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Abstract—The past 10 years has witnessed a dramatic shift
in customer’s orientation from goods-dominant to service-
dominant logic (Vargo, Merz, He, & Vargo, 2014). Salespeople
not only sell a product or service, but also focus on helping
customers to make the right decision to buy a satisfactory
product or service (Singh & Koshy, 2012). Salespeople’s
entrepreneurial behavior, such as innovativeness, pro-
activeness, and risk taking (Amyx, Bhuian, & Shows, 2016),
helps a company to increase sales and foster customer
relationships. The present study aims to examine the impact of
salespeoples’ entrepreneurial behavior on customer
satisfaction, trust, commitment, and loyalty. This impact in the
context of banking industry is examined using structural
equation model. The study results found that salespeople’s
entrepreneurial behavior affected customer satisfaction, trust,
commitment, and loyalty.

Keywords—entrepreneurial behaviors, customer satisfaction,
trust, commitment, loyalty

I. INTRODUCTION

In the last decades, customer orientation has dramatically
shifted [1] from goods-dominant to service-dominant logic
[2]. In customer oriented company, salespeople help a
customer to make a satisfactory buying decision by not only
selling the product [1] or chasing sales number [3], but more
by establishing a long-term relationship and sustained
communication with a costumer [4]. It is not only a short-
term transactional relationship but also a long-term customer
relationship [5].

Among financial institutions, banks play a key role in the
economic growth and stability [6]. Kaura [7] asserts that
banks, as the backbone of economy, should anticipate and
fulfill customer needs. In the highly competitive business
scenario in the service industry, it is essential that banks are
customer oriented. They should maintain their customer base
to enhance and establish a long-term relationship. Banks can
enhance their competitive edge and provide high returns to
shareholder by understanding the needs and providing better
value to customers [8].

Following the studies by Amyx, Bhuian, & Shows [9],
the present study uses customer service as the subject of
research because we believe that salespeople and customer
service persons as bank frontline essentially play the same
role. Salespeople provide information, understanding, and
fulfill customer needs and establish a long-term relationship
[1]. They identify customer needs and pro-actively provide
the right innovative solution [10], They take the necessary

risk to surpass customer expectation [9]. As frontline, they
also provide service, achieve sales target, establish and
maintain long-term relationship with costumers [11], provide
reliable and efficient, product knowledge, are proactive, are
capable of identifying opportunities and close sales, risk
taking, flexible to uncertainty, and take initiative to identify
problems and find the solutions [12]. Based on this
similarity, the present study aims at customer service as one
of bank’s frontliner that is required to provide service,
achieve the target, give solutions, be proactive, and take
risks.

Christopher and Wirtz [13] revealed that the quality of
employees plays a key role in service companies. Success in
the banking industry depends on customer satisfaction [7],
concerns customer trust and commitment [14], and maintains
the customer loyalty [15]. Companies that could fulfill and
exceed customer expectation would create future potential
business [16]. A customer believing that a company can
deliver as promised and will act in the interest of customer
will increase customer loyalty [17]. Positive customer
experience and fulfillment of commitment to customers will
enhance customer loyalty; however, a negative experience
would lead to loss of consumer loyalty [4] and customer trust
[18].

Customer satisfaction is extremely important to enhance
customer loyalty. A loyal customer will recommend to others
and repurchase [16, 19]. Maintaining an existing customer is
cheaper than finding a new one [3, 7, 19]. Customer
satisfaction has a positive effect on customer loyalty [17, 20].
However, Moreira and Silva [21] revealed that customer
satisfaction has no significant effect on loyalty, even though
satisfied, a customer might be stop using the service and
feels no bonding with the company.

According to Gaur, Sharma, Herjanto & Kingshott [22],
frontline experience and capability could convince and
enhance customer satisfaction, which leads to customer
commitment. Professional bankers influence customer
satisfaction and loyalty [19]. As part of human capital,
personality will influence individual productivities, including
entrepreneurial ability [23]. The relationship between a
customer and salespeople might become an important factor
influencing customer buying decision, but only a few studies
have evaluated this relationship [24]. The potential role of
salespeople’s entrepreneurial behavior has been overlooked
[9].

This study examines the effect of salespeople’s
entrepreneurial behavior on customer satisfaction, trust, and
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commitment to the salespeople and customer loyalty to the
banking industry. It confirms that entrepreneurial behavior
helps a firm to maintain a long-term relationship with a
customer through customer satisfaction, trust, commitment,
and loyalty. This study is important because it helps a firm to
develop entrepreneurial behavior such as innovativeness,
pro-activeness, and risk-taking ability [9] of customer service
to achieve customer satisfaction, trust, commitment, and
loyalty.

