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ABSTRACT

Thisarticledevelopsandteststhemodelforthedeterminantsofsatisfactionandloyalty.Theaimof
thisstudyistoanalyze:(1)theeffectofconfidentonrelationshipquality,(2)theeffectofconfidence
onmutualbenefit,(3)theeffectofmutualbenefitonrelationshipquality,(4)theeffectofrelationship
qualityonsatisfaction,(5)theeffectofmutualbenefitonsatisfaction,(6)theeffectofmutualbenefit
onloyalty,and(7)theeffectofsatisfactiononloyalty.Thismodelwastestedusingdataobtained
from131batikdealersinSemarang,Indonesia.ThehypothesesaretestedusingPartialLeastSquare
(PLS),allsupportedbytheresultsoftheconfirmationofconfidence,mutualbenefit,whicharefound
tobethekeydriversofrelationshipquality,satisfactionandloyalty.Thisstudyemphasizestherole
ofrelationshipqualityandmutualbenefitasmediationforthevariablesofconfidenceandloyalty.
Theimplicationsofthefindingsinthisresearchtowardstheapplicationofrelationshipmarketing
are:First,effortshouldbemadetoincreasetheconfidencebetweensuppliersanddealerswhohelp
markettheproduct.Second,toensurealong-termpartnershipbetweentheenterprisingparties,the
qualityofrelationshipbetweensuppliersandcraftsmenorSmallandMediumEnterprises(SMEs)
shouldbeenhanced,sothatthesatisfactionofcraftsmenorSMEswillbethebetter.Third,Craftsmen
orSMEsshouldbemoretransparentindeterminingthemutualbenefitwithsupplierstoimprove
satisfactionsoastocreateaprofitablepartnershipforbothenterprisingparties.Fourth,satisfaction
ofdealerswithcraftsmenorSMEsshouldbeincreasedsothatthecraftsmanorSMEscanprovide
andmeettherequiredproductrequestedbythedealersinatimelymanner.
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INTRoDUCTIoN

TheprofileofindustrialsectorinCentralJavabatikcomprisesof8231smallandmediumenterprises
engaginginthecreativeindustry,withaworkforceof43,589peopleandatotalinvestmentofRp.
844,0083,301,000.InthecityofSemarangcurrentlyexist40SMEsinvolvedinBatik Semarangan,
withaworkforceof149people(Disperindag,CentralJava,2011-2014).Semarangcityhasmany
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SmallandMediumEnterprises(SMEs)activeinthecreativeindustrynamelybatik,embroidery,
fashion,foodandbeverageallacrossSemarang.FromdevelopmentofBatikSmallandMedium
Enterprises(SMEs)datainSemarang,actualsalestargetsofbatikproductionarestilllowinfigure
with2007targetamountedto20,150units/fabricwhichincreasedupto2010targetwhichamounted
to65,802units/fabric,whilein2011thetargetofbatikproductiondecreasedto58,350units/fabric,
to57,120units/fabricin2012.Steadyincreasewasfoundin2013figureof78,208andin2014with
86,761units/fabric.Themarketingactivityforthisbusinessisconfirmedtobefluctuatinginnature.

TheprobleminBatikSMEsinSemarangliesintheinefficientmarketabsorptionofproducts,
leavingmanufacturersdifficulttomarkettheirproductstomarket.Distributionchannelofthesystem
still uses the old pattern that is an intermediary marketing through distributors, wholesalers or
retailers.Therefore,existingcooperationandpartnershipsarelargelybasedonrelationshipmarketing,
sopartnershipsbetweenSMEs,distributors,wholesalersandretailersareexpectedtorunwelland
mutuallybeneficial.

Theresultsshowedthattheclientrelationshipandcommitment,WordofMouthsignificantly
affect satisfaction,yet transparencydoesnotplay significant roleon thequalityof relationships
(Basheer,2014).FindingsofCrucereandMoise(2014)confirmthatthesalesforce,salesactivities,
profitsorientationareallperformedtomaintaincustomerloyaltybybuildingamutuallybeneficial
and sustainable relationship.Kanibir (2014), inhis research, explains that there arewayswhich
canimprovemarketingperformanceofSMEsinthecontextofinternationalmarketing.Marketing
relationshipsarefurthersupportedwithresearchfindingsofJiaandWang(2013)whichmentionthat
confidenceofmarketingchannelscanstrengthencanstrengthenrelationshipmarketingwhichhelps
companiesadapttovariousmarketenvironments.Furthermore,Brettel(2012)presentsthefindings
ofastudytotestthedesignofrelationshipmarketingbusinessmodelwhichsupportthenotionthat
thereisapositiveincreaseintherelationshipbetweenthecompaniesandthecustomers.Otherfindings
fromFarida(2017)andPalmatier(2007)showsthatthequalityoftherelationship,perceivedcontrol
amongbuyers,sellers,andbusinesseshasapositiveeffectonthefinancialresultsofthebusinesses.In
agreementwiththeformerisafurtherresearch(Ardyanetal.,2016)whichconfirmsthatcollaboration
andbusinessnetworkingisimportantinconductingcollaborativerelationshipsbetweensellersand
buyersthroughthemarketingmediatorwithinmarketingchannelsnamelydistributor,wholesaler,and
retailer.ResultsinstudiesbyKumar(2009)findthatstrengtheningtheimplementationofmarketing
strategiesiscarriedoutthroughmarketingrelationshipswhichpromotesatisfaction,retention,and
loyalty.TheimportanceofthequalityoftherelationshipsisalsoconfirmedbySkarmeas(2008)
whostatesthatthequalityoftherelationshipsbetweenimportandexportdistributorsispositively
relatedtoinvestmentandperformance.

