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ABSTRACT

Bank Rakyat Indonesia (BRI) innovates to launch BRILink Agent services as a
collaborative partner between BRI Bank and its customers. The problem in this
research is how to improve customer satisfaction which will influence the decisions
of transactions at BRILink BRI Branch of Pati. Data on observed variables were
obtained through interviews with questionnaires to 110 BRI Bank customers who
transacted at BRILink Branch of Pati and tested using AMOS statistic software. The
result of SEM analysis confirm the criteria of Goodness of fit that is Chi-Square is
154.616 with probability equal to 0.277; CMIN/DF (1.066); GFI (0.873); AGFI
(0.833); TLI (0.991); CFI (0.992); and RMSEA (0.025). The result of hypothesis
testing is: transaction decisions are statistically proven to be affected by customer
satisfaction, customer satisfaction is statistically proven to be affected by service
attractiveness and tariff competitiveness, while the attractiveness of unpaid
products has a significant effect.

Keywords: Product fascination, service fascination, competitive power of tariff,
customer satisfaction, transaction decisions

INTRODUCTION

The current economic development is experiencing changes in the business
world as well as the increasingly tight level of competition among business actors,
it encourages the business actors to innovate in determining the strategies that are
appropriate with the marketing of these products. The company always strives to
improve its competitiveness by seeking new sources of technology and good skills
in shaping new corporate structures (Prahalad and Hamel, 1990). The era of
globalization today, the competition between business in both the domestic market
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and the increasingly tight international market. One way to survive in this era of
globalization is to increase the power and quality of sustainable services, this can
be done by making product innovation or by effectiveness and efficiency in internal
production. For efficiency and effectiveness in the production process that already
run and can also be done on new products or innovation products that will be
produced.

Various efforts made by banking companies such as BRI Bank continues to
improve the innovation of the banking sector to be able to face a very tight
competition with other banking firms. Sukapurnama and Kusumastuti (2013)
explained that banks in Indonesia are still placing two strategies in business
development: opening new offices and developing services through e-banking to
improve the effectiveness and efficiency of banking operational costs. The
development of information technology, telecommunication, and internet causes
business actors to compete to make online or digital based business applications.
The existing banking industry sector in Indonesia has utilized technology in a
maximal way to meet the interaction needs of the company with its clients. BRILink
becomes the latest innovation product issued by BRI Bank in meeting the needs of
its customers and improving the quality of modern banking services. The BRILink
product is the result of branchless banking implementation. This product is operated
by an agency system or a third party involving between the bank and the customer.
The existence of this product can provide ease in transactions for a customer in real
time online. BRILink provides benefits for agents in the form of fee sharing. Here
are the services of BRILink products including Mini ATM BRI, BRIZZI, BRIVA, and
T-Bank (electronic money) where the account number is based on the mobile phone
number.

BRI Branch of Pati is a part of Semarang Regional Office, BRI Kanca Pati
has 1 main branch office, 2 Sub-Branch Offices (KCP), 2 Cash Offices (KK), 41
Office Units, and 18 BRI Terraces scattered in Pati area. BRI Pati shows its
commitment to fulfilling the quality of services provided to the community in the
development of unit offices that will facilitate the community in banking transactions
through BRI Bank. BRI Bank branch of Pati also continues to develop in the increase
of transaction, Fee-Based Income (FBI), and profit through Agent BRILink which
has been formed since 2014. The growth of BRILink agent transactions that is still
below the target figure indicates that there is an unwillingness of customers to make
transactions. This is a problem in this study, based on the formulation of the
problem, then this research needs to formulate the existing problems that are: "how
to improve the decisions of customer transactions BRI Bank Kanca Pati in Agent
BRILink". From the description of the above problems, so developed some
guestions in this study are: (1) Will the fascination with BRILink's products improve
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BRI bank customer satisfaction?; (2) Will the fascination of BRILink agency services
improve BRI bank customer satisfaction?; (3) Can the competitiveness of BRILink
agent rates increase BRI bank customer satisfaction?

LITERATURE REVIEW

TAM (Technology Acceptance Model)

Competition banking industry increasingly stringent makes the company do
technology development and innovation to improve customer satisfaction. TAM
(Technology Acceptances Models) is a model of behavior that utilizes information
technology and refers to its management information system (Munusamy et al.,
2012). TAM aims to explain or estimate from the application of technology in an
organization and the factors that influence it in the application of these technologies.
There are two concepts proposed by Davis (1989) in Istiarni (2014) which are
believed to be user acceptance of perceived ease of use and perceived usefulness.
The expansion of the concept of TAM is expected to help predict the attitudes and
acceptance of a person against the applied technology and can provide basic
information to be used on the factors driving the individual's attitude (Devi, 2014).
Goyal Shika et al. (2016) added that technological developments encourage banks
to continue to innovate by making Electronic Banking (E-banking) easily accessible
in the community, for example, Automated Teller Machine (ATM), Internet Banking,
and Mobile Banking. This is to improve customer convenience, reduce operating
costs, and maintain profitability.

