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ABSTRACT

Feed companies need a strategy to retain their customers, gain loyalty, and maintain profits.
One of the strategies that the company can implement is to pay attention to relationship
marketing. The implementation of relationship marketing can help companies attract and
retain customers, which then has the potential to generate customer loyalty. This study aims
to analyze the effect of relationship marketing on customer loyalty through customer
retention among layer-feed customers in South Sulawesi. The samples for this study were 150
respondents of layer feed customers, and the analytical tool used was partial least squares
structural equation modeling (PLS-SEM). The developed model comprises 21 variables
categorized into three constructs: relationship marketing, customer loyalty, and customer
retention. The findings underscore the significance of relationship marketing, as it has an
effect on customer retention and necessitates consistent attention from the company. The
interplay between relationship marketing and customer retention fosters commitment, trust,
communication, and reciprocal relationships between companies and customers. The
establishment of trust emerges as a pivotal factor leading to customer retention, playing a
crucial role in sustaining enduring relationships between companies and customers.
Consequently, this engenders customer loyalty, as customers experience a sense of
reassurance regarding the quality of services provided by the company. If feed companies
implement relationship marketing strategies well, they can attract and retain customers, which
in turn can increase customer loyalty and maintain company profits.
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INTRODUCTION

The laying hen farming business in South Sulawesi
plays a crucial role in the regional economy. The rapid
growth of the layer feed industry presents both new
opportunities and challenges for businesses striving to
maintain and expand their customer base. Due to intense
competition among layer feed companies in South
Sulawesi, such as the existence of chicken feed products of
the same quality at varying prices the implementation of
significant strategies is imperative for customer retention
and enhancing loyalty to gain a competitive edge
(Christopher et al., 2002; Huseynov & Amazhanova, 2018;
Bachir, 2021; Cardoso et al., 2022; Magatef et al.,, 2023).
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Every company formulates a marketing strategy with
the dual objective of retaining existing customers and
attracting new ones (Nasir, 2017; Utami et al., 2020;
Ekopriyono et al, 2021). While both objectives can be
pursued simultaneously, particular attention must be
devoted to customer retention strategies (Nasir, 2017;
Ekopriyono et al., 2021; Artha et al, 2022). Companies
must strive to ensure that their customers consistently
experience satisfaction, leading to repeat purchases
(Christopher et al., 2002; Soetjipto, 2014; Alshurideh,
2016; Nasir, 2017; Kankam Boadu, 2019; Ekopriyono et
al., 2021; Fook & Dastane, 2021; Artha et al., 2022; Mevia
et al,, 2022; Gurung, 2023; Hochstein et al.,, 2023; Sugiato
et al.,, 2023).
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Despite the tendency of some companies to overlook
consumer demands and desires, resulting in customer loss
and difficulty in attracting new customers (Wolter et al,
2017; Herhausen et al., 2019), efforts to achieve the dual
objective of retaining existing customers and attracting
new ones through positive customer relationships have
gained recognition (Oliveira et al., 2021; Khan et al,, 2022).
However, it is acknowledged that managing these
relationships alone is insufficient for maintaining consumer
loyalty (Abtin & Pouramiri, 2016; Kim et al., 2021; Zeren &
Kara, 2021).

The strategy of relationship marketing (RM) has
emerged as an effective approach to establishing strong
connections between companies and customers in the
layer feed industry (Palmatier, 2008; Steinhoff et al., 2019;
Thaichon et al, 2020; Mora Cortez et al, 2023). The
industry has undergone significant changes, particularly in
response to globalization and technological advancements
(Pereira et al., 2021; Wang et al., 2023; del Val Nufiez et al.,
2024), necessitating companies to adapt.

The development of information technology provides
opportunities for companies to communicate more
efficiently with layer feed customers, understand their
needs and preferences (Bahrami et al., 2012), offer more
personalized (Bonaretti et al., 2020; Talebi & Khatibi, 2023),
and respond promptly to market changes (Misirlis &
Vlachopoulou, 2018; Dwivedi et al, 2021; Sedalo et al,
2022; Cui et al,, 2023; Wang et al,, 2023). This underscores
the importance of companies adapting to contextual
changes to remain relevant and competitive.

Implementing relationship marketing (RM) through
the utilization of current technological developments can
effectively reduce marketing costs and enhance company
profitability (Christopher et al., 2002; Li, 2021; Feronika &
Kurniawati, 2022; Zhang, 2022; Avecillas et al, 2023) as
recommended (Salam et al, 2019). They suggest that
implementing RM can assist companies in both retaining
and attracting customers, thereby potentially fostering
customer loyalty (Alshurideh, 2016; Hollensen & Opresnik,
2019; Kankam Boadu, 2019; Fook & Dastane, 2021; Artha
et al, 2022).