Thisstudydiffersfrompreviousstudiesinthatitimplementsrelationshipmarketing;thequality
oftherelationshipbetweenproducersorSMEswithdedicateddistributorsinIndonesia;craftsmen
enconfidencetheirproductstobemarketedbydistributorsandinturntheyreceivethesalesresult.
Thisstudydevelopsandteststhemodelforthedeterminantsofsatisfactionandloyalty.Theaimof
thisstudyistoanalysis:(1)theeffectofconfidentonrelationshipquality,(2)theeffectofconfidence
onmutualbenefit,(3)theeffectofmutualbenefitonrelationshipquality,(4)theeffectofrelationship
qualityonsatisfaction,(5)theeffectofmutualbenefitonsatisfaction,(6)theeffectofmutualbenefit
onloyalty,and(7)theeffectofsatisfactiononloyalty.Themodelconfirmsthattheconfidencefactor
servesasanimportantfoundationinbuildingsustainablerelationshipsandcooperation.

Thestructureinthispaperareasfollows:(1)introduction;(2)literaturereview;(3)research
methods;(4)theresultsofhypothesistesting;(5)researchfindingandtheoreticalimplication.

LITERATURE REVIEw

Thetraditionalmarketingparadigmfromthe90sonlyinvolvedtwoparties,namelythesellerandthe
buyer,whoserelationshipbetweenthemendsasthetransactioncloses.However,newparadigmsin
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marketingshowthatthereisamarkedshiftfromtransactionalmarketingintorelationshipmarketing
(Dwyeretal.,1987;Morgan&Hunt,1994;Palmer,1994;Linetal.,2003).Inthecontextofthis
study,suchrelationshipmeanstheinteractionbetweenSMEsandcraftsmenordealersormarketing
intermediaries,suchaswholesalersorretailers,whosellproductsdirectlytoconsumers.Furthermore,
Buttle (2007) states that relationshipmarketing is strategy that integrates internalprocesses and
functionsandexternalnetworkstoprovidevaluetothecustomertoearnprofit.

Successinmarketingbatikproductsdependsonthestrengthofdistributionchannels,i.e.craftsmen
orSMEsasmanufacturersofproductandonthebehaviorofthedealerormarketingintermediaries,
sothecraftsmenormanufacturersmustkeepandmaintainacontinuousandlong-termpartnership
with the dealer. Cooperation should be fostered between craftsmen or producers and marketing
intermediaries, namely dealers grouped by the form relationships through distribution channels.
Cooperationformedbetweencraftsmen,asproductmanufacturers,andwholesalersorretailers,as
dealers,arepartnershipswithfocusonBusiness-to-consumer(B2C)businessrelationshipaswell
asBusiness-to-Business(B2B)relationshipmarketing.

Relationshipmarketingactivitiesaredescribedascontinuous,evolving,tieswithinterestsoasto
maintaintherelationshipbetweenthecompanyandcustomers(Berry,1983;Berry&Parasuraman,
1991;andGrönroos,1994).Thisissupportedbyachangeinthetendencyofmarketingandimportant
benefitstobuildingrelationshipswithcustomers.Inaddition,relationshipmarketingasadriverof
marketingapproachisgainingmoreandmoresignificancetoday(Grönroos,1994).Ontheotherhand,
LindgreenandAntioco(2003)statesthattheprincipaldifferencebetweenmarketingattributeswith
transactionalmarketingapproachistoattribute4P,namelyProduct, Price, Place and Promotion.
Thisisdifferentfromrelationshipmarketinginthatrelationshipmarketinguses6attributesnamely:
actor,marketingchanges,theinteractionbetweenmarketingactors,durationofmarketingchanges,
structuralattributesofthemarket,andmarketingapproaches.

