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W.S. Panjaitan* Universitas Katolik Darma Cendika Surabaya
Corresponding Author: thyophoida.panjaitan@ukdc.ac.id,
lilik.indrawati@ukdc.ac.id ABSTRACT Purpose: The purpose of this study
was to determine the satisfaction of BCA customers in Surabaya, through
Word of Mouth (WOM), Brand Image, and Trust.
Design/methodology/approach: The research method used is quantitative
research, with 200 respondents, through the distribution of questionnaires
to BCA Bank customers in Surabaya. The sampling technique used
purposive sampling followed by snowball sampling technique. This study
uses a 5 scale likert scale. Findings: The results obtained state that word
of mouth (WOM) and brand image have a significant effect on trust, as well
as word of mouth (WOM), brand image and trust have a significant effect
on BCA Bank customer satisfaction in Surabaya. Trust (T) is a partial
mediation variable between BI and satisfaction and between WOM and
satisfaction. Research limitations/implications: This research has
limitations, namely the distribution of data only in the city of Surabaya.
Practical implications: Data processing using Structural Equation Modeling
(SEM) WarpPLS. Originality/value: This paper is original Paper type:
Research paper Keyword: Word of Mouth; Brand Image; Trust and
Satisfaction Received: September 13th Revised: December 18th Published:
January 31th I. INTRODUCTION The economic sector plays a very
important role such as trade, industry, and services. This is supported by
the existence of banks that play an important role in supporting economic
sectors in Indonesia (Rohman, 2023). The increasing number of banks
continues to increase, requiring banks to be able to compete to offer
various types of services in terms of savings and loans and e-channels.
This is because banking competition in Indonesia is increasingly complex,
not only competing with banks but also competing with other financial
institutions (Defritriady & Sirait, 2018). Banks take a central role, as is the
case in Surabaya, banks can be utilised by the community for personal,
family, and business institution needs (surabaya.go.id, 2024). Table 1.
Number of Banking Institutions based on Surabaya City Government Data
Year 2024 Banking Type Total Government Bank 6 Regional Development
Bank 2 Private Banks 42 International Bank 11 Total 61 Source:
surabaya.go.id, (2024) Table 1 provides information that private banks
have the highest frequency in Surabaya, which is 68.85% of the total
number of banks in Surabaya. Therefore, private banks must be able to
compete among other private banks as well as government banks and
international banks. One of the things that banks need to pay attention to
is the satisfaction of their customers, because customer satisfaction has an
impact on company profits. (Vivi et al, 2021). There are several factors of
satisfaction with consumers, including: product quality, service quality,
wom, price, brand image, trust, promotion, e-wom, e-promotion. (Kadi et
al, 2021; Vivi et al, 2021; and Neni et al, 2023) and many other factors.
This study uses the variables of wom, brand image, and trust as
satisfaction factors. This is in accordance with the results of previous
research which states that wom is one of the factors currently needed to
satisfy consumers (Maghfiroh, 2019; Dewi & Hariawan, 2022; Rochman et
al, 2022). Apart from wom, there is also a brand image which is
considered important to satisfy consumers (Hasanah & Octavia, 2022;
Behboudi & Hosseini, 2017; Diputra & Yasa, 2021). Other previous
researchers also stated that trust or trust in this day and age is needed so
that consumers feel satisfied (Behboudi & Hosseini, 2017; Mawey et al.,
2018; Diputra & Yasa, 2021). Customer satisfaction needs to be
considered, especially if there are similar companies, so that there is
competitive competition (Sinaga et al, 2017). In this study there is also a
research gap. Some previous studies state that wom has an effect on
customer satisfaction (Maghfiroh, 2019; Itasari et al, 2020; Dewi &
Hungarianwan, 2022; Rochman et al, 2022; and Aprilia et al., 2024), but
other researchers state that wom has no effect on customer satisfaction
(Sinaga et al., 2017; Widyaningtyas & Masreviastuti, 2023). Likewise with
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brand image, several previous researchers stated that brand image has an
effect on customer satisfaction (Behboudi & Hosseini, 2017; Diputra &
Yasa, 2021; Putra et al., 2021), but other researchers stated that brand
image has no effect on customer satisfaction (Rusmahafi & Wulandari,
2020; and Diendara, 2023). In addition to wom and brand image, previous
researchers stated that trust or trust has an effect on satisfaction (Diputra
& Yasa, 2021; Putra et al., 2021; and Mahendra & Indriyani, 2018), but
other researchers stated that trust has no effect on customer satisfaction
(Behboudi & Hosseini, 2017; Mawey et al., 2018; and Meida, 2022). A.
Literature Review 1. Consumer Satisfaction According to Tjiptono (2014),
that customer satisfaction is the level of feeling happy or disappointed
from customer expectations before the product or service is used,
compared to the product or service after use. Consumer satisfaction is a
specific construct and attitude that consumers have after purchase which
reflects how much consumers like or dislike the services experienced by
consumers (Woodside et al., 1989 in Behboudi & Hosseini, 2017). There
are three indicators in measuring customer satisfaction (Indrasari, 2019:
92), namely: conformity to expectations, interest in visiting again (repeat
orders), and willingness to recommend. 2. Word of Mouth (WOM)
According to Sumardy et al (2011: 71) in Wijaya &Sujana (2020) Word of
Mouth (WOM) is an act of providing information about products or services
by consumers to other consumers. Word Of Mouth is a communication that
comes from word of mouth regarding the assessment of a product or
