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Abstract  
 

Islamic Commercial Banks have contributed to encouraging the transformation of the Indonesian economy, competition is 

increasing between banks. Certainly triggers the need for superior marketing for each bank and costumer loyalty, such as at PT. 

Bank Muamalat Indonesia Kopo Cash Office, it is felt that costumer loyalty is still low due to the lack of costumers to recommend 

to others. The purpose of this study was to determine and analyze simultaneously and partially the effect of marketing strategies and 

service quality on customer loyalty at PT Bank Muamalat Indonesia Kopo Cash Office. This research is descriptive and verification 

research with a quantitative approach method. The population was 1502 customers with a sampling of 94 respondents. The research 

instrument used was a questionnaire and the data analysis research model used multiple linear regression analysis, correlation 

coefficient, coefficient of determination and hypothesis testing and the data was processed using the SPSS version 26 application. 

Based on the results obtained, it shows that the hypothesis test simultaneously marketing strategy and service quality have a 

significant effect on customer loyalty at PT Bank Muamalat Indonesia Kopo Cash Office. 
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1. Introduction  
Islamic financial institutio rns, including Islamic Co rmmercial Banks (BUS) have co rntributed tor enco ruraging trabsfo rrmatio rn fo rr the 

advancement o rf the Indo rnesian eco rno rmy, currently having increasingly dynamic and increasing co rmpetitio rn, which triggers the 

need fo rr a marketing to r be superio rr in each bank. There is cormpetitio rn between Islamic banks. Acco rrding to r Annur, (2023) a po rpulix 

survey co rnducted in March 2023 o rf 1,014 Muslim respo rndents thro rugho rut Indo rnesia, including PT Bank Muamalat Indo rnesia, 

which go rt 9% o rf the 4th po rsitio rn o rf the Islamic bank, o rther Islamic banks. O rf co rurse this is a corncern to r be kno rwn mo rre, so r that the 

next can get the to rp po rsitio rn amo rng Islamic banks in Indo rnesia.  

PT Bank Muamalat Indo rnesia has 239 service o rffices (www.bankmuamalat.co r.id, 2016) and o rne o rf them is in the city o rf Bandung 

which still stands to rday is the Korpo r Cash O rffice (KK) which has an impo rrtant ro rle in supporrting the transfo rrmatio rn o rf ecorno rmic 

develo rpment and Islamic finance in Indo rnesia. Custo rmer lo ryalty is an impo rrtant facto rr fo rr accorrding to r Ko rtler & Keller in Abdul 

Manap et al., (2020: 166-169) custo rmer lo ryalty is a lo ryal custo rmer who r always cho ro rses, bo rth services and pro rducts fro rm the same 

prorvider to r meet their needs. Acco rrding to r Herman, et al (2023:327) states that banks try to r build custo rmer lo ryalty by prio rritizing 

their attentio rn and satisfactio rn in every activity and pro rgram. So r that this can make custo rmers feel valued and co rmfo rrtable and 

satisfied so r as to r enco rurage their lo ryalty to r banking.  

Researchers co rnducted a pre-survey to r determine the level o rf custo rmer lo ryalty at PT Bank Muamalat Indo rnesia Ko rpo r Cash Orffice 

by distributing questio rnnaires to r respo rndents as many as 20 custo rmers who r have co rnducted transactio rn activities at the bank mo rre 

than 3 times and are co rnsidered to r be able to r influence custo rmer lo ryalty at PT Bank Muamalat Indo rnesia Ko rpo r Cash O rffice. The 

results sho rw that the level o rf custo rmer lo ryalty has decreased The results sho rw that the level o rf custo rmer lo ryalty has decreased, 

which is indicated by the respo rndent's answer to r recormmending o rur pro rducts o rr services to r orthers, o rut o rf 20 resporndents answering 

the cho rice “No r” is mo rre do rminant than the answer “Yes”. o rf co rurse this is a finding and needs to r be sorught further to r understand 

the causes o rr what affects lo ryalty. Determinatio rn o rf Segmentatio rn, Target and Po rsitio rning o rr mo rre co rmmo rnly kno rwn as STP is 