Customerrelationshipmarketingfocusistherelationshipbetweenthecompanyandthecustomers
(B2C),whereasrelationshipmarketingisarelationshipbetweenthecompanyandthecompanyor
supplierasapartnertomarketproducts(B2B).Accordingly,MorganandHunt(1994)statesthat
confidenceandcommitmentarebothkeyinanyexchangebetweenpartiesinrelationshipmarketing,
whileDoneyandCannon(1997)statesthatonlyoneofthetwo,eitherconfidenceorcommitment
alone,reallymatters.

ResearchresultsbyGarbarinoandJohnson(1999)showsthat thequalityoftherelationship
betweenthecompanyandpartnersisreflectedinthelevelofconfidencethepartnershaveonthe
company.FurtherresearchfindingsofMorganandHunt(1994)statesthatconfidenceisacentral
conceptinrelationshipmarketing.DeWulfandOdeskeben(2000)explainthattheorientationofthe
relationshiphasasignificantrelationshiponconfidence.Consumerconfidencecanbestimulated
throughawardsanddistinctions.Bothhaveapositive relationshipwithconfidence.Relationship
orientationsignificantlyaffectscommitment,whichinturninfluencesloyaltybehavior.Theresearch
alsofindshowsuccessfullong-termrelationshipbetweenthecompanyandthedealercanbeassessed
by measuring partner relationships by loyalty and word of mouth communication, or WOM, in
combination with three advantages namely self-confidence, social benefits, and special benefits
fromthecompany.Thesefactsshowthattheshareoftheprofitswillaffecttherelationshipbetween
parties,orinthecaseofthisstudy,betweenthecompanyanddealersorcraftsmen(Henning-Thurau
etal.,2002).

Satisfactioncanbebuiltonconfidenceandqualityof relationshipsbetweencompaniesand
supplierstothepartnership.Inthisstudy,overallsatisfactionintermsofservice,price,andoverall
fulfillstheobjectiveofcooperationbetweenthecompaniesandtheirpartners,andisabletogive
collectivesatisfactiontotheretailersordealersandthecompany(Andersenetal.,1990).

BasedonthesedescriptionsahypothesiscanbebuiltthatstudiesconductedBitner(1995)states
thatboththesellerandthebuyerpresentanopportunitytobuildordestroythatconfidence.Smith
(1998)explainsthattherelationshipwiththepartnerinquestion,amutuallybeneficialrelationship
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betweenproduceranddistributororintermediarymarketing,takesforminamutualbenefitbetween
thecompanyandthedealer.

DeWulfandOdeskeben(2000)explainthatrelationshiporientationhasasignificanteffecton
confidence.Consumerconfidencecanbestimulatedthroughawardsanddistinctionshaveapositive
relationship with confidence. Furthermore, research findings by Robinetee (2000) maintain that
allpartiesshouldbemutuallybenefitedfromtherelationshipwith thecompanyso that theyare
satisfiedandhappywiththeproductsandservices.Basedonthedescriptionabove,theconstructed
hypothesisis:

H1:Confidenceaffectsthequalityoftherelationship.

Srikandi(2007)indicatesthatthemutualbenefitispositivelyandsignificantlyrelatedthequality
oftherelationship,meaningthatthehigherthemutualbenefitreceived,thebetterthequalityofthe
relationshipbetweenthecompanyandthedealerormarketingintermediaries.Basedonthedescription
above,thebuilthypothesisis:

H2:Confidenceaffectsmutualbenefit.

AstudybyBarnes(2003)confirmsthatacompanydevelopsarelationshipwiththecustomeris
basedoncorporateprofits,engagementwithcustomers,andisstrictlydrivenbyfinancialreasons.
Ontheotherhand,Srikandi(2007)showsthatprofit-sharingispositivelyandsignificantlyrelatedto
thequalityoftherelationship,whichmeansthemoremutualbenefitreceived,thebetterthequality
oftherelationshipbetweenthecompanyandthedealerormarketingintermediaries.Maintenance
oftherelationshipbetweenthecompanyandthedealermustbemonitoredthroughthequalityof
relationshipswithdistributorssuchastheeffectivenessofprogramswhichleadstorelationshipquality
buildinginordertoprovidethemetricofrequirements(Robertsetal.,2003).

Macintosch(2007)suggeststhattherelationshipbetweencustomerorientationandtheperceived
qualityoftherelationshipcreatesapositiveinfluencetothequalityofinter-personalandorganizational
relationshipsandcustomersatisfactionlevel.Inaddition,goodrelationshipqualitybuiltthecompany
willbeabletoincreasethesatisfactionofpartnersorsuppliers.Basedonthesefacts,itcanbeconcluded
thatgoodqualityofrelationsthatthecompanyhavewillbeabletogivesatisfactiontopartnersor
consumers.Therefore,thefollowinghypothesiscanbebuilt:

H3:Mutualbenefitaffectsthequalityoftherelationship.

