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ABSTRACT

Purpose: The objective of this research is to test the mediation role of trust among loyalty, image and satisfaction with
the intention to make customers to use bank services in the future.

Design/Methodology/Approach: Data were collected from traditional banks’ customers. The research uses a structural
equation modelling, using LISREL 8.80.

Findings: The findings show trust has a partial mediating effect on relationships among loyalty, image and satisfaction
with intention. Total, direct and indirect effects of loyalty on intention are positive and significant. Total and indirect
effects of image and satisfaction on intention are positive and significant. The direct effects of image and satisfaction on
intention are positive but not significant. The indirect effects of image and satisfaction on intention are greater than the
direct effects of image and satisfaction on intention.

Practical Implications: The research provides an insight to the Indonesian banking sector and the interrelationships
among loyalty, image, satisfaction and trust to enhance customers’ intention to repurchase banks’ services in the
future. Service policy makers should invest in trust, loyalty, image and satisfaction to enhance customers’ intention to
repurchase.

Originality/Value: Examination of the indirect effects of image — through trust - on intention contributes more value by

understanding the indirect effects of image on increased intention.
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INTRODUCTION

Loyalty, i.e. repurchasing the same products, is a main topic
in consumer behavior researches. It is because corporations
get profits by the loyalty (Richheld and Sasser, 1990; Jones
and Taylor, 2007; Zeithaml, 2000).

From the perspective of time, loyalty is related to an event
in the past. So, the relevant variable for a future time is a
variable that can be used to explain and predict loyalty. A
frequent and dominant variable used to explain and predict
consumer loyalty is intention. Theory of Reasoned Action
(Fishbein and Ajzen, 1975) and Theory of Planned Behavior
(Ajzen, 1991) are the two theories frequently referred to
explain a direct relationship between intention and loyalty
of consumers. The external validity of the two theories have
been empirically tested in a broad range sciences, including
consumer behavior.

According to Reicheld and Sasser (1990), the image of a
company is an important tool to support the company in

a competitive situation and to develop its profitability.
In general, the corporate image is an asset that can be
used to maximize market share, profit, acquisition of
new customers, maintain existing customers, neutralize
actions of competitors (Fombrun and Shanley, 1990; Bravo,
Montaner and Pina, 2009) and has a dominant impact on the
consumers’ decision to consume (Zhang, 2015).

In banking context, researches about image and intention
are still rarely performed as presented in Table 1, i.e. only
three of twelve researches. Cengiz, Ayyildiz, and Biinyamin
ER (2007) and Bravo, Montaner and Pina (2012) implicitly
stated that there was an indirect effect between image and
intention. Unfortunately, they had no hypothesis and analysis
about the indirect effect. In another one, Maiyaki (2013)
found that the relationship between image and intention is
moderated by individualism.

The specific objective of this research is to develop a
behavioral intention model in banking context using
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customers’ intention to repurchase as a consequence. This
research may be the first research about the mediating role of
trust between image and intention in banking context. Thus,
this research is important to provide additional information

Table 1. Researches about Bank Intention

for researchers and practitioners about the role of image
to explain the intentions of bank customers. Accordingly,
other antecedent variables of this research are loyalty and
satisfaction.

Researchers (Year)

Explanation Variables

Arora (1996) Price and variety of services

Page and Luding (2003) An attitude toward direct marketing media and customer demography

Cengiz, Ayyildiz and Image, efficiency of advertising, perceived quality, expectation, perceived value, complaint
Biinyamin ER (2007)

Puschel and Mazzon (2010)

An attitude toward behavior, subjective norm, behavioral control and customer status

Bravo, Montaner and Pina

Corporate brand image and global attitude

(2012)
Hoffmann, Franken and Innovation, service quality and relative importance of innovation, relationship quality
Broekhuizen (2012) (satisfaction and trust)

Maiyaki (2013)

Individualism, technique and functional quality, corporate value and image

Tsai, Chien and Tsai (2014)

Benefit, compatibility, satisfaction, customer skill

Aritonang R. (2015) Loyalty and trust

Liu (2015)

Service quality, value, satisfaction, trust

Topcu (2015) Loyalty

Aritonang R. (2016) Satisfaction, trust, loyalty

THEORITICAL BACKGROUND AND HYPOTHESES
DEVELOPMENT

Intention

According to Ajzen (1991), “Intentions are assumed to
capture the motivational factors that influence a behavior;
they are indications of how hard people are willing to try, of
how much of an effort they are planning to exert, in order to
perform the behavior” (p. 181) So, intention is a motivation
that directs a person’s behavior. Intention is indicated by the
strength of one’s desire to perform an action. In addition,
intention is also indicated by the intensive plan to realize the
desire in the future. Accordingly, Fishbein and Ajzen (1975)
stated that the intensity of the intentions are manifested in a
subjective probability of person to perform a behavior.