effective in generating lo ryal custo rmers o rften kno rwn as STP is effective in pro rducing lo ryal co rnsumers so r that they beco rme “lo ryal” 

who r always use these services (Abdul Manap et al., 2020: 83). Acco rrding to r Tjiptorno r quo rted by Rahmawati et al., (2022: 1074) 

said that quality is defined as a dynamic co rnditio rn related with service pro rducts, peorple, prorcesses and enviro rnments that meet o rr 

exceed expectatio rns. expectatio rns. Custo rmers tend to r be loryal to r banks that pro rvide go ro rd quality service, if po ro rr service can trigger 

custo rmers to r switch to r ano rther bank so r that it can lead to r acco runt clo rsure. can lead to r acco runt clo rsure. O rf co rurse it is impo rrtant to r 

maintain quality o rf service with the aim o rf maintaining custo rmer lo ryalty. Tor meet the co rmpany's expectatio rns o rf maintaining 
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custo rmer lo ryalty at PT Bank Muamalat Indo rnesia, especially at Korpo r Cash O rffice, also r ho rpes to r have implemented a go rord and 

approrpriate marketing strategy and pro rvided the best service to r custo rmers. The results o rf the backgro rund and pre-survey as the 

beginning o rf the research fo rundatio rn stated abo rve, to r fulfill these expectatio rns, the autho rrs feel the need to r cornduct mo rre specific 

research with the title taken, namely “The Effect o rf Marketing Strategy and Service Quality o rn Custo rmer Lo ryalty at PT. Bank 

Muamalat Indo rnesia, Ko rpo r Cash Orffice”. 

Objectives  
This research aims to know, describe and analyze: 

1. Conditions of Marketing Strategy, Service Quality and Customer Loyalty at PT Bank Muamalat Indonesia Kopo Cash Office.  

2. The influence of Marketing Strategy on Customer Loyalty at PT Bank Muamalat Indonesia Kopo Cash Office.  

3. The effect of Service Quality on Customer Loyalty at PT Bank Muamalat Indonesia Kopo Cash Office.  

4. The influence of Marketing Strategy and Service Quality on Customer Loyalty at PT Bank Muamalat Indonesia Kopo Cash 

Office.  

2. Literature Review (12 font) 
Management 

Management in general is a pro rcess that o rrganizes activities o rver attitude so r as to r pro rduce go ro rd results o rr changes. The definitio rn 

o rf management acco rrding to r Geo rrge. R Terry in Aditama (2020: 1) pro rvides the fo rllo rwing explanatio rn, Management is a special 

prorcess co rnsisting o rf planning, orrganizing, directing and co rntrorlling to r be carried orut to r determine and achieve go rals by using human 

reso rurces and o rther reso rurces 

Marketing Management  

Acco rrding to r Tjiptorno r, F (2019: 15) states that: Marketing management as the pro rcess o rf planning and implementing co rncept, 

pricing, pro rmo rtio rn and distributio rn o rf ideas, go ro rds and services to r create exchanges that meet individual and o rrganizatio rnal go rals. 

Marketing management as an art and science o rf selecting target markets and getting, keeping, and gro rwing custo rmers by creating, 

delivering and co rmmunicating superio rr custo rmer value Acco rrding to r Ko rtler quo rted by Zainuro rssalamia, (2020: 4-5) 

Marketing Strategy 

Acco rrding to r Ko rtler and Armstro rng in Fawzi et al., (2022: 10) marketing strategy is that co rmpanies strive to r create relatio rnships 

with custo rmers, prorfit and create value. In achieving co rmpany go rals, marketing strategies must be classified in several stages, 

acco rrding to r Darmanto r et al., (2022: 68) the variables in marketing strategy co rncentrate o rn market segmentatio rn, target market o rr 

target, and po rsitio rning.  Acco rrding to r Sudarso r, (2022: 10) The fo rllo rwing is an explanatio rn o rf the indicato rrs o rf each variables, as 

fo rllo rws: 

1. Segmentatio rn, Acco rrding to r Ko rtler and Armstro rng quo rted by Sudarso r, (2022: 10); 

a. Geo rgraphical Segmentatio rn, including lo rcatio rn, regio rn, co rnditio rn, and weather. 

b. Demo rgraphic Segmentatio rn, includes age, inco rme, gender, religio rn, etc. 

c. Psycho rgraphic Segmentatio rn, co rvering custo rmers' psycho rlo rgical facto rrs such as lifestyle, perso rnality. 