The application of relationship marketing is not always
felt directly by customers, but the purchased feed products
impact the livestock, which is a factor for farmers to make
repeated purchases due to the productivity of their laying
hens. Of course, there are different approaches to
implementing relationship marketing for animal feed
companies. Unlike products that customers directly
consume, layer feed products are consumed by their laying
hens. Therefore, layer feed companies must maintain a
strong relationship with their customers, even if they do
not directly consume the product. In this case, the
indicator of feed quality is not only seen from the impact
on livestock productivity but also from the relationship
maintained between the company and the customer. This
differentiates the approach of animal feed companies from
other companies, where, in addition to taking care of
customers, they also directly consume their products.

Customer loyalty has evolved into the primary
indicator of a company's success (Christopher et al., 2002;
Othman et al, 2021; Gattermann-Itschert & Thonemann,
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2022; Fan et al,, 2023; Hochstein et al.,, 2023; Li et al., 2023)
this includes layer feed companies because the products
sold not only affect the animals' welfare but also directly
impact the farmer's production output and profits. In this
context, maintaining strong customer relationships is
crucial as customers are likely to make repeat purchases if
they are satisfied with the quality of the feed and see
improvements in the productivity of their livestock.
Therefore, animal feed companies should prioritize efforts
to provide added value, listen to customer feedback, and
ensure consistent product availability to ensure high
customer satisfaction and retention in the long run.

Ongoing efforts to retain customers for layer feed
products persist, recognizing that retaining existing
customers proves to be more cost-effective than acquiring
new ones (Odunlami, 2014; Alshurideh, 2016; Ekopriyono
et al, 2021; Sugiato et al, 2023). Hence, customer
retention emerges as a key factor for enhancing business
sustainability and reducing marketing costs (Andayani,
2021; Artha et al., 2022; Gurung, 2023).

Customer loyalty has evolved into the primary
indicator of a company's success (Bahri-Ammari &
Bilgihan, 2019; Paparoidamis et al, 2019). However,

achieving customer loyalty necessitates significant time
and resource investments (Nyadzayo & Khajehzadeh, 2016;
Izogo, 2017; Tseng et al., 2017). Companies must carefully
strategize on customer retention, as many struggle to gain
customer loyalty due to a lack of implementation
strategies (Wolter et al, 2017; Cheng et al, 2019;
Herhausen et al., 2019). Numerous studies have attempted
to examine factors affecting customer loyalty, including
customer engagement (So et al., 2016), trust (Ozdemir et
al., 2020), satisfaction (Morgan & Govender, 2017), product
quality (Xhema et al., 2018; Kleber & Juusola, 2021), and
other variables.

Despite existing studies on relationship marketing
and customer loyalty, this study contributes by focusing
on the specific context of South Sulawesi and delving
into the role of customer retention as a significant
mediator in the relationship between relationship
marketing and customer loyalty.

MATERIALS & METHODS

This study encompassed the entire population of
laying hen farmers in South Sulawesi, spanning eight
regencies, including Maros, Gowa, Sidrap, Pinrang,
Enrekang, Takalar, Bone, and Pangkep (Fig. 1). The
determined sample size for this study is 150 individuals, in
accordance with the methodology developed (Ferdinand,
2006), which establishes that an appropriate sample size
for SEM analysis techniques falls within the range of 100-
200. In each region, the number of samples taken was
determined proportionally according to the largest
percentage of feed sales in the company.

Data collection involved the use of an online
questionnaire (attachment 1) instrument and direct
observation at the research location. The criteria for
respondents included being regular customers at the
feed company who had made purchases at least twice a
year. The research questionnaire comprises two parts.
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Fig. 1: Map of the research location in
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The first part pertains to demographic and business profile
questions, while the second part addresses the effect of
relationship marketing on customer loyalty through
customer retention for layer feed customers. Respondents
provided responses on a five-point Likert scale ranging
from 1 (strongly disagree), 2 (disagree), 3 (neutral), 4
(agree), and 5 (strongly agree).

This research is survey research that uses a
questionnaire as a research instrument (Creswell, 2012).
Additionally, the study employed Partial Least Squares
Structural Equation Modeling (PLS-SEM) due to the
explanatory predictive nature of the research (Henseler,
2018) and the necessity for latent variable scores to
conduct additional analyses (Cepeda-Carrion et al., 2019;
Hair et al., 2019; Ghasemy et al., 2021). Model evaluation in
Partial Least Squares includes assessing the measurement
model, evaluating the structural model, and gauging the
goodness and suitability of the model. These processes
were executed using the SmartPLS 4.0 tool.

Using the Variance Inflation Factor (VIF), the study
verified that multicollinearity was absent prior to
implementing the measurement model. According to Hair et
al. (2016), multicollinearity is not a serious concern as long
as the VIF value is less than 5. Factor loadings, reliability,
validity, and discriminant validity were evaluated on the
data. The researchers used factor analysis to assess the
measurement model and examine the statistical correlations
between the variables in the study (Ahmed et al.,, 2018).