Trust

Rotter (1967) defines trust as “. .. an expectancy held by an
individual or group that the word, promise, verbal or written
statement of another individual or group can be relied
upon.” (p. 651) Thus, trust includes two different parties,
i.e. someone who believes and the one who is believed. In
addition, trust orients to the expectation that will happen
in the future. Objects of the expectation itself may be either
verbal or written promises that the believed party will realize
the promises in the future. A similar definition of trust was
also formulated by Moorman, Zaltman and Deshpande
(1992) as follows: “Trust is defined as the willingness to Rely
on an exchange partner in whom one has confidence.” (p.
316)

Trust will be realized if someone who believes has confidence
about the reliability and integrity of those who believed
(Morgan and Hunt, 1994; Garbarino and Johnson, 1999).
According to the expected result of trust, Anderson and Narus
(1990) stated that the expectation includes believed party’s
actions that give positive results without negative results.
Sheth and Mittal (2004) also stated that trust is a desire or
willingness of the party to believe the ability, integrity and
motivation of the believed party to explicitly or implicitly
realizes his/her promises.

Based on the above descriptions it can be seen that trust is
the expectation of those who believe that the believed party
has the ability, integrity and motivation to realize its promise
implicitly or explicitly as expressed in a way that does not
undermine the party.

Loyalty

Perspective of consumer loyalty in this research is an overt
behavior. Accordingly, Neal (1998) stated that consumer
loyalty is a behavior, not an attitude. Neal (1999) also stated
that “Customer loyalty is the proportion of times a purchaser
chooses the same product or service in a specific category
compared to the total number of purchases made by the
purchaser in that category, under the condition that other
acceptable products or services are conveniently available in
that category.” (p. 21) Neal (2000) further stated that there
are three implications of the definition. One, the degree of
consumer loyalty may be expressed in terms of proportion
and ranging from 0% to 100%. Two, consumer loyalty is
the behavior of individuals or groups based on their buying
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behavior or choose to buy. Three, the size of consumer
loyalty is limited to specific categories of products that
are functionally be replaced. With another statement, the
consumer should have some substitutive products.

The Neal’ opinion refers to operational definition or measure
of customer loyalty. Accordingly, consumer loyalty in this
research is conceptually defined as buying behavior and /
or repeatedly consume the same product from a variety of
substitutive products. So, consumers declare their loyalty
to a product (goods, services or a combination of both) if
they has purchased and / or consumed it more than once. In
addition, consumers states their loyalty to a product if they
have some substitutive product. Thus, consumers may have
loyalty on two or more products.

Image

A brand image variable consists of image and brand. The
image may be defined as “contents of consciousness that
possess sensory qualities as opposed to reviews those that
are purely verbal or abstract” (Hackmann, 1998: 301).
So, the image is a quality of senses about something. The
image is a result of “a process (not a structure) by which
sensory information is represented in the working memory”
(MacInnis and Price, 1987 in Stern, Zinkin and Holbrook,
2002). Thus, the image is a result of a perception process
about information senses.

Reynolds (1965) stated that “an image is the mental construct
developed by the consumer on the basis of a few selected
impressions among the flood of the total impressions; it comes
into being through a creative process in which these selected
impressions are elaborated, embellished, and ordered” (p.
69) It means that people face a lot of impressions about the
stimulus but only a certain impression attracts him. So, the
image is understood as a gestalt concept (Kunkel and Berry,
1968). The image may be also stated as “the set of beliefs,
ideas, and impressions that a person holds regarding an
object” (Kotler, 2001 in Sondoh Jr.,, Omar, Wahid, Ismail and
Aaron, 2007). It means that the image may be beliefs, ideas,
and impressions of people about a stimulus.

