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ABSTRACT

The background of this study was customer relatignmarketing and service quality of customer
Auto 2000 in Bandung (West Java) have acceptectctisomer retention is even more profitable than
customer attraction and we can observe the intefesistomer Auto 2000 in Bandung (West Java).
In adopting relationship marketing principles arekidning strategies to develop close and long
lasting relationships with the most profitable cmsérs. The objective of this study to analysis of
marketing activities and programs implemented imleorto establish, develop and maintain
relationships with customers and the impact theseiees have on the firm performance. The design
of this study applies to customer Auto 2000 in Bargl (West Java) and the questionnaires were
spreaded away to 175 respondents. Data analysisinghis study was Multiple Regression with
SPSS program. The resulted of this study conclbde relationship marketing strategy and service
guality in customer Auto 2000 in Bandung (West Jaignificantly affect to customer satisfaction.

Keyword : Marketing strategy, service quality, customer satisfaction.

Introductions

The purpose of previous research is to analyze etiakactivities and implementation of programs,
building and maintaining relationships with custesand the impact of these activities on company
performance. Previous studies have found that ffleeteof Attraction and Loyalty Program greater
effect on market performance and the end resulivshbat can attract customers is good service
quality. Criteria that are considered in evaluatihg quality of service is a response made by the
consumer. The method developed by Parasuramarhaddit and Berry to measure the quality of
service, was named SERVQUAL (Service Quality). Tierease in service quality will increase the
value of customer satisfaction and customer raigntn addition to good quality services, the kay t
success for achieving corporate objectives, pdatilyu services companies, among others, is the
empowerment of marketing relationships with custaneslated marketing relationships with market
performance (observation of customers, market iposiaind loyalty) and market performance with
economic performance. There are many ways that bsardone by the company to maintain
relationships with customers, one through Relahgnsmarketing as connective hands with
customers. This section should prepare stratedias dre important in efforts to comply with
customer satisfaction. Every manufacturer of methicles, are required to have maintenance and

repair facilities (workshop) as a manifestationtlod best services that aim to give convenience to
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consumers. Workshops from the manufacturer arecdlly the name of the garage ATPM (Sole
Agent Brand). These workshops areexpected to meet customer needs through: (1) Use o
equipment (technology), a modern and sophistica{@)l, Examination da repairs quickly and
accurately, giving an estimated time duration glig (3) Provision of information to consumers), (4
satisfaction results in improvements, and (5) filgnservice. Not only producers, among non-
manufacturers also catch a great business opptyrtand lucrative in terms of service. Therefore,
they open the service service which became knowthéyname of public workshops. The amount
also exceeds the number of authorized repair shoped by car manufacturers. Besides these two
types of this workshop, there is also the type pécsalist workshops, such as specialist air
conditioning (AC), power steering, door & windowadrator and workshops that deal with
modifications or installation of car accessoriesthrized repair shop is a garage dealers thaeserv
only the maintenance (service) for a particular lw@nd in accordance with recommendations from
the vehicle maker. Authorized repair shop is theemsion of the vehicle manufacturer. The purpose
of this study is to investigate the influence ofld&&enship Marketing Strategy, Service Quality,
Relationship Marketing Strategy to Customer Sattifa This relates to several previous studies that
find indications of influence on the performance @fistomer Relationship Marketing Customer
Satisfaction particular company.

This research is useful in the development of theoty of Relationship Marketing, especially in
relationships with customers as an effort to creatstomer satisfaction. The result is expected to
refine the concept of Customer Relationship Margtand Service Quality in implementing the

strategy - a strategy for achieving Customer Satigin.

Theorical Framework and Hypothesis Development

Marketing is facing a new paradigm, which is Relaship Marketing. Marketing is the science and
art of exploring, creating, and delivering valuesttisfy the needs of target markets (target mprket
for the sake of profit. The processes in markesiaged from the beginning of the process since the
creation of marketing to current developments,aiews: (1) Identify opportunities, (2) Develop
new products, (3) Attract customers, (4) Retairtauers and build loyalty, and (5) Fulfilling orders
Orientation to the customer as the implementatibrmarketing management has provided the
impetus the market (market driven) received bydbmpany as one measure of success in realizing
the strategy of market-oriented company. Customentation can be optimized by the company as a
way to meet customer satisfaction and improve eyg@dehavior to deal with customers when the
company has limitations in terms of human intemactiHuman Interaction is needed in the service
industry, because this process determines thenuotytiof corporate relationships with customers.
Cooperation of all employees is necessary so thetetare more than consumers' assessment
indicated all parties, especially in providing seeg to consumers. The essence of relationship

