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ABSTRACT

In essence, this study tested the theory of loyalty Morgan & Hunt, The
populations are all domestic passengers PT. Garuda Indonesia in Surabaya,
used a sample n = 150, the sampling technique used is purposive sampling.
The research is exploratory research with SEM as analysis tools. Hypothesis 1-
5, accepted. which means that every increase in Corporate image will increase
customer trust, every increase in relationship quality will increase customer
trust, every increase in corporate image will raise Customer loyalty, every
increase in relationship quality will raise Customer loyalty, and every increase
in customer trust will increase customer loyalty. The path coefficient from
customer trust provides the largest indirect effect on relationship quality
(Internal Information) on customer loyalty. this study indicate that the
corporate image and relationship quality has direct impact on customer loyalty
or through customer trust, and customer trust does have a significant direct
effect on customer loyalty.
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1. INTRODUCTION

Corporate image and relationship quality are the foundation in building customer trust. The
impact of corporate image and relationship quality on customer trust has been studied
intensively but the results are still debatable. Ellinger et al. (1999) found that formal
meetings with the customers (relationship) and then let the customers express their opinion
(image) make customers get more satisfied and finally get more loyal. Lin and Lu (2010)
found that positive corporate image has significant effect on customer trust. Besides, they
also found that product image has the most significant effect on customer trust, followed by
functional image and institutional image. But other researchers also found that sales
person behavior has significant effect on customer trust (Pappas & Flaherty, 2008; Swan et
al., 1999). This finding is supported by Ruyter et al. (2001) who found that attributes bid
and supporting from the staff can lead to the customer trust. Miyamoto and Rexha (2004)
also found that satisfying relationship could create customer trustworthy. Nguyen dan
Leblanc (2001) found that corporate image, such as name, building, product or service
quality, could strengthen customers opinion on corporate image.

Corporate image could help customers to get better understanding of products provided by
a company and could reduce their hesitation in making buying decisions (Robertson dan
Gatignon, 1986). Therefore it is very important to build a positive corporate image in
customers mind (Chattananon et al., 2008) because it could increase customers’ loyalty
and in turn could increase company’s sales and profits (Adkins, 2004). Based on those
debatable research findings, this paper aims to develop and test two new models of the
relationship among corporate image, relationship quality, customer trust, and customer
loyalty. The first is model that tries to build a customer trust through corporate image and
relationship quality. The second is model that tries to test the effect of customer trust on
customer loyalty.

2. LITERATURE REVIEW

2.1 Corporate Image

According to Kandampully dan Hu (2007) corporate image consists of two components,
functional and emotional. Functional is corporate real characteristic that can be measured
and evaluated easily. Emotional is sense of belonging, attitude and trustworthy to an
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organization. All these attributes have significant contribution to build corporate image.
Corporate image can be defined as “the overall impression” embedded in customers mind as
a result of the accumulation of feelings, ideas, attitudes and experiences with the
organization that are kept in customer memory, and the meaning can be changed to be
positive or negative when taken to construct a figure or memory when the name of an
organization is called or brought to peoples mind (Kazoleas et al., 2001; Hatch et al., 2003;
Bravo et al., 2009). Customers even can act as a limit spanning that can relate a
commercial organization from insider to outsider information and spread over the
information to all, and this also knows as “discretionary behavior” (Chung dan Schneider,
2002; Slatten, 2008).

Therefore corporate image is a result of communication process which a company creates
and spreads over any kind of messages such as vision, mission, objectives, strategies and
identity that reflected the corporate core values that it share with (Bravo et al., 2009). In
some cases, corporate image could be a highly valuable asset that a company should
manage it properly (Abratt & Mofokeng, 2001). Good image can increases company’s sales,
and customer satisfaction and loyalty, and can attract new investors and employees in the
future. Corporate image could also weaken the negative effect of the competitor and enable
an organization to attain higher level of achievement, not just a profit (Kim et al., 2011).