According to Nanand (2005), a brand is a symbol in people’s
minds and the symbols can be illustrated as a name or a
symbol that may differentiate the product from competitors’
products. However, AMA (American Marketing Association,
2007) states that “A brand is a term, design, name, symbol or
any other feature that distinguishes one company’s product
from others”” It means that the brand is associated with each
feature that distinguishes something from others. Thus, a
name is not the same as the brand. A name is only one feature
of the brand.

According to Biel (1992), an image is “a cluster of attributes
and associations that connect consumers to the brand name”
(p- 8). Thus, the image of a brand is a group of attributes that
associate consumers with a product. Keller (1993) also stated

thatabrand is “a set of perceptions about a brand as reflected
by the brand associations in the consumer’s memory.” (p. 3)
Thus, a brand image is a perception that is reflected through
associations with a brand in one’s memory.

Accordingly, Aaker (1991) stated that brand image is a set of
brand associations which is everything that is associated in
memory. According to Kotler and Armstrong (1996), brand
image is the belief that people have about a brand. Campbell
(1993) also stated that the image is associated with people’s
perception, besides belief, about a brand.

So, brand image is a belief that people have about a brand.
The belief is associated with brand’s features. The brand
itself can be anything that is attached to something.

Satisfaction

Consumer satisfaction or dissatisfaction of a product occurs
after she/he buys and/or consumes a product, goods or
services or a combination of both. People buy and consume
a product to meet their needs or whim. People have
expectation from consuming a product. If the expectations
are not met, then they will be dissatisfied. Conversely, if the
expectations are met or exceeded then they will be satisfied.
Thus, satisfaction is a result of a comparison between the
expectations before purchasing and consuming a product
against the actual results. The concept of satisfaction and
dissatisfaction refers to an expectation disconfirmation
model that has consistently validated through empirical
researches (Engel, Blackwell, and Miniard, 1995).

In the above description, consumers buy with the expectation
of how a product will actually perform while the product is
consumed, and the results may be classified in one of three
groups. One, the performance is appropriate, i.e. normative
judgments that reflect the performance of a product should
be obtained with certain costs and efforts used to obtain and
use the product (Cadotte, Woodruff and Jenkins, 1987). Two,
the ideal performance, i.e. the level of optimum performance
or expectation will be “ideal” (Holbrook, 1982). Three, the
expected performance, i.e. what was probably to be expected
(Leichty and Churchill, Jr. in Engel, Blackwell, and Miniard,
1995).

Satisfaction object itself can be a product as a totality or
attributes (Oliver, 1997; Hill and Alexander, 2000; Wells
and Prensky, 1996; Gryna, 2001; Loudon and Bitta, 1993).
Satisfaction also relates to all things about acquisition and
consuming a product, such as the physical facilities, the
atmosphere, and others.

Trust and Intention

The Theory of Reasoned Action and Theory of Planned
Behavior stated thatthe intention of someonetodo something
begins with the belief that it is possible to do the behavior
(Fishbein and Ajzen, 1975; Ajzen, 1991). Trust of consumer
in the competence, reliability and integrity of producer will
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determine consumer intention to repurchase the products in
the future (Cyr, Hassanein, Head and Ivanov, 2007; Zeithaml,
Berry and Parasuraman, 1996; Aritonang R., 2015, 2016).

Some researches about relationship between trust and
intention have been done (Chinomona and Sandada, 2013;
dos Santos and Basso, 2012; Herbst, Hannah and Allan, 2013;
Liu, 2015; Mahmoudzadeh, Bakhshanden and Ilkhechi, 2013;
Shainesh, 2012; Aritonang R., 2015; Topcu and Duygun,
2015). The results of the researches show that trust is a
positive and significant predictor to the consumer intention
to repurchase the same product.

The above theoretical base and the researches suggest
that the consumer intention to be loyal to a product shows
an intention to repurchase the same product in the future.
The intention may be related to the consumer trust in the
product. The higher the consumer trust in the product, the
higher the consumer intention to repurchase the product in
the future. Accordingly, a hypothesis (H1) can be formulated
as trust is a positive predictor of intention.