service personally or in groups with the aim of providing information
(Joesyiana, 2018). There are 5 indicators in measuring wom (Joesyana,
2018) known as 5T, namely: Talkers, Topics, Tools, Talkingpart and
Tracking. 3. Brand Image Brand Image is a perception of a brand that can
be reflected as an association in the minds of consumers (Keller, 1993: 22)
in (Hasanah & Oktavia, 2022). Brand Image is a set of brand associations
that are formed and embedded in the minds of consumers (Rusmahafi &
Wulandari, 2020). There are three indicators in measuring brand image
(Indrawati & Pattinama, 2021), namely: easy to remember, easy to
recognise, and has a good reputation. 4. Trust Trust is all the knowledge
and conclusions that consumers have about objects, their attributes and
benefits (Mowen & Minor, 2002: 312). Trust is the willingness of consumers
to rely on other parties based on a belief in these other parties (Caturani et
al., 2019). There are four indicators in measuring trust (Masman & Wina,
2019 in Indrawati, 2021), namely: pay attention to reputation, feel safe,
the services offered meet the requirements, and keep promises. II.
METHODS This research uses a quantitative method approach. The
independent variables in this study are word of mouth (X1) and brand
image (X2). The dependent variable is customer satisfaction (Y), while the
mediating variable is Trust. The sampling technique used in this study is
non-probability sampling with purposive sampling followed by snow ball
sampling technique. The population in this study were Bank Central Asia
(BCA) customers in Surabaya, with sample criteria, first, BCA customers in
Surabaya, second, BCA customers have been BCA customers for at least
the last 1 year until this research was conducted. The number of
respondents was 200 people. The data analysis technique used in this
study uses Structural Equation Modeling (SEM) WarpPLS 3.0 and SPSS
version 25. A. Research model: WOM Trust Satisfaction Brand Image
Figure 1 Research Model B. Hypothesis: H1: Word Of Mouth (WOM) has a
significant effect on Trust. H2: Brand Image has a significant effect on
Trust. H3: Word Of Mouth (WOM) has a significant effect on customer
satisfaction. H4: Brand Image has a significant effect on customer
satisfaction. H5: Trust has a significant effect on customer satisfaction. III.
RESULTS AND DISCUSSION a. Validity Test Based on the results of data
processing using SPSS Version 25 on the validity test, the following results
were obtained: Table 2. Validity Test No Statement items Correlation Sig
Value Deskription Coef 1 WOM 1 WOM 2 WOM 3 WOM 4 WOM 5 2 Brand
Image (BI) BI1BI2BI33Trust (T) T1T2T3T4 4 Kepuasan (K) K1K
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2 Word Of Mouth (WOM) 0,795 0,780 0,820 0,821 0,662 0,826 0,804
0,825 0,696 0,781 0,773 0,780 0,847 0,838 0,000 0,000 0,000 0,000
0,000 0,000 0,000 0,000 0,000 0,000 0,000 0,000 0,000 0,000 Valid Valid
Valid Valid Valid Valid Valid Valid Valid Valid Valid Valid Valid Valid K 3
0,848 0,000 Valid Based on Table 2, the Sig value is <0.05, so it can be
stated that all statement items are valid. b. Reliability Test Based on the
results of data processing using SPSS Version 25 on the reliability test, the
results are as follows: Tabel 3. Reliability Test No. Variabel Cronbach's
Alpha Deskription 1 Word of Mounth (WOM) 0,798 Reliabel 2 Brand Image
0,752 Reliabel 3 Trust 0,836 Reliabel 4 Satisfaction 0,753 Reliabel Based
on Table 3, the Cronbach's Alpha value> 0.60 is obtained, it can be said
that all variables are declared reliable. c. Model Based on data processing
using WarpPLS 6, the structural equation is obtained as follows: Figure 2
Research model d. The Direct Effect of WOM on Satisfaction Figure 3. The
Direct Effect of WOM on Satisfaction Figure 2 provides information that the
direct effect of WOM on satisfaction is 0.49 and significant with a value of p
<0.01. The R2 value is 24% which can be explained by the WOM variant.
In Figure 1, it can be explained that wom to trust (T) and trust (T) to
satisfaction are significant, and wom to satisfaction is also significant,
where the path coefficient of wom to satisfaction is 0.16 < path coefficient
on the direct effect of wom to satisfaction 0.49, it can be interpreted that
trust is a partial mediating variable. Trust is not the only mediating
variable between wom and satisfaction, there are other variables that act
as mediating variables. e. Direct Effect of Brand Image on Satisfaction
Figure 4. Direct Effect of Brand Image on Satisfaction Figure 3 provides
information that the direct effect of Brand Image (BI) on Satisfaction is 0
.60 and significant with a value of p <0.01. The R2 value is 36% which
can be explained by the BI variant. In Figure 1, it can be explained that BI
to T and T to satisfaction are significant, and the BI to satisfaction variable
is also significant, where the path coefficient of T to satisfaction is 0.33 <
the path coefficient on the direct effect of BI to satisfaction 0.60, it can be
interpreted that trust is a partial mediating variable. Trust is not the only
mediating variable between BI and satisfaction, there are other variables
that act as mediating variables. f. Goodness of Fit (GoF) Goodness of fit
Model to determine the contribution of exogenous variables to endogenous
variables. There are 10 criteria in evaluating Goodness of fit Model Based
on data processing using WarpPLS 6, the following results are obtained:
Table 4 Evaluation of Goodness of Fit Indices Criteria No Model fit and
quality indices Kriteria fit Hasil Keterangan 1 Average path coeficient (APC)
2 Average R-squared (ARS) 3 Average adjusted R-squared (AARS) 4
Average block VIF (AVIF) 5 Average full collinearity VIF (AFVIF) 6
Tenenhaus GoF (GoF) 7 Sympson$ paradox ratio (SPR) 8 R-squared
contribution ratio (RSCR) 9 Statistical suppression ratio (SSR) 10 Nonlinear
bivariate causality direction ratio (NLBCDR) p < 0.05 p < 0.05 p < 0.05
Acceptable if 05, ideally [03.3 Acceptable if (05, ideally (03.3 Small O