II. ANALYTICAL FRAMEWORK

This research tests five hypotheses. Salespeople’s
entrepreneurial behaviors have a positive effect on customer
satisfaction. Customer satisfaction has a positive effect on
customer trust. Customer satisfaction has a positive effect on
customer commitment. Customer trust has a positive effect
on customer loyalty. Customer commitment has a positive
effect on customer loyalty.

A. Salespeople’s entrepreneurial behavior and satisfaction

Entrepreneurs are those who organize, manage, and
estimate risk [25, 26]. Entrepreneurs seek, react, and
maximize the opportunities [27], independent, creative, have
ambition and courage [28]. Noteworthy entrepreneur
characteristics are determination and perseverance, a drive to
achieve, opportunity oriented, creativity and innovation,
tolerance for ambiguity, calculated risk taking, high energy
level, vision, passion, and internal locus of control [25]. This
study based on previous research by Amyx, Bhuian, &
Shows [9] reveals that innovativeness, pro-activeness, and
risk taking reflect salespeople’s entrepreneurial behavior.

Innovativeness refers to creating or developing products
or service as a solution [9] and meet customers’ needs and
desire [25] or introduce new products or production methods
based on new technology [29]. Pro-activeness refer to how
salespeople provide solutions to customers’ problems and
give more value than competitors [9]. Risk taking means the
ability to calculate the risks [25], use resources to take
opportunity [9], be prepared to react, and take responsible for
possibility of failure [30].

Salespeople’s entrepreneurial behaviors have a positive
influence on customer satisfaction [9]. In banks, employee
behavior has a positive impact on customer satisfaction [7].
Service capability reduces uncertainty in customer and
increases their satisfaction [22]. Professional banking has an
impact on customer satisfaction and loyalty [19]. Efficient
customer service meets customer needs and wants, provides
the best solution for customer, and enhances customer
satisfaction through risk taking. Customer service provides a
product to meet customer satisfaction needs improvement.
We believe that salespeople with entrepreneurial attitudes
can improve customer satisfaction.

H1 Salespeople’s entrepreneurial behaviors have a
positive effect on customer satisfaction

A customer feels satisfied when the product exceeds
customer expectations [31]. Customer satisfaction is defined
as feelings of pleasure or disappointment toward product
performance as compared to his expectations [32]. This is the
stage of customer evaluation of service performance based
on experience compared to customer expectations [13].
Walter, Mueler, and Helfert [18] and Amyx et al. [9]

confirmed that customer satisfaction is the comparison of
post-purchase evaluations and after-use expectations.

Trust is a combination of integrity, certainty, and a
positive relationship between parties [21]. Morgan and Hunt
[5] revealed that trust is the confidence in the reliability and
integrity of partners. Walter et al. [18] defined that customer
trust as customer’s belief toward attitude, honesty, and
competence to action a relationship desired. Trust is divided
by credibility and benevolence trust. Credibility trust is
customer’s belief in employee’s ability, service, expertise,
and capability [33] and ability to keep promises [17].
Benevolence trust is a belief that a company is able to meet
the customer needs [33] and interest [17]. Trust occurs not
only from mutual relationship [15], but also on emotion for
long-term relationship [34]. Sumaedi et al. [14] claim that
customer’s trust is the confidence in the bank, where the
bank will act according to customers’ expectation.

Fig. 1. Customer Satisfaction towards Customer Satisfaction, Trust,
Commitment and Loyalty

The more satisfied is a consumer with the supplier in a
previous relationship, the more is the consumer’s belief in
the next relationship [18]. Customer trust is the result of the
entrepreneurial ability of salespeople [9]. In banks, trust
refers to the overall consumer satisfaction based on
experience [17]. Consumers with bad experiences can lose
their trust [35]. Trust is the result of a sense of satisfaction
from a previous experience. The ability of the salespeople in
providing solutions to customer needs and desires improves
customer trust. Therefore, the following hypothesis:

H2 Customer satisfaction has a positive effect on
customer trust

Morgan and Hunt [5] defined commitment as belief
between parties, in which relationship is important and
deserves to be maintained. They also proposed that
commitment is an exchange relationship between parties to
get value for themselves and they have to build and maintain
the relationship. Each party maintains the existing
relationship. Companies that succeed in fulfilling their
customer’s expectations or exceed in expected satisfaction
will create future business potential [16]. Customer
commitment is developed by good relationship and strong
bonding [36]. It is binding on a customer to continue the
purchase without considering the type of commitment [37].
Companies that give value from the customer point of view
will benefit more and have good relations with their
customers [4]. The dimensions of commitment are affective
commitment, which is the result of positive experience when
relationship is developed between customers and company;
instrumental commitment occurs when there are investments
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such as time and other resources to build a relationship;
temporal commitment shows the existence of a relationship
[9, 18]; and continuance commitment is based on advantage A. Sample

III. METHODOLOGY

or disadvantage that is offered by the company and the
consequences if the relationship ceases [15].