The assessment of reliability was conducted using
Cronbach's alpha (a), Composite Reliability (CR), and

Average Variance Extracted (AVE). The Fornell Larcker
criterion and Heterotrait-Monotrait ratio were utilized to
establish discriminant validity.

RESULTS

Demographic Profile of Layer Farmers

Table 1 shows the demographic profile of layer
farmers in South Sulawesi, Indonesia, which is divided into
eight districts: Maros, Gowa, Sidrap, Pinrang, Enrekang,
Takalar, Bone, and Pangkep.

Evaluation of Measurement Model

This subsection examines the measuring model
used in this study, which comprises a reflective
measurement model. The variables of relationship
marketing, customer retention, and customer loyalty are
examined reflectively. The assessment of the reflective
measurement model involves several criteria. These
include a loading factor of at least 0.70, Cronbach's
alpha, and an average variance extracted (AVE) of at
least 0.50. Additionally, the model's discriminant validity
is evaluated using the Fornell and Lacker criteria, the
Heterotrait Monotrait Ratio (HTMT) should be no more
than 0.90, and cross loadings are also considered. (Hair
et al, 2021). HTMT is the ratio of heterotrait (the
average correlation between items measuring different
variables) to the root of the geometric product of
monotrait (the correlation between items measuring the
same variable) (Yamin, 2023).
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Description Criteria Frequency Percentage % (n =150)
Age (Years) 20-30 33 22
31-40 38 25
41-50 45 30
51-60 34 23
Education Didn't go to school/didn't finish elementary school 15 10
Elementary school 20 13
Junior High School 29 19
Senior High School 43 29
Diploma (D3) 5 3
Bachelor's Degree (S1) 38 25
Gender Male 132 88
Female 18 12
Business Scale (heads) <10000 105 70
10001-20000 24 16
20001-30000 6 4
30001-40000 0 0
40001-50000 3 2
50001-60000 3 2
>60000 9 6
Length of Farming (Years) 1s/d 10 102 68,0
11s/d 20 41 273
21s/d 30 6 4,0
>30 1 07
Annual Income (US$) <1529.01 0 0
>1529.01-3058.02 10 7
>3058.02-4587.03 35 23
>4587.03-6116.04 20 13
>6116.04 85 57

Table 2: Measurement Model Results

Construct

Outer Loading Cronbach Alpha  Composite Reliability AVE

Relationship Marketing

| receive a guarantee for the products | have purchased.
The company is consistent in providing services.

The company fulfills the promises it has made.

The company offers excellent service.

The company provides information about the product.
The company provides reliable and accurate information.
The company responded quickly to the complaints | made.
The company has the ability to handle complaints.
Customer Retention

| am satisfied with the product | purchased.

| have no concerns about the products | purchased.

| recommend the product to others.

| consistently purchase the same product and do not switch to other products.

| express positive opinions about the product to others.
| have never been disappointed with my purchases of this product.
| consistently showcase the excellence of the product to others.

0.776 0.942 0.951 0.708
0.806
0.849
0.846
0.836
0.917
0.841
0.856

0.818 0.946 0.955 0.729
0.789
0.810
0.893
0.899
0.932
0.823

If | switch to a different producer, | am concerned about potential financial losses 0.855

associated with joining a new producer.
Customer Loyalty

| recommend the product to relatives or family.

| recommend the product to business colleagues.

0.955 0.953 0.964 0.843
0.927

| recommend the product to friends or individuals in the same profession (in this case, the 0.933

laying hen farming business).

| continue to make purchases consistently even when there are negative aspects associated 0.866

with the product.
| am not affected by other similar products with different brands.

0.906

Source : Survey data, generated by SmartPLS® 4.0.Note. AVE = average variance extracted.

Table 2 presents several indicators to assess the
quality of the model under analysis, comprising a
measurement model and a structural model. The analyzed
measurement model consists of three constructs:
Relationship Marketing (RM), Customer Retention (CR),
and Customer Loyalty (CL), each consisting of 8, 8, and 5
observed variables, respectively

The relationship marketing variable was assessed
using eight valid assessment items, with outer loading
values ranging from 0.776 to 0.917. There is a significant
association between the eight measurement items in
explaining marketing ties within layer feed companies

(Table 2). The relationship marketing variable has a high
level of reliability, as indicated by a composite reliability
value of 0.951 and a Cronbach's alpha of 0.942. Both
values exceed the threshold of 0.70, which is considered
acceptable. Furthermore, the presence of convergent
validity is demonstrated by an average variance extracted
(AVE) of 0.708, which above the suggested threshold of
0.50. Out of the eight relevant measuring items, two are
particularly notable for showing the strength and durability
of relationship marketing. RM 6 (LF=0.917) focuses on
providing dependable and precise information regarding
animal feed items for laying hens, while RM 8 (LF=0.856)



deals with effectively managing complaints from
customers who purchase layer feed. These two areas
demonstrate greater connections.