Transaction Decisions

Consumers have a role to provide a decision in using products or services offered
by marketers. Decision-making on consumer behavior in determining the purchase
of a product or service there is something that underlies the consumer to do so.
Where consumers who meet the needs by actualizing that there is in itself as well
as a very strong motivation to achieve it is a purchase decisions (Archana and
Khanna, 2012). Ismail and Osman (2012) added that motivation can give a strong
force or motivation and motivation in a person to be able to perform an action in
accordance with what they expect. Raida and Bouslama (2013) explain that a
person's motivation or interest in using electronic banking as the right decisions to
transact online. In generally there are 2 or more parties involved in a buying process
to the purchase decisions of a consumer goods.

Product Fascination
The product fascination is an allure or magnet of a particular product that can affect
consumers to have it. The product fascination is also interpreted as a very good
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guality of the product, so the quality of a product can affect consumers to have it.
Methag and Salam (2012) add that attraction is defined as consumer interest to buy
the product. An option has dominated the other, then the goods or services in a
product will be underestimated, so the consumer will determine or buy on the choice
of one such product. Thus, fascinations indicate a very strong influence on a choice
of product comparators and evaluate them separately by shifting from reference
information to an option. Melodie and Kim (2012) added that the product fascination
both goods and services can be seen from the form of goods itself which has an
opportunity value for business actors to gain greater benefits.

Service Fascination

The service fascination is the level of service quality that the company provides to
its customers. Service quality is the combined aggregate and service characteristics
of marketing, design, manufacturing and maintenance activities through the use of
products and services that will meet customer expectations (Armand, 1992 in
Siagian, 2006). Parasuraman et al., (2012) explains that if the services that have
been given to customers or consumers have been in line with expectations then the
service quality can be satisfactory for customers or consumers. Basit et al., (2014)
adds that if the quality of service provided and the quality of the products being sold
very well will provide a positive level of influence on customer satisfaction. Service
guality is an important and very complex element of consumer perception because
it is intangible and its production and consumption runs simultaneously. Service
guality can be determined after consumers evaluate whether or not satisfied service
offered, then consumers give perceptions on the service quality.

Tariff Competitiveness (Price)

Price is a mix of direct revenue-generating for the company, but there are other
marketing mixes that will result in cost. Cravens and Piercy (2003) argue that
strategy in goods and services pricing has become the company's key to
deregulation, low growth in the market, for the company to make an opportunity to
gain control and exploit markets and increasingly competitive globally. Price is not
the nominal form of an item, but rather the element of marketing such as the selling
price of the prod, discount, and payment system (Abdul Muhmin, 2002). Price is the
cost resulting from a purchase (Tse, 2001, in Chitty, 2007) that together with the
service quality affecting the perception of customer value. It affects the amount to
be purchased at the offered price (Monroe, 1990, in Chitty, 2007). The amount paid
depends on the needs and services provided. Price is believed to have an impact
on the perception of quality because high-quality products will provide good quality
rather than low quality (Chitty, 2007).
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Customer Satisfaction

Customer satisfaction makes special attention or very important for all banking
business actors engaged in the service sector. Customer satisfaction becomes the
main concept or strategy for banking companies to be able to win the competition in
service sector business world. Mowen and Minor (2001) stated that customer
satisfaction is an attitude shown by customers or customers of goods or services
they have consumed. Customers have a role in determining the level of satisfaction
of a product or service provided by the company (Abdullah and Nento, 2014).
According to Zeithaml and Bitner (2008) explained that customer satisfaction is part
of the response or response from customers on products or services that have been
accepted and evaluated and perceived a discrepancy between expectations and
actual performance. Services that have been received by customers need to be
evaluated by determining the level of service quality that the company provides in
order to provide the level of product satisfaction for services that have been
consumed. The customer will be able to feel if they have bought or used the product
or service and realized whether the product or service has been used as expected
or not.

