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Abstract

This study measured the effect of service quality and product quality on customer loyalty
mediated by relationship quality. The objects of this study are customers of PT Panin Asset
Management. The purpose of this study was to determine the effect of the service quality on
relationship quality, Product Quality on Relationship Quality, Service Quality on Customer
Loyalty, Product Quality on Customer Loyalty, and the effect of Relational Quality on
Customer Loyalty at PT Panin Asset Management. Methods of data analysis used Structural
Equation Model (SEM). The results showed that there was no effect of the service quality on
relationship quality, product quality had no effect on relationship quality, and service quality
had no direct effect on customer loyalty. Product quality had no effect on customer loyalty.
Relationship quality had effect on customer loyalty, this is in accordance with the actual
conditions that customers interested investments in securities due to the relationship quality
is very close relationship manager for customers, so that it becomes a determinant customers
to invest in securities.

Keywords: Service Quality, Products Quality, Relationship Quality, Loyalty, Relationship
Manager.

Second, loyalty was showed
through costumer’s behaviour toward
company, including preference and
commitment of the brand and

INTRODUCTION

The phenomenon of declining in
costumer loyalty needs to be understood

since it was the key factor which was
influencing the performance of Service
Company, the influence was the reduction
of market share and company’s income. In
order to the company, costumer loyalty
could be divided into 3 cases. First, loyalty
was showed through costumer’s behaviour
that is doing repeat purchase of the
company stuff and service. (Reicheld,
2001)

recommending it to people. Third was the
combination between costumer’s attitude
and behaviour to the company. So,
costumer was not only doing repeat
purchase actively but also giving positive
assessment toward the brand and could be
a partner of the company in dividing
positive assessment of company’s brand to
people. For the company, costumer loyalty
should be increased because of two things.



Third, loyal costumer will be
increasing the income and creating
efficiency to the operation of the company
(Reicheld, 2001). This definition showed
that loyal costumer will continuously do
the purchase although the company had
offering price or the higher price and of the
high profit margin. So that loyalty could
give the high profit to the company.
Second, loyal costumer will be decreasing
the expense to attract new costumers.
Promotion costs that is needed to attract
new costumers had fivefold amount than to
defend the exist costumers (Godes &
Mayzlin, 2004).

The loyalty of finance service
industry is important because of the
finance service investment in a fast
investment liquidity phase. It could be
defined that if a costumer invests in
finance service and needs that fund fastly
so it can be conversed in cash. The
fluctuation of margin level which disposed
to increase makes costumers become loyal
to invest. It can be known that costumers
who invest in finance service are the
costumers who have social economic
status in A class. do the finance service
company has to be loyal to costumers
since the loyal costumers are the main
factor in finance service industry because
they are the one who always invest in a
long period, absolutely, are the one who
gives benefit to company.

However finance service industry
was demanded to be able to give a
maximum service, with financial product,
and a good relation to the consumers. The
rivalry between nonbank finance service
industries such as company securities
should be giving a high loyalty to
costumers, so amount of the costumers
will be increase. Nonbank finance industry
such as securities has a high risk in

investment; this is the challenge to the
company to increase the service of
costumers so they want to invest in
securities Business Company.

Panin Asset Management is a
leading asset manager company especially
in instrumental investment which is
emerged in Indonesia, including stock,
obligation or money market instrument.
The central company of Panin Asset
Management is in Jakarta, serves
independent  investor, private  or
government institution, private equity,
capital protected fund and discretionary
fund. The experience started in 1997; we
were one of the first mutual funds. Along
our course, we have solved 3 modal
market crisis, they were in 1997, 2001, and
2008. Our mutual fund, Panin Dana
Maksima, is one of the longest track
records of mutual funds in Indonesia.

Panin  Asset Management s
supported by research subsidiary to
support costumer’s activity before take the
decision in investment. Every investment
is supported by primary research we have
done by ourselves and is used by every
mutual fund. Panin Asset Management has
dedicated internal research team to do
fundamental analyse, to identify risk and
evaluate value from investment.

