant effect on store image and contentment.

2. Research Kuo and Ye (2009) to test hypotheses which states that service quality and image of the institution
positive effect on customer satisfaction, positive effect on loyalty. Furthermore, customer satisfaction is also
a positive effect on loyalty.

3. Research Hu, Kandampully, and Juwaheer (2009) with the results of the testing indicate that the positive
effect on the service quality perceived value. Perceived value positive effect on behavioral intentions.
Positively influence service quality to customer satisfaction. Perceived value positive effect on customer
satisfaction. Positive effect on service quality corporate image. Perceived value positively on the image of
the company. Customer satisfaction has a positive influence on the company's image. Corporate image
positive influence behavioral intentions or loyalty. While the results of this study reject the hypothesis that
the perceived quality positive influence on behavioral intentions or loyalty.

4. Lai, et al., (2009) which states that service quality significantly influence the value, image, and loyalty.
Image significant effect on customer satisfaction, value, and loyalty.

5. Naeem et al., (2009) which resulted in the conclusion that the service quality generally positive effect on
customer satisfaction.

6. Research Pollack (2009) which resulted in the conclusion that the service quality generally positive effect on
customer satisfaction, and further influence positively of loyalty.

7. Ismail et al., (2009) conducted a study with the results of the analysis of data obtained from 102 samples of
academic staff is that the expected value of a moderating influence of service quality on customer
satisfaction. (Responsiveness X perceived value) was not significantly negative effect on customer
satisfaction. (Assurance x perceived value) was also not significant negative effect on customer satisfaction.
(Empathy x perceived value) significant positive effect on customer satisfaction.

8. Research Vesel, and Zabkar (2009) with the results obtained indicate that the program positively affects the
quality of customer loyalty. Customer satisfaction has a positive effect on customer loyalty. Program quality
positive influence on customer satisfaction. Quality of personal interactions positive effect on customer
satisfaction.

9. Research Deng et al., (2009) with the results obtained indicate that the positive effect of customer
satisfaction on customer loyalty. Positively affect customers' trust on customer loyalty. Positive effect on
customer trust customer satisfaction. Quality Service positive influence customer satisfaction. Positive effect
on the value of customer satisfaction. Switching costs positively affect customer loyalty.

10. Research Hutchinson et al., (2009) with the results obtained indicate that the positive effect on customer
satisfaction. Positive influence on the service quality expected equity. Positive effect on equity value. Equity
positive effect on customer satisfaction. Value of a positive influence on loyalty (intention). Customer
satisfaction has a positive influence on loyalty (intention). Value of a positive influence on loyalty (word of
mouth). Satisfaction positive effect on loyalty (word of mouth).

I1l.  Materials And Methods

Based on the theoretical foundation, then the study will examine and analyze the quality of the product
and assessing five indicators of SERVQUAL are tangible, reliability, responsiveness, assurance and empathy
toward corporate image, customer satisfaction, customer value, customer trust. Customer case studies on
Tabungan Plus (Taplus) Bank Negara Indonesia (BNI) in the province of East Java.

The research was conducted on individual customers who have an active savings bank accounts owned
BNI in East Java province. Customer data Bank Negara Indonesia (BNI) in 4 (four) branches from each City /
County that serve a population of 166,344 people and is conditional population amounting to 157,435 people.
Further sampling Tabungan Plus customers (Taplus) BNI to 4 cities; Surabaya, Malang, Kediri, and Jember
done proportionally area (proportional sampling) sample obtained was 149 people.
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Analysis technique in this research is Structural Equation Modeling (SEM). In accordance with the
objectives of the study were carried out can be categorized as an explanatory research, i.e. research that aims to
find an explanation of the causal relationships between variables or the influence of other variables through
hypothesis testing (Umar, 2004). The variable in this study is the variable service quality, Products Quality,
Corporate Image, Customer Satisfaction, and Customer Value. SEM analysis model based on the following

conceptual framework:

Corporate Image

quality
service

Customer
Satisfaction

Customer Value

Quality Products

Figure 1: Conceptual Framework

IV. Results
4.1 Testing Instrument

The following tables are presented testing the validity and reliability of the research instrument for each
variable. Table 1 shows that all correlation values of each indicator and the items were above 0.3. Thus, the
overall indicators and items have valid questions. While the Cronbach alpha values obtained from above 0.6 for
all the variables so that the data can be concluded that the instrument was valid and reliable research.