Satisfied customers will repurchase and inform others of
their good experiences [32]. Commitment is a relationship
between parties to derive value for themselves and build and
maintain that relationship [5]. Dimitriades [38] revealed in
his research that satisfaction positively affects commitment.
Service capabilities not only reduce consumer hesitation but
also increase customer satisfaction, which improve customer
commitment [22]. In the context of a bank, customer
satisfaction is the result of a previous experience, both of
products used or toward salespeople. Based on this, the next
hypothesis follows:

H3 Customer satisfaction has a positive effect on
customer commitment

B. Customer trust and commitment toward loyalty

Loyalty is a deep sense of customer commitment to
continue the special relationship [39] for long-term as well as
recommend to others [13]. Customer loyalty increases
company’s profit [13], reduces cost [40], and adds value to
the company [41]. Customer loyalty consists of behavioral
and attitudinal loyalty. Behavioral loyalty is the purchase
loyalty [38] and normally is conditioned by customer
satisfaction [42] or customer habit or there are no many
choices for the customer [33]. Attitudinal loyalty emphasizes
positive evaluation of the company [35, 42] and the
emotional relationship between customer and company [33].
McMullan and Gilmore [43] revealed that customer loyalty
is focused on the number of purchase (behavioral loyalty)
and affected by circumstances (situational loyalty).

Trust leads to loyalty [21]; so if the level of trust is high,
customers will purchase more bank products and be more
loyal to the bank [35]. In building trust, consumers feel the
positive results and believe that these results will continue in
the future, where trust affects loyalty [17]. Customer loyalty
to retail banks depends heavily on trust and satisfaction [44].
Thus follows the hypothesis:

H4 Customer trust has a positive effect on customer
loyalty

Kaura and Sharma Sourabh [19] revealed that customer
loyalty is a combination of customers’ favorable attitude and
behavior and customers recommending the product/service
and repurchase from the company. Bounded indicates that

The population of the present study includes customers of
banking service in Indonesia. The samples are the customers
who have communicated with customer service in banking
branch during the past 3 months. The respondents of the
online survey were the customers of funding banking. Total
of 203 of 253 respondents were found eligible for this
survey. Primary data were collected by distributing self-
administered questionnaires. The structured questionnaire
adopted the Likert scale to determine the level of agreement
or disagreement from each statement on 6-point scale
because respondents in Asia usually tend to choose neutral
points, so scaling with more (fewer) points or without
midpoints would be better [45].

B. Measure

Based on Figure 1, the variables of salespeople
entrepreneurial behavior, customer satisfaction, trust, and
commitment were adapted from Amyx et al. [9] and
customer loyalty was adapted from Moreira and Silva [21].
We used a structural equation model (measurement and
structural model) to analyze the research. Measurement
model use confirmatory model analysis (CFA) consists of
salespeople entrepreneurial behavior (9 indicators), customer
satisfaction (3 indicators), customer trust (4 indicators),
customer commitment (3 indicators), and customer loyalty (3
indicators). The fit indices moderately fit because one of the
standard loading factors is less than 0.7. We deleted one item
of indicator customer trust, CT1; “Customer service of Bank
X only promotes what I need”. We believed that the other
indicators: “Customer service of Bank X provides product
according to needs” has the same meaning. Fit indices reflect
good fit after re-specification model: ꭓ2 = 482.615, df = 175,
TLI = 0.908, CFI = 0.924, IFI = 0.924 and RMSEA = 0.093.
The t-value range is 10.297 to 19.644, greater than 1.96,
significant at ƿ < 0.05 (Table 1).

Convergent validity measured by composite reliability
(CR) based on loading factor ≥ 0.7 and average variance
extracted (AVE) ≥ 0.5 [46]. All indicators of salespeople’s
entrepreneurial behavior, customer satisfaction, trust,
commitment, and loyalty had good validity, CR was more
than 0.7; 0.936, 0.894, 0.842, 0.898, 0.895. Correlation
between variables showed a positive result less than 1,
indicating the feasibility of parameter estimation and AVEs
were 0.677, 0.739, 0.640, 0.746, 0.741. Table 2 shows the
result of CR and AVE

TABLE I.

customer loyalty is getting stronger [38]. Higher customer
relationship commitment leads to higher customer loyalty,
and customer in turn would recommended the product [22].