0.1, medium [0.25, large [00.36 Acceptable if (10,7, ideally = 1
Acceptable if 0.9, ideally = 1 Acceptable if [10.7 Acceptable if [10.7
P<0.001 P<0.001 P<0.001 1.457 1.624 0.579 1.000 1.000 1.000 1.000
Significant Significant Significant Ideally Ideally Large Ideally Ideally
Acceptable Acceptable Based on Table 4, it can be interpreted that the 10
Goodness of fit Model criteria all meet the specified criteria. g. Hypothesis
Testing (Resampling Boostrapping) Hypothesis testing to test whether
there is an influence between exogenous variables and endogenous
variables. The test criteria state that if the p value [dlewel of significance
(alpha = 5%), then it is stated that there is a significant effect of
exogenous variables on endogenous variables. Based on the processing
results, the results of hypothesis testing_can be obtained in table 4 as
follows: Tabel 5 Hypothesis testing to test Eksogen Endogen P Value
Decision Word Of Mounth (WOM) Brand Image (BI) Word Of Mounth
(WOM) Brand Image (BI) Trust (T) Trust (T) Trust (T) Satisfaction (K)
Satisfaction (K) Satisfaction (K) < 0,01 < 0,01 < 0,01 < 0,01 < 0,01

4/8


javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);

4/8/25, 8:01 AM

https://lwww.turnitin.com/newreport_printview.asp?eq=1&eb=1&esm=08&0id=2639920693&sid=0&n=0&m=2&svr=6&r=76.70354695154725&lang=...

Turnitin - Originality Report - The Influence of WOM and Brand Image on Customer Trust and Satisfaction at BANK CENTRALA...

