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Abstract:- This study aims to analyse the effect of 

relationship marketing and service quality on customer 

satisfaction and its implications on customer 

loyalty. Based on observations and interviews from 

June 8, 2018, that is using at PTSI outside of the 

marketing team, and customer loyalty is the primary 

goal of each team member. Customer loyalty also 

becomes an instruction of the administration that can 

see from the existence of the policy of daily visits to its 

clients. The population of this study is customers who 

made purchases in the last six months. The sample of 

this study is 100 clients of PT Precision Tooling Service 

Indonesia, which made purchases during the previous 

six months. The sampling method of this study using 

stratified random sampling. The analytical method used 

is path analysis. PROCESS Macro Hayes assists the 

data analysis used in this study in version 23 of 

SPSS. The results showed that (1) relationship 

marketing has a positive and significant effect on 

customer satisfaction, (2) service quality has a positive 

and significant impact on customer satisfaction, (3) 

relationship marketing has an effect positive and 

significant in customer loyalty to customers satisfaction 

as a full mediator, (4) service quality has a positive and 

significant effect on customer loyalty with customer 

satisfaction as a full mediator, and (5) customer 

satisfaction has a positive and significant impact on 

customer loyalty.  
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I. INTRODUCTION 

 
The Indonesian automotive industry has become one 

of the significant pillars in the manufacturing and 

investment sector in Indonesia. Many car companies open 

car manufacturing factories and increase production 

capacity in Indonesia. According to the Association of 

Indonesia Automotive Industries (Gaikindo), one of the 

factors supporting car sales in Indonesia is the proportion of 

car owners per capita, which still low (less than 4% of the 

population having a car). It implies that there is a vast space 

for the sales growth of cars in Indonesia. This enormous 

space of sales growth positively encourages car 

manufacturing companies to continue innovating to 
compete for Indonesia's existing market share. Don't stop 

there; suppliers of car companies are also affected by 

investment activities carried out by car manufacturing 

companies. This is implemented in the form of innovation 

to support the supply of products and services that car 

manufacturing companies need.               

 

Kotler and Armstrong (2014) stated that a company 

could survive by increasing its customers' commitment to 

being able to reorder the sold products rather than 

continuing to focus on finding new customers. This 
customer loyalty can reduce marketing costs but also 

maintain the existence of the company. In marketing 

theory, the buyer's commitment to buy back a product or 

service that the company is selling is called customer 

loyalty. Based on observations and interviews conducted on 

June 8, 2018, at PTSI's external marketing team, the goal of 

customer buyback is the primary goal of each team 

member. The marketing team upholds the principle that, 

according to superiors' directives, PTSI's sales success is 

not just selling goods or services but also the marketing 

team has the demand for building loyalty and satisfaction 

for its customers. To discover the factors influenced the 
loyalty and satisfaction, researchers conducted preliminary 

research interviewing 30 PTSI clients to find the primary 

triggers for their satisfaction and loyalty.  
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Based on pre-study results, the factors that predominantly affect customer loyalty are known to be customer quality and 

relationship marketing. These results become a benchmark for researchers to examine the factors that influence PTSI's customer 

satisfaction and customer loyalty.       

   

The low level of PTSI customer loyalty can be seen through customer buyback activities. Based on observations from June 

8, 2018, researchers see customer buybacks remain low. The researchers distributed questionnaires to 8 PTSI marketing teams to 

get an overview of purchases made by PTSI customers. Of the eight questionnaires distributed, only seven were completed, and 
the data could be processed. The following table show an overview of the purchasing data made by PTSI customers during June 

2018.

 

 
 

From Table 2, The potential buybacks from PTSI 

customers can still increase because in some sales areas 

have buyback percentage is still quite low, such as 

Jababeka 5, which is only 17.65%. This number of buyback 

percentage became the initial base that intrigued 

researchers to see PTSI's level of customer loyalty and 

satisfaction.  
 

Furthermore, there are differences in the research 

results in previous studies. Research by Kumadji and 

Andriani (2014) shows that relationship marketing has a 

significant effect on customer satisfaction and loyalty. On 

the other hand, the research by Ansari and 

Wijaksana (2016 ) found that relationship marketing does 

not correlate to customer loyalty.  

