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Abstract

The rapid development of business, forcing the banking sector to be able to compete by generating competitive advantage. One way to
maintain the existence of a company is to create an emotional attachment with their customers. With these attachments will have an
impact on loyalty so as to generate profits for the company. The purpose of this paper is to analyze the effect of trust and involvement
toward emotional attachment and bank loyalty. The research was conducted quantitatively with causal and descriptive research design.
The amounts of sample are 240 participants. The data analysis technique used is the analysis of Partial Least Square (PLS). The results
showed that all dimensions of trust and involvement affect significantly positive toward emotional attachment and bank loyalty.
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1. Introduction

Free trade competition in the world economy that began in this
century will obviously lead to opportunities, namely the opening
of both domestic and international markets for domestic products,
especially those with comparative and competitive advantages.
However, it may also pose a threat to foreign product entry into
the local market. To anticipate that competition, the company as
an organization is demanded its ability to always be oriented to the
market by adjusting the development of science and technology
faster and better than its competitors.

No exception in the development of the banking sector, currently
none of the banks that can circumvent the competition.
Competition is not just a struggle for credit customers, but
customers of savers and other bank service users. Each bank will
try to win the competition, because if not the preservation of the
bank's life would be uncertain.

Maintaining customer loyalty becomes a powerful way to
cultivate low-cost funds. Some banks offer high interest rates that
are sometimes almost equivalent to deposit rates. In addition to
interest rate competition, the bank also held various promotional
strategies by giving gifts and freeing the costs of customer
banking transactions such as monthly administration fees, ATM
fees, and so forth. No wonder the banks annually spend billions of
dollars to create customer loyalty.

Furthermore, the increasingly high level of competition, to
anticipate this, the company needs to continue to always create a
special emotional relationship with their customers. By improving
it is expected customer loyalty will be created which will
ultimately lead to an increase in corporate profits.

A basic assumption of this research is thatt, at its most
fundamental level, a bank’s customer base can be thought to

comprise two groups of customers: customers who have switched
forom oterh service providers (whom we refer to as “switchers™)
and those who have not (the first time adapters whom we refer to
as “stayers”). An understanding of how these customer gropus
differ in their attitude and behavior toward the bank might provide
crucial insight for designing and implementing effective customer
acquisition and retention strategies. Customer retention can occur
without attitudinal loyalty, if for example, the cutomers are
indifferent, or there are no other viable choices in the market.

This study aims to investigate the effect of trust and involvement
toward emotional attachment and bank loyalty. The further study
aims to explore the mediation role of emotional attachment on the
effects trust and involvement toward loyalty of bank customer,
especially, in Pekanbaru, Riau, Indonesia.

2. Literature review

The concept of customer loyalty has been extensively
discussed in previous marketing literature (Day, 1969; Oliver,
1999; Srinivasan et al., 2002; Shankar et al., 2003; Floh and
Treiblmaier, 2006). Customer loyalty has been defined as a
deeply held commitment to repeat purchasing of a particular
product or service (Oliver 1999; Rundle, 2005). Loyal
customers have favorable attitudes towards the service provider
(Srinivasan et al., 2002) and are also more inclined to recommend
a favored service provider to other customers (Heskett et al., 1994;
Cristopher et al, 2002). Thus, it is recognized that basically we are
dealing with the concept of a customer's favorable attitude, repeat
purchase behavior, and recommendation to others.

Emotional attachment and customer loyalty
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One of the things that motivate customers to choose and connect
to a certain product or service is emotions. The emotional
connection between a company and its customers is formed
gradually. We live in an emotional world, where feelings
influence our decisions (Berry, 2000). For this reason, marketers
often try to create an emotional connection between their brands
and their customers. The possibility that customers can develop
emotional connections to brands is suggested and supported in the
academic literature (Berry, 2000; Thomson et al., 2005). This
approach is based on Ganesh et al (1968) attachment theory,
which suggests that the degree of emotional attachment to an
object predicts the nature of the individual’s interaction with that
object (Thomson et al., 2005). Although attachment theory
focuses on human relationships, previous research studies indicate
that consumers may attribute human characteristics to brands, and
may have a relationship with brands, just as they do with people
(Aaker, 1997; Fournier, 1998).