That the customer retention variable was assessed
using eight valid measurement items, each having outer
loading values ranging from 0.789 to 0.932. This
demonstrates the reliability of the eight assessment criteria
in accurately assessing customer retention in layer feed
firms. The customer retention variable is considered
trustworthy, as it has a composite reliability and a
Cronbach's alpha that is more than the threshold of 0.70
(indicating dependability). Furthermore, the presence of
convergent validity is demonstrated by an average
variance extracted (AVE) of 0.729, which is above the
recommended threshold of 0.50 and satisfies the
requirements for strong convergent validity. Out of the
eight valid measurement items, CR 7 and CR 6 had the
highest outside loadings (0.932 and 0.899, respectively),
demonstrating their strong connection to the aspects of
never being disappointed with purchases and sharing
positive comments about the product to others. These two
things have been functioning efficiently in layer feed
companies and require maintenance.

That the customer loyalty variable was assessed using
five valid measurement items, with outer loading values
ranging from 0.955 to 0.866. This demonstrates the
soundness of the five measurement items, proficiently
encompassing the assessment of client loyalty within the
organization. The customer loyalty variable is considered
to have a satisfactory level of reliability, as indicated by a
composite reliability and a Cronbach's alpha that above
the threshold of 0.70, which is the standard for
dependability. Furthermore, the robustness of convergent
validity is demonstrated by an average variance extracted
(AVE) of 0.843, exceeding both the required threshold and
value of 0.50, so satisfying the criterion for robust
convergent validity. In total, the factors account for 84.3%
of the variation in measurement items. Out of the five valid
measurement items, CL 1 and CL 3 have the highest outer
loadings (0.955 and 0.933, respectively), indicating their
relevance to recommending products to relatives or family
and recommending products to friends or individuals in
the same profession (specifically, the laying hen farming
business). These two products have been functioning
efficiently in the organization and need upkeep.

Discriminant validity evaluation necessitates an
examination of the Fornell and Lacker criteria.
Discriminant validity is an assessment method used to
verify if variables are distinct in theory and have been
substantiated by empirical evidence or statistical analysis.
Fornell and Lacker's criterion states that the average
variance extracted (AVE) of a variable should be higher
than the correlation between that variable and other
variables. HTMT is recommended because to its higher
sensitivity and accuracy in detecting discriminant validity
(Hair et al., 2019).

Table 3 shows the Fornell and Lacker criteria and
HTMT, both methods used in statistical analysis. Fornell
and Lacker's criterion states that the root AVE of a variable
must exceed the correlation between the variables. The
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AVE root (0.918) surpasses the correlation with customer
retention (0.854) and the correlation with relationship
marketing (0.842) for the customer loyalty variable. These
results confirm that the customer loyalty variable has met
the criteria for discriminant validity.

Table 3: Discriminant Validity of Constructs.

Variabel CL CR RM
Discriminant Validity: Fornnel-Larcker Criterion

CL 0.918

CR 0.853 0.854

RM 0.602 0.682 0.842
Heterotrait Monotrait Ratio (HTMT)

CL

CR 0.897

RM 0.624 0.701

Source: Survey data, generated by SmartPLS® 4.0. Note. Diagonal values
represent AVE, while other values represent the squared correlation. CL =
Customer Loyalty; CR = Customer Retention; RM = Relationship Marketing;
AVE = Average Variance Extracted

Evaluation of Structural Model

The study presents the coefficients of determination
(R2) and path coefficients for measuring the structural
model. Table 4 shows the evaluation results of the
structural model to confirm its acceptability, demonstrating
the lack of multicollinearity between variables with a
variance inflation factor (VIF) below 5 and reliable
parameter estimations. The R square value, derived from
the processing data, demonstrates that the impact of
relationship marketing on customer retention is 46.6%,
indicating a moderate effect. Moreover, the combined
impact of relationship marketing and customer retention
on customer loyalty is 72.9%, indicating a significant
influence. The Q-square value is a quantitative measure
employed in Partial Least Squares (PLS) analysis to evaluate
the soundness and predictive utility of the model. A Q-
square score above O validates the model's predictive
capability (Hair et al., 2019). The SRMR model value is 0.095,
which falls within an acceptable fit (Schermelleh-Engel et
al, 2003). The robustness examination, which includes
assessing linearity and heterogeneity, demonstrates
satisfactory outcomes. The variable has a square p-value
greater than 0.05, suggesting a linear association between
variables. The BIC and CAIC values of the PLS model
confirm heterogeneity in the structural model, showing that
a 1 segment model is preferred over a 2 segment model.