Socialbenefitshavesignificantandpositiveeffect,meaningthatthehigherthemutualbenefit
received, the higher the perceived satisfaction will be (Henning-Thurau et al., 2002). Research
findingsbySrikandi(2007)showthatthedistributionofprofitshassignificantandpositiveeffect
onsatisfaction.Thismeansthebetterthemutualbenefitbetweencompaniesorcraftsmenandtheir
partners or resellers, the more satisfied the resellers will be, which in turn ensures a long-term
cooperation.Basedonthesedescriptions,thehypothesisbuiltis:

H4:Thequalityofrelationshipaffectssatisfaction.

Robinette(Srikandi,2007)statesthatwheneachcooperatingpartyisequallybenefitedfrom
theenterprise,satisfied,andhappywiththeproductsandservicesprovidedbythecompany,then
thecompanywillbenefit.Therearethreeadvantagesinthis,namelyconfidence,socialandspecial
treatment,thequalityofrelationshipsintheunderstandingofloyalty(Henning-Thurauetal.,2002).
Basedontheexplanationabove,thebuilthypothesisis:
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H5:Mutualbenefiteffectsonsatisfaction.

Satisfactioncanbebuiltontheconfidenceandthequalityofrelationshipbetweencompanies
andsupplierswithintheirpartnership.Inthisstudy,theoverallsatisfactionisobservedfromquality
ofservice,price,andoverallrequirementsofthepartnermetbythecompanyandsatisfactionofthe
agentordealerbytheperformanceofthecompany.(Andersenetal.,1990).Basedonthedescription
above,thehypothesisbuiltis:

H6:Mutualbenefitaffectsloyalty.

Satisfactionisshowntopositivelyandsignificantlyaffectsloyalty.Thismeansthatthehigher
satisfactiontheconsumershavefromconsumingaproduct,thehigherthecustomerloyaltywillbe
(Cristobaletal.,2007).ResearchfindingsbyLantieri(2008)alsoconfirmthatsatisfactionispositively
andsignificantlyrelatedtoloyalty.Basedonthesedescriptions,thebuilthypothesisis:

H7:Satisfactionaffectsloyalty.

SeeFigure1fortheempiricalmodelofourresearch.

RESEARCH MoDEL

Thisresearchwascarriedoutbymethodofsurvey,conductedfromMarchtoJune2014.Thepopulation
inthisstudycomprisesofbatikSMEsdealersinSemarang.Thepopulationisselectedduetothefact

Figure 1. Empirical model of the research
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thattherehasbeenamarkedincreaseinthenumberofbatikdealersinSemarang,yetthesedealers
havenotshownefficacyintermsofproductmarketing.Thesamplesinthisstudyarecollectedfrom
batikdealersinSemarang.Thesamplingtechniqueemployedinthisstudyispurposivesampling
withcriteriaof1)therespondenthasbeenoperatingasadealerforatleastoneyear,2)thedealer
islocatedwithinthevicinityofSemarangandiswillingtobeinterviewed.Accidentalsamplingis
carriedoutfortherespondentsamplings.Therewere131respondents.Thedatausedinthisstudyare
obtainedfromprimarydatathroughquestionnairesandsecondarydatafromthescientificliterature,
internationaljournals,datafromgovernmentagenciesandSMEs,andscientificpublications.

Variablesusedinthisresearchareconfidence,relationshipquality,mutualbenefit,satisfaction,
andloyalty.Confidence,whichisdefinedasthewillingnesstoentrustpartnersinatransactionwith
theindicatorsof1.)honesty,2.)transparency,and3)trust(MorganandHunt,1994;Moormanetal.,
1992andHenning-Thurauetal.,2002).Thevariableofrelationshipqualityisacompanyestablished
relationshipswithotherpartieswhichconsidersmattersrelatingtothecontinuityofrelationships
and long-termgoals, indicatedby1.)communication,2)conflict,and3)commitment (DeWulf
andSmith,1998).Mutualbenefit isdefinedasthebenefitsreceivedandmaintainedrelationship
thatmaynothavehappenedwithoutestablishedrelationship,with the indicatorsof1.) financial
profit,2)socialadvantages,and3.)special treatment(Henning-Thurauetal.,2002).Satisfaction
variableisapositiveimpactasaresultoftheperformanceofthecompanyindicatedby1.)service
satisfaction,2)satisfactionlevels,and3)overallsatisfaction(Henning-Thurauetal.,2002andDe
WulfandOdeskeben,2000).Loyaltyvariableisapositiveattitudetowardssomethingwhichleads
toconsistentandrepeatedpurchaseovertime,withtheindicatorsof1.)fidelity,2.)WordofMouth
communication,3)recommendationtoothers(Singh&Sirdeshmukh,2000).