Trust

Trust refers to the expectation that the trustee will behave in the
best interests of the trustor (Yousafzai et al., 2003). In the
service industry context, trust relates to customers’ expectations
and beliefs that their service provider will carry out actions as
promised. This has been conceptualized as the consumer's
confidence in a company's reliability and integrity (Morgan and
Hunt, 1994), and hence its trustworthiness. Customers’ trust is
subject to their experience and evaluation of company actions
(Moorman et al., 1993). Trust is significantly influenced by
customer satisfaction (Moorman et al., 1993; Singh and
Sirdeshmukh, 2000), and also has an effect on customer loyalty
(Morgan and Hunt, 1994; Singh and Sirdeshmukh, 2000).

Involvement
Involvement was added as an exogenous variable, since
emotions are related to a customer's involvement level

(Thomson et al., 2005). In order to experience emotion, people
must be involved; indifferent people don't love or hate. The
concept of involvement refers to a consumer's subjective feeling
of personal relevance (Celsi and Olson, 1988), and accounts for
the extrinsic effect of customers’ interest (Thomson et al.,2005).

Based on the preceding research observations, the following
hypotheses were formulated:

H1: Customers' trust will positively correlate with customers’
bank loyalty.

H2: Involvement will positively correlate with customers’ bank
loyalty.

H3: Customers' emotional attachment will positively correlate
with customers’ bank loyalty.

H4: Customers' trust will positively correlate with customers’
emotional attachment to their bank.

H5: Involvement will positively correlate with customers’
emotional attachment to their bank.

H6: Emotional attachment mediates the effect of customer trust on
bank customer loyalty.

H7: Emotional attachment mediates the effect of involvement on
bank customer loyalty.

3. Methodology

Data Collection

This research was conducted in Indonesia with population, bank
customers who have been in contact with banks for more than 1
year. The amounts of sample are 240 participants. The research
was conducted quantitatively with causal and descriptive research
design. Through this research, researchers want to know how
much relationship or influence between a variable with other
variables. This study used quantitative research design that done
once in a single period (single cross-sectional design). In this type
of research, the activity of collecting data or information obtained
from one sample type of respondent for one moment/time.

Measures

The measurement scale used is Likert scale. Techniques of
collecting research data are to use the following methods of
questionnaires to collect primary data needed. Scale items for
variables (customer trust, involvement, emotional attachment, and
bank loyalty) were developed from Levy (2016).

Data Analysis

The method used for hypothesis testing is path analysis with
Partial Least Square (PLS) approach using WarpPLS 5.0 software
application. PLS is a powerful tool for testing prediction models
because it has the advantage of not based on assumptions, can be
used to predict models with weak theoretical basis, can be used on
data that have problems with classical assumptions (such as non-
distributed data, multicolinearity and Autocorrelation problems),
can be used for small sample sizes and can be used for formative
and reflective constructs.

PLS is an analysis of variance-based structural equations that can
simultaneously test the measurement model (outer model) as well
as testing the structural model (inner model). The measurement
model is used to test the validity and reliability through the
algorithm iteration process so that the parameters of the
measurement model, including the value of R? as the prediction
model accuracy. While the structural model is used to predict the
causality relationship between latent variables through the
bootstrapping process that produces t-statistical test parameters to
predict a causality relationship.

4. Results and discussion

Measurement Model Evaluation

The measurement model evaluation focused on testing the validity
and reliability of variables. The table 1 revealed that the composite
reliability for all variables (customer trust, emotional attachment,
customer loyalty, and involvement) is above 0.70. This means that
each variable has an internal consistency reliability (Hulland,
1999; Hair et al., 2012; Hair et al., 2014). The table 1 also shows
that the value of AVE is more than or equal to 0.50. This revealed
that each variable passes convergent validity test. Furthermore,
Table 1 also shows that all the square roots of the average
variance extract (AVE) are greater than the respective correlation
between variables. That means that the instruments of the variable
have strong related its own variable compared with the others
variables and it passes discriminant validity test. Overall,
measurement model analysis for testing the validity and reliability
is satisfactory.

Structural Model Evaluation

This study aims to analyze the effect of trust and involvement
toward emotional attachment and bank loyalty. The results of
structural models evaluation are shown in Table 2.