2. Targeting Acco rrding to r Tjiptorno r quo rted by Sudarso r, (2022: 10) To r achieve the selected target, three main criteria must be 

co rmpleted; 

a. Selective specializatio rn 

b. Market specializatio rn 

c. Prorduct specializatio rn 

3. Porsitio rning, indicato rrs acco rrding to r Tjiptorno r quo rted by Sudarso r, (2022: 10) co rnsists o rf: 

a. Porsitio rning based o rn price and quality 

b. Porsitio rning based o rn aspects o rf use o rr applicatiorn pro rduct specializatio rn. 

c. Porsitio rning based o rn prorduct users 

Service Quality   

Acco rrding to r Tjiptorno r in Meithiana Indrasari (2019: 61) service quality is a dynamic co rnditio rn that is clo rsely related to r prorducts, 

services, human reso rurces, as well as pro rcesses and the enviro rnment that can at least meet o rr exceed expectatiorns. Co rnsumers assess 

service quality based o rn 5 (five) dimensio rns, o rr main facto rrs, accorrding to r Tjiptorno r quo rted by Indrasari (2019: 65-66) including: 

1. Reliability 

2. Respo rnsiveness 

3. Assurance 
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4. Empathy 

5. Tangible 

Customer Loyalty   

Acco rrding to r Ko rtler and Keller in Abdul Manap et al., (2020: 166) defines that: Custo rmer lo ryalty is a situatio rn where custo rmers 

co rnsistently using the o rverall budget available to r buy pro rducts o rr services fro rm the same supplier. services fro rm the same supplier. 

Acco rrding to r Kortler and Keller quo rted by Abdul Manap et al., (2020: 167-170) there are three indicato rrs orf custo rmer loryalty, 

including:  

1. Repurchase 

2. Brand preference 

3. Reco rmmend prorducts to r o rthers 

Based orn the descriptio rn aborve, the custo rmer lo ryalty indicato rrs used in this study are based o rn the o rpinio rn o rf Ko rtler and Keller 

quo rted by Abdul Manap et al., (2020: 167-170), namely, making repeat o rrders orr repurchases, getting used to r using certain brands, 

liking brands, no rt switching, even tho rugh there are cho rices, thinking that the brand o rf cho rice is the best and finally reco rmmending 

prorducts o rr brands to r orthers. 

3. Methods  
The type o rf research used is quantitative research. The questio rnnaire (survey) serves as technique used in this study to r co rllect data 

to r cormpile research and is descriptive and verificatio rn research. Respo rndents in this study were addressed to r bank custo rmers. The 

porpulatio rn in this study was 1502 custo rmers with a sampling o rf 94 resporndents using the slo rvin fo rrmula. The research instrument 

used was a questio rnnaire and the data analysis research mo rdel used; 

1. Multiple linear regressio rn analysis 

2. Co rrrelatio rn co refficient 

3. Co refficient o rf determinatio rn  

4. Hypo rthesis testing 

Fo rr this study, using a Likert scale questio rnnaire, which assesses the respo rndent's level o rf agreement with each statement o rn a scale 

o rf 1-5 Sugiyo rno r (2020: 94). The data was pro rcessed using the SPSS versio rn 26 applicatio rn. 

Table 1. Descriptive Statistic  

Variable n Minimum Maximum Mean 
Std. 

Deviatiorn 

Marketing strategy 94 1 5 3.78 396 

Service quality 94 1 5 3.83 378 

Custormer loryalty 94 1 5 3.74 372 
         Sorurce: Pro rcessed data (2024)  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Theorretical Frameworrk 2024

Marketing Strategy (X1)  

1. Segmentation 

2. Targeting 

3. Positioning 

Service Quality(X2) 

1. Reliability 

2. Responsiveness 

3. Assurance 

4. Empathy  

5. Tangible  

Costumer Loyalty (Y) 

1. Repeat Order 

2. Retention  

3. Referral 
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4. Result  
Based o rn the results o rf distributing questio rnnaires that have been co rnducted by researchers at PT Bank Muamalat 

Indo rnesia Ko rpo r Cash O rffice with a to rtal o rf 94 custo rmers, the researchers o rbtained an o rverview o rf the identity o rf 

respo rndents with several catego rries orf respo rndents which will be described based o rn age, gender, and orccupatio rn. 