marketing is the relationship itself, the Sustaiokethe relationship between companies and actors i
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the micro environment, market intermediaries, thblig, and of course the customer as an important
actor. To realize a good Relationship Marketingdeglean effective way, so that effective ways are
made to unite with the perception of giving satiifan to the customer. In marketing, effective ways
is called a marketing strategy. To develop moreatife marketing strategy, it is necessary to use
knowledge about the demography, psychology, cuylamd social influence in order to understand the
needs, perceptions, and customer behavior. Acaptdiikotler (2005), marketing strategy to satisfy
the requirement is to offer something of value xchenge for something you want the other party.
Relationship Marketing Strategy does more to kemyr yelationship / personal communication with
customers, where the relationship is expected ta lbeng term relationship. The key to success
towards a successful marketing strategy is focygiogitioning, and differentiation (Kotler, 200%).
relationships with customers, companies need tiiposhe customer in a dignified and comfortable.
This is a key strategy that needs to be firm innmtaaning long term relationships in addition to @th
strategies such as: do the modernization of preduetver prices or improve services. Customer
satisfaction is very dependent on the quality @fdpict and service quality that gives a relativaigal
as the expected buyer / consumer. Quality is tted tharacteristics of a product (goods / services)
that support the ability to meet demand. Qualitgfien defined as one that can satisfy the consaimer
/ customers to the needs and desires. Servicebecamterpreted as a case or how to serve, provide
service or services to others, also is a convegi@navided in connection with the sale and purchase
of goods or services. An important factor of custorsatisfaction in the environment ministry is
service quality. The purpose of the service: (bviele additional services to customers, (2) It isff@
higher value than rival business, (3) Improve congtiocontrol of the business has to offer, (4) Miake
easier for customers and more fun. Services arergiyndescribed in four unique attributes, namely:
(1) Intangibility, (2) Heterogenity, (3) Insepartityi (4) Perishability. Quality of service is asponse
made by the consumer. The method used is called/QERL (Service Quality) by Parasuraman,
Zeithaml, and Berry (1998). Servqual methods tyljicased by service industries such as Hotels,
Restaurants, Banks, and others. Reference SERVQu@édel is based on customer evaluations on
five different dimensions of service quality: (1elRbility, (2) Responsiveness, (3) Security, (4)
Empathy, and (5) can be seen / measured.here enigeiia for good service quality menentukaan
(Gronross, 2000), namely: Professionalism and sskidttitudes and behavior, availability and
flexibility, reliability and trustworthy, repair s@ces, serviscape, reputation and credibility. ri&son
(2004) noted that the quality of services also gisgength to the interpersonal, intra-organizaion
and services encountered in the organization. Quaflicare is an important concept in the marketing
of services (Gronroos 2000), industrial marketirgKansson and Snehota, 1995), and relationship
marketing. Common factor in most studies of sergigality is an emphasis on the relationship of the
recipient's perspective on quality of service armh-imteractive services.Service quality model
suggested by Haksever, Sasser and Schlesingersssiggeen propositions that attract and interact

with each other, namely (1) Customer Satisfact®oldsely related (linked) with profit and growth,
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(2) Customer Satisfaction is influenced by custotogalty, (3) Service value related to Customer
Satisfaction, (4) The productivity of employeeseatfthe value of services, (5) employee loyalty
affects employee productivity, (7) Quality of wotike is determined by employee satisfaction.
Customer satisfaction is defined as the most inaportriteria for customer loyalty. Customers are
very concerned about the quality, service, anderaiustomer satisfaction is an important aspect to
the service organization and is strongly associat#d quality services. Improving the quality of
services, enabling increased customer satisfatidraditional quality is considered as initial ¢jtya