Table 1: Reliability, convergent validity, and correlation

Composite Correlation
e AVE Emotional
reliability Customer Trust AR Customer Loyalty
Customer Trust 0.965 0.872 0.934
Emotional Attachment 0.901 0.604 0.564** 0.777
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0.738
0.909

0.500
0.713

Customer Loyalty
Involvement

0.539**
0.618**

0.662**
0.731**

0.703
0.607**

Note: Diagonal elements are the square root of the AVE statistics. Off-diagonal elements are the correlation between the latent variable calculated in the

PLS
**Significant at p < 0.01.

Table 2: PLS results (path coefficient, p-value, and R?)

Panel A. Direct Effect Without Mediation

Variable Path to
Customer Loyalty

Customer Trust 0.285*
Involvement 0.448*
R? 0.442
Panel B. Full Model
Variable Path to

Emotional Attachment Customer Loyalty
Customer Trust 0.163* 0.174*
Involvement 0.629* 0.199*
Emotional Attachment 0.419*
R? 0.558 0.509
*p<0.01

Table 3: Indirect effects for paths with 2 segments

Indirect effects Path coefficient Standard errors p-value
Customer trust - customer loyalty 0.068 0.038 p<0.05
Involvement - customer loyalty 0.264 0.038 p<0.01

Table 2 (see panel A) shows the direct effects of the independent
variables, as well as the results of the hypotheses’ testing. As has
been noted, customer trust has a positive effect on customer
loyalty (B=0.285). This result supports Hi. This also explains that
high customer trust tends to make loyalty customer. Conversely,
the low customer trust causes customer do not want to use the
product again. Furthermore, the result also shows that
involvement has a positive effect on customer loyalty (p=0.448).
This result supports Hz. This also explains that highly involvement
causes highly customer loyalty. In addition, the table 2 (see panel
B) shows that customers' emotional attachment has a positive
effect on customer loyalty. This result supports Hs which explains
that highly emotional attachment causes highly customer loyalty
(B=0.419). This results (H1, Hz2 and Hs) consistent with findings
from previous studies showing that customer loyalty was caused
high trust of a customer to their product (Levy, 2016).

This study further aims to explore the indirect effects of trust and
involvement toward the loyalty of bank customer trough
emotional attachment. Table 2 (see panel B) shows that customer
trust has a positive effect on emotional attachment ($=0.163). This
result supports Ha which explains that high customer trust tends to
cause highly emotional attachment. Furtheremore, the panel 2
Table 2 also revealed that involvement has a positive effect on
emotional attachment ($=0.629). This result supports Hs which
explains that high involvement causes high emotional attachment
In addition, Table 3 shows that emotional attachment mediates the
effect of customer trust on bank customer loyalty (p<0.05). This
explains that high trust from customer tends to cause high
emotional attachment, and eventually, it causes bank customer
loyalty. The table also revealed that emotional attachment
mediates the effect of involvement on bank customer loyalty
(p<0.01). This explains that high involvement which feels of
customer tends to cause bank customer loyalty with high
emotional attachment. Conversely, the low trust and involvement
causes low emotional attachment, and eventually, it causes
customer do not want to use the product again.

5. Conclusion and limitations.

This research suggested a conceptual and empirical framework
examined the mediation role of customer emotional attachment
with their bank in the effects trust and involvement toward bank
customer loyalty. This study found that emotional attachment
plays a critical role in the effects customer trust and involvement

toward bank customer loyalty. The high customer trust would
make the customer's feel strong emotional attachment between
them and their bank. In this condition, they more trust to uses
services that given by the bank. Moreover, the customer
involvement to the bank providing accurate information and the
ability to respond to problems occurring relating to customers will
be directly able to make strong emotional attachment between the
customer and their bank. Eventually, the strong customer
emotional attachment tends to cause them reuse bank services.
This study raises some practical implications for the manager at
banking industries of enhances understanding antecedents of bank
customer loyalty. The findings provide implies the need for bank
companies to focus on high customer loyalty. If the emotional
attachment is below expectations then the customer will not be
loyal. Customer loyalty would achieve if the affective or
emotional processes formed from trust and involvement of the
bank to its customers are met.

This study has some limitations related to the generalization of
finding. First, the data collection in the present study comes from
the customer of banking industries in Pekanbaru, Riau, Indonesia.
Second, the present study focused on selected antecedents of
customer bank loyalty such as trust, involvement, and emotional
attachment. The future study also is interesting to explore
antecedents of the customer loyalty.
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