2.2 Relationship Quality

Roos (2002) defined relationship quality as a catalytic or mixed understanding that make
customers to be sensitive for switching. Relationship quality is viewed as a main indicator
to measure the strength of relationship (Garbarino dan Johnson, 1999). Some empirical
studies revealed that relationship quality a construct that consist of at least two
dimensions: trust and satisfaction. When customers involve in a good relationship with a
service company then they will be satisfied and depend on the service company. Many other
researchers also find that commitment is the most important thing in building a good
relationship between company and it’s customers (Wulf et al., 2001; Hennig-Thurau et al.,
2002).

Relationship quality is referred to all strengths of the relationship between two parties
(Palmatier et al., 2006). Relationship quality has been emerged as a new paradigm that
show to some extent a customer trust the service provider’s performance in the future
because of its persistent satisfying past performance. Relationship quality usually
conceptualized as a composite construct or a multidimensional aspect of differences but
correlated each other (Lages et al., 2005; Palmatier et al., 2006). This composite construct
consist of three different but related components: trust, satisfaction, and commitment.
These three components are has been used in many empirical studies of relationship
quality as a definitive component of relationship quality (Vieira et al., 2008; Hsieh & Li
2008; Roberts et al., 2003; Walter et al., 2003; Ivens, 2004; Ulaga dan Eggert, 2006; Ivens
dan Pardo, 2007; Kempeners, 1995; Crosby et al., 1990).

2.3 Customer Trust

Customer Trust is the most important antecedent of customer loyalty. Gummerus et al.
(2004) found that the lack of trust is the most significant reason for customer for not to
adopt the service that involve the financial exchange. Researchers have proven that the
customers of on line business generally live far from the vendor that they don’t trust
(Reichheld dan Schefter, 2000). They suggested that lack of trust could be a long term
obstacles to do business on electronic equipment’s (Roy et al, 2001). However, some
approaches have been proposed to quicken the process of customers trust building.
Literatures proven that trust is much more difficult to build in on line business
environment (Hoffman, 1999). There are some different approaches to explain the concept
of costumer trust.

Trust is always be a key element that influence consumer behaviors and it has been proven
in an uncertain environment such as internet based trading (Jarvenpaa and Tractinsky,
1999; Jarvenpaa et al., 1999). Palmer et al. (2000) argued that building consumer trust in
retailer web is very important for the development of B2C E-commerce. Jarvenpaa dan
Tractinsky (1999) empirically revealed that trust has a significant direct effect on consumer
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buying intention in some cultures. Keen (1999) suggested that trust is a foundation of
electronic consumer that focused on the strategic implication of the trust in consumer —
marketer relation.

2.4 Customer Loyalty

Walsh et al. (2008) defines loyalty as a commitment held firmly to re-buy or reuse the
preferred product or service consistently in the future that cause of re-buying the same
product or service although there is a situational influence and marketing efforts from
competitors that may cause switching behaviors. Baumann et al. (2011) argued that loyalty
is an attitude and behavior. Ladhari et al. (2011) conceptualized loyalty as customer patron
of a company. Asserting the role of satisfaction, Guillen et al. (2008) noted that empirical
studies have indicated the role of customer loyalty in lower insurance sector. According to
Lombardi (2005), retaining customers are very important for a company as there is a long
term association between the cross-selling and positive recommend intentions. Diacon dan
O'Brien (2002) argued that high level retention has a positive correlation with a better
financial performance.

Morgan dan Hunt (1994) have developed a theory of loyalty. In their framework, loyalty is
viewed as a form of commitment shaped of loyalty as key factor. Trust is defined as an
intangible object that could be transferred from trustor to trustee. When trust emerges and
transferred, the change of mental attitude form trustor may lead him/her to give an option
to trustee to do something that interesting him/her. When giving that option, trustor
realized that his/her action involved risk and make it vulnerable to the trustee. Trust can
reduce risk or vulnerability that enable the transanction between two parties happen.

2.5 Research Accomplished

Research that has been conducted by Lin and Lu (2010) found that the image of the
company has a positive significant effect on trust, and the image of the commodity had the
most significant influence on trust, followed by the image of the functional and image of the
institution. Structure relational marketing and finance relational marketing positive
significant effect on trust, Structure relational marketing has a greater influence on trust
than the finance relational marketing, the trust has a positive and significant impact on
consumer purchase intentions and positive word of mouth has the effect of moderator
between the effect of trust on consumer purchase intentions.

