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ABSTRACT 

The aim of the research is to analyze relationship marketing on customer loyalty mediated by brand 

image. The research design uses quantitative descriptive using primary data sources taken directly from 

respondents via questionnaires. The research sample of Herbalife customers in Kodya Semarang with a 

minimum subscription period of 1 year amounted to 157 respondents. The research results explain that 

relationship marketing influences customer loyalty, while brand image is able to mediate. However, 

there is an obstacle, namely that respondents who are outside the Semarang Municipality cannot be used 

as samples so the results cannot be generalized. 
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INTRODUCTION 

Customer loyalty is absolutely necessary for a company to be able to survive and be able to 

compete with other companies. To build consumer loyalty, efforts are needed from the company 

to continue to provide the best quality in every product or service it has, so that a strong 

perception of quality is formed in the minds of consumers. Satisfied and loyal customers are an 

opportunity to get new customers. Retaining all existing customers will generally be more 

profitable than switching customers because the cost of attracting a new customer can be five 

times the cost of retaining an existing customer (Kotler et al. 2006). Loyalty describes a 

customer's commitment to doing business with an organization, by purchasing goods and 

services repeatedly, and recommending its services and products to friends and groups (McIlroy 

& Barnett, 2000). In the conventional marketing era, many marketers believed that customer 

loyalty was basically formed because of the contribution of value and brand. Marketers realize 

that customer loyalty is a very important driver for creating sales. According to customers, 

companies that perform well are customers who are willing to make their first purchase and 

then want to make subsequent purchases repeatedly (Chan, 2003). 

 

Relationship marketing explains that customer loyalty must be built with hard work in the form 

of personalization where customers become the core of marketing activities. Customers who 

have the intention to repurchase and recommend products and services to others are likely to 

be loyal customers. Relationship marketing is able to harness the power of customer desires 

with the pressure of information technology to provide customer satisfaction. The scope 

includes demands for integrated quality management globally to face customer business needs 

more aggressively. Business strategy is focused on sustainability and customer satisfaction and 

works to anticipate needs and adapt product results. Basically, relationship marketing is a long-

term relationship and bond between producers, consumers and suppliers and other actors. The 
essence of relationship marketing at least involves lasting relationships and continuous 

exchange and requires mutual trust and dependence. 
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The relationship marketing concept emphasizes the importance of long-term good relationships 

with consumers and marketing infrastructure, which can create awareness in the form of 

comprehensive relationships and commitment. Relationship marketing is defined as attracting, 

maintaining and improving relationships with customers (Wibowo, 2006). Relationship 

marketing is a more long-term approach, which is different from the transactional marketing 

approach which is more short-term oriented. Relationship marketing can be done in various 

ways, one of which is the relationship marketing model consisting of relationship marketing 

inputs, namely: which includes Understanding Customer Expectation (UCE), Building Service 

Partnership (BSP), Total Quality Management (TQM), Empowering Employees (EE), and 

Relationship marketing outcomes which include Customer Satisfaction (CS), Customer Loyalty 

(CL), Quality of Product (QP), Increased Profitability (IP). Relationship marketing according 

to this model is carried out continuously, requiring companies to always communicate with 

customers in order to get feedback from customers for future improvements and to integrate 

relationship marketing into the company's strategy (Adi and Purwanto, 2006). 

 

The next effort from the company in implementing relationship marketing is to invite customers 

to participate (Building Service Partnership) in programs held by the company, considering 

customers as partners, providing additional services in the form of fast service to customers, 

always maintaining good relationship, and close cooperation with customers. Relationship 

marketing is also pursued by empowering front-line employees (Empowering Employees), 

including by employees approaching customers to find out what they need, employees doing 

what they can to overcome problems experienced by customers, being responsive in providing 

service. Quality is a factor contained in a product that causes the product to be valuable 

according to the purpose for which the product was produced (Handoko, 1995:54). The quality 

of a product contains various goals, both producer goals and consumer goals. Manufacturers 

consider the quality of a product to be good if the product sells well and is liked on the market, 

so that it can bring optimal profits. Meanwhile, consumers will consider the quality of the 

product to be good if their needs and desires for the product can be satisfied. So it can be said 

that the quality of goods or services produced by a company is a reflection of the company's 

success in the eyes of consumers in carrying out its production business. 