Table 1: Validity and Reliability Instruments

o oox ]

1 X1.1 0.582 X2.1 0.572 X3.1 0.641

2 0.605 0.713 0.598

3 0.475 X2.2 0.694 X3.2 0.669

4 X1.2 0.626 0.555 0.609

5 0.547 X2.3 0.718 X3.3 0.692

6 X1.3 0.517 0.633 X3.4 0.621

7 0.605 0.609

8 X1.4 0.596

9 0.584

10 0.523

11 0.477

12 X1.5 0.576

13 0.547

Cronbach 0.831 0.725 0.752
[ Variable [ x4 [ x5 [ X6 |

1 X4.1 0.752 X5.1 0.640 X6.1 0.623
2 0.754 0.476 0.555
3 X4.2 0.804 X5.2 0.721 X6.2 0.560
4 0.642 0.637 0.591
5 X5.3 0.619 X6.3 0.564
6 0.739 0.660
7 X5.4 0.522 X6.4 0.704
8 0.592 0.454
9 X5.5 0.693 X6.5 0.659
10 0.665 0.511

Cronbach 0.724 0.831 0.785
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4.2. Testing Assumptions in SEM

An assumption that must be met prior to SEM analysis is the assumption of normality, absence of
outliers, and linearity. Multivariate normality assumption was tested with the help of software AMOS 6.
Normality Test results obtained critical value ratio of -5.665 to the critical value Z count for alfa 5% is equal to
1.96. Since the absolute value of a multivariate CR for 5.665> 1.96 then the assumption of multivariate
normality was not met. However, referring to the central limit theorem, that if the research involves a large
number of samples (n = 149), the sample data can be treated as data population normality of the data so that the
problem can be considered critical or negligible.

The investigation of outliers can be seen with the Mahalanobis distance (Md). Mahalanobis distance
was evaluated using the value of 151.883. Of the Mahalanobis distance to the most distant point of observation
is a respondent to the 149 with the value Md = 60.735. When compared with the value of 151.883 points to the
value of Md-149 <151.883, it was concluded that all of the point of observation is not an outlier.

Testing the assumption of linearity was conducted by Curve Fit. Linearity test results showed all
significant linear model for the Sig <0.05 thus concluded that the assumption of linearity was met.

4.3. Goodness of Fit SEM Model
Test results overall goodness of fit model, according to the results of SEM analysis, to determine
whether the hypothetical models supported by empirical data, are given in Table 2 below:

Table 2: Goodness of Fit Overall Model

Criteria Cut-of value Result
Chi Square Small 232.474
p-value > 0.05 0.352
CMIN/DF <2.00 1.033
GFlI >0.90 0.892
AGFI >0.90 0.892
TLI >0.95 0.990
CFlI >0.95 0.992
RMSEA <0.08 0.015

From Table 2 shows 6 of 8 criteria have been met the threshold criteria (cut of value) so that the
feasibility of the model obtained is feasible.

4.4. Measurement Model

Factor loading values indicate the weight of each indicator as a measure of each latent variable.
Indicators with the greatest factor loading indicates that the indicator variable as a measure of the strongest
(dominant). The results of measurement model are presented in Table 3.

Based on Table 3, the variable service quality (X1) Tangibles fifth indicator (X1.1), Reliability (X1.2),
Responsiveness (X1.3), Empathy (X1.4), and Assurance (x1.5) was significantly variables measuring Service
quality (X1). From the value of loading factor, it is known that Tangible indicators (X1.1) is the strongest
indicator variable measuring Service quality (X1).

In the variable Product Quality (X2) Product Breadth third indicator (X2.1), Product Satisfaction (X2.2),
and Rationality Price (X2.3) have significant measure product quality variables (X2). From the value of loading
factor, it is known that the indicator price Rationality (X2.3) is the strongest indicator variable measuring
product quality (X2).