Significant Significant Significant Significant Significant Based on Table 5, it
can be explained as follows: 1. The Effect of Word of Mounth (WOM) on
Trust (T) Based on Table 5, a significant value <0.05 is obtained, it can be
said that word of mounth has a significant effect on trust. So that the
hypothesis that word of mounth has a significant effect on trust is
accepted. This means that BCA customers will have more confidence in
who tells / talks about BCA, explanations of BCA products, the machines
used by BCA, the role of BCA in the community and the supervision that
has been carried out by BCA (Joesyana, 2018). The results of this study
are in line with the research of Yulianto & Soesanto (2019). 2. The Effect of
Brand Image (BI) on Trust (T) Based on Table 5, a significant value <0.05
is obtained, it can be said that brand image has a significant effect on
trust. So that the hypothesis that brand image has a significant effect on
trust is accepted. This means that BCA customers will have more
confidence in the BCA brand which is easy to remember, easy to recognise,
and BCA has a good reputation (Indrawati & Pattinama, 2021). The results
of this study are in line with the research of Yulianto & Soesanto (2019). 3.
The Effect of Word Of Mounth (WOM) on Satisfaction (K) Based on Table 5,
a significant value <0.05 is obtained, it can be said that word of mouth has
a significant effect on satisfaction. So that the hypothesis that word of
mounth has a significant effect on satisfaction is accepted. This means that
BCA customers will feel more satisfied from stories / talks about BCA,
explanations of BCA products, machines used by BCA, BCA's role in society
and supervision that has been carried out by BCA (Joesyana, 2018). The
results of this study are in line with the results of research by Aprrilia et al
., (2024), which states that word of mouth has an effect on satisfaction.
4. The Effect of Brand Image (BI) on Satisfaction (K) Based on Table 5, a
significant value <0.05 is obtained, it can be said that brand image has a
significant effect on satisfaction. So that the hypothesis that brand image
has a significant effect on satisfaction is accepted. This means that BCA
bank customers will feel satisfied if they receive fast service, friendly bank
employee greetings and a comfortable room atmosphere so that a positive
brand image will be formed in the minds of BCA Bank customers (Witama,
2019). The results of this study are in line with the results of Santana's
research (2020) which states that brand image has an effect on customer
satisfaction. 5. The Effect Trust (T) on Satisfaction (K) Based on Table 5, a
significant value <0.05 is obtained, it can be said that trust has a
significant effect on satisfaction. So that the hypothesis that trust has a
significant effect on satisfaction is accepted. This means that BCA bank
customers will feel satisfied if customers pay attention to reputation, feel
safe, the services offered meet the requirements, and keep promises
(Masman & Wina, 2019 in Indrawati, 2021). The results of this study are
in line with the results of research by Aprilianto et al., (2022) which
states that trust has an effect on satisfaction. IV. CONCLUSION The results
of the study can be concluded that Word Of Mouth (WOM) and Brand
Image have a significant effect on Trust. Word Of Mouth (WOM) and
Brand Image have a significant effect on Bank Customer Satisfaction.
Trust has a significant effect on Bank Customer Satisfaction. Trust (T) is a
partial mediation variable between BI and satisfaction and between WOM
and satisfaction, there are still other variables as mediation. This research
can be carried out because there are internal and external parties who
provide support to: The Institute for Research and Community Service
(LPPM) of Darma Cendika Catholic University which has provided funds to
support the implementation of the research. REFERENCES Aprilia., Suprani,
Y., Hakimah, Y., dan Said, M. (2024). Pengaruh Wom (Word Of Mouth)
Terhadap Kepuasan Konsumen Dimediasi Oleh Kualitas Pelayanan Di
Sincera Clinic Palembang. Jurnal Ilmiah Ekonomi dan Bisnis Universitas
Multi Data Palembang. Vol. 13 No. 2 Maret 2024. HIm 381-386. Behboudi,
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Assurance 30(10), p. 1-13. Caturani, E., Suseno, Y. D., dan Widajanti, E.
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ABSTRACT

Purpose: The purpise of this study was 1o defermine the sstisbetion of BCA customers i Surabaya, through
Woord of Mowdh (WO, Bmnd Image. and Tros,

Dexiginimethodelogyapproach: The reseanch meshed psed is quamtiive rescameh, with 200 mspondens, though
the distribation of guestionnzises b BCA Bank customers in Sarabava. The sanpling technigue used pumposive
snmpling followed by snowball sampling technkue. This sty vees o 5 scale likert wcale

Fimdimgs: The results obtained <tate that word of mouth (WOM ) ancd brand image have a sigmificant effect on
s, ds well & word of mouth CWOM), brand image and tist have nosignificant effect on BCA Bank customer
salisfaction in Surabaya. Trost (T is a partial med sion variable between B and satisfaction and between WiOM
amd satisfaclion.