The purpose of this study was to
determine the effect of the service quality
on relationship quality at PT Panin Asset
management, to determine the effect of
Product Quality on Relationship Quality at
PT Panin Asset Management, to determine
the effect of Service Quality on Customer
Loyalty at PT Panin Asset management, to
determine the effect of Product Quality on
Customer Loyalty PT Panin Asset
Management and to determine the effect of
Relational Quality on Customer Loyalty at
PT Panin Asset Management.



LITERATURE REVIEW

Service Quality

The definition of service quality was
cantered on the effort of needed fulfilment
and the willing of costumers along with
the accuracy of delivery to balancing
costumer’s  hope.  Wyckof  (1990)
according to Tjiptono (2008), he defined
the service of quality as “the expected
superiority level and the control of that
superiority level to fulfil costumer’s wish”.
Parasuraman et al., (1988) Christina
(2011) defined service of quality as “the
reflection  of  costumer  evaluated
perception on the service that has been
accepted on a certain time”.

Based on definitions above, it can
be known that two main factors that
influenced  service  qualities  were
costumers expected service and costumers’
perceived service.

Product Quality

According to Kotler (2009),
product is something to offer to the market
to get attention, buying, using or consume
to fulfil the desires or needs. Conceptually,
product is  producer’s  subjective
understanding of something that can be
offered as an effort to reach organization’s
purpose through fulfil the needs and
costumer’s activity, appropriate with
competence and capacity of organization
along with market buying power. Producer
has to pay attention carefully on product
policy.

Basically, a product could be
classified through some ways, such as
based on the durability of product in the
use or the shape of that product. Based on
those criteria, fandy Tjiptono (2008)
categorized product into three groups. The

first group is non-durable goods, defined
as product that is consumed once only or
has duration less than one year.  The
second group is durable goods, defined as
durable product and can be used more than
one year. The third group is service,
defined as an activity, use or desire that is
offeres by a company to be sold.

Relationship Quality

Relationship quality was very
relevant to be discussed in marketing.
Considering the exclusion and interaction
between costumers and producers were so
high on almost part of business, marketing
approachment that was only oriented on
transactional marketing with high target of
sale in short time became lack support on
practical business. Relationship quality
emphasized the recruitment and maintains
of costumers through the raising of
company relationship with costumers. So,
in relationship quality, attracting new
costumers was just first step of the
marketing process (Pi and Huang, 2011).

Moreover, defending the costumers
was cheaper for the company than
searching the new one. This definition
gave more points of view: 1. there was a
change in company’s point of view in
viewing the relationship with the
costumers. The pressing that moved from
the focus on transaction become a long-
time relationship with the costumers
(defend and build the relationship with the
costumers). 2. There was the
acknowledgement that quality, costumer
service, and marketing activity need to be
operated at once. Relationship marketing
focused on guiding those there elements
and enactive the creation of potential of
synergy combination between these
elements. Briefly, there was the difference



between transactional marketing with
relationship quality as can be seen in this
table (Mohaghar and Ghasemi, 2011)

Costumer Loyalty

Loyalty is defined as a
commitment that is hold tightly to buy or
subscribe certain product or service in
future although there is the influence of
marketing situation and effort potentially
causes the change of behaviour (Kotler dan
Keller, 2009). Loyalty as a condition
where the costumers have positive attitude
on a brand, have commitment on that
brand and mean to continue purchase in
the future. Costumer loyalty can divide
into two groups; they are brand loyalty and
store loyalty.

Needed more effort to persuade the
satisfied costumers to move to their current
supplier. The average, company lost 10%
from the costumers every year. Decrease
5% from the loose costumer level can be
increasing profit about 25% until 85%,
depends on the industry. Costumer profit
level tends to increase along the life of that
costumer. There are 2 way in strengthen
the costumer retention. First by build the
higher challenge to move.

Costumers tend to averse to move
to another company since it was involving
high capital, research cost, losing discount,
etc. The better approach with giving high
satisfying to costumers. This case could be
complicated to rival to deconstruct the
restriction to move just by offering cheaper
price or by other ways (Kotler, 2009).