At Corporate Image variable (X3) four indicators Attribute (X3.1), Functional (X3.2), Psychological
(X3.3), and holistic / Imaginary (X3.4) have significant measure variables Corporate Image (X3). From the
value of loading factor, it is known that the indicator Holistic (X3.4) is the strongest indicator variable
measuring Corporate Image (X3).

In Customer Satisfaction variable (X4) both indicators Satisfaction with service (process) (X4.1), and
Satisfaction with the cost (Result) (X4.2) have significant measure Customer Satisfaction variable (X4). From
the value of loading factor, it is known that satisfaction with cost indicators (X4.2) is the strongest indicator
variable measuring Customer Satisfaction (X4).

Customer Value in the variable (X5) Superiority of five indicators (X5.1), economies of scale (X5.2),
Perfection (X5.3), passions (X5.4), and Benefits (X5.5) have significant value measured variables Customer
(X5). From the value of loading factor, it is known that the indicator Benefit (X5.5) is the strongest indicator
variable measuring customer value (X5).

Customer trust in the variable (X6) five indicators Length (X6.1), Reliability (X6.2), Hope (X6.3),
superiority (X6.4) and Trust (x6.5) has significant measured variables Customer Trust (X6). From the value of
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loading factor, it is known that the indicator Hope (X6.3) is the strongest indicator variable measuring Customer
Trust (X6).

Table 3. Value Factor Loading on Each Variable

X1.1 0.697* X2.1 0.594* X3.1 0.588*
X1.2 0.617** X2.2 0.686* X3.2 0.644*
X1.3 0.537* X2.3 0.734** X3.3 0.594*
X14 0.682* X3.4 0.661**
X15 0.585*
| ndicator [ xa [ x5 [ X6 |
X4.1 0.736* X5.1 0.618** X6.1 0.588*
X4.2 0.741** X5.2 0.577* X6.2 0.624*
X5.3 0.621* X6.3 0.657*
X5.4 0.614* X6.4 0.591*
5 X5.5 0.642* X6.5 0.635**
Description: a * stated p-value <0.05, and ** states that fix

(S0 BE- OV I O B o

AlWIN|F-

4.5. Testing Results of Direct and Indirect Effect

Hypothesis testing is done by testing the direct influence of CR (Critical Ratio) on each line direct
effect partially. If the value of CR> 1.96 or P value <0.05, we can conclude there is a significant effect, whereas
if the value of CR <1.96 or P values> 0.05, it can be concluded there is no effect. The results of the full analysis,
contained in the SEM analysis results, shown in Table 4 below presents the results of hypothesis testing effect
(direct effect). The model results from the analysis of structural equational modeling (SEM) Table 4 looks there
are 7 lines of 9 overall significant pathway, while two other lines are not significant. Corporate Image (Image) is
directly influenced by the service quality (X1) and Product Quality (X2), customer value is directly influenced
by the Product Quality, Customer Satisfaction directly influenced by the Service quality and Customer Value,
Customer Trust affected directly by Corporate Image and Customer Satisfaction.

Table 4. Direct Effect Hypothesis Testing Results

Number' Interpersonal Variables Standardize CR P
Hypothesis
1 Service guality to the Corporate Image 0.307 2.791 0.005*
2 Service guality to Customer Satisfaction 0.307 2.597 0.009*
3 Product quality to the Corporate Image 0.433 3.521 0.000*
4 Product guality to Customer Satisfaction 0.149 1.100 0.271*
5 Product guality to Customer Value 0.351 2.878 0.004*
6 Corporate Image to Customer Satisfaction 0.154 1.144 0.253**
7 Corporate Image to Customer Trust 0.329 2.622 0.009*
8 Customer Value to Customer Satisfaction 0.478 3.558 0.000*
9 Customer Satisfaction to Customer Trust 0.408 3.072 0.002*

Description: The * declared significant at 5% level, while a not significant stated **