Ishaqa (2012) in his research proved that the company image has no influence in promoting
customer loyalty in the telecom industry of pakistan, while the quality of service that is
more important by customers. This study helps telecommunications companies to develop
customer oriented strategy, also provides insight into the relative importance of the
existence of corporate image, perceived value and service quality to build customer loyalty.

Sarwar et al., (2012) in a study analyzing the effect of customer trust on customer loyalty,
customer retention and cause related marketing as moderating on the mobile service
operators like Mobilink, Telenor, Warid, Ufone and Zong. research results refer that
customer trust, customer loyalty and cause related marketing has a positive relationship.
yet surprisingly customer trust and customer retention has a negative relationship in the
context of Pakistan.

Mosavi and Ghaedi (2012) examined the effects of customer satisfaction, complaint
handling and sharing value on trust and test the effects on customer trust, loyalty and
commitment intention to repurchase. The result confirmed that the trust is most affected
by customer satisfaction (47%), the handling of complaints (30%) and values (22%). In
addition, the findings suggest that the impact of the most trust are in customer loyalty
(51%), commitment (38%) and the intention to repurchase (29%).

3. RESEARCH METHODS

3.1. Hypotesis & Model

The research is explanatory research. In essence, this study tested the loyalty of the theory
of Morgan & Hunt, who said that loyalty is a commitment which is formed by the trust as a
major factor. Similar with this, Ribbink et al. (2004) also says that when customers have
confidence in the services and products of the company, it leads toward loyalty.
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The research hypotheses will be tested using the techniques SEM analysis as one of the
variables is an intervening variable and too interconnected, and 5 (five) hypotheses that are
prepared in accordance with translation of the background issues and literature review and
previous research, therefore, described the model in the study. The conceptual framework
that will be used in this study, described as follows:
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Figure 1. Research Model

Hypothesis as follows:
H1 = Corporate Image Customer Trust a significant effect on the PT. Garuda Indonesia in

Surabaya

H2 = Corporate Image Customer Loyalty significant effect on the PT. Garuda Indonesia in
Surabaya

H3 = Relationship Quality significant effect on Customer Trust in PT. Garuda Indonesia in
Surabaya

H4 =Relationship Quality significant effect on customer loyalty in the PT. Garuda Indonesia
in Surabaya

HS5 = Customer Trust Customer Loyalty significant effect on the PT Garuda Indonesia in
Surabaya

3.2 Population and Sampling Method
The population in this study were all passengers PT Garuda Indonesia in Surabaya on
various routes a domestic flight from Surabaya, especially the passengers who have the
characteristics of the sample:

1. Aged over 18 years

2. At least 3 times using the services of low PT Garuda Indonesia.
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3. Buying flight tickets PT Garuda Indonesia because of the desire and the decision
itself in Office / outlets PT Garuda Indonesia (do not use third-party funds).

This study used a sample of n = 150. The sampling technique used in this research is
purposive sampling, where each sample is taken by means approached without
confirmation or registered in advance, so that every member of the population does not
have equal opportunity to be selected into the sample. The questionnaire will be distributed
to passengers PT. Garuda Indonesia at Juanda Airport in Surabaya.

This study using an instrument developed from the indicators to get the data sorted into a
list of questions:

Table 1 Classification Variable and Indicators

Variable Indicators Source

Corporate Image
(X1)

. Institution Image (X1.1) Walter (1978)
. Functional Image (X1.2)
. Comodity Image (X1.3)

Relationship Quality
(X2)

Frequency (X2.1) Lin (2005)
Adequacy of time (X2.2)
Hospitality (X2.3)

Customer Trust
(Y1)

Credibility (Y1.1) Mayer et al., (1995),
Benevolance (Y1.2) Mc Knight et al., (2002)
Integrity (Yi.3)

Customer Loyalty
(Yo)

1

2

3

1

2

3.