The study presents the R2 values and path coefficients
for measuring the structural model. In SmartPLS 4.0, the
bootstrapping approach was utilized using an original
sample of 10,000 replies (n=150) to calculate t-values and
standard errors. The structural model displays graphs
depicting the path coefficients and magnitudes, Fig. 2 is
showing the path relationship among variables.
The results of hypothesis testing as follows.
1. The first hypothesis (H1), which has a path coefficient
of 0.682 and a p-value of 0.000, or less than 0.05, is
accepted and shows that relationship marketing has a
significant impact on boosting client retention.
2. The second hypothesis (H2) is not supported by the
data; the path coefficient is 0.038 and the p-value is 0.566,
both of which are more than 0.05, suggesting that
relationship marketing and the growth in customer loyalty
are not significantly related.
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Table 4: Hypothesis Testing/Structural Model Testing.
Hipotesis Path Coefficient ~ P-Value 95% Path Coefficient Confidence Interval Test Results/Sig VIF F Square R Square Q Square
Lower limit Upper limit
H1.RM -> CR  0.682*** 0.000 0436 0.840 Support 1.000 0.871 0.466 0.566
H2.RM ->CL  0.038 0.566 -0.094 0.169 Does not support ~ 1.871 0.003 0.729 0.361
H3.CR->CL  0.827*** 0.000 0.685 0.954 Support 1.871 1.347
*sig 5%, ** sig 1%, *** sig<1%; Source: Survey data, generated by SmartPLS® 4.0.
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Fig. 2: Path Coefficient and P-Values diagram.

3. The third hypothesis (H3), which has a path coefficient
of 0.827 and a p-value of 0.000, which is less than 0.05, is
accepted and shows a strong impact of customer retention
on boosting customer loyalty.

PLS predict serves as a means of assessing the
reliability and accuracy of the PLS prediction test. In order
to demonstrate the strong predictive capability of the PLS
results, it is necessary to compare them with the
fundamental linear regression model (LM). The PLS model
is considered to possess predictive capability if the size of
the Root Mean Squared Error (RMSE) or Mean Absolute
Error (MAE) of the PLS model is smaller than that of the
linear regression model (Table 5).

Based on the processing findings from the
aforementioned observations, it can be concluded that the
PLS model exhibits reduced RMSE and MAE values for the
13 measurement items compared to the LM model (linear
regression). This suggests that the proposed Partial Least
Squares (PLS) model possesses a significant level of
predictive capability.

DISCUSSION

Demographic Profile of Layer Farmers

The profile of respondents in this study was
categorized based on several attributes, including age,
education level, gender, business scale, length of farming,
and annual income. Laying hen farming in South Sulawesi
is predominantly represented by respondents aged
between 41 and 50 years and 31 and 40 years, constituting

CcL3 CL4 CL5

30% and 25%, respectively. The youngest respondent was
20 years old, while the oldest was 60 years old, indicating
that all respondents fall within the productive age range.

Table 5: PLS Predict

Qpredict PLS-SEM_RMSE  PLS-SEM_MAE LM_RMSE LM_MAE

CL1 0330 0.642 0.469 0.617 0.425
CL2 0311 0.653 0.505 0.635 0.466
CL3 0372 0.577 0.441 0.578 0.410
Cl4 0.274 0.493 0.376 0.483 0.362
CL5 0.173 0.842 0.541 0.805 0.532
CR1 0393 0.433 0.292 0.414 0.261
CR2 0.260 0.449 0314 0.453 0.308
CR4 0.282 0.709 0.519 0.653 0.458
CR5 0.275 0.752 0.446 0.716 0.436
CR6 0414 0.523 0.351 0.465 0.310
CR7 0.396 0.481 0.320 0.467 0.311
CR8 0.234 0.733 0.512 0.711 0.533
CR10 0.234 0.726 0.422 0.683 0.397
Source: Survey data, generated by SmartPLS® 4.0.
Regarding education level, the majority of

respondents hold a high school education, accounting for
29%, followed by those with a bachelor's degree at 25%.
3% of respondents attained a D3 education, 19% completed
junior high school, 13% completed elementary school, and
10% reported having no education or formal schooling.
Education significantly affects an individual's comprehension
of the decision making process when purchasing a
product. Higher levels of education correlate with a greater
likelihood of understanding the decision making aspects
related to product purchases (Gundala & Singh, 2021).

The gender distribution among respondents skewed
towards males, comprising 88%. This gender distribution is



conducive to providing information related to decision
making processes in product purchases, as this
responsibility is commonly shouldered by men. However,
the impact of gender on business mobility cannot be
isolated from the effect of two preceding factors, namely
age and education level (FAO, 2013).

Farming experience is quantifiable based on the
duration (length of time) during which the respondent has
been engaged in laying hen farming activities. The highest
percentage of farming experience falls within the range of
1 to 10 years, constituting 68%, followed by 11 to 20 years
of farming experience at 27.3%, 21 to 30 years at 4%, and
those who have been involved for more than 30 years at
0.7%. This indicates that respondents possess considerable
experience in operating a laying hen farming business. The
duration of their farming activities suggests a likelihood
that farmers are receptive to information provided by
instructors or personnel from the company, affecting their
willingness to adapt their farming practices (Mariyono et
al, 2022).

