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Sesungguhnya dibalik kesulitan terdapat kemudahan. 

(Al Insyirah : 5) 
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tidak diketahui. 

(Aristotle C.) 

 

 

 

Persembahan : 

 

1. Bapak dan ibu yang ku sayangi 
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ABSTRAKSI 

PENGARUH KUALITAS PELAYANAN, RELATIONSHIP MARKETING, 

CORPORATE SOCIAL RESPOSIBILITY MELALUI KEPUASAN 

TERHADAP  LOYALITAS NASABAH (STUDI KASUS PADA 

 PT.BPR SYARIAH ARTHA MAS ABADI MARGOYOSO PATI) 

Nur Jamilatul Mila 

2015-11-419 

Pembimbing : 1. Dr. H. Mochammad Edris, Drs. MM. 

  2. Iwan Suroso, SE. MM. 

 

UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

Penelitian ini mengambil obyek pada responden PT. BPR Syariah Artha 

Mas Abadi Margoyoso Pati. Penelitian ini bertujuan  untuk menganalisis kualitas 

pelayanan, relatioship marketing dan corporate social responsibility terhadap 

kepuasan dan loyalitas nasabah PT. BPR Syariah Artha Mas Abadi Margoyoso 

Pati. Dalam penelitian ini, variabe yang digunakan adalah variabel independen 

terdiri dari kualitas pelayanan, relationship marketing dan corporate social 

responsibility, serta variabel dependen adalah kepuasan dan loyalitas nasabah. 

Metode pengumpulan data yang digunakan adalah metode kuesioner  berisi 

tentang daftar pertanyaan yang disampaikan langsung kepada respoden. Dalam 

penelitian ini menggunakan sampel sebanyak 105 responden.  

Analisis data dalam penelitian ini menggunakan program (SEM) Structual 

Equatuion Modeling melalui program AMOS 24. Hasil penelitian menunjukkan 

kualitas pelayanan, relatioship marketing dan corporate social responsibility 

memiliki pengaruh positif dan signifikan terhadap kepuasan nasabah maupun 

terhadap loyalitas nasabah. Kualitas pelayanan, relatioship marketing terhadap 

positif dan signifikan terhadap loyalitas nasabah melalui kepuasan nasabah, serta 

corporate social responsibility tidak mempunyai pengaruh terhadap loyalitas 

nasabah melalui kepuasan nasabah. 

 

Kata kunci:  kualitas pelayanan, relationship marketing, corporate social 

responsibility, kepuasan nasabah dan loyalitas nasabah. 
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ABSTRACT 

INFLUENCE OF QUALITY OF SERVICE, RELATIONSHIP MARKETING, 

CORPORATE SOCIAL RESPONSIBILITY THROUGH CUSTOMER 

SATISFACTION OF CUSTOMER LOYALITY (CASE STUDY AT  

PT.BPR SYARIAH ARTHA MAS ABADI MARGOYOSO PATI) 

  

Nur Jamilatul Mila 

2015-11-419 

Supervisor : 1. Dr. H. Mochammad Edris, Drs. MM. 

  2. Iwan Suroso, SE. MM. 

   

UNIVERSITAS MURIA KUDUS  

FACULTY OF ECONOMIC AND BUSINESS MANAGEMENT  

  

This study takes the object of respondents PT. BPR Syariah Artha Mas 

Abadi Margoyoso Pati. This study aims to analyze the quality of service, 

marketing relationship and corporate social responsibility towards customer 

satisfaction and loyalty of PT. BPR Syariah Artha Mas Abadi Margoyoso Pati. In 

this study, the variables used are independent variables consisting of service 

quality, relationship marketing and corporate social responsibility, and the 

dependent variable is customer satisfaction and loyalty. Data collection method 

used is a questionnaire method containing a list of questions submitted directly to 

respondents. In this study used a sample of 105 respondents. 

Analysis of the data in this study used the Structual Equatuion Modeling 

(SEM) program through the AMOS 24 program. The results showed that service 

quality, marketing relationship and corporate social responsibility had a positive 

and significant effect on customer satisfaction and customer loyalty. Service 

quality, marketing relationship to the positive and significant impact on customer 

loyalty through customer satisfaction, and corporate social responsibility has no 

influence on customer loyalty through customer satisfaction. 

 

  

Keywords: service quality, relationship marketing, corporate social 

responsibility, customer satisfaction and customer loyalty. 
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