4. Constructive (X2.4)
1

2

3

1. Continue (Y2.1) - Juga et al., (2011),

2. Change (Y2.2) - Sharma and Patterson (1999),

3. Recommended (Y2.3) - Palaima and Auruskeviciene (2007)
4. Defend (Y2.4)

Source: Data processed

4. FINDINGS

Having tested the validity and reliability on all latent variables results are valid and reliable,
the data is multivariate normal, did not happen singularity and no outliers, then the latent
variables can be continued in the form of path analysis diagram is presented as follows:

STRUCTURAL EQUATION MODELING COSTUMER LOYALTY

Goodness of Fit Model:
Chi-Square =81.087
Probability =.133

CMIN/DF =1.192
GFl =.926
AGFI =.886
TU =.986
CFl =.990
RMSEA =036

Figure 2. Effect of Corporate image, Relationship quality on Customer loyalty
through Customer trust.
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Table 2 Goodness of-Fit Index

Criteria Value Cut - Results Description

Off

. 81.087
Square tiny Good
Significance Good

> 0,05 0,133

Probability
RMSEA <0,08 0,036 Good
GFI > 0,90 0,926 Good
AGFI > 0,90 0,886 Passably/Pretty Good
CMIN/DF <2,00 1,192 Good
TLI > 0,90 0,986 Good
CFI > 0,90 0,990 Good

Source: Data processed

Table 2, shows the entire value of goodness of fit properly in accordance with the cut of
value, except the index below 0.886 AGFI is cut of value. Thus it can be said that the
empirical data used are in accordance with the conceptual framework.

The following are the test results match the structural model derived from the output
syntax on the structural equations. The evaluation of the structural models related to
testing the causal relationship between the latent variables in this study have the
structural equations generated as follows:

Y: = 0,329 X; + 0,462 X,
Y, = 0,466 X1 + 0,275 X5 + 0,325 Y;

Description :
X1 = Corporate image (X1)
Xa = Relationship quality (X2)
Y, = Customer trust (Y1)
Yo = Customer loyalty (Y2)

Normality of the data is a prerequisite for modeling SEM. Testing normality emphasis on
multivariate data by looking at the value of skewness, kurtosis, and statistics can be seen
from the Critical Ratio (CR). If used a significance level of 5 percent, then the value CR
which is between -1.96 until 1.96 (-1.96 < CR < 1.96) is said to be normal distribution of
data, both univaariat and multivariate analyzes.

The singularity can be seen through the determinant of the covariance matrix. Value
determinants of very small or close to zero indication of the presence of singularity problem,
so it can not be used for research. The results of the research value of the sample
covariance matrix Determinant of 0019. This value is almost medekati of zeros so that it
can be said that there is no singularity problem on the analyzed data.

Multikolinearitas occur if there is a latent variable exogenous of more than one and there is
a correlation. The value of the correlation between the latent variables Corporate image (X1)
with Relationship quality (X2) is 0.230 with p = 0094 is greater than the significance level a
= 0.05, it can be said does not happen multikolinearitas.

Outlier test results in this study are presented in the Mahalanobis distance or Mahalanobis
d-squared. Mahalanobis value greater than Chi-square table or value pl <0.001 say outlier
observations. In this study, there are two data outliers, because they are smaller than 5
data, it can be said does not happen outlier.
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Table 3 Path Coefficient Model Test Results

Variable Coefficient | C.R. Prob. Result
Corporate image (X1) 2 .
Customer trust (Y1) 0,329 3,229 0,001 Significant
Relationship quality (X2) 2> Significant
Customer trust (Y1) 0,462 4,183 10,000
Corporate image (X1) =2 0,466 5876 | 0,000 Significant
Customer loyalty (Y2)
Relationship quality (X2) 2> 0,275 3,322 0,000 Significant
Customer loyalty (Y2)
Customer trust (Y1) =2 0,325 3,384 | 0,000 Significant
Customer loyalty (Y2)

Source: Data processed

Table 3, shows the path coefficient is Corporate image (X1) positive and significant impact
on the Customer trust (Y1), which means that every increase in Corporate image (X1) will
increase customer trust (Y1). Relationship quality (X2) positive and significant impact on
the Customer trust (Y1), which means that every increase in relationship quality (X2) will
increase customer trust (Y1). Corporate image (X1) positive and significant impact on
customer loyalty (Y2), which means that every increase in corporate image (X1) will raise
Customer loyalty (Y2). Relationship quality (X2) positive and significant impact on customer
loyalty (Y2), which means that every increase in relationship quality (X2) will raise
Customer loyalty (Y2). Customer trust (Y1) positive and significant impact on customer
loyalty (Y2), which means that every increase in customer trust (Y1) will increase customer
loyalty (Y2).