Loyalty and intention

Once the consumer loyalty to a brand increases, he/she
will be less responsive to competitors’ actions. He/she will
commit to the brand and he/she is willing to pay a higher
price and will promote the brand (Upamannyu, Gulati and
Mathur, 2014). Accordingly, the intention to choose a brand
is one of the main outcomes of loyalty towards the brand
(Aaker and Joachimsthaler, 2000). A positive consumer
experience on a brand will make him loyal to the brand, and
he would choose the brand in the future (Oliver, 1999).

There are several researches about the role of loyalty to
explain customer intention to buy the same product again
(Chinomona and Sandada, 2013; Fandos and Flavian, 2006;
Hsin, Huery and Yes, 2009; Schoenbachler, Gordon and
Aurand, 2004; Aritonang R., 2015, 2016). The results of the
researches support that loyalty is a positive predictor of the
intention to repurchase the same product.

The above theoretical base and the researches suggest that
loyal consumers had experiences about the same product.
The consumers’intentionitselfisthe intentions to repurchase
the same products in the future. The consumers’ experiences
will determine their intention to repurchase the product in
the future. The more often a consumer buys a product in
the past indicates that the product can meet his/her needs.
Based on such a framework, hypothesis two (H2) can be
formulated that loyalty is a positive predictor of intention.

Image and Intention

Brand image is a positive predictor of the intentions
(Zeithaml, 1988; Selnes, 1993; Zins, 2001; Cretu and Brodie,
2007). It was empirically tested in researches conducted by
Thakur and Singh (2012) and Che-Hui, Miin-]ye, Li-Ching and
Kuo-Lung (2015). Nevertheless, Cretu and Brodie (2007)
showed a positive but not significant relationship between

image and intention. Another research conducted by Sondoh
Jr, Omar, Wahid, Ismail, Isaac and Aaron (2007) showed
that only partially dimensional image brand positively and
significantly associates with intention.

In the banking context, Cengiz, Ayyildiz, and Bunyamin
ER (2007) showed that there is a positive and significant
relationship between bank image and customer intention
to use the services of banks. Another research conducted by
Maiyaki (2013) showed that a bank’s image is a positive but
not significant predictor of the customers’ intention to use
the services of the banks.

The above theoretical base and the researches suggest that
brand image is a customer’s belief regarding to a bank. The
strength of consumer trust in a bank will be able to improve
his or her intention to use the services of the bank in the
future. Based on such a framework, hypothesis three (H3)
can be formulated that the brand image is a positive predictor
of the intention.

Satisfaction and Intention

Satisfaction is one form of consumer experiences. Consistent
with the above explanations, a positive experience will
increase consumer intention to use a product (Allen, Machleit
and Kleine, 1992; Oliver, 1993; Richins, 1997; Barsky and
Nash, 2002). Accordingly, several researches have found that
satisfaction is a positive predictor of intention (Martin, O’Neil,
Hubbard and Palmer, 2008; Deng, Turner and Prince, 2010;
Rejikumar and Ravindran, 2012; Thakur and Singh, 2012;
Lee, Trail, Lee and Schoenstedt, 2013; Keng and Liao, 2009;
Aritonang R., 2016). In a bank context, Bravo, Montaner and
Pina (2009) also showed that satisfaction is a positive and
significant predictor on intentions.

Based on the above theoretical base and the researches
may be known that customer satisfaction about a product
happens in the past. The higher the customer satisfaction
when consuming the product the more likely he /she will buy
itin the future. Based on such a framework can be formulated
hypothesis four (H4) that satisfaction is a positive predictor
of intention.

Loyalty and Trust

Trust is a key element for continued relationship. Both
parties in trust context would have a tendency to maintain
the relationship if there is mutual trust between them. Trust
is an intrinsic feature of each valued social relationships
(Tsiotsou, 2013). Trust in a brand is an important construct
in marketing because the trust will generate a positive
attitude which can further generate commitment to the
brand (Delgado-Ballester and Munuera-Aleman, 2001).

