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Abstract 
 This study examined the nature of linkages between the quality relationship, satisfaction and 
customer loyalty. Furthermore, trust, commitment and involvement of product categories also 
tested to see its effect on the relationship quality. This study was conducted in a business-to-
business setting of loyalty supermarket suppliers in Indonesia. The researchers employed 265 
respondents of SMEs suppliers of vegetable and fruit in the supermarket as the sample. This 
research used Structural Equation Modeling (SEM) to analysis the relationship. The results 
revealed that the relationship quality and satisfaction effect on loyalty. The overall goodness of fit 
statistics shows that the structural model fits the data well.  
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Introduction  
 Relationship Marketing is an effort to attract customers and improve customer relationships. 
Relationship Marketing is an attempt to know consumers better, so the company can meet the needs 
and desires of its customers. Grönroos (1991), looked at the relationship marketing as an effort to 
develop, maintain, improve and commercialize relationships with customers in order to realize the 
objectives of all parties involved. Gummesson (1999), defines relationship marketing as a 
continuation of the mutual relationship between a service provider and a customer who will lead to 
formation of profitability. The basic philosophies of relationship marketing are based on the 
assumption that company-customer interactions and strategies can earn and keep the loyalty of 
customers (Berry, 1995). This study discusses the relationship of loyalty between suppliers and 
companies in the supply chain cycle. This study analyzes the loyalty of the supplier side. 
 Loyalty in question is the loyalty of suppliers to continue to be loyal to the company, so that 
these suppliers will not switch to another company. Initial research conducted by researchers 
showed that SMEs suppliers of vegetable and fruit have a tendency to move and are not loyal to a 
supermarket. Geyskens & Steenkamp (2000), empirically found that loyalty is the result of economic 
satisfaction and a channel member’s evaluation of the economic outcomes that flow from the 
relationship with its partner such as volume, margins and bonus. This phenomenon occurs almost 
throughout the supermarket supplier in Indonesia. This study differs from some of the research 
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conducted by previous researchers with a B2B setting that analyzes loyalty from the consumer side 
or the side of the company (Ryssel, Ritter & Gemunden, 2004, Eng, 2004., Woo & Ennew, 2004).  
 The importance and benefits of attracting and maintaining loyal customers has arisen 
because there is a general acceptance that profitability follows customer loyalty (Reichheld & Sasser 
1990). The economic value of loyalty has been discussed by Jone & Sasser (1995) and Reichheld 
(1996). Therefore, complete understanding of the concept of loyalty highlights the need for a balance 
of value between customers and the firm and the need to develop customer loyalty as a long term 
investment. Shani & Chalasani (1993), defines the relationship of loyalty as an effort to develop an 
ongoing relationship with customers in relation to a series of related products and services. Morgan 
& Hunt (1994), formulate loyalty relationship as all marketing activities directed at building, 
developing, and maintaining successful relational exchanges.  
 

Research Purposes 
 This study aims to provide a model of how relationship quality and satisfaction can influence 
customer loyalty in the business-to-business context. Based on previous research, we propose 
relationship quality as a higher construct comprising, trust, involvement product categories, and 
commitment. The effect of trust, involvement product categories and commitment will be tested as 
well in this study.  
 

Literature review and Hypothesis 
Loyalty  
 Customer loyalty represents a commitment to do business with the organization, with the 
purchase of goods and services repeatedly, and recommend services and products to your friends 
and groups (McIlroy & Barnett, 2000). Prior studies confirm that service companies have received 
incredible benefits of loyal customers (Bagherzad, Chavosh, & Hosseinikhah, 2011). Yim, David & 
Chan (2008), defined customer loyalty as a highly deep commitment to keep on purchasing a product 
or service in the future regardless of the fact that there are situational factors and marketing efforts, 
which have been potential to create switching behaviour. 
 

Trust 
 Customer trust can be defined as a set of beliefs held by an online consumer concerning 
certain characteristics of the e-supplier, as well as the possible behaviour of the supplier in the future 
(Coulter & Coulter, 2003). Trust is an important indicator of relationship quality (Muafi, 2016; 2015). 
Only when a person trusts the trustee will he/she be likely to perceive that there is a high quality 
relationship between the trustee and him/her. A relationship that lacks trust is unlikely to be 
perceived as of high quality. It is also important to note that trust is difficult to foster, can be shaken 
easily, and once shaken, is extremely difficult to rebuild (Shneiderman, 2000; Muafi, 2016; 2015). 

H1: Trust has an influence on quality relationship. 
 

Involvement product category 
 Involvement originates from social psychology and the notion of “ego involvement,” which 
refers to the relationship between an individual and an issue or object. Involvement product 
categories involve an ongoing commitment on the part of the consumer with regard to thoughts, 
feelings, and behavioural response to a product category (Miller & Marks, 1996; Gordon et al., 1998). 
Involvement product category is consumer perception of the product categories of interest based on 
the needs, values and interests (Mittal, 1995). DeWulf, et al. (2001), stated that the high level of 
involvement of products will affect the quality relationships. 
 H2: Involvement product category has influence on quality relationship. 
 

Commitment  
 Commitment defined as the enduring desire to maintain a valued relationship (Palmatier et 
al., 2006), customer commitment is one of the most commonly studied key determinants in 
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relationship quality studies (Hsieh & Kai, 2008). Ndubisi et al. (2007) stated that the commitment of 
the company can be addressed with a continuous learning by providing customer needs and service 
quality to increase customer satisfaction, which in turn will bring the company to the creation of a 
close relationship with its customers. 
 H3: Commitment has influence on quality relationship 
 

Quality Relationship 
 Quality Relationship refers to the overall assessment of the strength of a relationship between 
two parties (Palmatier et al., 2006). Drawing upon the marketing literature, relationship quality has 
emerged as a paradigm that indicates the extent that the customer trusts the service provider and has 
confidence in the service provider’s future performance because the provider’s past performance has 
been consistently satisfactory. Hennig-Thurau and Klee (1997), stating that relationship quality is the 
antecedent of repeat purchase behaviour.  