Loyalty Trust Commitment Satisfaction SEB

Good relationship encourages a customer to purchase
another product from the bank. Customer attachment to
salespeople or to bank leads the customer to recommend the
bank to their partners or family. Based on this, the following
hypothesis is framed:

H5 Customer commitment has a positive effect on
customer loyalty

Loyalty 1

Trust 0.599 1

Commitment 0.733 0.629 1

Satisfaction 0.837 0.731 0.693 1

SEB 0.873 0.747 0.753 0.938 1

Notes: Loyalty-customer loyalty; Trust-customer trust; Commitment-
customer commitment; Satisfaction-customer satisfaction; SEB-salespeople
Entrepreneurial behavior
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Variable
t-

value
Std

loading
Std

Loading2
CR AVE

Salespeople
Entrepreneurial

Behavior

I1 0.7 0.49 0.93604 0.67701

I2 11.23 0.817 0.668

I3 14.066 0.763 0.583

P1 11.354 0.835 0.697

P2 10.297 0.755 0.571

P3 11.24 0.83 0.688

R1 11.768 0.869 0.756

R2 11.73 0.867 0.751

R3 11.344 0.833 0.694

Customer
Satisfaction

CS1 0.894 0.799 0.89422 0.73935

CS2 13.232 0.759 0.576

CS3 19.644 0.918 0.842

Customer Trust

CT2 10.541 0.73 0.533 0.84172 0.64046

CT3 12.941 0.867 0.752

CT4 0.798 0.636

Customer
Commitment

CC1 0.795 0.632 0.89755 0.74576

CC2 13.929 0.855 0.731

CC3 14.668 0.935 0.874

Customer
Loyalty

CL1 14.019 0.801 0.641 0.89517 0.74056

CL2 17.819 0.913 0.834

CL3 0.864 0.747

Notes: I1, CS1, CT4, CC1, CL3 were fixed to 1.0 to satisfy the
requirement.

TABLE II. customer satisfaction is positively and significantly related
to customer trust (t-value = 10.79, CR = 0.809, ƿ < 0.05).

The higher the level of customer satisfaction, the
higher the customer’s trust [17, 18, 21, 35. Dimitriades [38]
and Gaur et al. [22] suggested that customer satisfaction is
positively and significantly related to customer commitment
(t-value = 10.55, CR = 0.77, ƿ < 0.05), which supports the
third hypothesis. As expected, customer trust is positively
and significantly related to customer loyalty (t-value = 3.62,
CR = 0.34, ƿ < 0.05), which supports the fourth hypothesis.

This result is consistent with the previous research that
suggested customer’s trust is related to customer loyalty [17,
21, 35]. Finally, in line with the previous studies by
Dimitriades [38] and Gaur et al. [22], customer commitment
is positively and significant related to customer loyalty, thus
the fifth hypothesis is accepted (t-value = 6.13, CR = 0.55, ƿ
< 0.05).

TABLE III.

Fit indices
Measurement

model
Structural

model

ꭓ2 482.615 571.061

df 175.00 180

TLI 0.908 0.887

CFI 0.924 0.903

IFI 0.924 0.904

RSMEA 0.093 0.104

Paths t-value CR ƿ Result

SEB-
Satisfaction 11.621 0.969 *** Supported

Satisfaction -
Trust

10.793 0.809 *** Supported

Satisfaction -
Commitment 10.546 0.767 *** Supported

Trust-
Loyalty

3.624 0.338 *** Supported

Commitment
-Loyalty 6.129 0.551 *** Supported

Notes: Loyalty-customer loyalty; Trust-customer trust; Commitment-
customer commitment; Satisfaction-customer satisfaction; SEB-
salespeople Entrepreneurial behavior

IV. RESULT

We compute the structural model in Amos to test all the
variables such as salespeople’s entrepreneurial behavior,
customer satisfaction, customer commitment, customer trust,
and customer loyalty. The goodness-of-fit indicates marginal
fit; ꭓ2 = 571.061, df = 180, TLI = 0.887, CFI = 0.903, IFI =
0.904, and RMSEA = 0.104. The test result supported H1,
H2, H3, H4, and H5. Table 3 shows the result.