Hypothesis

The Effect of Product Fascination on Customer Satisfaction

Mowen et al. (2002) explained that product fascination has a direct effect on the
level of customer satisfaction. Increased ability on a product that can create a
competitive advantage, so that customers more satisfied. Customers will move to a
product or service that can understand and be able to complete the customer's
demand and provide better service levels. Mulyono et al., (2007) states that the
higher the level of product quality, the higher the level of customer satisfaction.
Basith et al., (2014) adds that the product fascination has a significant effect on
customer satisfaction.

H1: The product fascination has a positive effect on customer satisfaction

The Effect of Service Fascination on Customer Satisfaction

The service fascination indirectly illustrates the level of product quality and its
reputation in enhancing customer satisfaction. In his study, Chesrek et al. (2015)
revealed that customer satisfaction makes things very important for companies,
especially services (banking). The quality of the company's services can also
change the company's performance patterns to become better with increased
customer satisfaction. Likumahua (2010) explains that the company’s service
quality provides to the customer has positive effect level on the customer
satisfaction level. Murugiah and Akgam (2015) added the service quality and

Jurnal Sains Pemasaran Indonesia



customer loyalty to provide has a significant level of positive effect on customer
satisfaction as well as providing has a negative sign on the security and customer
satisfaction level.

H2: Service fascination has a positive effect on customer satisfaction

The Effect of Tariff Competitiveness on Customer Satisfaction

Samaan (2015) said that the price or tariff is the amount of money or expenses
incurred for a product or service we receive. Utami (2015) adds that if there is a
correlation between price and loyalty towards the customer or consumer satisfaction
level, the price is usually viewed by consumers as an indicator of the value that
connects with the benefits that consumers have received or feel both in the product
or service. Where the price set by the company is not in accordance with what is
expected the customer will decrease the satisfaction of the goods or services, vice
versa if in determining the price of a good or service that the company spend in
accordance with the benefits or expectations of customers it can increase customer
satisfaction.

H3: Tariff competitiveness has a positive effect on Customer Satisfaction

The Effect of Customer Satisfaction on Transaction Decisions

The customer satisfaction level is higher if the perceived benefits of customers
greater than the level of income to get it, it will encourage to buy the product.
Conversely, if the benefits that the customer or the customer receives is less than
the price of the sacrifice then the customer refuses or switches to buy other similar
products or services. The customer has a very important role in determining the
measurement of the level of customer satisfaction with the products or services
provided to the company (Abdullah and Nento, 2014). Customers will choose a bank
that can provide satisfaction levels in terms of services or products offered in
accordance with the expectations of the customer itself. Hidayat (2015) states that
consumer satisfaction has a positive effect on purchasing decisions. The decisions
in the purchase are influenced by the value of the product that has been evaluated.
H4 . Customer satisfaction has positive effect on transaction decisions

Theoretical Framework

The theoretical framework explains how the effect of correlation between variables
one towards other variables. In order to clarify the picture of the theoretical
framework, it will be described in Figure 1.
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Figure 1
Theoretical Framework
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RESEARCH METHOD

Customers of BRI Bank of Pati become subject population in this research.
Sampling is a nonprobability sampling approach. Samples are 110 respondent. This
study research using SEM that requires sample at least 100 respondents. Primary
data is data obtained factually or directly and this data is deliberately obtained
exclusively to answer the research questions. Data collection technique using a
closed questionnaire method with a Likert scale. Data analysis process using the
validity and reliability test and SEM hypothesis.
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This research tool is SEM is used as an analytical tool. Ferdinand (2002) said that
the reasons for analyzing research data using SEM are: (1) Indicates the
dimensionalization unit of the indicator of dimension or collision or factor; (2) See
the suitability and accuracy of a model based on the empiric data it has examined;
(3) Testing of the suitability of the research model or the relationship of causality
between factors that have been built or observed in the research model. According
to Ferdinand (2002 revealed that there are 7 (seven) stages to be taken in the use
of the SEM model. The SEM model itself consists of a Measurement Model and
Structure Model.

DATA ANALYSIS AND DISCUSSION

Research Model Testing

Research model testing looking at the suitability between the proposed model with
shown from the results of the research model through the results of the goodness
of fit on the research model. The model proposed in this study can be known from
the causal relationship between product quality, service quality, tariff
competitiveness, customer satisfaction, as well as on the transaction decisions, the
results of the model research processing on figure 3.