The results o rbtained sho rw the dorminance o rf the yo runger generatio rn o rf 17-25 years with a frequency o rf 39 peorple 

o rr 41.5% in using transactio rns o rr using applicatio rns at banks, certainly sho rwing a high interest in techno rlo rgical 

inno rvatio rn and digital banking services. Next, the majo rrity o rf bank custo rmers are wo rmen as many as 60.6% o rr 

57 peorple, which indicates that wo rmen have a very impo rrtant ro rle in financial and family management. O rn jo rb 

characteristics sho rw that respo rndents do rminated by private emplo ryees with a to rtal o rf 28 o rr 39.4% o rf peo rple 

co rmpared to r o rther jorbs. 

Descriptive Analysis 

The results o rf the research o rn the co rnditio rn o rf the strategy at PT. Bank Muamalat Indo rnesia O rffice Ko rpo r Cash 

Orffice can be said to r be go ro rd. This is evidenced by the to rtal sco rre o rbtained fro rm each variable, then catego rrized 

thro rugh calculatio rn o rf the sco rre range, the calculatio rn results o rbtained orn each variable is included in the go ro rd 

catego rry. Marketing strategy o rbtained average sco rre o rf 3.78, is in the “Go ro rd” catego rry, because it is in the 

percentage interval 3.40 - 4.20. 

The results o rf research orn service quality co rnditio rns at PT Bank Muamalat Indo rnesia Ko rpor Cash O rffice can be 

said to r be go rord. This is evidenced by the to rtal sco rre orbtained fro rm each variable, then catego rrized thro rugh the 

calculatio rn o rf the sco rre range, the calculatio rn results o rbtained orn each variable are included in the go ro rd catego rry. 

The quality o rf service o rbtained an average sco rre o rf 3.83 is in the “Go ro rd” catego rry, because it is in the percentage 

interval 3.40 -4.20. 

The results o rf research o rn custo rmer lo ryalty co rnditio rns at PT Bank Muamalat Indo rnesia Ko rpo Cash O rffice can be 

said to r be go rord. This is evidenced by the to rtal sco rre orbtained fro rm each variable, then catego rrized thro rugh the 

calculatio rn o rf the sco rre range. catego rrized thro rugh the calculatio rn o rf the range o rf sco rres, then the results o rbtained 

calculatio rn o rn each variable is included in the go ro rd catego rry. Lo ryalty custo rmers o rbtained an average sco rre orf 

3.74 in the catego rry “Go ro rd”, because it is in the percentage interval 3.40 - 4.20 

Verificative Analysis 

After co rnducting validity and reliability tests then the next test is multiple linear regressio rn analysis which is a 

statistical analysis used to r predict ho rw the independent variable affects the dependent variable. In this study, the 

analysis technique used multiple linear regressio rn analysis because the number o rf independent variables in this 

study was mo rre than o rne. 

Classical Assumption Test 

1. Data Normality Test 
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So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

Based orn the picture abo rve, it can be seen that the P.P plo rt no rrmality test graph fo rr X1 and X2 against Y, it can 

be seen that the data po rints are spread aro rund the diago rnal line and fo rllo rw the directio rn o rf the diago rnal line, so r it 

can be co rncluded that the data used is no rrmally distributed, therefo rre the regressio rn mo rdel in this study has met 

the assumptio rn o rf no rrmality.  

Multicollinearity Test 

The multico rllinearity test is used to r find the co rrrelatio rn between independent variables in a regressio rn mo rdel. To r 

dor the test This can be seen fro rm the Variance Inflatio rn Facto rr (VIF) value. Regressio rn mo rdel can be said to r be 

feasible if the to rlerance value is abo rve 0.10 orr 10%, while the VIF value must be less than 10. VIF value must be 

less than 10. This test uses SPSS versio rn 26 with the fo rllo rwing results as fo rllo rws: 

Coefficientsa 

Mo rìdeìl 

Unstandardizeìd 

Co rìeìfficieìnts 

Standard

izeìd 

Co rìeìfficieì

nts 

t Sig. 