of customer satisfaction. The five dimensions ofise quality that affect customer satisfaction: are
Reliability, Responsiveness, Assurance, Empathyl &angible.Satisfaction of each customer /
consumer groups depends on their relational otientaespecially with similar attitudes that affect
the attitude overall customer satisfaction.Basedhmse reasons, consumers are dependent on the
orientation of their relationship, a different ele importance of cumulative satisfaction and rthei
commitment to the company. Testing two models nfcstiral relationships, the first that trust and
commitment are the mediating variables between oot attitudes and future intention, and
secondly that the cumulative satisfaction is a ew#tlj variable between attitudes to the variable
component of trust and commitment as well as fsturgentio. More customers have a strong
relationship in the first model and is less strgnlijhked to the second model.Theoretically, the
relation exchange, acts as a motivation factor ashroitment on the success of a transaction or
exchange. This theory implicitly assumes that tlamgactions and relational exchanges are weak
because it is not based on motivation. This théogxpanded in terms of the partnership theory that
the low level of commitment to the customer in @ngaction or relationship does not adequately
function as a mediator variable.To facilitate thederstanding of this research, there is described a
conceptual framework that shows the direct infleeotRelationship Marketing Strategy and Service
Quality on Customer Satisfaction.

Figure 1: Research Paradigm of the Influenceadafonship Marketing Strategy and Service

Quality to Customer Satisfaction

Relationship H1

Marketing
Strategy

H3 \4
> Customer

Satisfaction

Service H2
Quality

85



INTERNATIONAL CONFERENCE ON MANAGEMENT (ICM 2011) PROCEEDING

Social skills and knowledge of employees aboutstieices greatly affects the implementation of the

service especially in customer satisfaction, schiygothesis is prepared as follows:

H1 : Relationship Marketing Strategy positivelfluience Customer Satisfaction.

H2 : Service Quality influence Customer Satisfacti

H3 : Relationship Marketing Strategy dan Servical@uinfluence Customer Satisfaction.
Methods

Research DesignThis research relates to the impact of Relationdapketing and Service
Quality on Customer Satisfaction. This study isuavey that aims to test hypotheses about the
influence of Relationship Marketing Strategy andvige Quality on Customer Satisfaction visitors
Toyota car garage.

The Variable and Measurement. Relationship Marketng Strategy. Relationship
Marketing Strategy consists of six components tane@asured using an instrument that is quality of
service, comercial services, bonuses, customesfaetion, complaints, and personal contacts,

Service Quality consists of 4 components namely expert image, ex@euce images,
promotional image, and perzonalized relationship.

Customer Satisfaction Customer Satisfaction consists of 3 componerdasyety: market
position, loyalty, and outcomes,

Sample and Data Collection Data were collected by distributing questionraite those
customer Auto 2000 in Bandung (West Java) The nunaiberespondents in this study is 175

respondents.

Test Reliability and Validity .

Test Reliability is expressed as the level of consistency or rigtiabf the results of the two
measurements against the same thing. Reliabiltyntg using Cronbach Alpha for the scale interval
to the provisions of :

a. If the value of = 0,50 : then the instrument is reliable.
b. If the value of < 0,50 : then the instrument is less reliable

Validity Test. Verification of validity (validity) research inmstments in addition to the
symptoms can reveal which also objectively examiteednake sure to avoid bias in the research

concludes. The validity of the test results casdsen in Table 1, 2 and 3.

Table 1 : The Summary of Validity Test CalcuatResult for Variable X(Relationship
Marketing Srategy) Instrument

No. R arithmetic “I" ritical Status Decision
1 0.535 0.195 Valid Used
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2 0.539 0.195 Valid Used
3 0.403 0.195 Valid Used
4 0.456 0.195 Valid Used
5 0.482 0.195 Valid Used
6 0.507 0.195 Valid Used
7 0.360 0.195 Valid Used
8 0.475 0.195 Valid Used
9 0.576 0.195 Valid Used
10 0.497 0.195 Valid Used
11 0.530 0.195 Valid Used
12 0.581 0.195 Valid Used
13 0.313 0.195 Valid Used
14 0.239 0.195 Valid Used
15 0.534 0.195 Valid Used
16 0.408 0.195 Valid Used
17 0.628 0.195 Valid Used
18 0.558 0.195 Valid Used
19 0.360 0.195 Valid Used
20 0.381 0.195 Valid Used

Table 2: The Summary of Validity Test CalculatResult Of Variable XService Quality