From the explanation above, we
can conclude that costumer loyalty is the
costumer who is doing repurchase
continuously of product or service. In this
research, we used Griffin’s theory as our
reference in costumer loyalty variable

because it appropriate with our research.
According to Griffim (2005), the profit
that will be received by company if it has a
loyal costumers are decrease marketing
cost (because the cost to attract new
costumers is more expensive). Decrease
transactional cost (such as contract,
process and reservation negotiation cost).
Decrease costumer turn over cost (because
less turnover of costumer). Increase cross
selling which will increase company
market segment. More positive word of
mouth with an assumption that loyal
costumer, it also means they are satisfied.
Decrease failure cost (such as turn over
cost, etc)

HYPOTHESIS DEVELOPMENT

This research explained the relation
of mediation of one variable; it can be seen
in this research model:

Product

Quality (X1) \’

Relationship Costumer
Loyalty (Y2)

Quality (Y1) d

Product /

Quality (X2)

Hypothesis in this research can be
known as:

The relationship between the
variables Perception of Service Quality
and Relationship Quality, Services quality
centered on addressing the needs and
desires of customers as well as the
accuracy of delivery to compensate
customers expectations Wyckof (1990).
Relationship  quality refers to the
perception and assessment of the way
customers communicate and conduct



(respect, politeness, warmth, and empathy)
Relationship Manager (Kim and Cha,
2002). This involves feelings and
emotionally through interaction between
customers and employees. Hennig-Thurrau
and Klee (1997) sees as the degree of
appropriateness Relationship quality of a
relationship to meet customer needs in the
context of relational, so the better the
services quality provided, the provider will
give you a good relational relationship to
the customer. On the basis of the above, it
can then be put forward hypotheses H1:
Service quality perception had positive
effect on Relationship Quality.

The relationship between the
variables  Relationship  Quality and
Products Quality, good product quality led
to the company can reduce the error rate or
reduce wastage of the product. A product
that has quality is a product that can meet
the needs and desires  customer
expectations can even exceed what is
expected by the customer so that the
customer is satisfied. Czepiel (1990)
emphasizes that a strong relationship with
the customer is essential for relationship
managers, because of its focus on
interpersonal problems, and customers do
not use objectivity in measuring the
quality of the product. If the quality of
products/services that have been purchased
to meet the expectations of customers, the
quality of the relational relationship will be
good for consumers. On the basis of the
above, it can then be put forward
hypotheses, H2: Product quality perception
had positive effect on Relationship
Quiality.

The relationship between the
variables of service quality and Customer
Loyalty, service quality is a factor that can
improve customer loyalty, it is delivered

by Turel and Surenko, (2004) that service
quality is one factor that has a positive
impact on customer satisfaction and
loyalty, although still much other factors
that influence consumer loyalty. However,
to construct a hypothesis, of the theoretical
framework and logic, if the quality of
service is good, then the customer is likely
to buying intention the services of the
company. On the basis of the above, it can
then be submitted hypothesis, H3: Service
quality perception had positive effect on
costumer loyalty.

The relationship between the
variables of Product Quality and Customer
Loyalty, in the product concept, Kotler
(2009) consumers will prefer products that
offer quality, performance, and
characteristics best. One important factor
that can make the customer satisfied is the
product quality. While Hardiawan and
Mahdi (2005) states that one of the
determining factors in creating customer
loyalty is the satisfaction of a given
product. Furthermore, Mabruroh (2003)
says that the use of consumer products feel
satisfied will certainly be loyal. Good
products quality will create, maintain
satisfaction, and make loyal customers
(Hardiawan and Mahdi, 2005). On the
basis of the above, it can then be submitted
hypothesis, H4: Relationship quality
perception had positive effect on costumer
satisfaction.

The relationship between the
variables  Relationship  Quality and
Customer Loyalty, In previous studies
mentioned by Paul and Byun (2007) that
the relationship quality with customers is a
system that is able to mediate in
maintaining the loyalty of the individual.
Then amplified by Craig Conway in Paul
and Byun (2007) which states that the
relationship quality relationship between



the company and the customer is an ability
to identify customer behavior processes
that will create loyalty and to manage it
actively. On the basis of the above, it can
then be put forward hypotheses, H5:
Relationship  quality perception had
positive effect on costumer loyalty.