 

In the product quality assurance program, the company will always try to carry out intensive 

quality control activities on the basic material components of the product, the production 

process and the final product. What is meant by quality control is an activity to ensure whether 

policies regarding quality (standards) can be reflected in the final results. In this quality control, 

products are checked according to standards and all deviations are recorded and analyzed, the 

results of which will be used as feedback for implementers in taking corrective action in the 

future (Assauri, 1993: 227). By implementing quality control, it is hoped that quality output 

will be obtained, reducing the number of defective or damaged products in the production 

process, which will help reduce quality assurance costs, and enhance the company's reputation 

by creating an image that its products have added value. 

 

Hsieh and Li's research (2007) explains that brand image will support customer loyalty. 

Researchers suggest that brand image is an intermediary variable. Djumarno, et al, (2017) brand 

image, product quality and customer relationships influence customer loyalty. Khoironi, et al, 

(2018) explained that brand image and product quality influence customer loyalty. It was also 

explained that customer satisfaction is an intervening variable between brand image and product 

quality. Andreani, et al. (2014) brand image and customer loyalty have an impact on customer 

satisfaction. Martenson (2007) provides an explanation that customer loyalty is influenced by 

brand image. Ndubisi (2005) also explains that customer loyalty is influenced by four marketing 
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foundations, namely commitment, communication, conflict handling and loyalty, but gender is 

not able to act as a moderator. Ishaq, et al. (2014) with research results on customer satisfaction 

as a mediator between product quality and company image. 

 

Some researchers still show differences in research results, apart from that researchers are 

interested in researching with brand image as an intervention. The reason is that most previous 

research uses brand image as a moderating variable. Another reason for choosing consumer or 

customer loyalty is that there are several differentiating factors, namely customer relationships, 

product quality, customer perception and customer satisfaction. The researcher's reason for 

taking the Herbalife healthy home as an object is that it can be seen from its marketing system 

using customer relations (relationship marketing), in addition to using a member system. 

Researchers use relationship marketing variables or what is better known as customer relations, 

then use brand image and product quality. Based on the information above and the phenomena 

explained in the background, the title of this dissertation is Customer loyalty is influenced by 

relationship marketing and product quality through brand image. The aim of the research is to 

analyze relationship marketing and product quality on customer loyalty mediated by brand 

image. 

 

METHOD 

The research uses an explanatory research method to prove the influence of relationship 

marketing on customer loyalty with brand image as a moderator. The data used was taken by 

distributing questionnaires and also obtained through data collection methods via secondary 

data Research was conducted on Herbalife customers in Kodya Semarang, especially customers 

who have subscribed for at least 2 years. The reason researchers use customers for at least 2 

years is because these customers already know the ins and outs and benefits of Herbalife 

products. The research location is Herbalife in Semarang District because the growth rate in 

Semarang is better compared to other regions in Indonesia. The research sample consisted of 

157 respondents. In this research, a model is used that explains the causal relationship between 

variables, including the existence of variables that have multiple roles. This means that in one 

case it is an independent variable, but in another case it is a dependent variable. A model that 

can explain cause and effect relationships like this is the Structural Equation Modeling (SEM). 

Structural Equation Models are a type of multivariate analysis in social sciences. 

 

RESULTS AND DISCUSSION 

Results of the construct validity test of the research variables 

Construct validity testing is testing a measurement model which is generally used to check the 

level of unidimensionality of a latent variable constructed by researchers. Convergent validity, 

namely a measurement model with reflective indicators, is assessed based on the loading factor 

value for each indicator which reflects the latent variable. A latent construct is considered good 

if the resulting factor loading value exceeds 0.5 and is significant (Ghozali, 2006). The results 

of construct validity testing for each factor loading value of the relationship marketing variable 

which consists of four indicators, the product quality variable which consists of eight indicators, 
the brand image which consists of four indicators and the customer loyalty variable which 

consists of four indicators have been proven to exceed the specified cut-off value (0.5). The 

results of this comparison prove that each indicator reflects the latent variable being measured. 

Thus, the relevance between each indicator and the research latent variable has established 

unidimensionality. 
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Structural Equation Model Assumption Test Results 

The results of SEM assumption testing prove that there are no problems with multicollinearity, 

outliers and normally distributed data. The observation data has met the requirements to be 

tested on the structural equation model built by researchers with the help of the AMOS 

(Analysis Moment of Structure) program. The acceptance criteria of the structural equation 

model can be compared with the suggested cut-off values. Evaluation of the Goodness of fit 

Index value is presented in table 1: 

Table 1.  