Co rìllineìarity 

Statistics 

B 

Std. 

Eìrro rìr Beìta 

To rìleìra

nceì VIF 

1 (Co rìnst

ant) 

1.135 1.136 
 

.999 .321 
  

X1 .048 .043 .126 1.112 .269 .503 1.987 

X2 .252 .052 .547 4.826 .000 .503 1.987 

a. Deìpeìndeìnt Variableì: Lo rìyalitas Nasabah 

So rurce: Results o rf Data Pro rcessing Using SPSS 

Regarding the results o rf the multico rllinearity test in this study,  

it can be seen that the to rlerance value between independent variables is 0.503 while the VIF value is 1,987, because 

the to rlerance value is abo rve 0.10 (0.503) this indicates that there is no r serio rus pro rblem with multico rllinearity in 

this study. Indicates that there is no r serio rus pro rblem with multico rllinearity in the regressio rn mo rdel. regressio rn 

mo rdel. While the VIF value o rbtained is less than 10 (1,987) this do res no rt sho rws significant multico rllinearity, so r 

this study is co rnsidered stable and feasible. 

Heteroscedasticity Test  

In this hetero rscedasticity test, the test aims to r test whether in the regressio rn mo rdel there is an inequality o rf variance 

fro rm the residuals o rf o rne o rbservatio rn to r ano rther. A go ro rd regressio rn mo rdel is a mo rdel that dores no rt o rccur 
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hetero rscedasticity. Tor sho rw a go ro rd regressio rn mo rdel, it can be seen thro rugh the scatterplo rt graph, if the po rints 

spread up and do rwn o rr arorund 0 and it can be said that these results sho rw a go ro rd regressio rn mo rdel. 

 
So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

In the picture, it can be seen that there is no r particular pattern so r that the po rints are well distributed abo rve and 

belorw the number o rn the Y axis, so r it can be co rncluded that there is no r hetero rscedasticity between the marketing 

strategy and service quality variables. 

Multiple Linear Regression Analysis 

Use o rf multiple linear regressio rn analysis to r  

determine changes in impact based o rn the impact o rf the previo rus perio rd. 

Coefficientsa 

Mo rìdeìl 

Unstandardizeìd 

Co rìeìfficieìnts 

Standar

dizeìd 

Co rìeìffici

eìnts 

t Sig. B 

Std. 

Eìrro rìr Beìta 

1 (Co rìns

tant) 

1.135 1.136 
 

.999 .321 

X1 .048 .043 .126 1.11

2 

.269 

X2 .252 .052 .547 4.82

6 

.000 

a. Deìpeìndeìnt Variableì: Lo rìyalitas Nasabah 

So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

Y = a + β1X1 + β2X2 + ϵ 

Y = 1,135 + 0,048 X1 + 0,252 X2 + ϵ 

The cornstant value (intercept) o rf the unstandardized co refficients o rf 1.135 indicates that when all independent 

variables (marketing strategy and service quality) are zero r, the predicted value fo rr the dependent variable (lo ryalty) 

is 1.135.  

X1 co refficient = if the value o rf X1 increases by o rne unit, the value o rf Y will increase by 0.048 units, assuming 

the value o rf X2 is co rnstant. 
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X2 co refficient = if the X2 value increases by o rne unit, then the Y value will increase by 0.252 units, assuming the 

value o rf X1 is co rnstant. 

 

Correlation Coefficient Analysis 

The statistical metho rd used is Pearso rn Co rrrelatio rn Pro rduct Mo rment, because the variables studied are interval 

data. 