5. DISCUSSION

5.1 Corporate Image Significant Impact On Customer Trust

The results of this study prove PT Garuda Indonesia is an airline that has a corporate
image: (1) nice and dedicated and have the capability in the field of business, (2) has a office
building marketing and outlet with the interior design is magnificent and comfortable as
well as attributes of luxury, (3) provide good services when customers are still there on the
ground and when the passenger in flight, (4) provide conformity price of the product or
service with quality products and services provided, (5) submit the form and program
promotion activities were good and quality, (6) have products aviation services nice, (7) is
one of the airlines in Indonesia, which has a good reputation, and (8) have several brand
products in good standing aviation services, an example of 'Citilink & Aerowisata'. The
corporate image significantly affect the confidence of respondents to the PT Garuda
Indonesia where PT. Garuda Indonesia is believed to: (1) owns and operates a fleet of the
latest aircraft types to serve passengers, (2) have quality certificates and charter associated
with the products and services offered to passengers, (3) renew programs that are offered to
passengers according to market needs, (4) provide services that best fit the needs of
passengers, (5) provide solutions when passengers have problems while enjoying the
services of flight, (6) PT Garuda Indonesia fulfill the promise of sale delivered on passengers,
(7) the staff of PT Garuda Indonesia offers and provide optimal services and assistance to
passengers whether requested or not as promised provide the best services, and (8) PT
Garuda Indonesia responded quickly to all complaints submitted by passengers and handle
it completely.

Baines et al. (2004: 358) says that a good corporate image ultimately create public trust in
the company. Based on the statistical test results of this study support the concept by
proving that the corporate image PT Garuda Indonesia positive and significant impact on
customer trust. This means that if response Corporate image PT Garuda Indonesia is
positive then the response to the Customer trust PT Garuda Indonesia will also be higher.
The results of this study are also consistent with the results of research Christodoulides &
Charnatony (2009) who found that brand image has an impact on the consumer decision to
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buy, so a good brand with a positive image allows to be trusted by consumers (Customer
Trust). The same thing was found also by Mickiewicz et al. (2011) in which Mickiewicz
studied the company's image in the business sector and found that the image of the
company has a significant positive influence to achieve customer confidence. In some ways
the image of the company is a valuable asset and that the company needs to manage
(Abratt & Mofokeng, 2001).

5.2 Corporate Image Significant Impact on Customer Loyalty

The results of this study also proves corporate image PT Garuda Indonesia as an airline
that has significantly affect the loyalty of respondents to the PT Garuda Indonesia, where
respondents: (1) will repeat using the products and services PT Garuda Indonesia, (2) will
use the product or other programs that are owned by PT Garuda Indonesia, (3) will follow
the subscription program offered by PT Garuda Indonesia, (4) will not use the company's
products other than flight service products PT Garuda Indonesia, (5) will invite relatives,
friends and associates using flight service products PT Garuda Indonesia, (6) will help PT
Garuda Indonesia to promote programs to public companies, (7) will give positive
testimonials about the company in the media or in every opportunity, and (8) will always
talk about the positive things about PT Garuda Indonesia to society encountered.

Hypothesis 2 (two) are accepted, but the results of this study do not support previous
research that has been done by Ishaga (2011) in his study showed that the company image
has no influence in promoting customer loyalty in the telecommunications industry in
Pakistan. Differences in the results of this study, it was possible considering the object of
research that discussed also different, Ishaqa (2011) examined the telecommunications
industry that puts service and network coverage excellence and wide to attract consumers
being, this research focused on the aviation industry which is associated with the lives of
passengers where the safety of passengers and timeliness to be a major destination for
customers in deciding choice of airline.

