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THE INFLUENCE OF RELATIONSHIP ORIENTED PROMOTION 

TO THE  SATISFACTION, TRUST, COMMITMENT, AND 
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handicayoga@gmail.com 

 

Abstract 

 

 The competition among the aviation firms increasingly, so each of 

the aviation firms have to build customer loyalty to be the winner. To build 

the customer loyalty also must attention to the aother factor, they are: 

relationship oriented promotion, satisfaction, trust, and commitment. The 

purpose of this study was to determine the effect of the relationship oriented 

promotion to the satisfaction, trust, commitment and customer loyalty at 

Citilink Airlines in Surabaya. In this study, the writer used a quantitative 

approach , the data presented in the form of numbers. The tools used to 

collect the data was a questionnaire that was distributed to 150 respondents. 

The sampling technique in this study used a convenience sampling 

technique, the sampling technique with emphasis on ease of getting 

samples. The data analysis techniques used structural equation modelling ( 

SEM ). The findings of this study indicated that the relationship oriented 

promotion had a positive influence on satisfaction and trust, satisfaction had 

a positive influence on the commitment and customer loyalty, trust had a 

positive influence on the commitment and customer loyalty, and 

commitment had a positive effect on customer loyalty. 
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Abstrak 

 

Persaingan antar  maskapai penerbangan terjadi semakin ketat sehingga 

mengharuskan setiap maskapai penerbangan termasuk Citilink harus 

membangun kesetiaan pelanggan sebagai upaya untuk memenangkan 

persaingan. Kesetiaan pelanggan tidak berdiri dengan sendirinya namun 

harus dibangun dengan memperhatikan berbagai variabel, yaitu: 

relationship oriented promotion, satisfaction, trust, dan commitment. 

Tujuan dari penelitian ini adalah mengetahui pengaruh relationship oriented 

promotion  terhadap satisfaction, trust, commitment dan customer loyalty 

pada Maskapai Citilink di Surabaya. Dalam penelitian ini menggunakan 

pendekatan kuantitatif, yaitu data yang dipresentasikan dalam bentuk angka. 

Alat yang digunakan untuk mengumpulkan data adalah kuesioner yang 

disebarkan kepada 150 responden. Teknik pengambilan sampel dalam 

penelitian ini menggunakan teknik convenience sampling, yaitu teknik 

pengambilan sampel dengan mengutamakan kemudahan mendapatkan 

sampel. Adapun teknik analisis data dengan menggunakan structural 

equation modelling (SEM). Temuan dari penelitian ini menunjukkan bahwa 

relationship oriented promotion memiliki pengaruh positif terhadap 

satisfaction dan trust, satisfaction memiliki pengaruh positif terhadap 

commitment dan customer loyalty, trust memiliki pengaruh positif terhadap 

commitment dan customer loyalty, serta commitment memiliki pengaruh 

positif terhadap customer loyalty.  

 

Kata   kunci:    Relationship   Oriented    Promotion,   Satisfaction,    Trust, 

               Commitment, Customer Loyalty 
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