Research vitations!impetiens! This seseorch has limnations, nomely the disiribeion of dos only in the ity
of Surabaya.

Pracideal impiearioms: Dota proce ssing using Structral Eguation Maodeling (SEM) Wam LS
Originafity'value; This mper is onginal

Paper type: Rescarch poper

Keypword: Word of Mowhe; Brand Trvage ) Triest wod Sarf glaction
Received: September 130
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L INTRODUCTION

The ecomamic sector pliys a very impartant role swch as trade, indusiry, and services. This 15 supparied by
the exisence of banks that play an imponan robe in supporting economic secors in Indonesia (Rohman, 20235,
The incressing number of hanks continees 1w increase. requiring hanks 1 be able 1o compete 1o offer varions types
of services in terms of sovings and loans and e-channels, This s beciuse banking competition in Infonesda is
incrasingly complex, oot only competing with banks b also competing with: osher financial instilutions
{Defmitrizdy & Sirait, 20081, Banks 2ke 2 centml mole, & i the case in Surabaya, benks can he atilised by the
commumty for personal, foomly, ond basine s instinmion needs (surabaya,godd, 2024)

Tedble ! Number of Hinking fnarituniess e on Surobeon City Geneenmest Deatn Venr 2024

Benbiwy Tipe Torea

Crovemmes Henk 1

B

Regiewd Develogremess Honk

Thir irfitianze of WC and Brand Amage o Clstomer Trust ang Salisfaction af SANK CENTRAL A5 (gca)  Fage [ 59
Lilik Ik li. Thyaphaids WS, Pangal
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Table | provides information that privute banks have the highest freguency in Surmboyo, which is 68 83% of
the wtal mumber of kunks in Sumbaya. Thenelore, private banks must be able o compete among odher private
Danks s well a5 governmuent banks and imemational banks, One of the things that banks nesd w pay siention 1o
is the sisfaction of their customers, becauss cusomer satisfaction has an impeo on company profits. (Viviedal,
221 Thewe are weverl factors off sstisfaction with consumers,, including: product quality, service guality, wom,
price, brand image, mist, pronwotion, e-wom, ¢-promotion, (Kadi ex al, 2020 Wivi e al, 2020; and Meni et al,
20022 anel mumy ather factors. This sludy wses e vanables of wom, brund imape. and st e salisfcbon Geors,
This is in scconfance with the resulis of previeas research which stases thot wom is one of the factors comemly
neaded o satisly consumers (Maghfinoh, 2019 Dewi & Horiawan, 2022; Bochman eq al, 2022 ), Apan from wom,
thens is alse a brand imege which is considenzd importand 1 satisly comsumers (Hasaneh & Comvia, 2022
Behboudi & Hosseini, 2007; Dipuiro & Yosa, 2021, Other previous reseorchers aleo stmed thet st of trust in
whis day anel age is needed so thet consumers Teel smisfied (Behbowdi & Hosseini, 2007 Mawey e al,, 2018;
Diputrs & Yy, 2021, Customes stisfuction needs 1o be considened, especially il there are similar coommmnies,
sovthat there is comperitive competition (Sinago et ol, 2017)

I this stuly there is also o reseanch gap, Some previows stidies state that wom has 2n elfect on costomes
satiafmction (Maghfirol, 2009, lesorieq al, 2020; Dewi & Hurgarianwan. 2022 Rochmaon es ol, 20222 and Aprilio
et ol 2024, bur ather sesearchers stnte that wom bas o effect on customer saisfuction (Sinaga et al, 2017;
Widvaningtyas & Masreviasiub, 20225, Likewise with brand image, several previous nesearchers stated thal branc
imnge has an effect on customer sati sfacnon (Bebhoudi & Hosseini, 2007 Dipuan & Yasa, 2021 Puira et al,
2021y, bul other researchers @ated that brand image has no effect on coslomer sdisfction (Rusmahafi &
Wolondari, 2020 and Diendam, 3023). Iy addition i wom and brand image. previous researchers sabed that trust
ar trust his am elfect o satisfaction (Dipare & Yasa, 202 1 Putrm et al, 2020 and Mohendra & Indriyani, 2008,
frud ather resezarchers sled thal inest bas no eflect on cedomer salisfection {Behboteli & Hosseine, 2007: Mawey
et al X8 and Mebds, 20225,