Descriptive Data of the Respondents
Majorityoftherespondentsobservedinthisstudywerefemalewith98peopleor74.81%.Male
respondentswereaccountedforasmuchas33individualsor20.19%.Mostrespondentsareof46
yearsupto51yearsofage.Thenumberofrespondentswithhighschooldiplomaeducationlevel
isshowntobedominantlypresentinthepopulationwithasmanyas66peopleor50.38%.Most
respondentsarefoundtobeentrepreneur,with110people,or83.97%,engagedintheprofession.67
respondentsor51.15%claimtopossessexperienceinBatikmarketingformorethan5years.Monthly
batikproductsalesfigureshowsthat85respondentscansellatleast150pcsor64.89%.Inaddition,
67peopleor51.15%haveaworkinglifeasadistributorofmorethan5years.Lookingatthetype
ofwork,themajorityofrespondentsareentrepreneurwithasmanyas110peopleor83.97%,most
ofwhoseprofiteachmonthareattheapproximatelevelofRp2,500,000.

Descriptive Variables
Thequestionnaireinthisstudyemploysa7Likertscalewitheachvariablebrokendownintoseveral
itemsofquestion.Thetotalaverageoftheanswersfromeachrespondentisgroupedintoclassintervals:

Interval=Maximum Value Minimum Value

Number of classes

– 

Interval= 7 1

7

� �– =0.85

Basedonthedata,respondentopinioncriteriadistributionscalescanbespecifiedforthestudy
variablesasthefollowing:
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1. Interval1:00to1.85;Therespondenthasaverylowperceptionofthevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty;

2. Interval1.86 to2.71; the respondentshavea lowperceptionof thevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty;

3. Interval 2.72 to 3:57; the respondents have somewhat lower perception of the variables of
confidence,relationshipquality,mutualbenefit,satisfactionandloyalty;

4. Interval3:58to4:43;therespondentshaveaneutralperceptionofthevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty;

5. Interval4:44to5:29;therespondentshaveratherhighperceptionofthevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty;

6. Interval5:30to6:15;therespondentshaveahighperceptionofthevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty;

7. Interval5:30to6:15;therespondentshaveaveryhighperceptionofthevariablesofconfidence,
relationshipquality,mutualbenefit,satisfactionandloyalty.

Confidence Variable (KPC)
Table1showsthat,ingeneral,theconfidenceofrespondentsinthisresearchsitatanaveragescore
of5.77.Thisindicatesthattherespondentshaveahighaverageperceptionofconfidence.Theitem
whichreceivesthehighestresponseis(KPC7)orthedealerbelievesthatthecraftsmenarewilling
to cooperate, at 6.13, and (KPC9) that the craftsmen are willing to support activities related to
cooperationat6.13.Thisillustratesthatthedealershaveahighconfidencetowardsthecraftsmenor
SMEsintermsofgoodproductquality.Ontheotherhand,(KPC1)receivesthelowestscoreat5.21,

Table 1. Description of confidence variable

Indicator

Respondent Score

AverageVUH (1) UH (2) LUH (3) N (4) ALH (5) H (6) VH (7)