Figure 3
Research Model Testing Results
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The goodness of fit testing to know between model accuracy towards research data.
Determining whether or not on a research model is effected the index of the test
results compared with the critical value.
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Table 1
The goodness of Fit Indexes for Full Model

Goodness of Cut off value Results Model
fit index Evaluation
Chi-square < 174,101 154,616 Good
(df=145)
Probability =0,05 0,277 Good
CMIN/DF <2,00 1,066 Good
GFI 20,90 0,873 Marginal
AGFI 20,90 0,833 Marginal
TLI 20,95 0,991 Good
CFI 20,95 0,992 Good
RMSEA <0,08 0,025 Good

Data processing results in the table above show that the evaluation of the
overall model categorized well or fulfill the required criteria of the required
assessment. Chi-square value’s research model is considered good if the results of
the calculated chi-square value show a smaller value than the chi-square table, it is
clear that if there is no difference between population estimation and the sample in
the tested study indicates the better the research model. Chi-square value on the
data above the results of the research model is 154.616, where the critical value of
chi-square table with DF = 145 is 174.101. From the results can be explained that
the results of the model research showed that the value of calculated chi-square is
smaller than the value of chi-square table, this explains that this research model is
no difference in the population that is estimated and considered good or accepted.
The goodness of fit of other indexes such as probability, RMSEA, CMIN, TLI, CFl is
still within the required range of values so well considered, and at the GFI and AGFI
index values in the table above shows the model evaluation on the marginal criteria
meaning they are still in the range the required or expected value, and overall the
model in this study is good.

Direct and Indirect Effect Analysis

The purpose of effect analysis between directly or indirectly variables is to know the
largest effect so it will be easier to do future strategy election. In the table 2
presented about the results of the direct and indirect effect. The effect analysis is
used to analyze the strength of effect between constructs, either direct or indirect
effect. The coefficient of all coefficient lines with one end dart is called direct effect,
whereas the effect that arises through a variable is an indirect effect. The effects of
various correlation are called total effects (Ferdinand 2006). Based on data
processing results using SEM in full model research shows direct value and indirect
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effect of product fascination, service fascination, tariff competitiveness, customer
satisfaction, and transaction decisions variables, shown in table 2.
Table 2
Direct and Indirect Effect Analysis

Direct Indirect
Effect Effect
Product Fascination on Customer Satisfaction (X1 — Y1) 0,118
Service Fascination on Customer Satisfaction (X2 — Y1) 0,618
Tariff Competitiveness on Customer Satisfaction (X3 — Y1) 0,276
Customer Satisfaction on Transaction Decisions (Y1 — Y2) 0,804
Product Fascination on Transaction Decisions (X1 — Y2) 0,094
Service Fascination on Transaction Decisions (X2 — Y2) 0,496
Tariff Competitiveness on Transaction Decisions (X3 — Y2) 0,222

The table 2 can be seen that direct effect of product fascination on customer
satisfaction is 0.118, the direct effect of service fascination on customer satisfaction
0.618, the direct effect of tariff competitiveness on customer satisfaction 0.276, and
direct effect of customer satisfaction on transaction decisions 0.804. The indirect
effect of products fascination on transaction decisions 0.094, the indirect effect of
service fascination on transaction decisions 0.496, the indirect effect of tariff
competitiveness on transaction decisions 0.222.

Discussions
Hypotheses result discussion from 1 to hypothesis 4 can be seen in table 3.
Table 3
Hypothesis Results
Hypothesis Testing Result

H1: The Higher Product Fascination The Higher Rejected
BRILink Customer Satisfaction Level
H2: The Higher Service Fascination The Higher Accepted
BRILink Customer Satisfaction
H3: The Higher Tariff Competitiveness The Higher Accepted
BRILink Customer Satisfaction Level
H4: The Higher Customer Satisfaction The Higher Accepted
Transaction Decisions

[H1] Hypothesis Results Discussion

Data processing result hence obtained the relation between a variable that is
product fascination on customer satisfaction as hypothesis | do not fulfill the
requirement for hypothesis I. Analysis result show CR value is 0.782 under 1.96 and
probability value (P) is 0.,434 above 0,05 so that it cannot qualify from H1 accepted.
The dimensions of the shaper of product fascination have no effect on customer
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satisfaction. This indicates that BRI's bank product fascination does not affect
BRILink customer satisfaction level, from open questions that have been given to
the respondents this is affected by several things such as consumers who tend not
to know about the agency BRILink itself, consumers still cannot distinguish between
agency BRILink, ATM, and office units. Consumers are not fully aware of BRILink
agent products and services.