MEASUREMENT

The definition of operational
variable on service quality refers to
indicator of Parasuraman. There are five
indicators of service quality indicator
which is explained by parasuraman. Those
operational indicators were shown on 22
questions of service quality. The research
appropriated on the research context, so all
questions were used in the research.

The definition of operational
variable on product quality appropriated
on indicator from Kotler. There eight
indicators of product quality indicator
from Kotler, they are Performance,
Durability, Conformance to specification,
Features, Reliability, Aesthetics, Perceived
quality, and Serviceability. Product focus
of this research was securities. Finance
service industry in this research was
securities; it was intangible product that
can be used in an independent market
system to use as online transaction.
Securities could not said as Durability
because the product had not expired date.
Securities could not be said as
Conformance to specifications because
securities had not product specifications to
suitability tangible product. Quality of
securities product had not Features on
product that is offered. On securities
product that is offered, there was not
reliability because there was no product
aesthetics since it had not service of repair
sales. So the indicator agreed with research

context to choose certain indicators, they
were performance and perceived quality.
Operational of that indicator shown on 3
questions of product quality.

Definition of operation variable on
product quality refers to indicator from
Syah (2014). There are three indicators of
relationship  quality; they are trust,
commitment and satisfaction. According to
research of Syah (2014), there were 11
questions to measure relationship quality.
After appropriated with the research
context, there were some irrelevant
questions because it was not accordance
with the research on securities, so chosen
operational of that indicator in 6
relationship quality questions. Definition
of operational variable on costumer loyalty
refers to the indicator from Kottler. There
were four indicators of costumer loyalty
indicator; they were word of mouth
communication, intention to be in contact
again, sensitivity of price, and attitude to
complain. Operational of that indicator
shown on five costumer loyalty questions.

RESEARCH METHOD

The population in this research is
18.000 costumers of Panin  Asset
Management. To determine sample of the
population used the references that
developed by the specialists, one of them
were by Hair, et al. Sample amount = n x
5, so we got amount of questioner question
= 30 x 5 = 150 costumers of Panin Asset
Management.

Data analysis technique that is used
in this research was using Structural
Equation Modelling (SEM) moreover
known as Analysis of Moment Structures.
This statistical analysis used to estimate
some regression which was separated but
related simultaneously. This research also



used data quality analysis; it was analysis
factor to examine validity and reliability.

RESULT

In this research, there were four
hypotheses that have been examined, and
based on result of examination, we can
conclude that there were two hypothesis
supported by data and two hypothesis be
avowed was not supported by data.

Testing of Structural Models Relation
Table

Hypothesis

Hypothesis declaration Infromation

Service quality perception
H1 correlated positively with | -0,66

Relationship Quality. supported by data

Hypothesis was not

H2 correlated positively with
Relationship Quality.

supported by data

Product quality perception 077 | Hypothesis was not

H3 correlated positively with
costumer loyalty.

supported by data

Service quality perception 014 | Hypothesis was not

Product quality correlated 042 | Hypothesis was not

H4 positively with —costumer supported by data
loyalty.
Relationship quality
perception correlated | 4 41 Hypothesis was

H5 positively with costumer

loyalty.

supported by data

Mediation Analysis

Mediation variable analysis can be
done through two approaches, they were:
coefficient and multiplication quarrel. First
approach was doing by examine through
analysis with and without mediation
variable, whereas second method can be
done using procedure of Sobel (Hair, etal.,
2010; Solimun, 2011). Through difference
coefficient method, result of research
hypothesis examination showed there was
mediation variable on relationship quality
between service quality variable and
product quality on loyalty. Mediation
variable on service quality was used to
bridge the relation between service quality

and loyalty along with product quality and
loyalty.