F % F % F % F % F % F % F %

KPC1 0 0.00 18 13.74 16 12.21 1 0.76 3 2.29 71 54.20 22 16.9 5.21

KPC2 0 0.00 0 0.00 4 3.05 1 0.76 7 5.34 93 70.99 26 19.85 6.04

KPC3 0 0.00 6 4.58 14 10.69 3 2.29 17 12.98 80 67.18 16 12.21 5.40

KPC4 0 0.00 18 13.74 5 3.82 1 0.76 3 2.29 88 67.94 30 22.90 5.42

KPC5 0 0.00 16 12.21 0 0.00 1 0.76 3 2.29 89 67.94 22 16.79 5.64

KPC6 0 0.00 7 5.34 1 0.76 1 0.76 6 4.58 86 65.65 30 22.90 5.93

KPC7 0 0.00 1 0.76 0 0.00 1 0.76 3 2.29 100 76.34 26 19.85 6.13

KPC8 0 0.00 0 0.00 6 4.8 2 1.53 8 6.11 87 66.41 28 21.37 5.98

KPC9 0 0.00 1 0.76 0 0.00 2 1.53 2 1.53 99 75.57 27 20.61 6.13

VariableAverage 5.77

Description:
KPC1: All the products marketed are acquired from craftsmen.
KPC2: Batik products are produced in accordance with the standards of quality by craftsmen.
KPC3: Acquisition of products from craftsmen is in a timely manner.
KPC4: Management is made transparent to the craftsmen.
KPC5: Price bidding by the distributor is made transparent to the craftsmen.
KPC6: Difficulties faced by the distributor is openly communicated.
KPC7: The dealer is confident that the craftsmen are willing to enter a partnership.
KPC8: The dealer is confident that producers are able to meet the needs of batik products.
KPC9: The dealer is confident that producers are willing to support activities related to their partnership.
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whichsuggestthatdealersdonotonlycollectandresellbatikproductsfromacertaincraftsmanor
acertaingroupofcraftsmeninSemarang.

Relationship Quality Variable (KH)
Relationshipqualityvariable(KH)inthisresearchscoresat5.85.Thisindicatesthatrespondents
believethattheyhavehighqualityrelationshipswiththeircraftsmenorSMEs.Theitemwhichreceives
thehighestresponseistheabilityofdealerstomaintaingoodrelationswithcraftsmen(KH9)at6.21.
Thisindicatesthatrespondentsfeelthattheyshouldmaintainqualityrelationshipswiththemajority
ofSMEscraftsmanordealerandonlysellproductswithconsignmentsystem,meaningthatthedealer
paysthevalueoftheproducttothecraftsmanorSMEsonceaproducthasbeensold.Theitemwith
thelowestresponseisregulardealermeetingswithcraftsmen(KH2)at5.15.Thisillustratesthatthe
qualityoftherelationshipisratherhighamongdealerswithcraftsmen,consideringthatthedealer
meetswithhercraftsman/craftsmeneverytimeaproductissold.

Mutual Benefit Variable
MutualBenefitVariable(PK)score5.45inthisstudy.Thisfactindicatesthatrespondentsbelievethat
mutuallybenefitcooperationisveryimportant.Establishingcloserelationshipwiththecraftsmen
(PK4)itemscoresthehighestinthiscategoryat6.05.Distributorsbelievethatawell-established
relationshipwiththecraftsmeniskeytoobtainingthedesiredbatikproducts.However,providing
thebestfacilitiestothecraftsmen(PK7)ratesthelowestat4.50,reflectingthefactthatrespondent
hasnotbeenthebestfacilitatorsofthecraftsmen.

Satisfaction Variable
SatisfactionVariable(KPS)isscoredat5.88inthisstudy,showingthefactthatthattherespondents
haveobtainedaratherhighsatisfactionlevel.Highestrespondeditemsare(KPS7)and(KPS8)which
equallyratedat6.18.Thisfactsuggeststhatthecooperationbetweentherespondentsandcraftsmen
aspartnersisperceivedasreliableandprofessionalinnature.Thecoverfeepaymentperiod(KPS5)
receivesthelowestvalueat5.43.Thisfactreflectstheneutralityofrespondentstowardsthetimegiven
topayforthecoverfee,inwhichcaseisshortattimesandoftenarrivesbeforeanyproductissold.

Loyalty(LY)scoresat5.02,whichindicates that therespondentshavearatherhighloyalty.
Theitemthatreceivingthehighestresponseisthedesireofrespondentstobecommittedinalong-
termrelationshipwiththecraftsmenorSMEs(LY3),whichisratedat6.05.Thelowestresponse
isobtainedfromtheitemrecommendationtocolleaguestogetintouchwiththecraftsmen(LY7),
withavalueof3.95.Thedatareflecthowlowtheloyaltylevelofrespondentsiswhenitcomesto
referringtheirbatikcraftsmenorSMEssincetherespondentshavetocompeteforanadvantageof
asteadysupplier(seeTable2).

THE RESULTS oF HyPoTHESIS TESTING

Thebasisusedintestingthehypothesisinthisresearchisthevalueintheoutputresultfortheinner
weightInPLSwithwhicheveryrelationshiphypothesizedisstatisticallysimulated.Inthiscase,
thehypothesistestingwasconductedusingbootstrapresampling.Testingwithbootstrappingisalso
intendedtominimizeproblemswithabnormalitiesinresearchdata.Applicationofresamplingmethod
allowstheentryoffreelydistributeddata(distributionfree),whichdoesnotrequiretheassumption
ofanormaldistribution,anddoesnotrequirealargesample.Statisticaltestusedwasttest.The
significanceof theestimatedparametersprovidesveryuseful informationabout the relationship
betweenthestudyvariables.Figure2presentsaresearchmodelthatisfitthroughtheprocessof
validityandreliabilitytesting(outermodel).
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Oncethemodelisfit,thebootstrappingresamplinganalysisisperformedtotestthehypotheses.
PresentedinTable3arethepathcoefficientsfortestingpreviouslyproposedhypotheses.

