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 This study is to examine the effects of service quality, customer relationship learning, product quality, 
and customer engagement on increasing customer value. The researchers propose a model, and plan 
to show the concept of customer engagement variables as intervening variables. The study population 
includes the customers of Bank Jatim and uses the SEM analysis and the purposive sampling method 
for 384 respondents. The proposed model shows customer engagement acts as a good intervening 
variable. Customer value increases, as customer engagement increases. Finally, customer 
relationship learning determines the value of the existence of customer engagement in bank service 
customers. 
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1. Introduction 
 

 
Competition is very important for the success of the company. The competitive strategy aims to foster a profitable and strong 
position in the company. The application of customer relationship learning (CRL) as an effort aims to educate consumers so 
they realize the importance of company services in supporting the smooth running of their daily activities. The learning and 
absorption capacity influence the company's innovation performance, which in turn has a positive effect on firm excellence 
(Chen et al., 2009). Eng (2005) states that a company's ability to learn from its network of business relationships is an important 
source and can be processed into value for CRL as long as the company provides good quality services (Heri, 2017). In addition 
to service and product quality, consumer involvement also plays an important role for the success of the firms. Ghofur (2017) 
found that customer value has no effect on customer engagement (CE). This study connects CRL to customer value through CE, 
where this relationship is an important observation of this paper. 

 

2.  Literature review and hypotheses 
 
Excellent service is caring for customers by providing the best service to facilitate the ease of meeting needs, and to realize 
satisfaction so that they are loyal to the company (Johnston, 2017). For companies engaged in the service sector, providing 
quality services to customers is an absolute thing when the company attemps to achieve success. Darwin et al. (2017); Nammir 
et al. (2012); Hapsari (2015), emphasize the importance of customer involvement in the service industry sector and its 
contribution on the quality of service. Customer involvement has an important role in developing loyalty (Manggarani, 2018). 
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Chang et al. (2019); VO et al. (2019) emphasize that relational bonds influence the level of customer involvement, which in 
turn influences service quality, increases satisfaction and consumer engagement behavior. So the hypothesis: 
 
H1: Service quality contributes to increasing customer engagement. 
 
Learning as a change in behavior is relatively fixed, which occurs as a result of experience (Cialdini, 2010). While reflex is an 
accidental behavior that occurs in response to a stimulus. From a marketing perspective, customer relationship learning is a 
process in which a person acquires knowledge that will be applied to related behaviors in the future. Consumer learning is a 
process, which is constantly evolving and changing, because of the newly acquired knowledge that may be obtained from 
reading, from discussion, observation, and from the thought process or from observation itself. Chen et al. (2009), showed a 
positive relationship between learning and absorption capacity on the performance of corporate innovation. Selnes and Sallis 
(2009), state that organizations can strengthen their learning abilities with targeted customers. Šonková, and Grabowska (2015), 
state that the process of applying the right relationship marketing strategy, will result in successful relationship marketing. Thus, 
we propose the following hypothesis: 
 

H2: Customer relationship learning contributes to increasing customer engagement. 
 

Itani et al. (2019) states that the perception and quality of the relationship has an impact on CE. Harryan (2017) states that a 
good customer relationship management (CRM) will increase customer value (CV), product quality and service quality. While 
Hollebeek (2012) states CE positively contributes to CV, while Rivai, and Wahyudi (2016), find the opposite. So the hypothesis: 
 

H3: Product quality contributes to increase customer engagement. 
 

So et al. (2014), state that CE can be used as a measurement tool for how strong a customer relationship a company has based 
on the emotional and rational attachment of customers to the brand (Bowden, 2009). Brodie et al. (2011), state that the process 
of CE starts from a customer's need for information about a product / service / company that requires an interactive and a sense 
of belonging relationship. Ateke and Iruka (2015), stated that CE management is a viable strategy to drive marketing 
performance. According to Oswald et al. (2004), customer involvement can provide ongoing customer feedback and enable a 
more objective assessment of quality, and can increase customer satisfaction. Leong et al. (2017), states that consumer 
involvement and consumer interest can affect consumer loyalty. Hapsari et al. (2017); Banytea, and Dovaliene, (2014), stated 
that customer involvement can create value. Thus, we propose the following hypothesis: 

H4: Customer involvement contributes to increasing customer value. 

3.  Research Methodes 
 

This research was a causal research. The study population included all Indonesian East Java bank customers. The analysis 
technique uses SEM analysis with the help of Amos software. Estimates were performed using Generalized Least Square 
Estimation (GLS), and the number of samples studied was 384 respondents, obtained from the formula Lemeshow et al. (1997), 
with a 5% sampling error. While the sampling method uses purposive sampling. 
 
