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ABSTRAK 

 

Penelitian ini bertujuan menganalisis pengaruh Corporate Image dan 

Relationship Quality terhadap Customer Trust dan Customer Loyalty pada PT. Air 

Asia di Surabaya. Persaingan ketat pada sektor penerbangan sekarang ini 

membuat perusahaan harus memiliki strategi pemasaran yang handal dan mampu 

menarik minat konsumen sehingga mampu memenangkan pasar. Pelayanan yang 

memiliki kualitas baik dengan differensiasi yang juga baik akan menjadi produk 

yang kemungkinan besar memiliki konsumen loyal. 

Teknik pengambilan sampel yang digunakan adalah non probability 

sampling dengan cara purposive sampling. Sampel yang digunakan dalam 

penelitian ini sebesar 150 responden. Data dikumpulkan menggunakan kuesioner. 

Teknik analisis data yang digunakan adalah analisis SEM dengan program 

LISREL. 

Hasil penelitian membuktikan bahwa corporate image memiliki pengaruh 

yang signifikan terhadap customer trust; relationship quality memiliki pengaruh 

yang signifikan terhadap customer trust; customer trust memiliki pengaruh yang 

signifikan terhadap customer loyalty. Corporate image dan relationship quality 

memiliki pengaruh yang signifikan terhadap customer trust dan customer loyalty. 

 

Kata Kunci: Corporate Image, Relationship Quality, Customer Trust, 

Customer Loyalty 
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The Effect of Corporate Image and Relationship Quality to Customer Trust 

and Customer Loyalty on PT. Air Asia in Surabaya. 

 

ABSTRACT 

 

 This study aims to analyze the influence of Corporate Image and 

Relationship Quality on Customer Trust and Customer Loyalty on PT. Air Asia in 

Surabaya. Tight competition in the aviation sector now makes companies have to 

have a reliable marketing strategy that is able to attract consumers so they can win 

the market. Servants who have good quality with good differentiation will be 

products that are likely to have loyal consumers. 

 The sampling technique used is non probability sampling by means of 

purposive sampling. The sample used in this study was 150 respondents. Data was 

collected using a questionnaire. The data analysis technique used is SEM analysis 

with the LISREL program. 

 The results of the study prove that Corporate Image has a significant 

influence on customer trust; relationship quality has a significant influence on 

customer trust; customer trust has a significant effect on customer loyalty. 

Corporate Image and Relationship Quality has a significant influence on 

Customer Trust and Customer Loyalty. 

  

Keywords: Corporate Image, Relationship Quality, Customer Trust, 

Customer Loyalty 

 

 