Based on testing of direct influence, from the ninth direct influence, there are two direct effects are not
significant variables that influence product quality and corporate image to customer satisfaction. Therefore,
testing the effect of not lamgsung. The test used the indirect effect of some direct influence test results. Indirect
effect coefficient obtained from the product of the two or more coefficients directly influence the shape.
Revealed a significant indirect effect if both the direct effect coefficient or all of the direct influence of the shape
is significant. A complete directly influence the test results are presented in Table 5

Table 5. Research Hypothesis Testing Results Indirect Effects

Indep(_endent Depe_n 2T Intervening Variable Coef‘ficie_nt Description
Variable Variable Standardize

Servicequalty | Cusomer Tt |0 125 Sigifcat

Service quality S;;jisstf(;:'][?;n Corporate Image 0.047 not significant
Q;rzg(ijtgc?f Customer Trust cucs:t?)m(e):ast:t::fq;g[ieon g(l)gi nostlgir(j;r?i(f:iacr:nt
QPur 2'53;? Sgtl::;ggiirn Customer Value 0.168 Significant
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From Table 5 shows that there are 4 of 7 significant indirect effects. The research hypothesis can also
be presented in Chart 2 below:

0.329 (*)
0.307 (*) H7 accepted

H1 accepted

Corporate Image

quality
service

0.157 [(**)
H6 rejected

07 (*)

0.3
2qccepted

0.408 (*)
H9 accepted

Customer

0.433 (*) Satisfaction

H3 accepted

0.478 (*)
H8 accepted

H4 acgépted

0.351 (*)
H5 accepted

Quality Products Customer Value

Graph 2. Summary of Hypothesis Testing Results
Path Analysis of Relationships Influence Service quality and Product quality to the Corporate Image, Customer
Satisfaction, Customer Value and Customer Trust

V.  Results Discussion
Based on the above results, it can be concluded some of the following:

The test results directly influence the service quality to the company's image, the value of the
coefficient of the structural model (standardize) of 0.307, the value of Critical Ratio (CR) of 2.791 and 0.005
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. Conclusion of the receipt of this hypothesis proves that the higher service quality, the greater the
company's image. Conversely the lower the quality of the service, the lower the image of the company.

The test results directly influence the service quality to customer satisfaction, the value of the
coefficient of the structural model (standardize) of 0.307, the value of Critical Ratio (CR) of 2.597 and 0.009
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. Receipt of the second hypothesis of this study provide evidence that can support the theories and the
results of previous studies that service quality has a positive influence on customer satisfaction. This suggests
that the service quality and satisfaction is not an issue for customers Taplus BNI. The use of payroll for
customers Taplus BNI is not a purely customer's decision, but the requirements that must be met for agencies
where customers work, and family customers.

Testing three hypotheses about the effect on image quality of the products the Company obtained
coefficient of 0.433 (positive) with CR of 3.521 and the p-value 0.000 has shown evidence that the regression
coefficients obtained are significant. The results of this study are consistent with the theories and the results of
previous studies showed evidence that the quality of the product on a particular customer's bank BNI Tabungan
Plus (Taplus) does not give a good appreciation of the quality of the product. It shows that the product quality is
not an issue for customers Taplus BNI. These results are also in line with the findings of the field that most of
the customers in choosing Taplus BNI for their payroll needs, so they are less concerned about the quality of
products received.

The test results directly influence the quality of the product to the customer value, the value of the
coefficient of the structural model (standardize) of 0.351, the value of Critical Ratio (CR) of 2.878 and 0.004
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. If dlihat SEM analysis of the coefficient effect of product quality on customer value is derived from
price rationality indicators. This means there is still enough room on the rationality of the price that needs to be
repaired. This conclusion is supported by the findings of the field that some customers stating that the price or
cost of the product Taplus BNI is still relatively high. Like for example the lowest cost and the balance amount
that is greater than other bank products.

The test results directly influence the product quality to customer satisfaction, the value of the
coefficient of the structural model (standardize) of 0.149, the value of Critical Ratio (CR) of 1.100 and 0.271
amounted to P. Because the value of CR <1.96, and P> 0.05, then the error rate of 5%, the hypothesis is
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rejected. That is, how high the quality of the product was, will not directly affect the level of customer
satisfaction.