Instrument
No R arithmetic “I" ritical Status Decision
1 0.415 0.195 Valid Used
2 0.452 0.195 Valid Used
3 0.397 0.195 Valid Used
4 0.413 0.195 Valid Used
5 0.376 0.195 Valid Used
6 0.542 0.195 Valid Used
7 0.315 0.195 Valid Used
8 0.452 0.195 Valid Used
9 0.544 0.195 Valid Used
10 0.440 0.195 Valid Used
11 0.434 0.195 Valid Used
12 0.464 0.195 Valid Used
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13 0.237

0.195

Valid

Used

14 0.337

0.195

Valid

Used

Table 3. The Summary of Validity Test Calculat®esult of Variable X(Service Quality)

Instrument
No R arithmetic I critical Status Decision
1 0.524 0.195 Valid Used
2 0.484 0.195 Valid Used
3 0.453 0.195 Valid Used
4 0.485 0.195 Valid Used
5 0.517 0.195 Valid Used
6 0.441 0.195 Valid Used
7 0.442 0.195 Valid Used
8 0.388 0.195 Valid Used

Normality Test Data. The result of calculations desits of significance normality of each

variable research summarized in the following table

Table 4 : Tests of Normality

Kolmogorov-Smirnov
Statistic df Sig.
Relationship Marketing Strategy {X 1,247 110 0.089
Service Quality (%) 0,950 110 0.327
Customer Satisfaction (Y) 0,857 110 0.455

A Lilliefors Significance Correction Based on thealaulation, the index value of
Kolmogorov-Smirnov (Lilliefors model) in Table 4rfahe three variables is > 0.05. Thus, it can be

concluded that the score variable Relationship Eidmg Strategy (X1), Service Quality variables

(X2), Customer Satisfaction and variable (Y) isregsed in hormal distribution.

Homogenity Test The calculation result of sample homogeneityRetfationship Marketing

Strategy as presented in the table below.

Table 5: Test of Homogeneity of Variances Retatfop Marketing Strategy (X

Levene Statistic dfl

df2 Sig.

1.992 15

90 124
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Table 6 : ANOVA for Normality test of Relationshijtarketing Strategy (¥

Sum of df Mean F Sig.
Squares Square
Between Groups 7986.368 19 420.335 18.799| .000
Within Groups 2012.323 90 22.359
Total 9998.691 109

The results of computer calculation program OneYame-way analysis of variance) is displayed in
Tables 5 and 6 above, providing the following imfiation: On the Table Anova Ftable value of 1.68
was obtained. Thus, Fcount = 18.799> Ftable = TT&& showed no significant differences between
the samples tested (homogeneous). Meanwhile, thmilation results for sample homogeneity
Service Quality can be seen in the table below:

Table 7 : Test of Homogeneity of Variances Ser@eclity (X;)

Levene Statistic dfl df2 Sig.
2.266 15 90 119

Table 8 : ANOVA for Normality Test of Service Quali(Xy)

Sum of df Mean F Sig.
Squares Square
Between Groups 2882.846 19 151.729 9.158 .000
Within Groups 1491.154 90 16.568
Total 4374.000 109

The results displayed of computer calculation progOneway (one-way analysis of variance) in the
table above, give the following information: (1) steof homogeniety of variance: Because of its
significance is greater than 0.05 (0.119> 0.05¢, shore variable Service Quality (X2) expressed
homogeneous or not have different variances. (ZvAnAnova technique calculation results in the
form of sum of squares (sum of square) to the soafosariation between groups (Between groups)
or JKA at 2882.846 and in groups (Within groups)KD at 1491.154, and the total sum of squares
(JKT) of 4374.000. While the arithmetic averagetlodé square (mean square) for the sources of
variation between groups (Between groups) amoutaelb1.729 and in groups (Within groups) of
16.568.

Fcount value = 9.158> Ftable = 1.68. This showeddifierence Significant among the samples

tested. Lastly, the calculation of homogeneityit® sample Customer Satisfaction can be seen in the
table below.
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Table 9 : Test of Homogeneity of Variances Custo8atisfaction (Y)
Levene Statistic dfl df2 Sig.
2.348 24 75 0.182

Table 10 : ANOVA for Customer Satisfaction (Y)

Sum of Squares df |Mean Square F Sig.
Between Groups 1766.927] 34 51.968 8.853 .0000
Within Groups 440.246) 75 5.870
Total 2207.173 109

Display the results of computer calculation progr@meway (one-way analysis of variance) in the
table above, give information as follows: In TaBleova was obtained Fcount value of 8.853 with a
significance of 0.000. This showed no significaiffiedences between the samples tested.

