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ANALISIS PENGARUH RELATIONSHIP QUALITY DAN 

CORPORATE IMAGE TERHADAP CUSTOMER 

SATISFACTION DAN CUSTOMER LOYALTY  

PADA TAKSI BLUE BIRD  

DI SURABAYA. 

 

ABSTRAK 

 

 Di dalam setiap bisnis pastilah ada persaingan, tak terkecuali 
di bisnis penyedia transportasi taksi. Blue Bird merupakan salah satu 

penyedia layanan jasa taksi yang dapat bertahan dalam persaingan 

offline maupun online. Cara yang dilakukan manajemen Blue Bird 

adalah dengan hubungan yang dibangun dengan baik dan citra 

perusahaan yang dibangun dengan baik agar menghasilkan kepuasan 

pelanggan taksi Blue Bird di Surabaya. 

 Penelitian ini bertujuan untuk mengetahui pengatuh antara 

Relationship Quality dan Corporate Image terhadapa Customer 

Loyalty melalui Customer Satisfaction pada taksi Blue Bird di 

Surabaya. Penelitian ini menggunakan penelitian kausal. Teknik 

pengambilan sampel menggunakan simple random sampling dengan 

cara purposive sampling. Sampel yang digunakan sebesar 150 
responden pengguna taksi Blue Bird di Surabaya. Alat pengumpulan 

data yang digunakan adalah kuesioner. Teknik analisis data yang 

digunakan adalah Structural Equation Model dengan menggunakan 

program LISREL.  

Hasil penelitian ini menyatakan bahwa Relationship Quality 

berpengaruh secara signifikan terhadap Customer Loyalty, Corporate 

Image berpengaruh secara signifikan terhadap Customer Loyalty, 

Customer Satisfaction berpengaruh secara signifikan terhadap 

Customer Loyalty, serta Relationship Quality dan Corporate Image 

berpengaruh secara signifikan terhadap Customer Loyalty melalui 

Customer Satisfaction. 
 

Kata Kunci: Relationship Quality, Corporate Image, Customer 

Satisfaction, Customer Loyalty 
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ANALISIS PENGARUH RELATIONSHIP QUALITY DAN 

CORPORATE IMAGE TERHADAP CUSTOMER 

SATISFACTION DAN CUSTOMER LOYALTY  

PADA TAKSI BLUE BIRD  

DI SURABAYA. 

 

ABSTRACT 

 

In every business there must be competition, not least in the 
business of taxi providers. Blue Bird is one of the providers of taxi 

services that can survive in the offline dan online competition. The 

way the Blue Bird management is done is with well-built relationships 

and a well-built corporate image to generate Blue Bird taxi customer 

satisfaction in Surabaya.  

This study aims to determine the fall between Relationship 

Quality and Corporate Image to Customer Loyalty through Customer 

Satisfaction on Blue Bird Taxi in Surabaya. This research uses causal 

research. Sampling technique using simple random sampling by 

purposive sampling. The sample used is 150 respondents of Blue Bird 

taxi users in Surabaya. The data collection tool used is questionnaire. 
Data analysis technique used is Structural Equation Model by using 

LISREL program.  

The result of this research stated that Relationship Quality 

significantly influence Customer Loyalty, Corporate Image 

significantly influence Customer Loyalty, Customer Satisfaction 

significantly influence Customer Loyalty, and Relationship Quality 

and Corporate Image significantly influence Customer Loyalty 

through Customer Satisfaction. 

 

Keywords: Relationship Quality, Corporate Image, Customer 

Satisfaction, Customer Loyalty 
 