Correlations 

 X1 X2 Y 

Managem

ent 

Strategy 

Peìarsorìn 

Corìrreìlatiorìn 

1 .705** .511** 

Sig. (2-taileìd)  .000 .000 

N 94 94 94 

Service 

Quality 

Peìarsorìn 

Corìrreìlatiorìn 

.705** 1 .636** 

Sig. (2-taileìd) .000  .000 

N 94 94 94 

Corstumer 

Loryalty 

Peìarsorìn 

Corìrreìlatiorìn 

.511** .636** 1 

Sig. (2-taileìd) .000 .000  

N 94 94 94 

**. Co rìrreìlatio rìn is significant at theì 0.01 leìveìl (2-taileìd). 

So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

The relatiornship between marketing strategy (X1) and custo rmer lo ryalty (Y) has a significance value o rf 

0.000 <0.05. significance value o rf 0.000 <0.05, so r it is co rrrelated and the relatio rnship between marketing strategy 

and lo ryalty has a value o rf 0.511 which is a relatio rnship that has a high level o rf co rrrelatio rn. This is a relatio rnship 

that has a level o rf co rrrelatio rn relatio rnship that is “Mo rderate” because it is in the co refficient interval 0.40 - 0.599. 

The relatiornship between service quality (X2) and custo rmer lo ryalty (Y) has a significance value o rf 0.000 <0.05 

so r that the co rrrelatio rn and relatio rnship between service quality variables and custo rmer lo ryalty has a value o rf 0.636, 

this has a “Stro rng” level o rf relatio rnship because based o rn the criteria in acco rrdance with the co rrrelatiorn co refficient 

interpretatio rn guidelines are at 0.60 - 0.799 

 

Coefficient of Determination Analysis 

Model Summary 

Mo rìdeìl R R Squareì 

Adjusteìd R 

Squareì 

Std. Eìrro rìr o rìf 

theì Eìstimateì 

1 .642a .412 .399 1.84450 

a. Preìdictorìrs: (Co rìnstant), Service Quality, Management 

Strategy 

So rurce: Results o rf Analysis Using SPSS Pro rgram. 
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Based orn the results o rf data analysis in table 4.36 abo rve, it can be sho rwn that the co refficient o rf determinatio rn (R 

Square) is 0.412 o rr equal tor 41%. This value means that the marketing strategy variable (X1) and service quality 

(X2) simultaneo rusly (to rgether) affect the custo rmer lo ryalty variable (Y) by 41.2% while the rest (100% - 41% = 

59%) is influenced by o rther variables o rutside the regressio rn equatio rn. Regressio rn equatio rn o rr variables no rt 

examined 

Simultaneous Testing (F Test) 

ANOVAa 

Mo rìdeìl 

Sum orìf 

Squareìs df 

Meìan 

Squareì F Sig. 

1 Reìgreìssi

o rìn 

216.898 2 108.449 31.87

6 

.000b 

Reìsidual 309.600 91 3.402   

To rìtal 526.498 93    

a. Deìpeìndeìnt Variableì: Lo ryality 

b. Preìdictorìrs: (Co rìnstant), X1 X2 

So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

Acco rrding to r the results o rf data pro rcessing, the Fco runt> Ftable value (31.876 > 3.097) then H0 is rejected, 

meaning that marketing strategies and service quality have a significant effect simultaneo rusly o rn custo rmer lo ryalty 

at PT. Bank Muamalat Indo rnesia Ko rpo r Cash Orffice. 

 Determining T Count 

Coefficientsa 

Mo rìdeìl 

Unstandardizeìd 

Co rìeìfficieìnts 

Stand

ardize

ìd 

Co rìeìff

icieìnt

s 

t Sig. B 

Std. 

Eìrro rìr Beìta 

1 (Co rìnstan

t) 

1.135 .568 
 

1.998 .049 

X1 .048 .021 .169 2.224 .029 

X2 .252 .026 .731 9.651 .000 

a. Deìpeìndeìnt Variableì: LOrìYALITAS NASABAH 

So rurce: Results o rf Analysis Using SPSS Pro rgram. 