[H2] Hypothesis Results Discussion

Data processing result is obtained for the correlation between service fascination
variable the higher the BRILink customer satisfaction as hypothesis 2 which fulfill
the requirement of acceptance of hypothesis 2. CR value analysis results in 5.304
above 1.96 and probability value (p) is <0.05 below 0.05 to qualify from the
acceptance of H2. The dimension of service fascination affects BRILink on customer
satisfaction. This shows that good service fascination can increase customer
satisfaction BRILink. There are other factors beyond Pulling Services that can
increase customer satisfaction BRILink including agents provide a clear explanation
of BRI customers who make transactions at BRILink agents so that customers are
satisfied and will re-transact the agent because it is easier, safer and faster
accordingly with what the customer wants. Service quality is known to have a major
effect on customer satisfaction levels, this is because customers want to be treated
well to feel valued, but if customers are treated uncomfortably, they are likely to put
on disappointment and share their experiences with others.

[H3] Hypothesis Results Discussion

There is a correlation between variables based on the results of the data processing
that the tariffs competitiveness variable the higher the level of customer satisfaction
BRILink as hypothesis 3 has been eligible for acceptance of hypothesis 3. CR value
shows 2.684 above 1.96 and the probability value (p) 0.007 below 0.05 to qualify for
H3 acceptance. The dimension of tariff competitiveness effect on BRILink customer
satisfaction level, it shows that the benefits that have been received by the customer
in accordance with what has been expected. Tariffs charged by BRI customers who
perform at BRILink agents make an impact on the satisfaction level of the customers
themselves, as each agent is entitled to determine the number of administrative fees
charged by BRI bank customers who will perform the transaction at the BRILink
agency.

[H4] Hypothesis Results Discussion
Correlation between variables from the result of data processing shows that
customer satisfaction variable on transaction decisions at hypothesis 4 fulfill the
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requirement from acceptance hypothesis 4. CR value show 7.703 above 1.96 and
probability value (p) is <0.05 so fulfill the requirement of H4 acceptance. The
dimension of customer satisfaction effect on transactions decisions. This shows that
the benefits obtained from Bank BRI could increase the number of transactions. The
level of satisfaction that the customer receives will provide a positive decision on
BRI customers to conduct transactions at BRILink agents with consideration of
affordable services and tariffs as well as the speed and security of BRILink agents
offer. In a study conducted at BRILink agents, the researchers conducted open
interviews of BRI bank customer respondents who transacted at BRILink agents
around their home environment, they were generally pleased with the presence of
BRILink agents in their neighborhood, as banking transactions could be done with
faster, closer, safer, and easier so they feel satisfied and can trade on BRILink
agents so that an increasing number of transactions can be achieved.

CONCLUSIONS AND SUGGESTIONS

Conclusions

This research purpose to analyze the effect of product fascination, service
fascination, tariff competitiveness on transaction decisions through customer
satisfaction level. Respondent's data are 110 respondents who have been asked to
fill out questionnaires in which there are questions that are used to measure the
extent of the effect between product fascination, service fascination, and tariff
competitiveness and customer satisfaction on transaction decisions. The results
were four hypotheses, 3 of which were accepted and (proven to have a positive
effect) while the other 1 was rejected or not proven to have a positive effect. The
greatest effect is the effect of customer satisfaction on transaction decisions. This
study found the results that consumers will put high confidence in the company if
they get treatment and good service, this good service includes the agent's own
friendliness. This research purpose to answer the problem of existing research is
how to improve transaction decisions in BRILink Agent. The results are further used
to help draw conclusions and produce three basic processes in improving
transaction decisions, such as: by increasing products fascination, service
fascination, and tariff competitiveness to obtain customer satisfaction, then
customer satisfaction has a great effect on consumer attitudes when will do the
transaction in BRILink agent.

Research Limitations

This research there are still limitations and weaknesses, where the existence of
these limitations and weaknesses can be used as a reference for future research.
Here are the limitations: (1) Based on the results of this research which only service
fascination and tariff competitiveness on customer satisfaction, while products
fascination did not affect customer satisfaction; and (2) The breadth of territory and
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the characteristics of the community, as well as the educational background of the
respondents, are also something to consider.

Suggestions

This research there are still limitations which can be used as the basis and
evaluation in subsequent research. Here are suggestions for further research: (1)
This research there are still variables that need to be added to replace product
fascination variable; (2) Scope of data research more widely to obtain broader data
in this study, for example, the level of the Regional Office of Semarang representing
from various branches then future research will be more detailed and valid in
conducting research on the factors that effects transaction decisions in BRILink
agents; and (3) There are several variables that can be developed or researched in
subsequent research including Promotion or advertising, Word of Mouth (WOM),
and Motivation.
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