BootstrappinghypothesistestingresultsofthePLSanalysisinTable3confirmthatallhypotheses
areaccepted.H1,Confidenceaffectsthequalityoftherelationship,hasasignificancelevelof5%,a
t-tablevalueof1.978andat-statisticvalueof4.232181.Itcanbeseenthatthet-statisticisgreater
thanthet-tablevalue,thusitcanbeconcludedthatH1isaccepted.BasedonthedatainTable3,it
canalsobeseenthatthecoefficientonH1ispositive0.228559,whichconfirmthepositiveeffectof
confidencetowardsrelationshipquality.

H2 proposes that confidence affects mutual benefit in the partnership between dealers and
craftsmenorSMEs,withasignificancelevelof5%,t-tableof1.978andt-statisticof9.187448.Itcan

Table 2. Path coefficients (mean, STDEV, T-values)

Original Sample 
(O)

Sample Mean 
(M)

Standard 
Deviation 
(STDEV)

Standard Error 
(STERR)

T Statistics (|O/
STERR|)

KH->KPS 0.400962 0.397304 0.091563 0.091563 4.379062

KP->KH 0.228559 0.241814 0.076958 0.076958 2.969898

KP->PK 0.467280 0.505707 0.065519 0.065519 7.132001

KPS->LY 0.329069 0.330241 0.077724 0.077724 4.233838

PK->KH 0.471849 0.462177 0.088136 0.088136 5.353629

PK->KPS 0.291045 0.307730 0.085048 0.085048 3.422124

PK->LY 0.382129 0.388851 0.085951 0.085951 4.445908

Figure 2. Path output diagram (post model fit)
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beseenthatthet-statisticisgreaterthanthet-table,thusitcanbeconcludedthattheH2isaccepted.
BasedonthedatainTable3,itcanalsobeseenthatthecoefficientofH2ispositiveon0.467280,
whichreinforcesthehypothesisthatconfidencehasapositiveeffectonmutualbenefit.

H3isahypothesisregardinghowmutualbenefitaffectsthequalityoftherelationship,witha
significancelevelof5%,t-tableof1.978andt-statisticof3.928706.Itcanbeseenthatthet-statistic
valueisgreaterthanthet-tablevalue,thusitcanbeconcludedthattheH3isaccepted.Basedonthe
datainTable3,itcanalsobeseenthatthecoefficientofH3ispositivewiththevalueof0.471849.
Therefore,itcanbeconcludedthatthemutualbenefithasapositiveeffectonrelationshipquality.

H4proposesthatthequalityofrelationshipaffectssatisfaction.Withasignificancelevelof5%,
t-tableof1.978,andt-statisticof3.486806,itcanbeseenthatthet-statisticisgreaterthanthet-table,
suggestingthatH4isaccepted.BasedonthedatainTable3,itcanalsobeseenthatthecoefficient
ofH4 ispositivewith thevalueof0.400962.Therefore, it canbe concluded that thequalityof
relationshipaffectssatisfaction.

H5states thatmutualbenefitaffectsonsatisfaction.Withasignificancelevelof5%,t-table
valueof1.978,andt-statisticvalueof3.047525,itcanbeseenthatthet-statisticisgreaterthanthe
t-table,renderingH5accepted.BasedonthedatainTable3,itcanalsobeseenthatthecoefficient
ofH5ispositivewiththevalueof0.291045,whichsuggestthatmutualbenefitispositivelyrelated
tosatisfaction.

H6,whichpostulatesthatmutualbenefitaffectsloyalty,hasasignificancelevelof5%,t-table
valueof1.978, and t-statisticvalue2.461057.Considering that the t-statistic isgreater than the
t-table,itcanbeconcludedthatH6isaccepted.BasedonthedatainTable3,itcanalsobeseenthat
thecoefficientofH6ispositivewiththevalueof0.382129.Therefore,itisconfirmedthatmutual
benefitpositivelyrelatedtoloyalty.

H7statesthatsatisfactionaffectsloyalty,withasignificancelevelof5%,t-tablevalueof1.978,
andt-statisticvalueof2.461057.FromthedatainTable3,itcanbeseenthatt-statisticvalueis
greaterthanthet-tablevalue.Thus,itcanbeconcludedthattheH7isaccepted.Thedataalsoshows
thatthecoefficientofH6ispositivewiththevalueof0.329069,whichmeansthatsatisfactionhas
apositiveinfluenceonloyalty.