Data Analysis Method Data collected in this study were analyzed usmdfiple regression
with SPSS program version 12.

Hypothesis Testing To test the research hypothesis (data analysfgyeintial statistical
analysis. Statistics infrensial, namely to test tesearch hypothesis. Testing Hypothesis 3 above

using the technique of partial correlation analgsid multiple regression.

Results and discussion
Hypothesis Testing The following table summarizes the results ofesgion testing done :

Table 11 : Summary of hypothesis testing

Hypothesis Note Coefficient of Regression p-value Decision of Ho
H1 RMS ---> CS 0.835 0 Ho is rejected
H2 SQ --->CS 0.744 0 Ho is rejected
H3 RMS & CS ---> CS 0.623 0 Ho is rejected

Hypothesis 1 Hypothesis 1 examines the effect of RelationdMigrketing Strategy to
Customer Satisfaction. At Table 11 shows the resaflhypothesis testing Hal accepted and rejected
HO1. These results indicate Relationship Marketgategy has a significant impact on Customer
Satisfaction, where t = 0.000 significantly smatlesin 0.05. These findings indicate that the vgiab
Relationship Marketing Strategy a major impact oumstGmer Satisfaction. That is Relationship
Marketing Strategy is one of the variables thatdeine Customer Satisfaction.

Hypothesis 2 Hypothesis 2 tested the effect of Service QualityCustomer Satisfaction. At Table 11

shows the results of hypothesis testing Hal acdegrid Hol was rejected. These results demonstrate
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Service Quality has a significant influence on onwr satisfaction, where t = 0.000 significantly
smaller than 0.05.

Hypothesis 3 Hypothesis 3 tested the effect of Relationshiprkdang Strategy jointly with the
Service Quality of Customer Satisfaction. At Talilke shows the results of hypothesis testing Hal
accepted and Hol was rejected. These results shaignificant effect between Relationship
Marketing Strategy jointly with the Service Qualiof Customer Satisfaction, where t = 0.000
significantly smaller than 0.05.

The following is a description furnished computalcalations Display results:

Effect of Relationship Marketing Strategy (X1) on Qistomer Satisfaction (Y)

Based on computer calculations obtained by theuemite of Relationship Marketing Strategy of

Customer Satisfaction was analyzed by simple linegwession, as shown in the table below:

Tablel2 : Coefficients(a) Regresi Y atas X

Unstandardized | Standardized
Coefficients Coefficients
Model t Sig.
B Std. Error Beta
1 | (Constant) .625 1.731 .361 .719
Relationship
Marketing .392 .025 .835| 15.759| .000
Strategy

a Dependent Variable: Customer Satisfaction (Y)

The calculation result F valueas in the ANOVA table

Table 13 : ANOVAVariabel Y over %

Sum of Mean
Model Squares df Square F Sig.
1 Regression 1538.210 1 1538.210 248.335/ .000
Residual 668.963 108 6.194
Total 2207.173 109

a Predictors: (Constant), Relationship Marketitrgt8gy

b Dependent Variable: Customer Satisfaction

From the above table, Table F Value FO, 05 (1, ¥08.94. Thus, the value Fcount> Ftable or
248.335> 3.94. This indicates that the predictaialde (Relationship Marketing Strategy) can be

used to predict the amount of numbers the criterioariable (Customer Satisfaction).
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Correlation analysis between variables Relationsépketing Strategy (X1) with variable Customer

Satisfaction (YY) as shown in the table below:

Table 14 : Correlations of Variable Y and X

Customer Relationship
Satisfaction Marketing Strategy

Pearson Customer Satisfaction

Correlation 1.000 835
Relationship Marketing Strategy .835 1.000

Sig. (2-tailed) Customer Satisfaction . .000
Relationship Marketing Strategy .000

N Customer Satisfaction 110 110
Relationship Marketing Strategy 110 110

Based on Table 14 above, the correlation coefficiatues obtained ryl = 0.835, the value of this
correlation also shows that the closeness of tlatigeship variable Relationship Marketing Strategy
(X1) and Customer Satisfaction variable (Y) is vemong. T table value 1.980. Thus, tcount> ttable
or 15.759> 1.980, so the test results concluded refosed and Ha is received y1> O.