Service industries such as airlines have been forced to identify new ways not just simply a
way to give low prices to create and sustain competitive advantage. In the present state of
increasing global competition, there is a sustained increase in the need to meet customer
expectations (Jan, Abdullah, and Smail, 2013) where the expectation is very important is
the capability and the ability of the airline as an operator of air transportation that is
reliable and has a good reputation provides aviation services convenient and secure.

5.3 Relationship Quality Significant Impact on Customer Trust

The results of this study indicate relationship quality (X2) positive and significant impact on
the customer trust (Y1), so that these results support Garbarino and Johnson (1999), which
revealed that the relationship marketing can effectively improve customer perception on
trust (Customer Trust) and commitment. This is evident from the marked positive path
coefficient of 0,462 with a value of C.R. amounted to 4.183 and acquired a significance
probability (p) of 0.000 which is smaller than the significance level (a) which is set at 0.05.
Thus Relationship quality (X2) directly affect customer trust (Y1) amounted to 0,462, which
means that every increase in Relationship quality (X2) will increase customer trust (Y1)

Upon the acceptance of the hypothesis to 3 (three) in this study, mean results of this study
support the ideas that show that construct global on relationship quality, as reflected by a
combination of commitment, trust, and satisfaction, so that could offer the best judgment
on a strength of the relationship and providing insight into the changes in performance
(Wulf et al., 2001), in other words the statistical test results prove that the relationship
quality built PT Garuda Indonesia and significant positive effect on customer trust in PT
Garuda Indonesia.

In the end it can be concluded that the increase in the number of passengers PT Garuda
Indonesia since 2008, one of them be to the success of the strategy relationship Quality
which in turn will create a Customer Trust and is also considered capable of influencing the
customer loyalty. Success of PT Garuda Indonesia in accordance with the disclosed Evans
and Laskin (Wibowo, 2006) Relationship Quality that will help companies build long-term
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alliances with customers and prospective customers, work together to achieve one goal
which is determined based on the principle of trust.

5.4. Relationship Quality Significant Impact on Customer Loyalty

Based on the statistical test results prove that the relationship quality and significant
positive effect on customer loyalty. Thus, it means if the relationship quality PT. Garuda
Indonesia more qualified then Customer loyalty respondents to PT. Garuda Indonesia will
also be higher. In this research it is clear that the model Relationship Quality PT Garuda
Indonesia are more focused on long-term customer relationships rather than on short-term
transactions, this study provide empirical evidence on the statement Szulanski (1996) and
Lin (2005) that informality, openness and density of communication closely related to the
quality of relationships (relationship quality) because PT Garuda Indonesia has : (1) indicate
a higher level of engagement and frequency of interaction between the sender and receiver,
(2) increase the openness of communication, exchange spontaneous and open information
and ideas between the parties that interact and (3) creating the potential for a variety of
individual exchanges.

Directly basically the results of this study support the theory that shows that high-quality
relationships that can get customers for life and a commitment is invaluable to a business.
This study also provides empirical evidence about: A good relationship with the customers
is the result of a competitive advantage long-term business, and success depends on its
ability to build positive relationships with customers (Claycomb & Martin, 2000: 385 &
396). In order to build and maintain sales relationships with customers, PT Garuda
Indonesia have built a relationship of good quality.

5.5 Customer Trust Significant Impact on Customer Loyalty

Hypothesis five (5) it’s proven, means that if the customer trusts PT Garuda Indonesia the
higher, the response Customer loyalty PT Garuda Indonesia will also be higher. The results
also support and encourage research that has been done before by Mosavi and Ghaedi
(2012) where the results of these studies are positive and significant effect of trust on
customer loyalty, commitment, buy-back.

Based on the results of statistical tests in this study that proves that customer trust and
significant positive effect on customer loyalty, unfortunately the present study does not
support previous research that has been done by Sarwar et al. (2012) in Pakistan which
results in a Customer Trust and Customer Retention has a negative relationship.