The test results do not directly influence the product quality to customer satisfaction through customer
value, the value of the coefficient of the structural model (standardize) of 0.168. Both the direct influence of the
shape it is significant. The indirect effect between product quality to customer satisfaction through customer
value is significant. Accepted hypothesis 5 provides empirical evidence that the results of this study are
consistent and support the theories and the results of previous studies. These results indicate that customers
Taplus BNI provides a good appreciation of the quality of the product and the satisfaction received. This can be
evidenced by the responses to all the indicators measuring product quality and customer satisfaction Taplus BNI
maximum, although still on a high criteria.

The test results directly influence the corporate image on customer satisfaction, the value of the
coefficient of the structural model (standardize) of 0.154, the value of Critical Ratio (CR) of 1.144 and 0.253
amounted to P. Because the value of CR <1.96, and P> 0.05, then the error rate of 5%, the hypothesis is
rejected. That is, how high the image of the company was, will not directly affect the level of customer
satisfaction. In connection corporate image on customer satisfaction, has no indirect effect. This is because in
addition to BNI East Java as a government-owned bank, as well as never proven instances of abuse or cases BNI
bank in East Java. Additionally respondents chose as customers Taplus BNI as well as state banks, the
assessment of the image, security, and trust in the BNI to be very high.

The test results directly influence the corporate image of the customer's trust, the value of the
coefficient of the structural model (standardize) of 0.329, the value of Critical Ratio (CR) of 2.622 and 0.009
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. Conclusion acceptance hypothesis 7 is supported by the finding that field with a very good
appreciation of customers' corporate image corporate image resulting in a positive effect on customer trust have
a small path coefficients.

The test results directly influence the customer value on customer satisfaction, the value of the
coefficient of the structural model (standardize) of 0.478, the value of Critical Ratio (CR) of 3.558 and 0.000
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. The results obtained from field research on the two variables will be in the respondent response
criteria have not been up to the high very positive. There is a good appreciation of both variables and the
relationship between the two also indicates the possibility that the attributes of the indicators measuring the
value and customer trust is a variable into consideration for customers.

The test results directly influence the customer satisfaction with customer trust, the value of the
coefficient of the structural model (standardize) of 0.408, the value of Critical Ratio (CR) of 3.072 and 0002
amounted to P. Because the value of CR> 1.96, and P <0.05, then the error rate of 5%, the hypothesis is
accepted. These results show evidence that the higher the customer satisfaction, the higher the customer's trust.

With the characteristics of customers Taplus BNI described as above, the results of this study also concluded
that most customers still require increased trust about the security, convenience, duration, Reliability, Hope, and
Superiority.

VI.  Conclusions And Recommendations
Based on the above results, it can be concluded some of the following:
There is a significant effect between service quality to the company's image.
There is a significant effect between service quality to customer satisfaction.
There is a significant effect between product quality corporate image.
There is a significant indirect effect between product quality to customer satisfaction, through customer
value.
There is a significant effect between product quality to customer value.
There were no significant effects between corporate image on customer satisfaction. That is, how high was
the image of the company, will not directly affect the level of customer satisfaction.
There is a significant effect between corporate image on customers' trust.
There is a significant effect between customer value on customer satisfaction.
9. There is a significant effect between customer satisfactions to customer trust.

HPowppE
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From the research results and conclusions obtained, it can be suggested:

1. It is expected that the bank BNI East Java to improve the physical displays, reliability, responsiveness,
empathy employees, and security guarantees on products Tabungan Plus (Taplus) BNI East Java.

2. The existence of product breadth, Product Satisfaction and Rationality Price Tabungan Plus product
(Taplus) BNI East Java.
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The need to increase satisfaction with the service (process), and satisfaction with cost (Result) Tabungan
Plus product (Taplus) BNI East Java.

Superiority needed more attention, economies of scale, Perfection, passions, and Benefits Tabungan Plus
products BNI East Java.

Improvement in duration, Reliability, Hope, superiority, and Trust Tabungan Plus customers BNI East Java.
Word of Mouth (attitude), and Purchase Intention (Behavior) Tabungan Plus customers BNI East Java
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