Annual income is measured from the total earnings in
the laying hen farming business. The majority of
respondents reported an annual income exceeding $100
million, accounting for 57%, followed by an annual income
ranging between $50 and $75 million at 23%. Other
income categories include >25-50 million at 7% and >75-
100 million at 13%. This is because customers are loyal to
one product. This loyalty to one particular product among
customers contributes to their increased likelihood of
accepting cross-selling offers (additional products or
services) and up-selling (upgrades to more expensive
products or services). Such practices can enhance
transaction value and revenue per customer (Park & Yoon,
2022).

Evaluation of Measurement Model

The relationship marketing variable was assessed
using eight valid assessment items, with outer loading
values ranging from 0.776 to 0.917. There is a significant
association between the eight measurement items in
explaining marketing ties within layer feed companies. The
relationship marketing variable is considered to be very
reliable, as indicated by its composite reliability value of
0.951 and Cronbach's alpha of 0.942, both surpassing the
minimum requirement of 0.70. In addition, the presence of
convergent validity is demonstrated by an average
variance extracted (AVE) of 0.708, which above the
required threshold of 0.50. Out of the eight relevant
measuring items, two are particularly notable for showing
the strength and durability of relationship marketing. RM 6
(LF = 0.917) focuses on providing dependable and precise
information regarding animal feed items for laying hens,
while RM 8 (LF = 0.856) deals with effectively addressing
complaints from customers who purchase layer feed. These
two areas demonstrate greater connections. Trust has a
crucial role in marketing theory, especially when it comes
to establishing strong relationships, namely customer trust
in layer feed. The provision of dependable and precise
information is recognized as a crucial measure in
developing and maintaining customer confidence in layer
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feed, in accordance with established literature. (Brown et
al., 2019; Hakim et al., 2021; Cardoso et al., 2022). Trust and
commitment are identified as fundamental elements in
relationship marketing, and layer feed companies must
prioritize these aspects in their interactions with customers
(Palmatier, 2008; Brown et al., 2019; Paparoidamis et al.,
2019; Ozdemir et al., 2020; Zeren & Kara, 2021; Cardoso et
al, 2022). The application of relationship marketing
underscores the significance of adeptly managing
company relationships with layer feed customers, including
the effective handling of complaints (Palmatier, 2008;
Padilla & Ascarza, 2021). Handling layer feed customer
complaints is part of an effort to improve overall service
quality, as layer feed companies always place technical
support to farmers directly in the field to provide solutions
to complaints obtained. Improved service quality can
strengthen the relationship between feed customers and
the layer feed company. (Asnawi et al.,, 2023; Nilashi et al.,
2023).

The customer retention variable was assessed using
eight valid measurement items, with outer loading values
ranging from 0.789 to 0.932. This demonstrates the
reliability of the eight measurement items, accurately
assessing client retention in layer feed firms. The customer
retention variable is considered to have an adequate level
of reliability, as indicated by a composite reliability and
Cronbach's alpha that surpass the threshold of 0.70
(reliable). Furthermore, the presence of convergent validity
is demonstrated by an average variance extracted (AVE) of
0.729, which above the recommended threshold of 0.50
and satisfies the requirements for strong convergent
validity. Out of the eight valid measurement items, CR 7
and CR 6 had the highest outside loadings (0.932 and
0.899, respectively), demonstrating their strong connection
to the aspects of never being disappointed with purchases
and sharing positive comments about the product to
others. These two things have been functioning efficiently
in layer feed companies and require maintenance. In total,
the factors account for 72.9% of the variation in
measurement items. Customer retention relies not just on
customer dissatisfaction, but also on the essential
requirement of internalizing other impressions, such as
assessing service quality, which ultimately leads to
customer trust and loyalty in layer feed. (Odunlami, 2014;
Zhao et al, 2020; Artha et al, 2022). For layer feed
companies, customer satisfaction with layer feed is
foundational for maintaining competitiveness, securing a
competitive advantage, and fostering long term
relationships with layer feed customers (Carranza et al,
2018; Oliveira et al., 2021). The quality of service provided
by layer feed companies and the satisfaction of layer feed
customers are paramount success factors, particularly
when customers make repeat purchases (Odunlami, 2014;
Alshurideh, 2016; Bahri-Ammari & Bilgihan, 2019;
Andayani, 2021; Fook & Dastane, 2021; Artha et al,, 2022;
Fan et al.,, 2023; Hochstein et al.,, 2023; B. Li et al., 2023; Wu
& Dong, 2023).