In general, the results of research about relationship between
trust and loyalty are positive. The higher the consumer trust
in the other party or a brand, he is more loyal to the other
party or the brand (Anuwichanont, 2011; Ball, Coelho and
Machas, 2004; Benachenhouand and Benhabib, 2013; Caceres

www.arjonline.org




Relationships among Loyalty, Image, Satisfaction and Intention Mediated by Trust

and Paparoidamis, 2007; Carter, Wright, Thatcher and Klein,
2014; Casalo, Flavian and Guinaliu, 2007; Chinomona and
Sandada, 2013; Geok and Sook, 1999; Horppu, Kuivalainen,
Tarkiainen and Ellonen, 2008; Matzler, Grabner-Krauter
and Bidmon, 2006; Ramaseshan, Rabbanee and Hui, 2013;
Sharifi and Esfiandi, 2014; Singh, Iglesis and Batista-Foguet,
2012; Sumaedi, et al., 2014; Tsiotsou, 2013; Upamannyu,
Gulati and Mathur, 2014). In the context of banks, Kim and
Ghantous (2013) and Aritonang R. (2015, 2016) also found
that trust is a positive predictor of loyalty.

The above theoretical base and the research suggest
that trust orients to the future. A customer’s trust itself is
inseparable from his/her experience of the product, either
directly through the purchase and consumption as well as
through other sources. A customer may have the experiences
when he/she repurchases and re-consumes a product, i.e.
consumer loyalty to the product. Based on such a framework
hypothesis five (H5) can be formulated that loyalty is a
positive predictor of trust.

Image and Trust

There are two researches about relationship between image
and trust. Achmad (2014) showed that image and trust have
a positive and significant relationship. A research conducted
by Che-Hui, Miin-Jye, Li-Ching and Kuo-Lung (2015) also
showed that image and trust have a positive and significant
relationship.

From the above theoretical basis and researches, it can be
seen that image represents the customer confidence about
the features inherent in a bank.

Customers who believe a bank’s features would trust the
bank as a means to meet their need for bank services. Based
on such a framework, hypothesis six (H6) can be formulated
that the bank’s image is a positive predictor of trust.

Satisfaction and Trust

Experiencing satisfaction of using a product is one of the
basis for consumers to believe the product. Accordingly,
Ganesan (1994), Tax, Brown, Chandrashekaran (1998) and
Aritonang R. (2016) showed that there is a relationship
between satisfaction and trust.

From the theoretical basis and the researches it can be
known that in addition to loyalty, another form of experience
gained by consumers in buying or consuming a product is
satisfaction with the product. Experience in the form of
satisfaction would be one consideration of consumers to
trust the product in the future. Based on such a framework it
can be formulated hypothesis seven (H7) that satisfaction is
a positive predictor of the trust.

Trust as a Mediating Variable

As described above, trust is a positive predictor of intention.
In addition, loyalty, image and satisfaction is a positive
predictor of trust and intentions. Based on such a framework,
hypothesis eight (H8) can be formulated that relationships
among loyalty, satisfaction and image with intention are
mediated by trust.

Based on the above frameworks of thinking, a theoretical
model of bank customers’ intention can be visually presented
in Figure 1.

Satisfaction

Figure 1. Theoritical Model of Bank Customers Intention

RESEARCH METHOD
Sample

The sample consists of 262 customers of five banks in
Indonesia. The sample size is larger than the minimum
requirement of using structural equation models, i.e. 200
(Boomsma, 1987 in Arbuckle, 1997). There are 117 men and
145 women. Their age ranges from 17 to 60 years, making an

average of 26.5 years and a standard deviation of 4.9 years.
Instruments

All of this research variables are measured with a modified
Likert scale with 10 alternative responses and the scores
range from 1 to 10 (Allen and Rao, 2000). Options for the
response range from strongly disagree to strongly agree
with. The research instrument is presented in Table 2.
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Table 2. Instruments

Intention (Aritonang R., 2015)

1. Intention to continuously be a client of the bank
2. Probably to quit to other banks

3. Will be still a client of the bank

4. Motivation to be still a client of the bank

Trust (Aritonang R., 2015)

1. Bank’s competence to realize its promises
2. Benevolence of the bank
3. Reliability of the bank’s services

Loyalty (Aritonang R., 2015)

1. Years as a client
2. Proportion of using the bank’s services
3. Frequencies of using the bank’s services

Satisfaction (Aritonang R., 2015)

1. I am satisfied with the bank services
2. The bank services are unpleasant
3. The bank services are good

Image (Cengiz, Ayyildiz and Blinyamin, 2007)

1. Overall image
2. Relative image

3. People’s opinion

DATA ANALYSIS

(Bagozzi and Yi, 1988). Accordingly, Joreskog and Sérbom
(1996) recommends a ratio between chi-square statistics
and the degrees of freedom. The ratio (2.26) is big enough so
that the model is classified as not good (Medsker, Williams,
and Holahan, 1994). However, chi-square is actually not a
good measure because it is very sensitive to the sample size.
According to Bagozzi and Yi, 1988, the significant chi-square
is not necessarily an indicator of a not good model.