6. CONCLUSION AND RECOMMENDATION
6.1 Conclusion

1. This research is the study of the theory of marketing management in terms of
confirming the fundamental analysis of the influence of corporate image (external
information) to customer loyalty either directly or through customer trust, and
also confirmation of the fundamental analysis of the influence of relationship
quality (internal information) to customer loyalty either directly or through
customer trust, and the latter confirmed the fundamental analysis of the
influence of the trust customer directly to customer loyalty. the results of this
study indicate that the corporate image and relationship quality has direct impact
on customer loyalty or through customer trust, and customer trust does have a
significant direct effect on customer loyalty.

2. As the national airline biggest, and shares owned by the government of Indonesia,
PT Garuda Indonesia able to position ourselves as the airline with passenger
growth rate of over 20% per year. PT Garuda Indonesia success was due to the
foresight of PT Garuda Indonesia in implementing the strategy External
Information through corporate image, especially in the functional image which
includes imaging through the promotion of an elegant, suitability prices between
the products and services provided to customers, image of excellent service to its
customers, In this study has demonstrated that corporate image which is run by
PT Garuda Indonesia became the most important variables in the marketing
strategy to increase customer loyalty PT Garuda Indonesia.
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3. The path coefficient from customer trust provides the largest indirect effect on
relationship quality (Internal Information) on customer loyalty. Relationships
built by PT Garuda Indonesia to subscribers through constructive of
communication and the hospitality of the cabin crew and the crew ashore to
make customers feel no bond and appreciated, it is this which raises the
Customer Trust on the performance of PT Garuda Indonesia as a whole, so that
the relationship quality that underlies the trust will be able to increase customer
loyalty PT Garuda Indonesia.

6.2 Suggestion
6.2.1 Feedback for Management:

1. The company must more attention External Information through Institution
Image, functional image and commodity image, Which includes: the image of the
airline; offices and service outlets; services image; price image; and promotion
image. Companies are advised to make the project a strong and positive
reputation for their stakeholders, namely employees, customers, investors and
communities. The Company provides specialized services to consumers and
society. The company uses good corporate communication strategy in building a
positive perspective of customers on the corporate image. Thus, the corporate
image is the result of the communication process when companies create and
disseminate specific message in the form of a vision, mission, goals, strategy and
identity that reflects the core values of the company.

2. The company must more attention to internal information through good
communication with focusing on frequency, adequacy of time, hospitality, and
the level of constructive, to be implemented on relationship quality strategies.
Companies build relationship with customer and suppliers to get valuable
information on how best to serve customers and suppliers as well as keep them
did not flee to a competitor. It is considering that the quality of the relationship
between the parties involved is important as a determinant of loyalty. The best
way to retain customers is to satisfy customer needs and build trust and
customer loyalty. Therefore, in order to build and maintain sales relationships
with customers, employers should establish good relationship quality.

3. The company must more attention on elements: credibility, benevolence, and
integrity, because this elements is crucial for successfully achieving in long-term
relationship is the establishment and maintenance of trust. Airline companies is
still in its infancy can be adapting this strategies, the trust is very important in
the world of aviation and air transport services, the rise in consumer trust
helped customers to deliver customer value for improve performance of
company. The trust has always been an important element in influencing
consumer behavior and has proved significant in an uncertain environment. The
trust has a direct influence significant repeat purchase intentions of consumers,
which is one form of customer loyalty.

4. Companies must more attention to continue, change, recommended, and defend.
Companies must attention to situational factors, individual factors, resistance to
change and socio-cultural factors, also social ties, all this factor can form a
reason to distinguish loyal behavior from loyal attitude.

6.2.2 Suggestions for Further Research;

1. Testing the variables other of External and Internal Information, which is related
and influence on customer trust and customer loyalty in the airline industry.
Such as variable service quality, product quality, and customer satisfaction,
situational factors, and personal factors.

2. More extending the reach populations not only in Surabaya, but also in
Indonesia, so the study will explain the relationship of variables in a wider scale.

3. In addition to the airline industry, this research should be tested for other
transportation industries or service industries that have direct contact with
service users, so that later known how the role of corporate Image and
Relationship Quality influence either directly or through customer trust on
customer loyalty, have whether or no such a significant role in the study
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