 

Research conducted by Tiasanty and Sitio (2019) also 

Amalia (2015) found that service quality has a significant 

effect on customer loyalty. That research is contrary to the 
research carried out by Kusumawati and Andarwati (2017) 

that establishes that the quality of the service does not have 

a significant impact on customer loyalty. 

 

Based on the results of the study shown, as well as the 

gap research in previous studies, the researcher is interested 

in researching to find out if relationship marketing and 

service quality can be taken into account to increase 

PT. Precision Tools Service Indonesia, which will 

ultimately create customer loyalty.       

  

II. THEORETICAL REVIEW 

 

 Relationship marketing 
Relationship marketing is a philosophy or culture that 

combines processes and techniques business to understand 

customers of the company and convert them into customers 

always return to be loyal customers of the company. This 

relationship marketing is also a systematic approach to 

manage the relationship between company and its 

customers, which is mutually beneficial (Daryanto, 

2011). According to Lovelock et al. (2012), relationship 

marketing describes the types of marketing activities that 

are designed to create long-term relationships with 

customers.      

          
Relationship marketing describes a long-

term relationship based on mutual interests between the 

company and the customer since both parties (sellers and 

buyers) focus on shared objectives (Cheng &  Lee, 2011). 

The basic idea of relationship marketing is long-term 

relation between company and customer. Potential 

customer can lead to a long-term profit stream for the 
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company. This perspective reflects a paradigm shift that is 

significantly different from transactional marketing. The 

relationship marketing also reflects a change of marketing 

paradigm from competition and conflict to mutual 

cooperation. It’s transform choice independence to the 

mutual interdependence  (Tjiptono, 2014) 

 

 Service Quality 
Regarding the definition of quality, it has a relative 

measure. The concept of quality is judged by its attributes, 

design, and suitability. Quality is a dynamic condition 

related to products and services. Other factor such as 

person, process, and environment that meet and exceed 

expectations also depended (Tjiptono, 2014). Furthermore, 

Alma (2013) defines service as invisible activities that 

cannot be touched. It occurs as a result of interactions 

between consumers and providers that intended to solve 

problems. 

 
Rangkuti (2013) explains that the level of service 

quality could not be evaluated from the company. It must 

be seen from customer evaluation. Service quality has been 

conceptualised as the difference between the client's 

expectations regarding the service that will be received and 

the perception of the services received (Akbar and Parvez, 

2009). Service quality can be explained as the customer's 

perception of the difference between the expected service 

and actual performance that can affect satisfaction 

levels. Therefore, when formulating service strategies and 

programs, companies must be oriented to the interests of 

customers, taking into account the Service Quality 
component.  

 

 Customer satisfaction 

Customer satisfaction related to person's feeling of 

happy or disappointed that arise when they consuming a 

product or kind of services (Kotler and Keller, 2016). Arise 

of that feeling come from their comparing the value of 

product to their expectations. Meanwhile, Rangkuti (2013) 

stated that consumer satisfaction is a response or reaction to 

a mismatch between the level of the previous interest and 

performance of real sense after use or consumption. If the 

perceived value is below expectations, the customer will be 

unhappy. In the other side, when product value meets 

customer's expectations, satisfaction will arise.  

 

Until now, the definition of customer satisfaction is 

still widely debated, and there are at least two types of 

domains. On the one hand, customer satisfaction is seen as 
the outcome or results obtained from the experience of 

consuming specific goods or services (results-

oriented approach). On the other hand, customer 

satisfaction is also often seen as a process (processor-

oriented approach).   

 

 Customer loyalty 

Loyalty literally means the quality of being loyal, that 

is someone's loyalty to an object. Loyalty is a condition in 

which customers have a positive attitude towards a brand, 

are committed to the brand and intend to continue their 
purchases in the future. At the core of customer loyalty is 

the customer's deep commitment to consistently repurchase 

or re-subscribe to selected products or services in the 

future. However, the influence of the situation has the 

potential to cause behavior change.   