Table 3 shows that the CFI (0,99), GFI (0,91) and AGFI
(0,90) are greater than 0,90 so that the model is quite good
(Bagozzi and Yi, 1988). The statistics of RMSEA (0,08 with
a significance of less than 0,05), which is smaller than the
0,10, shows that the model is good enough (Browne and
Cudeck, 1993 in Byrne, 1998). So, in general, the goodness
of model fit is good that the assessment of the measurement
and structural models may be continued even though the
chi-square is not good (the significance is less than 0,05).

Reliability and Validity

Validity and reliability coefficients are presented in Table
4. Statistics of validities are classified as good, as shown by
the standardized loadings which are greater than 0,2 (Chin,
1998) and significant (t-values > 1,96). AVEs of each variable
are greater than 0,5 so that the convergent validity of all
variables are classified as good (Fornell and Larcker, 1981).

Table 4. Measurement Model Statistics

The data analysis in this research is Structural Equation Variable | Standardized t AVE* | R CR**
Modeling by using LISREL (Linear Structural Relations) Loadings values
software. :
Intention
Goodness of Fit Statistics INT1 0,76 - 0,64 | 0,58 | 0,88
) L INT2 0,83 13,75 0,69
Goodness of fit statistics was used to assess measurement
dels and the structural model C tive Fit Ind INTS 0,81 13,47 0,66
models and the s ruf: ural model are . omparative Fit In e.x INT4 0,80 13.17 0,63
(CFI), Goodness of Fit Index (GFI), Adjusted Goodness of Fit
Index (AGFI) and Root Mean Square Error of Approximation Trust
(RMSEA) (Joreskog and Soérbom, 1996; Bentler, 1990). The TRUL 0,83 i 0,76 1 0,69 | 0,90
results are presented in Table 3 below: TRUZ 0,93 19,11 0,96
p ' TRU3 0,85 16,80 0,72
Table 3. Goodness of Fit Loyalty
Statistics Results LOY1 0,90 18,47 | 0,79 | 0,81 | 0,92
: LOY2 0,97 20,96 0,94
Degree of freedom (df) 94 Satisfaction
Significance 0,00 SAT1 0,83 15,81 | 0,69 | 0,68 | 0,87
Chi-squared / df 2,26 SAT2 0,77 14,11 0,59
RMSEA 0.08 SAT3 0,89 17,61 0,78
S Image
Signif 0.00
1entcance IMA1 0,70 12,53 | 0,64 | 0,49 | 0,84
CFl 0,99 IMA2 0,82 15,67 0,67
GFI 091 IMA3 0,87 17,19 0,76
AGFI 0,90 * Average Variance Extracted ** Composite Reliability

Table 3 shows that the chi-square significance (0.00) is
smaller than 0.05 so that the model is classified as not good

Table 4 shows that all of the items have good reliabilities, as
demonstrated by the R? statistics which are greater than 0,4
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(Bagozzi and Baumgartner, 1994). All variables have good
reliabilities (CR), as shown by the CR statistics which are
greater than 0,7 (Fornell and Larcker, 1981).

Evaluation of discriminant validity of all variables is based on

Table 5. Discriminant Validity of Variables

statistics presented in Table 5. AVEs of all variable are greater
than its coefficient determination and other variables. Thus,
the discriminant validity of all variables is good (Fornell and
Larcker, 1981).

Variables AVE Coefficients of Determination (R?)

Intention Trust Loyalty Satisfaction Image
Intention 0,64 - 0,63 0,44 0,37 0,38
Trust 0,76 0,63 - 0,52 0,48 0,48
Loyalty 0,79 0,44 0,52 - 0,31 0,44
Satisfaction 0,69 0,37 0,48 0,31 - 0,52
Image 0,64 0,38 0,48 0,44 0,52 -

Based on the evaluation of the reliability and validity of
measurement models, evaluation of the structural model
may be continued.