Evaluation of Goodness of Fit Structural Equation Model 
Goodness of fit  indices Result Cut-off  value Information 

χ2 Chi-Square  152,122 ≤ 166,406 Good 

Probability (p) 0,551 ≥ 0,05 Good 

CMIN/DF 1,552 ≤ 2,00 Good 

RMSEA 0,002 ≤ 0,08 Good 

GFI 0,971 ≥ 0,90 Good 

AGFI 0,921 ≥ 0,90 Good 

Table 1 shows a comparison between the Goodness of fit values produced by the structural 

equation model and the recommended cut-off values. The test results prove that the Chi-Square 

value (152.122) does not exceed the Chi-Square table (α=5%, DF=114) of 164.406 with a 

probability value level of 0.551 > α=5% level. This comparison explains that the null hypothesis 

is accepted, meaning that there is no difference between the structural equation model built and 

observational data, meaning that the structural equation model built based on theory is able to 

explain the condition of the phenomenon measured by the researcher. Thus the structural 

equation model can be accepted and used as an analytical tool. 

 

The test results explain that relationship marketing has an effect on customer loyalty. 

Relationship marketing is an approach that emphasizes efforts to attract customers through 

improving relationships with customers. Relationship marketing is interpreted by commitment, 

trust, communication and conflict handling. Relationship marketing is related to customer trust 

in the company which is interpreted by problems that arise being resolved quickly by the 

company. Apart from problems that arise, you are able to communicate to customers about new 

products and try to avoid conflicts with customers. The research results also support Ndubisi's 

(2006) research with the results of research on increasing customer loyalty caused by 

relationship marketing. Djumarno, et al. (2017) provide the opinion that relationship marketing 

has an impact on customer loyalty. Szamanski (2001) believes that the better relationship 

marketing will increase customer loyalty. Vahie & Paswan (2006) with research results that 

relationship marketing has a positive effect on customer loyalty. Bojei & Abu (2014) explained 

that strong relationship marketing has an impact on customer loyalty. 

 

The research results show that relationship marketing has an influence on brand image. 

Relationship marketing is a relationship built by a company with customers. Relationship 

marketing requires customer trust that if a problem arises it will be resolved quickly by the 

company. Apart from that, being able to communicate to customers about new products and 

trying to avoid conflicts with customers. The research results also support research by Hsieh & 

Li (2007) explaining that brand image increases if influenced by relationship marketing. Vahie 

& Paswan (2006) argue that relationship marketing has a positive effect on brand image. 

Relationship marketing is a way to communicate to customers in order to increase long-term 

growth for the company. Relationship marketing is explained by commitment, trust, 

communication and conflict handling. The test results explain that relationship marketing 

influences customer loyalty through brand image. Relationship marketing is interpreted by 

trying to avoid conflicts with customers, so that they can contribute to customers buying 
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products according to schedule. This means that customers already understand the products 

they will buy by providing education to other people when they want to buy Herbalife products. 

 

The research results also support Ndubisi's (2006) research on relationship marketing increasing 

customer loyalty. In line with the research results of Djumarno, et al. (2017) which explains 

that customer loyalty will increase if influenced by relationship marketing. The research results 

explain that brand image has an influence on customer loyalty. Brand image is the result of 

consumers' thoughts when they hear or see a brand. Brand image is determined by brand loyalty, 

brand personality, brand behavior and attitudes. Brand image gives customers the power to be 

loyal to the product and not switch to other products. The formation of a brand image is closely 

related to the existing perception of the brand. The formation process is called positioning. 

When the differences and advantages of a brand are compared to other brands, the term brand 

positioning appears. The research results are also supported by research by Andreani, et al. 

(2012) with research results that brand image has a positive effect on customer loyalty. In order 

for a brand's position to be strong, of course it must be known first by placing the brand in 

consumers' minds. The existence of a brand in the mind is limited to brand recognition. At the 

lowest level, where consumers just know the existence of the brand, they cannot yet form a 

perception about the brand. Djumarno, et al. (2017) also argue that a strong brand image will 

contribute to increasing customer loyalty. 

 

CONCLUSION 

Relationship marketing which is related to customer loyalty is explained by trust which is 

proven to be able to increase customer loyalty by proving regular use and repurchase by using 

Herbalife customers to buy according to schedule. Product quality which is related to 

performance is proven by Herbalife having clear functions and is proven to be able to increase 

customer loyalty by proving that customers buy Herbalife according to schedule. Brand image 

which is related to brand behavior is explained by customers choosing Herbalife because of the 

brand. Other evidence of brand image is explained by brand royalty and brand personality with 

customers who are loyal to Herbalife products because they will not switch to other products. 
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