 

According to Assauri (2013), customer loyalty is the 

tendency of customers to choose the value of the 

organisation offered over the alternative offer of competing 

organisations. Meanwhile, according to Lovelock et al 

(2012), loyalty is the customer's decision to voluntarily 

continue to subscribe to companies for an extended period 
of time. In more general terms, Hasugian (2015) explains 

that customer loyalty as an option for a product or service 

and ensures that loyalty will have an impact on increasing a 

company's market share. Based on these definitions, it can 

be concluded that there are elements of behavior and 

attitude in customer loyalty. Customer loyalty is crucial for 

companies that maintain business continuity and 

continuity. Loyalty describes the expected behavior in 

relation to a product or service. Loyalty is the essential 

factor in improving a company's earnings performance. 
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From the introduction stated above, we predict that: 

 Hypothesis 1. Relationship marketing has a positive and 

significant effect on customer satisfaction.           

 Hypothesis 2. Service quality has a significant and 

positive impact on customer satisfaction.            

 Hypothesis 3. Relationship marketing has a positive and 

significant effect on customer loyalty with customer 

satisfaction as an intervening variable.                
 Hypothesis 4. Service quality has a positive and 

significant effect on customer loyalty with customer 

satisfaction as an intervening variable.             

 Hypothesis 5. Customer satisfaction has a significant 

and positive effect on customer loyalty.           

 

III. METHOD 
 

This research used descriptive-analytical aim to make 

a systematic, objective, and precise description. The data 

obtained using structured quantitative data. Questionnaire 
use Likert scale type range from totally agree to totally 

disagree. 

 

Population in this study are PT. Precision Tool 

Service Indonesia customer who purchase within the last 6 

months. The sampling is aimed at PT. Precision Tools 

Service Indonesia's clients have surveyed 100 users in the 

previous 6 months. Based on this, the sampling technique 

of this study, the authors used the stratified random 

sampling method. 
 

Data was performed using the path 

analysis method assisted by the SPSS version 23. The data 

analysis methods used in this study are in the form 

of Model Test 1 and Model Test 2.         

  

IV. RESULTS AND DISCUSSION 
 

Data collection in this study was performed for 3 

weeks from January 10th 2019. One hundred registered 

respondents completed this survey, and all respondents can 
be processed because all data is complete.  

 

 
 

After a descriptive analysis of the research variables, 

the model 1 test is performed to see the relationship 

between the relationship marketing variable and service 

quality with customer satisfaction as 

an intervening variable. The results of the analysis are 

illustrated in Table 4 below.  

 

 
 

From Table 4 , it appears that Research 

Hypotheses 2 ( du a) can be answered as follows:        

 Relationship marketing influences customer 

satisfaction. This is due to the relational 

marketing get count t-value is 5993 > value of the t-

table was 1.9847 (α = 5%, df = 97) with significant 
value 0.000 < 0.05, H0 rejected and H1 accepted. 

Therefore can be conclude that relationship marketing 

has a significant effect on customer satisfaction.  

 The service quality affects customer satisfaction 

because the t-value 3823 > value of the t-table was 

1.9847 (α = 5%, df = 97) with significant value 0.000 < 

0.05, H0 rejected and H1 accepted. It means there is 

significant effect of service quality to customer 

satisfaction.          

 

In addition, to determine the effect of relationship 
marketing, service quality, and customer satisfaction 

against customer loyalty, researcher doing partial 

correlation between each variable. 
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Based on Table 5, it can be explained as follows:   

 Relationship marketing does not have significant direct 

effect on customer loyalty. It is observed that Relational 

Marketing has a t-test value of 1,419 <value of the t-

table of 1,985 (α = 5%, df = 96) or with a significance 

value of 0.159> 0.05, H0 is accepted and rejected H1. It 

can be conclude that relationship marketing does not 

have direct effect on customer loyalty.  

 Service quality does not have significantly direct effect 
to customer loyalty. It is because the Service Quality 

has a t-test value of 0.449 <value of the t-table of 1.985 

(α = 5%, df = 96) or with a significance value of 0.654> 

0.05, H0  accepted, and H1 rejected. It can be conclude 

that service quality does not have direct effect on 

customer loyalty. 

 Customer satisfaction found it has a significant direct 

effect on customer loyalty. Customer satisfaction has a 

t-value of 6,490 > 1,985 (α = 5%, df = 96) or with 

significant value 0.000 < 0.05, H 0 is rejected and H1 

accepted. Therefore, it can be concluded that partial 

customer satisfaction has a significant effect on 

customer loyalty.       