It can be concluded that the first hypothesis, rétie a positive influence of Relationship Markgtin

Strategy of Customer Satisfaction and test resaittsived significant”.

Table 15 : Determination of Xo Y

Model R R Square | Adjusted R Squarg Std. Error of the Estimate)
1 .835 .697 .694 2.48879

a Predictors: (Constant),

From table 15 above, the R Square value meansatiegion that occurs in Customer Satisfaction (YY)
can be explained by the Relationship Marketingt&tya(X1) of 69.70%, the rest is 100% - 69.70% =
30.30%, explained by other variables outside ofabdes used, such as price, product, promotion,
distribution channels etc.

The influence of Service Quality (%) to Customer Satisfaction (Y)

Table 16 : Coefficients(a) Regression Y over X

Unstandardized Standardized

Coefficients Coefficients t Sig.
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Model
B Std. Error Beta
1 (Constant) 1.745 4.256 174 441
Service
_ 529 .046 .744| 11.575| .000
Quality

The calculation result F value as in the followA§OVA table.

Table 17 : ANOVA Variable Y over %

Sum of Mean
Model Squares df Square F Sig.
1 Regression 1222.072 1 1222.072 133.980, .00C
Residual 985.100 108 9.121
Total 2207.173 109

Based on the above data, obtained Fcount values®®&80, and F table = 3.94. Thus, the value
Fcount> Ftable or 133.980> 3.94. Thus, researclothgsis (Ha) accepted and rejected Ho. This
indicates that the predictor variable (Service @gatan be used to predict the amount of numbers
the criterion variable (Customer Satisfaction).

Correlation analysis between variables of Servicalify (X2) with variable Customer Satisfaction

(Y) as shown in the table below:

Table 18 : Correlations of Variable Y and X

Relationship
Customer Marketing
Satisfaction Strategy
Pearson Customer Satisfaction
Correlation 1.000 052
Service Quality .652 1.000
Sig. (2-tailed) | Customer Satisfaction . .000
Service Quality .000
N Customer Satisfaction 110 110
Service Quality 110 110
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From Table 18 above, the correlation coefficienuga obtained ry2 = 0.652. This shows that the
correlation of two variables: the variable Servigeality (X2) and Customer Satisfaction variable ()
is strong. Meanwhile, to test the significancel torrelation coefficient above used t-test dtatis
obtained, tcount> ttable or 11.575> 1.980. It cencbncluded that the first hypothesis, "there is a

positive influence of Service Quality on Customati§action", accepted and significant test results

Table 19. Determination of Xo Y

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 744 .554 .550 3.02015

a Predictors: (Constant), Service Quali

R-Squared From Table 19 above, the value of R Square d4).6btained from the coefficient of
determination (KD) =r2 is (0.744) 2 = 0.554 or&%. This means that the variation which occurs in
Customer Satisfaction (Y) is explained by the Ja@gaService Quality (X2) equal to 55.40%, while
the rest of 100% - 55.40% = 44.60%, explained bgiovariables outside variables used.

Effect of Relationship Marketing Strategy ( X1) andService Quality (X2) together to Customer
Satisfaction (Y)

Research hypothesis to be tested is whether therggnificant truth Relationship Marketing Strateg
(X1) and Service Quality (X2) together to Custor8atisfaction (Y).

Table 20 : Coefficients(a) Y overpand X%

Unstandardized | Standardizeq
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -2.653 1.814 -1.463| .146
Relationship
Marketing .293 .034 .623 8.627| .000
Strategy
Service
.207 .051 291 4.025| .000
Quality

a Dependent Variable: Customer Satisfaction (Y)

The result of the calculation result in the valfi€ @s in the following ANOVA table:

Table 21 : ANOVA
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Sum of Mean
Model Squares df Square F Sig.
1 Regression 1626.172 2| 813.086| 149.742] .00C
Residual 581.001 107 5.430
Total 2207.173 109

a Predictors: (Constant), Relationship Marketitrgt8gy, Service Quality

In Table 21 the value obtained is 17.1104 Fcourd,atable of 3.09. Thus, the value Fcount> Ftable
or 149.742> 3.09. This indicates that the predictarable (Relationship Marketing Strategy and
Service Quality) can be used to predict the amadntumbers the criterion variable (Customer
Satisfaction). In other words, the variable Relaglup Marketing Strategy (X1) and variable Service
Quality (X2) have jointly on Customer Satisfactig¥f). Correlation analysis between variables
Relationship Marketing Strategy (X1) and Servicealu (X2) with variable Customer Satisfaction

(Y) as shown in the table below:

Table 22 : Correlations of Y withpand %

Customer | Relationship Service
Satisfaction| Marketing Strategy| Quality
Pearson Customer Satisfaction 1.000 .835 744
Correlation Relationship Marketing Strategy .835 1.000 127
Service Quality 744 727 1.000
Sig. (1-tailed) | Customer Satisfaction . .000 .00@
Relationship Marketing Strategy .000 . .000
Service Quality .000 .000
N Customer Satisfaction 110 110 110
Relationship Marketing Strategy 110 110 110
Service Quality 110 110 110
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From Table 22 above, the correlation coefficienuga obtained ry.1 = 0.835 and ry.2 = 0.744 or
correlation between variables Relationship Marlg&trategy (X1) and Y variables of 0.835 and the
correlation between variables of Service Qualit2)’dnd Customer Satisfaction variables (Y) equal
to 0.744, at significance level 0.000. This medret the variable Relationship Marketing Strategy
(X1) and Service Quality (X2) with a significantstamer satisfaction, because the value of Sig.
(0.000) far below 0.05. Tcount X1 = 8.627> ttabl#.980 at significant level of 0000, and tcount X2
= 4.025> ttable = 1.980 at significance level di0D. It can be concluded that the third hypothesis,
"there is positive between Relationship Marketimgl &ervice Quality Strategy jointly to Customer
Satisfaction", accepted and significant test resiturthermore, to determine the contribution @f th
variables X1 and X2 variables to variable Y, thalgsis used the coefficient of determination (R

Square). From the calculation, the value of R Sgjisas indicated in the table below

Table 23. Determination of pand X% to Y

Std. Error of the

Model R R Square | Adjusted R Square Estimate

1 .858 737 732 2.33022
a Predictors: (Constant), Relationdgrketing Strategy dan Service Qualitydjusted R

Square value amounted to 0.732 or 73.20%. This st the variation of Customer
Satisfaction (Y) explained by the variable Relasioip Marketing Strategy (X1) and Service
Quality (X2) equal to 73.20%, the rest is 100% 20% = 26.80%, explained by other

variables external variables used.

CONCLUSION

The findings of this study very clearly shows tlihé Relationship Marketing Strategy
significant impacts on the Customer Satisfactiod &ervice Quality significantly affect customer
satisfaction. Results of testing hypothesis 2 slibthat the Service Quality has a significant impact
on Customer Satisfaction. From the research resblizined by the fact that the better the Service
Quality the higher the level of customer satisfattiResults of testing hypothesis 3 indicates ttat
Relationship Marketing Strategy and Service Qugliintly give effect to Customer Satisfaction.
Based on empirical testing hypotheses about thectefff Relationship Marketing Strategy and
Service Quality on Customer Satisfaction, some h&f findings is the input, especially for the
manager and director of workshops to need indepgrol@ncial strength to survive and to increase
consumer confidence in the quality of service amupfy offerings, as follows :

1. Relationship Marketing Strategy influenced many ponents are made with the strategy to

be implemented
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2. Quality of service not only depend on the resulthi@ved but also influenced by other
components such as: Quality of Process (procedsimg), and Quality of infrastructure
(skills, kebrsihan workshop).

3. In this study proved that the Relationship MarkgtiBtrategy and Service Quality has a
significant impact on Customer Satisfaction.

Limitations of this study are its object as thetuwfi analysis only customer Auto 2000 in Bandung
(West Java), so that for future studies using costadata and employee. Similarly, the results @in n
be generalized to services authorized workshogs boyota and other workshops. Conduct a survey
of employee appraisal side of Relationship MarlgtBirategy that is designed and made especially
quality improvement employee relationship with thestomer in future research so that it can be

analyzed also the level of employee satisfactioraimying out strategies and better service quality
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