RESULTS

Empirical test results of the structural model are presented
in Figure 2 (t-value) and Table 6. All of the seven path
coefficients are positive and significant (t-values are greater
then 1,96). The direct effect of trust on intention is 0,64
(t-value = 10,60). The direct effect is the same as its total
effect because there is no mediator variable between trust
and intention. Sign of the coefficient, i.e. positive, is consistent
with the sign in H1. Moreover, the direct effect is significant.

The direct effect of loyalty on intention is 0,14 (t-value =
2,61). Sign of the effect, i.e. positive, is consistent with the
sign in H2. In addition, the direct effect is significant because
the t-value is greater than 1.96.

The direct effect of satisfaction on intention is 0,05 (t-value
=0,86). Sign of the effect, i.e. positive, is consistent with the
sign in H3. In addition, the direct effect is not significant
because the t-value is less than 1.96.

The direct effect of image on intention is 0,05 (t-value = 0,88).
Sign of the effect, i.e. positive, is consistent with the sign in
H4. In addition, the direct effect is not significant because the
t-value is less than 1.96.

The direct effect of loyalty on trust is 0,42 (t-value = 8,44).
Sign of the effect, i.e. positive, is consistent with the sign in
H5. In addition, the effect is significant because the t-value is

Table 6. Effect: Total (ET), Direct (DE), and Indirect (IE)

greater than 1.96. The direct effect and total effect of loyalty
on trust are the same because there is no mediator variable
between these two variables.

The direct effect of image on trust is 0,16 (t-value = 2,63).
Sign of the effect, i.e. positive, is consistent with the sign in
H6. In addition, the direct effect is significant because the
t-value is greater than 1.96. The direct effect and the total
effect of satisfaction on trust are the same because there is
no mediator variable between these two variables.

The direct effect of satisfaction on trust is 0,34 (t-value =
6,29). Sign of the effect, i.e. positive, is consistent with the
sign in H7. In addition, the direct effect is significant because
the t-value is greater than 1.96. The direct effect and the total
effect of satisfaction on trust is the same because there is no
mediator between these two variables.

The total effect of trust on intention is 0,64 (t-value = 10,60)
and there is no indirect effect because there is no mediating
variable. The effect is significant because the t-value is
greater than 1.96.

The total effect of loyalty on intention is equal to 0,41 (t-value
=7,12) consisting of a direct effect of 0,14 (t-value =2,61) and
the indirect effect of 0,27 (t-value = 6,60). Thus, the direct
effect of loyalty on intention is smaller than the indirect
effect of loyalty - through trust - on intention. In addition, the
direct and indirect effect are significant. It means that trust
has a significant partial mediation role on the relationship
between loyalty and intention. It is consistent with H8.

Intention Trust
ET DE IE ET DE

Trust 0,64 0,64

(10,60) (10,60)
Loyalty 0,41 0,14 0,27 0,42 0,42

(7,12) (2,61) (6,60) (8,44) (8,44)
Satisfaction 0,27 0,05 0,22 0,34 0,34

(4,24) (0,86) (5,41) (6,29) (6,29)
Image 0,15 0,05 0,10 0,16 0,16

(2,20) (0,88) (2,55) (2,63) (2,63)
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Figure 2. Empirical Model of Bank Clients’ Intention

The total effect of satisfaction on intention is equal to 0,27
(t-value = 4,24) consisting of a direct effect of 0,05 (t-value
= 0,86) and the indirect effect of 0,22 (t-value = 5,41). Thus,
the direct effect of satisfaction on intention is smaller than
the indirect effect of loyalty - through trust - on intention.
In addition, the direct and indirect effect are significant. It
means that trust has a significant partial mediation role on
the relationship between satisfaction and intention. It is
consistent with H8.

The total effect of image on intention is equal to 0,15 (t-value
= 2,20) consisting of a direct effect of 0,05 (t-value = 0,88)
and the indirect effect of 0,10 (t-value = 2,55). Thus, the direct
effect of image on intention is smaller than the indirect effect
of loyalty - through trust - on intention. In addition, the direct
effect is not significant but the indirect effect is significant. It
means that trust has a significant partial mediation role on
the relationship between image and intention. It is consistent
with H8.