  

Additionally, the researchers performed a path 
analysis test to see the relationship between relationship 

marketing and service quality with customer loyalty by 

making customer satisfaction an intervening variable. The 

analysis was carried out using simple mediation Model 4 

Macro PROCESS with SPSS Ver 2. 

 

 
Fig 2:- Interpretation of path analysis 

 

Based on the above image is known to relationship 

marketing has no significant impact on customer loyalty 

is directly ( b = 0. 22 CI, 95% [-0.0 0, 0. 44 ]). This is 

in line with the partial tests done previously. However, 
with the basis in the test route analysis, it was obtained the 

result that relationship marketing has a significant indirect 

effect on the loyalty of the customer through the 

satisfaction of the customer ( b = 0. 98, 95% CI [ 

0. 82, 1, 06 ]). In other words, good relationship marketing 

will increase customer satisfaction, and customer 

satisfaction is what drives customer 

loyalty.                                       

 

Service Quality also had no significant direct effect 
on customer loyalty (b = 0. 11, 95% CI [ -

 0. 04, 0:27 ]). However, the Service Quality has a very 

significant indirect influence on the loyalty of 

the customer through the mediation of the satisfaction of 

the customer ( b = 0. 74, 95% CI [0 66, 0, 82 ]). 
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Based on this path analysis is also evident that 

customer satisfaction plays a role as explains the mediator 

entirely the influence of relationship marketing and service 

quality in customer loyalty. In other words, without 

customer satisfaction, relationship marketing and service 

quality will not generate customer loyalty.       

  

V. DISCUSSION 
 

 Relationship marketing affect customer satisfaction 

Based on the research results, relationship marketing 

is known to have a significant and positive effect on 

customer satisfaction. This is due to the t-statistical value of 

5,199 ≥ 1.96, so it can be said to have a significant 

effect. Apriliani, Kumadji, and Kusumawati (2014) 

explained that customers were satisfied with sellers when 

they felt the social and functional benefits were 

occurring. The current concept of marketing focuses on 

building value-based marketing relationships and 
networks. A strong and mutually beneficial relationship 

between the company and the customer can help to repeat 

transactions and create customer loyalty (Hasan, 

2013). The relationship marketing framework is continually 

building relationships with customers to build customer 

loyalty that can generate repeat transactions (Alma, 

2013). Relationship marketing emphasises developing 

long-term ties to business services through personal 

interaction and connections with the business. Therefore, 

keeping customers is the primary key in a company to be 

more successful than its competitors. Research by 

Nauroozi, et al (2015) shows that relationship marketing 
has a positive and significant effect on customer 

satisfaction. 

 

 Service quality affects customer satisfaction 

Based on the research results, service quality is known 

to have a significant and positive effect on customer 

satisfaction. This is due to the t-statistical value of 3,227 ≥ 

1.96, so it can be said to have a significant effect. Quality 

drives clients to establish strong ties with the company. In 

the long term, this type of bonding enables companies to 

carefully understand customer expectations and needs so 
that companies can increase customer satisfaction by 

maximising a customer-friendly experience and minimising 

or eliminating a less customer bad experience (Lupiyoadi, 

2013). Low quality will cause dissatisfaction with 

customers, not only customers who eat at the restaurant but 

also have an impact on others because disappointed 

customers will tell at least 15 other people. As a result, 

potential customers will make their choices over 

competitors (Kotler & Keller, 2016). Efforts to improve the 

service quality system will be much more useful for 

business continuity. The results of this study are in line 

with the previous research carried out by Maimunah and 
Djawoto (201 7 ) that establishes that the quality of the 

service has a positive and significant effect on customer 

satisfaction.               