A Literaiore Review
1. Consumecr Satlslaction

Accorcing to Tjiptone (2014). that cusdomes satisfaction 1s the level of leeling happy or dissppointed from
customer expectations. before the product or service is used, compared o the product or service pfier use
Consumer satisfiction is o specific consnct and mtitede that consamers have after purchnse which mefleas how
mach comsamers like or dishike the services experienced by comsumers {Woodside oo al., 19589 mn Behboud &
Husseini., 20071, There are thoee indicators in- messuring cstomer satisfaotion (Indmsan, 2009 9210 nomely:
confomn ity b expecintions, interest in visiting again (repeat orders), and willingness 1o recomimend

2. Waord of Mouth (WOM)

According o Sumandy ef al (2001 711 m Wijaya &Sejuna 120207 Wond of Mouh (WOM) is an ac off
providing information about products or services by consumers o other consumers, Word OF Mouh is o
communication that comes fromy word of mauth regording the assessment of a product or service pessonal by or in
groaps with the am of providieg information {Toesyiana, 2008). Thene are 5 indicalors in measaring wom

{doessyana, 2008) known ps 5T, namely: Talkers, Topics, Tools, Talkingpan and Trocking

A Brand Imapge

Brand Imoge 15 & perception of & brand thar can be reflected s an associotion in the minds of consumers
(Keller, 1993: 227 in (Husamah & Oftvia, 200225 Brand Dmage is o et of brind sssociations that are formed and
embedded in the minds of consumers (Rosmahafi & Walsndari, 20000 There are thees indicaiors in measuring
brand image (Indmwati & Patinomo, 20210, nemely: eusy o remember, casy o rocognise, and has o good
repuulatiomn

Tha ifuanee of WOM and Brand kmage on Customer Trust and Salsfacton af SANK CENTRAL ASi joca)  Fige [0
Lilik Ingdraswati, Thyophaoids W.S, Pangiten®
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4. Trus

Trud 13 all the knowledee and conchesions that comsume s kave aboat ohjects, their atiribabes and benefis
iMowen & Minor, 2002: 3120 Trust is the willingness of consumers w nély on ather panies based on & beliel in
these ather pantics (Caturani etal . 2009, There ane four indicotors in measaring mis (Masnsm & Wino, 2009 in
Indravati, 021}, namely: pay atlenbion Lo reputabion, feel e, the services offered meel the requirements, amd
keep promises,

I1. METHODS

This research uses 2 guantitative: methixl approach. The mibependent varahles i this sy are wond of
mangth (%17 @nd brand imoge 1X2). The dependem variable is customer satisfaction (Y, while the mediasting
variahle is Trust. The sampling techmigue used in is study 5 non-probability sanpling with purposive sampling
[allowed by snowe ball sampling lechnigue . The population inthis sty were Bank Central Asia{ BCA) cusomerns
in Surabayn, with sample criteria, first, BCA customers in Surnbaya, second, BCA cosomers have been BCA
cusiome s for 2t Jeast the last 1 year until this reseanch was conducied. The number of responcents was 2000 people.

T datn unalysis techmicue nsed in this sidy vses Stuctarl Eguotion Modeling ¢SEM) WarpPLS 300 and SPSS
version 23,

A Research mosdel:

Figure | Resevrch Mode!

B, Hypuothesis:
H1: Wond Cf Mouth (W OM) hes o dgnificant effect on Tros
H2: Brunc Image has a signaficant effect on Trua.
H3: Word OfF Mouth | WOM) has b significant effect on costomer satisfetion,
Ha: Brmd Image has & sigmilicont effect on customer salisfaction.
HS5: Trust has a sigmificand eflect om customer salishc ion,

111 RESULTS AND DISCUSSION
a. Validity Test

Hased an the resiks of o processing using SPSS Version 25 an the validity test, the following resulis
were obinined:

Thaw dfiuanoe of WO and Brand mage on Customaes Trust and Satsfaction af SANK CENTRAL ASW (554) Fage [61
Lilik Insh li, Thyophaida WS, Pangal
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Based on Tuble 2, the Sig value 5 <0005, so il can be stated thal all stalement items are valicd

Tha ifuanee of WOM and Brand kmage on Customer Trust and Salsfacton af SANK CENTRAL ASi joca)  Fige [62
Lilik Insh li, Thyophaida WS, Pangal
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b, Reliahility Test
Buszd on the resulls of data prooessing wang PSS Vession 25 on the relability fest, the resalis ane as

fallows:

Tabed 3. Eeliailine Test

M. Varkaive) Crovback’s Al Destriprion
i Wowd of Mount s Rellated
| sy
2 Hrawd waie o752 Reliafred
4 Tt ARG Rl
4 Hemdafoacrhon 0753 Evliapel