Based on the result of difference
coefficient on research models (table
above), shown that service quality had no
direct effect on relationship quality, with
t=-0,14 (<1,96). Meanwhile the relation
between service quality and loyalty was
not significant, with t=-0,66 (<1,96), and
then the relation between relationship
quality and loyalty was significant, with t=
4,41 (>1,96). And then product quality had
no direct effect on relationship quality,
with t = 0,77 (<1,96). Whereas the relation
between product quality and loyalty was
not significant, with t=-0,42 (<1,96), and
then the relation between product quality
and loyalty was significant, with t= 4,41
(>1,96). Therefore, we can conclude that
relationship  quality was not fully
mediating relation between service quality
and loyalty along with product quality and
loyalty (Hair, etal., 2010).

CONCLUSION

This research measured the effect
of service quality and product quality on
costumer loyalty mediated by relationship
quality. The objective of the study was the
costumers of PT Panin Asset Management
based on taking sample technique.
Indicators in this research refer to the
previous theories and researches. This
research used analyse method of Structural
Equation Model (SEM).

Based on the previous research
procedure of analysis steps which
appropriate to the main purpose to search
for Service Quality on Relationship
Quality Pt Panin Asset Management, so
we can conclude that service quality of the
Panin Asset Management had no effect of
relationship quality of those costumers.
The second purpose was to know the effect



of Product Quality on Relationship Quality
of PT Panin Asset Management, so we can
conclude that product quality of Panin
Asset Management costumers had no
effect of relationship quality from that
costumer.

Third purpose was to find out
Service Quality on Customer Loyalty of
PT Panin Asset Management, so we can
conclude that Service quality of the
costumers had no direct effect to loyalty of
that costumer. Fourth purpose to know the
effect of product quality on costumer
loyalty of PT Panin Asset Management, so
we can conclude that the relation product
quality of PT Asset Management costumer
had no effect on loyalty of those
costumers. Fifth purpose to find our
relationship quality on costumer loyalty of
PT Panin Asset Management, so we can
conclude that the last relation was
relationship  quality ~ Panin  Asset
Management costumers had effect to
loyalty of that costumer, this was
appropriate to field condition because
costumers interested to invest in securities
because relation quality of relationship
manager was so tight to the costumer, it
made costumers want to invest in
securities.

DISCUSSION

This following discussion  will
discuss from the research result that has
been done hypothesis examining process
and processing data using SEM analysis.
The research discussion is:

There was no positive effect
between service qualities perceptions
correlated positively with relationship
quality. It shown that service quality had
not direct effect on relationship quality.
This condition might be caused by service
quality perception that has given by

relationship manager has been in
maximum level so the costumers were not
really influenced by given securities
service, moreover the inclination
costumers of Panin Asset Management on
sosialeconomic  status  (SES)  with
classification SES A. Relationship quality
that was existed on Panin Asset
Management focus on defend the exist
consumers. With the increasing costumer
quality will not influence costumer
relationship quality because service that
has given by Panin Asset Management all
this time had been in maximal level with
all facility and practical. Costumers of
Panin Asset Management which disposed
on socialeconomic status (SES) with SES
A classification. Through SES A
classification can be known attitude and
life style of the costumers that they already
knew a good service standard. Therefore
there was no effect of service quality on
relationship quality in Panin  Asset
Management.

There was no positive effect
between product qualities on relationship
quality. It shown that relationship quality
was not affected by product quality
directly. This condition caused by
securities product of Panin  Asset
Management has long listing on Indonesia
Stock Exchange more than ten years and
was not only one product but also some
other products. It might be main factor that
costumers believe in securities product
from Panin Asset Management. In addition
the product that was in listing of Indonesia
Stock Exchange for a long time, Panin
Asset Management’s products were easier
to be liquated if the costumers need
investment fund fastly. Product that has
been bought by costumers can be
liquidated in hours and the fund can be
transferred to costumers’ bank account.



There was no worry to costumers to invest
in Panin Asset Management’s product. If
the product that already offered will be
sold in a short time, still in a high price.

Relationship quality that is done by
Panin Asset Management focus on benefit
of the product, it can be shown the benefit
that will be giving to costumer by buying
Panin Asset Management’s product. In the
research on Panin Asset management can
be known that there was no effect of
product quality on relationship quality, it
can be known based on the explanation
above that costumers believe in Panin
Asset Management’s product in a long
time meanwhile in the real condition,
relationship manager  just  doing
relationship quality that is focus on
product benefit not to give special quality
and investment level of that product.