H4: Quality relationship  has influence on loyalty. 
 

Satisfaction  
 Sugandini (2002), states that customer satisfaction and service quality are prerequisites of 
customer loyalty. Satisfaction can be described as an evaluation of the perceived discrepancy 
between prior expectation and the actual performance of the product (Oliver, 1999). Customer 
satisfaction is important because satisfied customers are less likely to switch to a competitor (Kotler, 
2002). According to Doyle (2002), a highly satisfied customer will exhibit the following 
characteristics: (1) stays in loyal longer, (2) buys more, (3) talks favorably about the company, (4) 
pays less attention to competing brands and advertising, and (5) the company will cost less to serve 
than new customers. Dick &Basu (1994) and Oliver (1999), suggest satisfaction to be an affective 
antecedent of brand loyalty. Satisfaction is often thought to affect the likelihood of repurchasing or 
reusing the service of a provider. Oliver et al. (1997), propose three dimensions of satisfaction; 
cognitive, affective and conative, that culminates in action loyalty or repeat usage. 

H5: Satisfaction has influence on loyalty. 
  

 Based on the theory and evidence of past research on loyalty, it is possible propose the 
following research issues: whether the relationship quality and satisfaction effect on supplier loyalty? 
The hypothesis is based on previous studies may be described in the model in Figure 1. 
 
 
 
 
 
 
 
 
 
 

Figure 1: Structural model of quality relationship and satisfaction as predictor of loyalty 
 

The Research Methodology 
 Based on the literature review and previous works, a survey questionnaire was made by the 
researchers consisting of (28) questions about the respondents and their perception of the level of 
trust, involvement product category, commitment, quality relationship, satisfaction and loyalty from 
SMEs vegetable and fruit into supermarket supplier in Indonesia. The survey questionnaire utilized 
constructs measure using multiple items, and all of the scale items represented in the survey 
instrument utilized a five-point categorical rating scale. The questionnaire consisted of two parts. The 
first part included customers’ demographic characteristics, including the length of a supplier, 
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gender, age, and education level. Sample distributed of 350 SMEs suppliers of vegetable and fruit in 
Indonesia’s supermarket. The questionnaire was administered mail post and face-to-face to the 
suppliers. The total number of returned questionnaires was 300 in a response rate of 88%. Among the 
collected questionnaires, 35 have missed responses resulted in 265 usable questionnaires. 
 

Discussions and conclusions 
 In this study, a two steps approach (Anderson & Gerbing 1988), was selected for 
measurement model and structural model. The results also show that all measurement models of 
relationship dimensions achieved a satisfactory level of fit to the data. The hypothesized 
relationships were estimated using structural equation modeling. The overall goodness of fit 
statistics shows that the structural model fits the data well. The evaluation of the test results of the 
model can be seen in Table 1. 
 
 
 
 
 
 
 
 
 From the table above it can be argued that the model is acceptable. To test the hypothesis of a 
causal relationship between trust, involvement product category, commitment, quality relationship, 
customer satisfaction and loyalty, following the path coefficients are presented that show a causal 
relationship between these variables. The relationships are shown in Table 2. 
 
 
 
 
 
 
 
 
 
 Testing the hypothesis (alternative) is done by comparing the probability value (p). 

Probability value (p) is said to be significant if the p value p ≤ 0.05. With this criteria look that all 
paths is significant. That is to say, trust significant positive effect on relationship quality. 
Involvement product category has significant positive effect on relationship quality, commitment 
significant positive effect on relationship quality, relationship quality significant positive effect on 
loyalty. Satisfaction has significant positive effect on loyalty. From the results of testing the 
significance of each variable and its indicators, the five hypotheses can be accepted. This show that 
companies that want to create loyalty from its suppliers must be able to prioritize involvement with 
the product category suppliers, because of the involvement in the product category has the greatest 
effect on the quality of the relationship. In addition, a commitment which was built by the company 
on its suppliers must also be respected together. The quality of supplier relationships and supplier 
satisfaction need to be improved in order to increase the loyalty of these suppliers so that he was not 
easy to leave the company. 
 

Research limitations and direction for further research 
 This study confirms the importance of customer loyalty. In the supermarket industry or retail 
industry in general, where the supplier is needed by the company. Given the success of supply chain 
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management is also influenced by its suppliers. Relationship loyalty not only makes a plat form 
where the customer is ready to stay the maximum time with the organization and causes long-term 
benefit, but also provides an inspiration with the company products or services. It is important to 
Supermarket to optimize the relationship quality and satisfaction. This study supports the results of 
research conducted by Crosby et al. (1990); Moorman et al. (1992; Muafi, 2016; 2015), who argue that 
most of the relationship quality research provided three primary dimensions: trust, commitment and 
satisfaction. De Wulf et al. (2001), stated that the high level of involvement of products will affect the 
quality of relationships. This study provides further opportunities for researchers to conduct 
research on the retail industry, such as hotel and restaurant. Other variables that can affect customer 
loyalty as the company's image, service quality and switching barriers can be added to be analyzed, 
in addition to relationship quality and satisfaction. Finally, this study recommended is expected to be 
given an understanding of consumer loyalty. 
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