2.1. Instrumen dan indikator variabel  
 

The study uses a questionnaire with a 5 level Likert scale. The service quality variable uses 6 indicators adopted from Hawkins 
et al. (2013), namely: ability, appearance, attention, accuracy, friendliness, and comfort. Customer relationship learning uses 3 
indicators adopted from Solomon (2013), namely: repetition, stimulus generalization, stimulus discrimination. Product quality 
uses 4 indicators adopted from Ishaq et al. (2014), namely: performance, features, reliability, and conformance. Customer 
engagement has 3 indicators adopted from Naomi (2015), namely: cognitive attachments, attitudinal attachments, and behavioral 
attachments. Customer value has 4 indicators adjusted from Panjaitan, and Komari (2018), namely: emotional value, social 
value, quality / performance value, and price / value of money. 
 

3.  Results and Discussion  
 
3.1.  Descriptive data analysis 
 
Descriptive data analysis of 384 respondents showed that: according to male dominant gender was 69.8%, while women were 
30.2%. In terms of age, 26.5% of the respondents aged 17-30 years while most of them aged 31-40 years (39.9%). The 
educational level of the majority of respondents was a bachelor (56.5%), while the rest had a high school education by 33.0% 
and postgraduate of 10.4%. The length of time respondents becomes customers is in the range of 1-2 years, 11.5%, 3-5 years, 
36.2%, and more than 5 years as much as 52.3%. 
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Gender Age Education Long term customer (Year) 
Fig. 1. Characteristics of respondents (N = 384) 

 

3.2 Instrument Validity and Reliability Test 
 

From the results of the Pearson product moment correlation analysis (Table 1), it is known that all the question items in the 
questionnaire have a significant correlation at an error rate of 5%, so it can be said that all question items are valid (Hair et al., 
2016). 
 

Table 1 
The validity and reliability test  

Research variables Indicator Question Number Pearson correlation 
Service quality Sqa1 1-2 0.789** 

 Sqa2 3-4 0.797** 
 Sqa3 5-6 0.801** 
 Sqa4 7-8 0.767** 
 Sqa5 9-10 0.801** 
 Sqa6 11-12 0.728** 

Customer relationship learning Crl1 13-14 0.708** 
 Crl2 15-16 0.811** 
 Crl3 17-18 0.752** 
 Prq1 19-20 0.724** 

Product quality Prq2 21-22 0.676** 
 Prq3 23-24 0.716** 

 Prq4 25-26 0.774** 
 Eng1 27-28 0.770** 

Customer engagement Eng2 29-30 0.832**  
Eng3 31-32 0.818**  
Val1 33-34 0.678** 

Customer value Val2 35-36 0.782**  
Val3 37-38 0.751**  
Val4 39-40 0.734** 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

3.3.  Confirmatory factor analysis. 
 

Table 2, informs that all manifests are significant in shaping latent variables, and have a construct critical ratio of more than 0.2, 
which means they are from one dimension (unidimensional). 
 

Table 2 
Confirmatory Factor Analysis 

Research variables Relationship C. R. Loading Factor () Probability 
Service quality Sqa  Sqa1 - 0.774 0.000 

 Sqa  Sqa2 3.214 0.749 0.000 
 Sqa  Sqa3 4.115 0.805 0.000 
 Sqa  Sqa4 4.326 0.812 0.000 
 Sqa  Sqa5 3.336 0.768 0.000 
 Sqa  Sqa6 3.115 0.735 0.000 

Customer relationship learning Crl  Crl1 - 0.872 0.000 
 Crl  Crl2 4.857 0.655 0.000 

 Crl  Crl3 6.682 0.734 0.000 
 Prq  Prq1 - 0.665 0.000 

Product quality Prq  Prq2 5.454 0.659 0.000 
 Prq  Prq3 6.845 0.798 0.000 

 Prq  Prq4 6.827 0.759 0.000 
 CE  Eng1 - 0.786 0.000 

Customer engagement CE  Eng2 5.092 0.685 0.000  
CE  Eng3 6.014 0.721 0.000  
CV  Val1 6.569 0.716 0.000 

Customer value CV  Val2 5.854 0.675 0.000  
CV  Val3 5.615 0.657 0.000 

  CV  Val4 5.747 0.659 0.000 
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3.4.  Goodness of Fit Test 
 
The results of data processing using a sample of 384 show Chi-square is 252,227 with a probability of 0.062. Meanwhile, 
GFI, AGFI, TLI, CFI, RMSEA and CMIN / DF are 0.918, 0.904, 0.952, 0.956, 0.079, and 1.636, respectively and they are 
all within the range of acceptable values (Hair et al., 2016). The results of the analysis are shown in Fig. 2.  