There was no positive effect of
service quality on costumer loyalty. It
shown that costumer loyalty was not
affected by service quality directly. This
condition might be caused by costumers’
critical thought towards the problem of
securities service. It can be known that
standard service in securities industry and
it was very easy to be felt by costumers’
service level that has given by Panin Asset
Management. So, to decide to be loyal to a
securities company, costumers have to be
in satisfied position first on the service. In
the research on Panin Asset Management,
there was no effect of service quality on
loyalty. Based on the explanation above,
we can conclude that characteristic of
intangible securities service where ea
costumer decided to be loyal need more
time to enjoy or consume that service
quality even though it already increased
the service quality, because costumer starts
to have critical thought towards problems
of service.

There was no significant effect of
product quality on consumer loyalty. It
showed that costumer loyalty was not
affected by product quality directly. In the
research on Panin Asset Management,
there was no effect of product quality on
loyalty. It because of the increase of
product quality marked by increase of
product quality was not always making the
costumer to be loyal. The increase of
product quality was meant to give facility
and rapidity in transaction was not be able
to make costumers directly loyal but it can
make costumers satisfied and in the end
will make they become loyal. If a costumer
was given information about a good
quality product, it might not make they
become loyal yet. To the product that was
offered need some factor to be mediation,
such as the experience of that product from
another costumer, or company can give
that experience to the costumers. So they
can be loyal to product that is offered by
company.

There was significant effect of the
relationship quality on consumer loyalty. It
can be shown that costumer loyalty was
affected by relationship quality directly. In
securities industry, the success of
marketing in selling securities product was
how the relation of relationship manager to
costumers. A good relationship and ability
to persuade costumer to invest in securities
were a good relationship quality that
already created by relationship manager.
So in the research of Panin Asset
Management, it can be known that
relationship quality had positive effect on
costumer loyalty because relationship
quality that has been done by Panin Asset
Management focused on old costumers,
benefit of product and high intensity
relation of the costumers. So it can be
created a good relationship between



relationship manager and costumers,
relationship manager had already known
the characteristics of costumers so it was
easier to persuade costumers to invest
continuously in securities and created
loyalty of that relationship. Based on the
explanation of the analysis in this research,
there are some suggestions. They are this
research can be the reference by Panin
Asset management in determining the
marketing strategy of the company
especially related to the relationship to the
costumers. This research still has weakness
in amount of the sample analysis unit, so
further research will be needed. This
research has weakness on objective of the
research, it is in securities industry, and
further researches can be done on bank
industry and manufacture industry.

REFERENCES

Al-Rousan, M. Ramzi, Badaruddin
Mohamed. 2010. Customer Loyalty
and the Impacts of Service Quality:
The Case of Five Star Hotels in
Jordan, International Journal of
Human and Social Sciences,
Volume 5. No. 1 pp. 13-23.

Bandalos, D.L. (1993). Factors
influencing the cross-validation of
confirmatory ~ factor  analysis
models. Multivariate Behavioral
Research, 28(3), 351-374.

Beatson, Amanda T., Gudergan,
Siegfried, and Lings,
lan (2008) Managing service staff
as an organizational resource :
implications for customer service
provision. Services Marketing
Quarterly

Browne, M\W. and Cudeck, R. (1993).
Alternative Ways of Assessing
Model Fit. Sociological Methods &
Research, 21(2), 230-258.

10

Buchari  Alma. 2011. Manajemen
Pemasaran dan Pemasaran Jasa.
Bandung : Penerbit Alfabeta

Chiu, Y.J., Chen, H.C., Tzeng, G.H. and
Shyu, J.Z., (2006), “Marketing
strategy based on customer

behavior for the LCD-TV,”
International Journal of
Management and Decision
Making, Vol. 7

Christina W., utami. 2011. Buku
Manajemen Pemasaran Jasa. Edisi
Revisi 1. Bandung: Alfabeta

Durianto, Darmadi, et al. (2004a). Strategi
Menaklukan Pasar Melalui Riset
dan Perilaku Merek. Cetakan
ketiga. PT Gramidia Pustaka
Utama, Jakarta.