RESEARCH FINDING AND THEoRETICAL IMPLICATIoN

Basedontheresultsofthisstudy,thefollowingcanbeconcluded.
Firstly,thatconfidence(KP)ispositivelyandsignificantlyrelatedtomutualbenefit(PK)isproven.

Intermsofthepathcoefficients,resultsindicateastronginfluenceofconfidenceinthepartnership

Table 3. Hypothesis testing

Hypothesis Coefficient Significance Level T-Table T-Statistics Results

H1 0.228559 5% 1.978 2.969898 H1accepted

H2 0.467280 5% 1.978 7.132001 H2accepted

H3 0.471849 5% 1.978 5.353629 H3accepted

H4 0.400962 5% 1.978 4.379062 H4accepted

H5 0.291045 5% 1.978 3.422124 H5accepted

H6 0.382129 5% 1.978 4.445908 H6accepted

H7 0.329069 5% 1.978 4.233838 H7accepted
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betweencraftsmenwithdealers.Thisfacthasanimportantrolerelatedtothesharingofbenefits
thathavebeenpromised,inthatthelevelofconfidencethecraftsmenhaveonthedealersaffectthe
profitmadebythedealers.Thisallowslong-termpartnershiptobeestablished,whichinturnmay
createloyaltyofdealersandensurethattheydonotturntocompetitorcraftsmen.Thisresultisin
accordancewiththeresultsinBitner(1995),DeWulfandOdeskeben(2000)andRobinetee(2000).

Secondly, thehighvalueof thequalityof relationships(KH)means that it ispositivelyand
significantlyrelatedtosatisfaction(KPS).Thismeansthatthehigherthequalityoftherelationship
establishedbythedealer,thehighersatisfactionofcraftsmenorSMEswillbe.Thisissupportedby
thefindingsofthestudy(Robertetal.,2003;Macintosch,2007;andGilbertandJudith,2011)which
statesthatthequalityoftherelationshiphaspositiveandsignificantimpactonsatisfaction.While
lowvalueoftherelationshipbetweenconfidence(KP)andmutualbenefit(PK)meansthatthehigher
theconfidencebetweencraftsmenorSMEsanddealers,themoremutualbenefitisearnedbetween
them.Theresultsofthisstudycanprovideinputonpolicymakerstodesignanddeveloppolicies
forthedevelopmentofsmallandmediumenterprisesinthesectorofbatikhandicraftsandfashion.

Managerial Implication
Basedontheresultsofhypothesistesting,overallvariablesintheexistingempiricalmodelswith
PLSanalysistechniquesarefoundtobeacceptable.Theimplicationsofthefindingsinthisresearch
towardstheapplicationofrelationshipmarketingare:

• Firstly,effortshouldbemadetoincreasetheconfidencebetweensuppliersanddealerswhohelp
markettheproduct.Themoreconfidencecraftsmenhaveontheirdealers,thehighersatisfaction
thecraftsmenorSMEswillget;

• Secondly, to ensure a long-termpartnershipbetween the enterprisingparties, thequalityof
relationshipbetweensuppliersandcraftsmenorSmallandMediumEnterprises(SMEs)should
beenhanced,sothatthesatisfactionofcraftsmenorSMEswillbethebetter;

• Thirdly,CraftsmenorSMEsshouldbemoretransparentindeterminingthemutualbenefitwith
supplierstoimprovesatisfactionsoastocreateaprofitablepartnershipforbothenterprisingparties;

• Fourthly,satisfactionofdealerswithcraftsmenorSMEsshouldbeincreasedsothatthecraftsman
orSMEscanprovideandmeettherequiredproductrequestedbythedealersinatimelymanner.

Limitations and Further Research
ThisstudyistheuseofasampleorbatikdealerrespondentsinSemarang,whichwaspurposively
sampledtherebyitcannotdescribeorgeneralizeBatikdealer inSemarangcityasawhole.This
studyisnotconductedthroughacomprehensivein-depthinterview;thereforeitmaynotprovide
comprehensiveinsightandinformation,particularlywithregardtoindicatorsofeachvariable.

Further research related to relationship marketing is to be conducted, particularly on the
relationshipbetweenSMEsormanufacturersandconsumersor(BtoC).Thefurtherresearchshould
befocusedonaspectsofcraftsmenorSMEsbyaddingvariablesandmarketsensingcapabilitiesof
themarketintermsofitsrelevancetotheperformanceofthemarketingofcraftsmanorSMEsthat
haveimplementedrelationshipmarketing.Anotherconsiderationistheneedtostudytheadditionof
apartnershipwithsupplierssothatitcanbedonethroughlong-termcooperationorrelationshipto
becomprehensiveandbetweenthetwosides.
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