The multiple correlation coefficient between intention
with trust, loyalty, image and satisfaction is 0,67 and the
determination coefficient is 0,45. It means that only 45%
of intention variation can be explained by variations in

trust, loyalty, image and satisfaction. Fifty five percent of
the intention variation cannot be explained by variations in
trust, loyalty, image and satisfaction. In other words, there
are other variables that may be included in the research
model so that more intention variations can be explained.

The multiple correlation coefficient between trust with
loyalty, image and satisfaction is 0,65 and the determination
coefficient is 0,42. It means that only 42% of trust variation
can be explained by variations in loyalty, image and
satisfaction. Sixty eight percent of the variation cannot be
explained by variations in loyalty, image and satisfaction. In
other words, there are other variables that may be included
in the research model so that more trust variations can be
explained.

DISCUSSIONS

Based on the theory and relevant researches and through
the frame of thinking about this research, eight hypotheses
have been formulated. Hypothesis one (H1) has empirically
proved that trust has a direct positive and significant effect
on intention. This is consistent with the theory as the basis
for formulating H1 (Fishbein and Ajzen, 1975; Ajzen, 1991)
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as well as the previous relevant researches (Aritonang R.,
2016).

Loyalty has a positive and significant total effect directly
and indirectly on intention, as formulated in hypothesis two
(H2). It is consistent with the previous relevant researches
(Chinomona and Sandada, 2013; Fandos and Flavian, 2006;
Hsin, Huery and Yes, 2009; Schoenbachler, Gordon and
Aurand, 2004; Aritonang R., 2015).

Image has a positive effect on intention, as formulated in
hypothesis three (H3). It is consistent with the previous
researches (Zeithaml, 1988; Selnes, 1993; Zins, 2001; Cretu
and Brodie, 2007; Thakur and Singh, 2012; Che-Hui, Miin-
Jye, Li-Ching and Kuo-Lung, 2015; Cretu and Brodie, 2007;
Sondoh Jr,, Omar, Wahid, Ismail, Ishak and Harun, 2007).

Satisfaction has a positive effect on intention, as formulated
in hypothesis three (H4). It is consistent with the previous
researches (Martin, O’Neil, Hubbard and Palmer, 2008; Deng,
Turner and Prince, 2010; Rejikumar and Ravindran, 2012;
Lee, Trail, Lee and Schoenstedt, 2013; Keng and Liao, 2009).

The effect of loyalty on trust as formulated in hypothesis five
(H5) was empirically tested and the effect is significant. It
is consistent with the previous researches (Ganesan, 1994;
Tax, Brown and Chandrashekaran, 1998; Kim and Ghantous,
2013; Aritonang R, 2015).

The effect of image on trust as formulated in hypothesis six
(H6) was empirically tested and the effect is significant. It is
consistent with the previous researches (Che-Hui, Miin-]ye,
Li-Ching and-Lung Kuo, 2015).

The effect of satisfaction on trust as formulated in hypothesis
seven (H7) was empirically tested and the effect is significant.
It is consistent with the previous researches (Ganesan, 1994;
Tax, Brown, Chandrashekaran, 1998).

The empirical testing of H2 showed that loyalty has a
positive and significant total effect directly and indirectly on
intention. Accordingly, the test results on hypothesis eight
showed that the direct effect is smaller than the indirect
effect. It is consistent with the frame of thinking for H8.

The empirical testing of H3 and H4 showed that image and
satisfaction have a positive direct effect, but not significant,
on intention. Accordingly, the test results on hypothesis
eight showed that image and satisfaction have an indirect
positive and significant effect - through trust - on intention.
It means that trust has a partial mediating role on loyalty and
satisfaction with intention. It is consistent with the frame of
thinking for H8.

LIMITATIONS AND FUTURE RESEARCHES

The subjects of this research are bank customers in two
campuses in West Jakarta. Generalizing these results, of
course, are limited to existing customers on both campuses.
Accordingly, it is important to use other banks so that the
generalization of the results increases. In addition, an

application of this research model to other services is
important, such asinsurance companies. Thus, generalization
of the model may increase.

The coefficient of determination of intention is 0,45 whereas
the coefficient of determination of trustis 0,42. Adding other
relevant variables to intention and trust will increase both
coefficient determinations. The other variables could be
cognitive dissonance (Kessler, 2010), gender, length of time
as bank customers, the number of banks used and relatives
who become customers of the same bank.
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