Dessler, Gary. 2000. Manajemen
Personalia, Jakarta:Prehalindo

Diamantopaulus, A., and Siguaw, J.A.
2000. Introducing LISREL: A guide
for the uniniated. Sage
Publications.

Egan, John, 2001, Relationship Marketing,
Exploring Relational Strategies in
Marketing, | st edition, Prentice
Hall

Ghozali, Imam. 2005. Aplikasi Analisis
Multivariate  dengan  program
SPSS, Semarang: Badan Penerbit
Universitas Diponegoro,

Greenberg, J; Baron, A. 2003.Behavior in
Organizations: Understanding and
Managing the Human Side of
Work. NJ: Prentica Hall

Griffin , Jill. (2005). Customer Loyalty,

Menumbuhkan dan
Mempertahankan Kesetiaan
Pelanggan. Penerbit : Erlangga,
Jakarta

Gibson, Ivancevich, Donnely. 1997.
Organizations (Terjemahan),



Cetakan Keempat, Jakarta: PT.
Gelora Aksara Pratama.
Gummesson, E., Total Relationship
Marketing, Oxford, UK,
Butterworth-Heinemann, 2002
Hair, J.FJr., Anderson, R.E., Tatham,
R.L., and Black, W.C. (1998),
Multivariate Data Analysis 5" Ed.,
Englewood Cliffs, New Jersey:

Prentice Hall.
Hunt, S. D. (2000). A general theory of
competition: Resources,

competences, productivity, and
economic growth. Thousand Oaks:
Sage Publications, Inc.

Kotler, Philip, dan Kevin Lane Keller.
2009. Manajemen Pemasaran,
edisi Ketiga Belas, Terjemahan
Bob Sabran, MM. Jakarta: Penerbit
Erlangga.

Lupiyoadi, Rambat dan A.Hamdani
(2006). Manajemen Pemasaran
Jasa, Edisi Kedua, Jakarta:Salemba
Empat

Malhotra, N.K. (2004), Marketing
Research: An Applied Orientation,
New Jersey: Prentice Hall.

Mohaghar, Ali and Ghasemi, Rohollah.
2011. A Conceptual Model for
Cooperate Strategy dan Supply
Chain Performance by Structural
Equation Modeling a Case Study in
the lranian Automotive Industry,
European Journal of Social
Sciences — VVolume 22

Ping Pi, Wang and Hong Huang, Hsieh.
2011. Effect of Promotion on
Relationship Quality and Customer
Loyalty in the Airline Industry: The
Relationship Marketing Approach

Schiffman, Leon G., dan Leslie Lazar
Kanuk. (2008). Perilaku
Konsumen. PT Indeks Group
Gramedia, Jakarta

11

Storbacka, Kaj and Jarmo R. Lehtinen.
2001.  Customer  Relationship
Management: Creating
Competitive Advantage Through
Win-Win Relationship Strategies.
McGraw-Hill. Singapore

Sugiyono. 2005. Metode Penelitian
Bisnis, Bandung: PT Alfa Beta

Timpe, A. Dale. 1992. The Art and Science
of Business Management
Performance,  Mumbai:  Jaico
Publishing House.

Tjiptono,  Fandy. (2008).  Service
Management Mewujudkan
Layanan Prima.
ANDI,Yogyakarta.

Treacy, M. and Wiersema, F. (1995). The
Discipline of Market Leaders.
London: Harper Collins.

Wiersema, F. (1996). Customer Intimacy.
London: Harper Collins.

Yoeti,Oka  A. 2006. Pemasaran
Pariwisata. Edisi Revisi. Bandung:
Angkasa

Zeithaml, Valerie.A, and Mary Jo Bitner.
1996.  Services  Marketing.”
Mc.GrawHill Company, New York

Zeithaml, V.E and M.J. Bitner. (2003).
Service Marketing: Integrating
Customer Focus Across the Firm.
3rd Ed. Boston: McGraw —
Hill/lrwin