 

The t-table result is 1.662. Due to r the results o rf tco runt> ttable (2.224> 1.662) and a significance o rf 0.029 <0.05, 

H0 is rejected and Ha is accepted, so r it can be co rncluded that there is a significant and po rsitive influence o rn 



Proceedings of The 2nd  International Conference of Economics, Management, Accounting and 

Technopreneur (ICEMAT), Jogjakarta, Indonesia, November 19-20, 2024 
 

ISBN 9798 88722 1274                                                                                                                          ISSN  2829 

8438 

 

 

 

 

© Adpebi Science Series  
  

6 
 

 

 

marketing strategies o rn custo rmer lo ryalty o rf PT. custo rmers o rf PT Bank Muamalat Indo rnesia Ko rpo r Cash Orffice. 

the result o rf t-co runt> t-table (9.651>1.662) and significance 

0.000 <0.05 then H0 is rejected and Ha is accepted, so r it can be co rncluded that there is a significant and po rsitive 

effect o rn service quality o rn custo rmer lo ryalty o rf PT. custo rmers orf PT Bank Muamalat Indo rnesia Ko rpo r Cash Orffice.  

Validition 

The Effect of Marketing Strategy on Customer Loyalty at PT. Bank Muamalat Indonesia Kopo Cash 

Office. 

In the t-test results (partial) orn the marketing strategy variable, the tco runt> ttable value is o rbtained (2.224> 1.662) 

and the significance value is 0.029 <0.05, so r H0 is rejected and Ha is accepted, so r it can be corncluded that there 

is a significant and po rsitive effect o rn marketing strategies o rn custo rmer lo ryalty o rf PT Bank Muamalat Indo rnesia 

Cash O rffice Ko rpo r. The results o rf this study reinfo rrce previo rus research by (Maulida & Sari, 2022) states that 

marketing strategies have a po rsitive and significant effect o rn custo rmer lo ryalty at Bank Panin Dubai Syariah regio rnal 

o rffice. significant o rn custo rmer lo ryalty at Bank Panin Dubai sharia regio rnal o rffice Malang.  

The effect of Service Quality on Customer Loyalty at PT. Bank Muamalat Indonesia Kopo Cash Office.  

Orbtained the t-table result o rf 1.662. the results o rf tco runt> ttable (9.651> 1.662) and significance 0.000 <0.05 then 

H0 is rejected and Ha is accepted, so r it can be co rncluded that there is a significant and po rsitive effect o rn service 

quality o rn custo rmer lo ryalty. There is a significant and po rsitive influence o rn service quality o rn custo rmer lo ryalty 

o rf PT. custo rmers o rf PT Bank Muamalat Indo rnesia Ko rpo r Cash Orffice. The results o rf this study in line with previo rus 

research by (Putra et al., 2021) that service quality has a po rsitive and significant effect o rn custo rmer lo ryalty.  

The Effect of Service Quality Marketing Strategy on Customer Loyalty at PT Bank Muamalat Indonesia 

Kopo Cash Office.  

Based orn the results o rf research co rnducted o rn marketing strategies and service quality o rn custo rmer lo ryalty based 

o rn the analysis o rf the co refficient o rf determinatio rn, it is sho rwn that the number (R Square) is 0.412 o rr equal to r 

41%. This value means that the marketing strategy variable (X1) and service quality (X2) simultaneo rusly 

(to rgether) affect the custo rmer lo ryalty variable (Y) by 41.2%. 

5. Conclusions  

1. Partially, the ttable result is 1.662. Due to the results of tcount < ttable (2.224> 1.662) and significance 0.029 

< 0.05, H0 is rejected and Ha is accepted, so it can be concluded that there is a significant and positive effect 

on marketing strategies on customer loyalty of PT. Bank Muamalat Indonesia Kopo Cash Office. 

2. Partially, the ttable result is 1.662. Due to the results of tcount> ttable (9.651> 1.662) and significance 0.000 

<0.05, H0 is rejected and Ha is accepted, so it can be concluded that there is a significant and positive effect 

on service quality on customer loyalty of PT Bank Muamalat Indonesia Kopo Cash Office.  

3. Simultaneously there is an influence on PT. Bank Muamalat Indonesia Kopo Cash Office This can be proven 

by the value of the Fcount> Ftable value (31.876> 3.097) then H0 is rejected, meaning that marketing strategy 

and service quality have a significant effect simultaneously on customer loyalty.  

4. The coefficient of determination is 0.412 or equal to 41%. This value means that the marketing strategy 

variable (X1) and service quality (X2) simultaneously (together) affect the customer loyalty variable (Y) by 

41.2% while the remaining (100% - 41% = 59%) the remaining 59% is influenced by other variables outside 

of this regression equation or variables not examined. 
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