  

 

 The indirect effect of relationship marketing on 

customer loyalty with customer satisfaction as an 

intervening variable 

The results showed that relationship marketing has a 

positive and significant effect on customer loyalty with 

customer satisfaction as an intervening variable. This is due 

to the t-statistical value of 3,915 ≥ 1.96, so it can be said to 

have a significant effect. There are several strategies that 
can be integrated to achieve and increase customer 

satisfaction, one of which is the relationship marketing 

strategy (Tjiptono, 2014). As is well known, relationship 

marketing is a strategy used by companies to foster long-

term relationships with their clients (Hasan, 2013). If the 

company can carry out relationship marketing correctly, it 

will create customer satisfaction. Kotler and Armstrong 

(2014) revealed that most studies show that the higher the 

level of customer satisfaction, the higher the customer 

loyalty, which will result in better company 

performance. Previous research by Yulisetiarini (2016) 
shows that relationship marketing has a significant effect 

on customer loyalty with customer satisfaction as an 

intervening variable.         

  

 The indirect effect of Service Quality on customer 

loyalty with customer satisfaction as an intervening 

variable 

The results showed that service quality has a positive 

and significant effect on customer loyalty with customer 

satisfaction as an intervention variable. This is due to the t-

statistical value of 2,246 ≥ 1.96, so it can be said to have a 

significant effect. Quality is closely related to customer 
satisfaction in determining customer loyalty. Quality drives 

clients to establish strong ties with the 

company. Ultimately, this type of bonding enables the 

company to understand customer expectations and needs 

carefully. Therefore, companies can increase customer 

satisfaction by providing pleasant services that will 

undoubtedly create great consumer loyalty towards the 

company (Tjiptono, 2014). Previous research by Carelse 

(2017) shows that service quality has a significant and 

positive effect on customer loyalty through customer 

satisfaction.         
  

 Customer satisfaction affect customer loyalty 

The results showed that customer satisfaction had a 

significant and positive effect on customer loyalty. This is 

due to the t-statistical value of 5.585 ≥ 1.96, so it can be 

said to have a significant impact. Customer satisfaction is a 

feeling of pleasure or disappointment that appears after 

comparing customer perceptions or impressions with the 

results of a product and customer expectations. The success 

of the company if the employees can provide an excellent 

service, so that the customers feel satisfied and, in the eyes 

of the customers, the image of the company becomes 
excellent and positive (Sunyoto, 2015). Satisfied customers 

will have a direct impact on the emergence of a loyal 

attitude toward satisfying products and services. The study 

results are in line with previous research by Zephan (2018) 

that customer satisfaction has a significant and positive 

effect on customer loyalty.         
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VI. CONCLUSION 
 

From this study we can conclude that: 

 The study results indicate that relationship marketing 

has a positive and significant effect on customer 

satisfaction. Good relationship marketing will create a 

customer satisfaction with the positive perception or 

impression. 
 The results of the study indicate that service quality has 

a positive and significant effect on customer 

satisfaction, which means that it has a strong 

relationship between service quality and customer 

satisfaction. It is indicate that PTSI has a good service 

to make customer satisfied with the service or product. 

 The results showed that relationship marketing has a 

positive and significant effect on customer loyalty with 

customer satisfaction as an intervening variable. Where 

in the factor of trust and retention buying has a great 

relationship If PTSI have a good trust, it will impact 
directly to the retention of buying. 

 The result showed that service quality has a positive and 

significant effect on customer loyalty with customers 

satisfaction as an intervening variable. It means 

customer loyalty cannot achieve without customer 

satisfaction. 

 The results showed that customer satisfaction had a 

significant and positive effect on customer loyalty. This 

research shown that customer satisfaction generate the 

customer loyalty. If PTSI want to have loyal customers, 

PTSI should make them satisfy. 
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Based on some findings in this research, we can 

suggest: 

 It is recommended that companies increase customer 

confidence through the quality of each product 

offered. Additionally, it is recommended that 

companies display all company information, from 

proprietary products to transparency about the 

company's financial statements on a monthly or annual 

basis. This will increase customer confidence so that 
long-term relationships with customers to continue 

making repeat purchases can continue to improve.  

 It is recommended that employees of PT Precision 

Tools Service Indonesia can empathise with customer 

complaints and suggestions for the company's 

progress. Even periodically, companies can conduct 

customer satisfaction surveys and what 

recommendations can be given to the company. 

 It is recommended in future studies to use other 

variables that are tested to determine their influence on 

customer satisfaction and that have implications for 

customer loyalty. 
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