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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisi hubungan antara Relationship 

Marketing dan Fasilitas terhadap loyalitas nasabah melalui kepuasan nasabah sebagai 

variabel intervening (studi kasus PT. BNI 46, Pariaman). Populasi dalam penelitian 

ini yaitu nasabah yang menabung PT. BNI 46, Pariaman. Dalam penelitian ini 

menggunakan data primer. Teknik pengambilan sampel metode non probability 

sampling. Sampel yang digunakan dalam penelitian ini sebanyak 80 responden. 

Pengolahan data dalam penelitian ini menggunakan SmartPLS 3.0. Hasil penelitian 

ini menunjukkan bahwa 1) Relationship Marketing berpengaruh positif terhadap 

kepuasan nasabah. 2) Relationship Marketing tidak berpengaruh terhadap loyalitas 

nasabah. 3) kepuasan nasabah berpengaruh positif terhadap loyalitas nasabah. 4) 

fasilitas berpengaruh positif terhadap kepuasan nasabah. 5) Fasilitas tidak 

berpengaruh terhadap loyalitas nasabah. 6) kepuasan nasabah sebagai pemediasi 

antara relationship marketing dan loyalitas nasabah. 7) kepuasan nasabah sebagai 

pemediasi antara fasilitas dan loyalitas nasabah.Nilai T-statistik paling tinggi yaitu 

sebesar 5.137 dan P values 0.000 paling rendah dari 4 variabel. 
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ABSTRACT 

  

This study aims to analyze the relationship between Relationship Marketing 

and Facilities on customer loyalty through customer satisfaction as an intervening 

variable (case study of PT. BNI 46, Pariaman). The population in this study are 

customers who save PT. BNI 46, Pariaman. In this study using primary data. The 

sampling technique is non-probability sampling method. The sample used in this 

study were 80 respondents. Data processing in this study using SmartPLS 3.0. The 

results of this study indicate that 1) Relationship Marketing has a positive effect on 

customer satisfaction. 2) Relationship Marketing has no effect on customer loyalty. 3) 

customer satisfaction has a positive effect on customer loyalty. 4) facilities have a 

positive effect on customer satisfaction. 5) Facilities have no effect on customer 

loyalty. 6) customer satisfaction as a mediator between relationship marketing and 

customer loyalty. 7) customer satisfaction as a mediator between facilities and 

customer loyalty. The highest T-statistical value of 5.137 and the lowest P value of 

0.000 of the 4 variables. 
 

Keywords: Relationship Marketing, Facilities, Customer Loyalty, Customer Satisfaction 
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