The customer loyalty variable was assessed using five
valid measurement items, each having outer loading values
ranging from 0.955 to 0.866. This demonstrates the



reliability of the five assessment items in accurately
assessing client loyalty within the organization. The
customer loyalty variable is considered to be dependable,
as indicated by a composite reliability and a Cronbach's
alpha that both above the threshold of 0.70. Furthermore,
the convergent validity is demonstrated by an average
variance extracted (AVE) of 0.843, which above the
required threshold of 0.50, thus achieving the criterion for
strong convergent validity. In total, the factors account for
84.3% of the variation in measurement items. Among the
five valid measurement items, CL 1 and CL 3 stand out with
the highest outer loadings (0.955 and 0.933, respectively),
indicating  their relevance to aspects such as
recommending products to relatives or family and
recommending products to friends or individuals in the
same profession (in this case, the laying hen farming
business). These two items have been operating effectively
in the company and require maintenance. Customer loyalty
is deemed successful when customers engage in word-of-
mouth (WOM) by recommending products to relatives
(Ngoma & Ntale, 2019). Saragih et al, (2022)
Recommending products through word of mouth
significantly affects consumer purchasing decisions. Active
recommendations from loyal customers can enhance
brand appeal and foster increased loyalty (Zeqiri et al,
2023).

Discriminant  validity ~ evaluation assesses the
measurement model to confirm that the variables are
conceptually separate and have been tested using
empirical or statistical means. For this objective, two
approaches were utilized: the Fornell and Lacker criteria
and HTMT. According to Fornell and Lacker's criteria, the
root average variance extracted (AVE) of a variable must
exceed the correlation between the variables. The AVE root
(0.918) surpasses the correlation with customer retention
(0.854) and the correlation with relationship marketing
(0.842) for the customer loyalty variable. These results
confirm that the customer loyalty variable meets the
criteria for discriminant validity. Similarly, customer
retention and relationship marketing demonstrate
discriminant validity, since the root AVE exceeds the
correlation between the variables. HTMT is another
recommended measure for assessing discriminant validity.
Hair et al. (2019), which method is deemed more sensitive
or precise in detecting discriminant validity. The suggested
criterion is less than 0.90. The test findings show that the
HTMT values for the variable pairings are less than 0.90,
which confirms that discriminant validity has been
achieved. Variables have a higher degree of shared
variation with the items that measure them, compared to
the variance of other variable items.

Evaluation of Structural Model

The evaluation of the structural model is associated
with testing the hypotheses regarding the effect of
research variables (Hair et al, 2019). The examination of
the structural model involves checking for the absence of
multicollinearity between variables using an Inner Variance
Inflated Factor (VIF) measure below 5. Additionally, it
includes hypothesis testing and determining 95%
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confidence intervals for estimated path coefficient
parameters. The direct variable effect at the structural level
is also evaluated, measured through the F square metric
(where F square values of 0.02 indicate a low effect, 0.15 a
moderate effect, and 0.35 a high effect).

The overall evaluation of the model includes R Square
with the criteria from Chin (1998), namely 0.19 (indicating a
low effect), 0.33 (indicating a moderate effect), and 0.66
(indicating a high effect). Additionally, Q Square should be
above 0, and the Standardized Root Mean Square Residual
(SRMR) should be below 0.08, or within the range of 0.08—
0.10, for an acceptable fit, according to (Schermelleh-Engel
et al, 2003; Hair et al., 2019). The PLS Predict indicated by
the RMSE and MAE of the PLS model (Table 5), was lower
than that of the LM (Hair et al., 2019), and the robustness
check consists of the linearity and heterogeneity of
structural models with FIMIX PLS (Sarstedt et al., 2019).

The structural model's evaluation findings confirm its
acceptability, showing strong parameter estimates and no
multicollinearity amongst variables with an inner variance
inflated factor (VIF) of less than 5. Based on the processing
findings, the R square value shows that relationship
marketing has a moderate 46.6% impact on client
retention. Additionally, there is a 72.9% (strong effect)
cumulative effect of relationship marketing and client
retention on customer loyalty. In PLS, the Q-square value
expresses the predictive relevance of the model and is
used as a measure of validity. When the Q-square value is
greater than zero, the model's predictive (Hair et al., 2019).
The SRMR model value is 0.095, which falls within an
acceptable fit (Schermelleh-Engel et al., 2003). The
robustness assessment, which includes evaluating linearity
and heterogeneity, demonstrates satisfactory outcomes.
The variable has a square p-value greater than 0.05,
suggesting a linear association between variables. The BIC
and CAIC values of the PLS model confirm heterogeneity in
the structural model, showing that a 1 segment model is
preferred over a 2-segment model.

Based on the results of hypothesis testing, the findings are
as follows:

The first hypothesis (H1), which has a path coefficient
of 0.682 and a p-value of 0.000, or less than 0.05, is
accepted and shows that relationship marketing has a
significant impact on boosting client retention. This implies
that any modification to relationship marketing will raise
customer retention in proportion. The impact of customer
retention on improving relationship marketing lies in the
95% confidence interval, which spans from 0.436 to 0.840.
Moreover, the effect of relationship marketing on
increasing customer retention exhibits a high mediating
effect at the structural level (F square=0.871). This
underscores the importance of implementing a program to
enhance relationship marketing, as it is considered very
important. When there is a company policy aimed at
boosting relationship marketing, the expected increase in
customer retention is up to 0.840.