As we predicted that entrepreneurial behavior
positively and significantly correlates to customer
satisfaction (t-value = 11.621, CR = 0.969, ƿ < 0.05), it
supports the first hypothesis. This result is consistent with
the previous studies, which stated that entrepreneurial
behavior has a positive relationship with customer
satisfaction [9, 12]. Consistent with the second hypothesis,

Fig. 2. Impact of Salespeople’s Entrepreneurial Behavior toward
Customer Satisfaction, Trust, Commitment, and Loyalty

V. DISCUSSION AND IMPLICATION

In the technology era, banking industry has experienced a
transformation in service delivery and digital technology, for
example, customer relation management and electronic
banking (ATM, internet banking, mobile banking).
According to Andreini, Salo, Wendelin, Pezzotta and
Gaiardelli [47], transformation and standardization of service
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and product could drive away the relationship between bank
and customer. A customer may feel that the bank only offers
the product and not the required solution and concerned only
with transactional approach. Therefore, customer service
ability and capability need to be improved on the relationship
through entrepreneurial behavior. This study helps a manager
to have a better understanding of the important roles of
entrepreneurial behavior..

The present study verifies that entrepreneurship of
customer service is influenced by the customer satisfaction,
trust, commitment, and loyalty. Based on Amyx et al. [9],
salespeople’s entrepreneurial behavior in this study consisted
of nine indicators representing innovative, proactive, and risk
taking. To be innovative, customer service must provide
product and service according to the customer needs. To be
proactive, customer service offers a better solution, provides
new experiences, and becomes superior compared to
competitors. Risk-taking customer service should be able to
take a chance in winning the opportunities. The study result
also proves that by having this attitude, customer service
could improve customer satisfaction, trust, commitment, and
loyalty.

Salesperson who is customer oriented will help a
costumer to make the right purchasing decisions [1]
Frontline salespersons provide services in order to achieve
target sales, build and maintain long-term relationships with
customer [11], and provide value to the customers [48]. The
study results are in accordance with the previous research of
T. Yu et al. [12], who explained that service sales have a
positive relationship with customer satisfaction and financial
performance as a measure of banking branch performance.
According to this result, customer service must have product
knowledge, take risk, be proactive, and be able to identify
opportunities and close the sales.

Entrepreneurial behavior gives a customer heightened
customer satisfaction. With regard to bank branch, customer
who needs information on banking product is expected to get
the product fit to their needs. Customer service is not only
about the product sales, but it must also ensure that the
product is suitable to the customer need. Customer would be
satisfied if banking service gives the solution to their
problems.

Customer satisfaction leads to customer trust and
commitment. Trust refers to overall customer satisfaction
based on their experience [17]. If a customer is highly
satisfied customer in a previous relationship, they trust the
next relationship [18]. Customers who have had bad
experience will lose their trust [35]. Customer who is
satisfied with the customer service would increase their trust;
otherwise, they would not trust the customer service or the
bank. This could be very important to maintain customer
trust by impressing the customer, providing best solution,
and giving accurate information. A customer would maintain
the relationship with customer service if they feel they are
treated like a good friend and believe that the relationship is
worth being maintained.

Customer trust and commitment have a positive effect on
customer loyalty. Customers who believe that a company can
provide as promised and based on their interest will increase
their loyalty toward the company [17]. Trust will drive the
customer to buy more of the product and be loyal to the bank
[35]. Trust is one of the important factors in banking

industry. Customer would be loyal to a bank, if the bank
could deliver as promised. A customer would recommend
the same to their friends or families. Committed customers
will build relationships continuously with the bank and
increase their loyalty. Customers would continue their
financial activities in that bank if they feel bounded to
customer service and the bank.

Competition in banking industry relies on service and
sales. The study results show that some concerns need to be
addressed by the management. Service sales are positively
related to bank performance, customer satisfaction, and
financial performance [12]. As the frontliners, customer
service should have the ability to provide excellent service
and the capability to sell a product. Management has to
encourage customer service to nurture entrepreneurial
behavior. They need to increase the awareness about the
importance of emotional bonding and maintain long-term
relationship. An appreciation program needs to be evaluated
to motivate an employee and improve their frontliner ability.

VI. LIMITATION AND FUTURE RESEARCH

The present study only adopts quantitative research
method. Further, quantitative and qualitative research
methods with focus discussion group would help in
achieving deeper understanding on the customer perception
of this research objective. The other limitation is that
respondents are grouped as funding banking customers.
Further, groups based on funding as retail and priority
customer must be included to understand the expectation
from each group to improve satisfaction, trust, commitment,
and loyalty. Even though we believed that salespeople and
customer service has a similar role, in this research only
customer service at a bank branch was considered, while
salespeople might be actively approaching customers even
outside the office.
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