 

 
Fig. 2. Coefficient of Research Model Path 

 
3.5.  Hypothesis testing 
 
Hypothesis testing is performed based on the estimated value of the significance of the parameters of the research model shown 
in Table 3. 
 
Table 3 
Hypothesis Testing  

H Relationship Standardized Coefficient SE C.R P Decision 
H1 SQA  CE 0.594 0.034 7.924 0.000 accepted 
H2 CRL  CE 0.978 0.033 8.872 0.000 accepted 
H3 PRQ  CE -0.268 0.034 2.753 0.048 Reject 
H4 ENG  CV 0.577 0.037 6.001 0.000 accepted 

SQA: Service Quality, CRL: Customer Relationship Learning, PRQ: Product Quality, CE: Customer Engagement, CV: Customer Value. 
 
Empirical results show that service quality influences and contributes to increasing customer involvement. These results give 
the meaning that if the quality of service is able to be directed and developed it will be able to trigger and increase customer 
involvement. The dominance of accuracy indicators on the results of this study, informs that, the problem of service accuracy 
is a major problem that companies should do to their customers. It is better if the service to customers is done quickly, precisely, 
and accurately. And also involves customers by providing opportunities, to correct employee work, and open communication 
and opportunities to share important information. With fast, precise and accurate service, the customer will give a positive 
response to the company's performance. Next the company's attention to customers, also needs to be done carefully through 
employees, and also pays attention to customer needs. This will also be positively responded by customers.  
 
Empirical results also show that customer relationship learning (CRL) is influential and contributes to increasing customer 
involvement. The results of this evidence give the meaning that, when the company provides good CRL, it will have an impact 
on customer involvement. This is obtained because CRL is the process by which customers acquire purchasing and consumption 
knowledge, which will be applied to related behaviors in the future. The dominance of the repetition indicators in the results of 
this study, informs that, the problem of repetition is a major problem that the company should do for its customers. This can be 
confirmed by giving understanding to customers, ways to conduct banking transactions correctly, and providing guidance to 
customers, at the first time fill in the form to become a customer. Also provides a stimulus to remind customers that the company 
provides a place for customers to conduct convenient financial transactions. 
 



F. A. B.K. Panjaitan and H. Panjaitan /Accounting 7 (2021) 93

The empirical results indicate that product quality has a significant negative effect on customer involvement. The results of this 
evidence give the meaning that, when the company increases the quality of the product, customer involvement will decrease, 
this is in line with the reality that of premium quality products, the consumer will immediately be able to receive it, but if 
consumers still doubt the quality of the company's products, then consumer involvement will be high, because consumers will 
ask lots of questions and compare the company's products with competing products. Therefore, companies should always 
improve the quality of their products, so consumers will increasingly trust and be satisfied with the quality of the company's 
products. 
 
Not many researchers have conducted research on customer engagement (CE). Moreover, research that connects the CE with 
customer value, therefore the use of CE variables in this research model, becomes a novelty. 
 
The results of research have shown that CE  has a significant effect on customer value (CV). This shows that the existence of 
CE owned by customers, contributes to CV. This happens because CE is a psychological condition that occurs because of 
interactions, co-creative experiences, and objects in the form of related services. The dominance of cognitive attachment 
indicators on CE variables on the results of this study, informs us that cognitive attachment problems are a major problem that 
companies should address, by providing information as well and as clear as possible. So customers can be a part that can market, 
and provide information about the company to others. 
 
Empirical results show that CE becomes an intervening variable between service quality, customer relationship learning that 
contributes to increasing customer value. This has become one of the new findings, which was not hypothesized in this study.    
 
4.  Conclusions 
 
From the results of testing the models in this study, we are able to explain the relationship between service quality, CRL, product 
quality, customer engagement (CE), and Customer Value (CV). The results of this study are significant contributions, especially 
in the science of marketing management, which are related to CE, and CV. Customer value is the customer's choice of a product 
or service that can truly satisfy the needs and desires of the customer. To be able to retain existing customers, companies must 
really pay attention to what becomes the needs and desires of customers. 
 
This research is able to offer and produce concepts about CE, and CV in banking services. In the conceptual model offered, use 
emotional value, social value, performance, value, and value of many indicators as indicators of customer value variables. CV 
increases, as the value of CE increases customer relationship learning is the main determinant of CE value of banking service 
customers. 
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