Bawzd an Table 3, the Crombach's Alpha valees 0060 s obtzmed , i can be saicd tat all varables are declared
relishle,

«. Maodel
Based on data processing using WorpPLS 6. the struciural eguotion is obipined oz fol ows

[h*
et F‘q“
el
: o
-
[ - .
-qr_‘.-"l s &k
vk ' mnan
v panaz
i) B
i
[T

Figare 2 Resvarch swoda

b, The Direct Efect of WM on SatisFclion

mn .'. =, .'.
b S p-qfi'.—h i

Figare 3. The Direcr Effecr of WOW an Sadisfenon

Figure 2 provides information thal the direct effect of WO on satisfaction is 049 and significan) with a
value of peabi]. The R2 valuwe is 24% which can be caplained by the WOM voriant, In Figune 1, if can be
expliined that wom to s (T) o trug (T to sstisfacton are dgnificant, and wom to stisfaction s als
stgmificant, where the path coe fficiens of wom o satisfetion is 40, 16 < path coefficient on the direct effect of wom
o satisFactiom 049, it cam be interpreted thal rust is a padial medizling variable. Trus is m the omby medialing
vanahle between wom and sbisfaction, there an: other vanables that act as medioting vanahles,

Tha ifuanee of WOM and Brand kmage on Customer Trust and Salsfacton af SANK CENTRAL ASi joca)  Fige [63
Lilik Insh li, Thyophaida WS, Pangal




t LIEBI): 1S5N: 25974785 (ONLIME)
{ vt S Bwerprenewnibip saad Busien rvekamean [S5M: 25074730 {PRINTELD)
Yol (H Munber 01 Janisey 2005

Thurweed (r By b e s i umgriy e

- e b o 1) Beyrym | ey

o, Direct Effect of Brand Image on Satksfaction

R [ I T
welaE

Fag

32|

Fagnre 4. Derpcd Effecd of Bl fmage cow Setiglaciion

Frgure 3 provides imformeion that the d@rect effect of Band Image (Bl) on Sabslaction s 0060 and
stpmilicanl with a value of p <001 The B2 value is 36'% which can be explained by the BI vasiant. In Figuee |, i1
can be exploined that Bl to T and T 1o satisfaction are significant . and the B o satisfaction varioble is also
signi ficanl, where the path coefficient of T o sitisBadion s 033 < the path coefTicient on the @nect effect of BI
o sabsfocticn 0060, iv can be imerpreted that trst is a panial mediating varinble. Tros is nof the only mediating
variafile between BI and satisGiction, there ane other wariahles that el as medialing variables.

1, Goodmess of Fit (GoF)

Ciowxlne s of fit Muclel to determine the contribution of exogenous vanable s o endogenous vanables, Then
are 1) criterin in evaluating Goodness of Bl Model Based on data processing usdng WarpPLS 6, the following
ressielns ane obimined:

Talle 4 Evelsanion of Goodness of Fir dadives Critena

Mo Mebedeed i1 ool iy endivey Kriterin fi Haxit Kerrangan
i Averuge pait cocficies (APC) o S Pt i Slpwikoanr
2 Aseruge R-spared (ARY) LRI Pl i Hlgnifieanr
i Averape ooleeed B-rguared (AARS? = aE Pl and Signdfacnny
4 Average hlovk VIF 1AVTF) Aecepinhile if < 5 ideally i AST Tl
=1y

i Averange full coflnsarine VIF (AFWEE) Aceopahie Jf< 3 ddeals i a2d Felenify
<14

i Trwenifieans Crod [ GoF) Sl =00, medinm = s Lowrge

O35 lavge> 058

7 Sympson ' paradax mrks (SPR) Accepaahie = 07, ideally 1K Tdeally
=
L Beswenrest comirbnation seie | RECR ) Acvepabadde 7= 02 dfeally L) Telenrity
=
1 Shvisticnd vpyareesion rarir (E5R ) Acevpiaie f =007 i A¥K) Averpnine
i Mesalizear Pivnekae conalny direcim Farko Acewpeahile i =07 i AN Averpaie
(INLECENR

Bamed on Table 4, it can be imerprzied that the B0 Goodness of i Model cnteria oll meel the specified
criterin.
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E- Hypothesis Testing { Resampling Boostrapping)

Hypothesis teding o test whether there s an infleence belween exogencas varishles and endopenous
variahbes, The test criteria state that if the pvalue < level of significance {alpha = 3%), then it is staed that there
is & significant effect of exogenous voriables on endogenous variohles, Based on the processing resulis, the nsuls
of hypothesis besting cam be obizined in table 4 s follows:

Tule! § Hypeslesiv tevtieg mr fest

Ekxeagen Ealoven B Velug Thevirinm

Tt OF Musweihe ( WO Trust (Tl < (1 Sipeifivend
Braved fmipe (BT TrusiT) < () Sipaifivant
Wi 8 Messske { WM Sandstaction (K = i i peadfivan
Bl Yomype (HTH Seapi o tiee (K < ) Srpmifivant
Trum (1% Semiyfecrion (K) = 0 S gt

Baged on Toble 5. it con be explained as follows:

L The Effect of Word of Moanth (WOM ) on Trust (T)

Bosed on Toble 5. & significam valoe <0405 is obtnined, it can be said thist word of moanth has & significan
effect on s, So tha the hypothesis that wond of mowmh has o significant effect on inig 15 aecepied, This means
that BCA cudomers will hove more coslidence in whe tells § talks aboal BCA, explustionsof BCA prchscts,
the: machines used by BOAL the role of BCA in the community and the sipervision that has been cormied out by
BOA (Joesyana, 200185 The resulls iof this study are in line with the research of Yubanto & Soesanin (2009,

2. The Effect of Brand Imvage (B1 on Trast(T)

Baszd on Table 5. 2 sigmilicant valoe <005 i5 obined. it can be said that brand mage has a sigmaficant
etfecs om trust, Bo that the hypothesis that brond image has a signifienm effect on st is socepted. This means
that BCA customers will have mone confidence in the BCA brand which is easy o remember, ensy fo recogmnise,
and BCA has a good nepukition (Indrawal & Paltinemsa, 20215, The resulis of this study ane in lne with the
research of Yulino & Soesamo (30010,

3. The Effect of Word (0 Mowath (WOM ) on Satislaction (K

Based on Tabke 5, a sipnificant value <003 is obtained, it caw be said that sond of mouh hes o significam
eflect om silisEclion. 5o thal the hypethesis that wond of mounth has 3 signilicant effect on saftisGiction is
acvepted. This means that BCA customers will feel mone satisfied from sories ks abouw BCAL explanations
ol BCA proslucts, machines used by BCA, BCA's role m socety and supervision thal has been carmed out by BOA
(Joesyana, 2018}, The resuhs of this stady aee in line with the resolis of research by Aprrilis et al,, (2024 ) which
states that word of mouth hos an effect on satistaction,

4. The Effect of Hrand ivage (B on Satisfacton (K) 2

Based on Table 5. a significant volue <005 is obtained, it con be said thet brand image hos & significant
ellfect on satisfaction. 5o thal the lypothesis thal brand image hos o significant elfect on setisfaction is accepled.
This menns that BCA bonk costomers will feel saisfied if they receive fns service. Triendly bank employes:
greetings anl a comfvatable room atmesphere so ghat a positive brand image will be Fommed in the mands of BCA
Bank costomers (W inmma, 2009 The resulis of this swdy are in Hne with the results of Smmina's research (2020
which santes that brand image has an effect on customer satisfaction,

5. The Effect Trust (T) on Satisfaction (K)

Based on Table 3, a significam value <005 is obtoined, it can be said that trust has o significam effec on
sabislaction. 5o that the hypothesis thal rust has o significant effeat on satisfction 5 accepled. This means thal
BCA bank custormers will feel satisfied if customers pay anention to reputation, feel safie, the services offered
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et the pequinensents, mnd keep promises (Mdasman & Wina, 2009 in Tndrawati, 20210 The resalis of this stdy
are in ling with the resulls of resarch by Apriliosto e ol (2022) which sates thal trust has an elfect on
sutisfaction,

IV, CONCLUSION

. The results of the study can ke concluded thut Word OF Mouth (WOM) and Brand Imepe have a significant
effect oo Tnea, Word OF Mouwth (WOM) and Brand Image have o sripi.ﬁl.'unl ellect om Bank Cuslomer
Satisfaction. Trsst has o significont effecton Bonk Costomes Sotisfaction. Tros (T is o pantial mediation variahle
between BE and salisfaction and between WOM and sstisfactiom, there are ill sther varmbles as mediation,

This research con be camied ot bevaise thene one imemal and exiemal pamies who povide sappon o The Instinis
Tor Research and Comamamity Service (LPPM) of Danmna Cendika Catholic Universty which bes provided funds o
suppia Uhe implementatim of the reeach.
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