Palmatier (2008) In executing an effective relationship
marketing strategy, companies should prioritize factors
such as commitment, trust, communication, and reciprocal
relationships. The persistence of layer feed customers



within the company is attributed to these factors.
Commitment represents the company's desire to sustain
positive relationships with customers; trust involves mutual
trust  between the company and  customers;
communication fosters shared interpretations of long term
hopes and goals among personnel; and reciprocal
relationships indicate satisfaction from both parties with
the existing relationship (Oliveira et al., 2021). Hence, it is
imperative for layer feed companies to maintain and
continually enhance these aspects. This can be achieved by
consistently reminding all employees to remain
committed, foster trust, and actively build positive
relationships with customers (Nasir, 2017).

The second hypothesis (H2) is not supported by the
data; the path coefficient is 0.038 and the p-value is 0.566,
both of which are more than 0.05, suggesting that
relationship marketing and the growth in customer loyalty
are not significantly related. This suggests that changes
made to relationship marketing have little bearing on
client loyalty. These findings align with the results obtained
by (zulkifli, 2012), suggesting that commitment and
satisfaction, as factors of relationship marketing, have no
effect on customer loyalty, while the trust factor does have
an effect. Additionally, (Kim & Sullivan, 2019) mentioned in
his book that loyalty is shaped by the level of brand
sensitivity. Commitment, characterized as a statement of
attitude and not yet a reality, does not affect loyalty.
Reciprocal relationships also do not affect loyalty,
indicating that this factor is more likely to affect the level
of customer satisfaction in transactions. With customer
satisfaction, the expectation is that customers will not
switch to other products. Nevertheless, despite the lack of
a direct effect on customer loyalty, relationship marketing
does impact customer retention, in addition to the trust
and customer retention variables that affect customer
loyalty. Therefore, companies should prioritize attention to
these three variables in their marketing strategy, as all
three variables concurrently affect customer retention,
subsequently affecting customer loyalty.

The third hypothesis (H3), which has a path coefficient
of 0.827 and a p-value of 0.000, which is less than 0.05, is
accepted and shows a strong impact of customer retention
on boosting customer loyalty. This implies that any
modification to customer retention will result in a rise in
consumer loyalty. The impact of customer loyalty on
improving customer retention falls between 0.685 and
0.954 in the 95% confidence interval. Moreover, the effect
of customer retention on increasing customer loyalty
exhibits a high mediating effect at the structural level (f
square=1.347). Consequently, there is a need for a
company program to enhance customer retention efforts,
which is considered highly important. When there is a
company policy aimed at increasing customer retention,
the expected increase in customer loyalty is up to 0.954.

Hair et al. (2019) state that partial least squares is a
structural equation modeling (SEM) analysis with predictive
purposes. To demonstrate the suggested model's
predictive ability, a measure of model validation must be
developed. The PLS prediction test's strength is validated
by the use of PLS prediction. It is necessary to compare the
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PLS results with the fundamental model, the LM, in order
to determine whether the PLS results have a good degree
of predictive power. If the PLS model's MAE or RMSE is less
than the linear regression model's, the PLS model is said to
have predictive power.

The PLS model demonstrates strong predictive
potential if all of its measurement items show lower RMSE
and MAE values than the linear regression model.

If most items show lower values, it indicates medium
predictive power.

The RMSE and MAE values for the 13 measurement
items show that there are fewer measurement items in the
PLS model with RMSE and MAE values than in the LM
model (linear regression), which is based on the processing
results from the aforementioned observations. This
suggests that there is significant predictive value in the
suggested PLS model.

Conclusion

Based on the findings and discussion, it can be
concluded that relationship marketing is a crucial
component for companies, especially in the field of animal
husbandry. This is evidenced by findings indicating that
relationship marketing, encompassing trust, commitment,
communication, and reciprocal relationships, significantly
affects customer retention. While relationship marketing
does not directly affect customer loyalty, it notably affects
the trust factor. Moreover, customer retention has a
significant effect on customer loyalty.

Conflict of Interest

The author(s) have stated that they have no potential
conflicts of interest regarding the research, authorship,
and/or publication of this paper.

Acknowledgements

This study was supported by the Center for Education
Financial Services (PUSLAPDIK Indonesia) and Indonesia
Endowment Funds for Education (LPDP Indonesia). We
would also like to express our gratitude to PT. Japfa
Comfeed Indonesia, Tbk., for their assistance in collecting
data at the research location.

Author Contributions

Muhammad Alwi Akbar is master program of Animal
Science and Technology, Faculty of Animal Science,
Hasanuddin University. In writing this article, contributed
to conceptualization, data curation, formal analysis,
funding acquisition, project administration, and draft
writing. Ahmad Ramadhan Siregar is Professor at the
Department of Livestock Socio-Economics, Faculty of
Animal Science at Hasanuddin University. Him competence
in the field of livestock marketing. In writing this article,
contributed to conceptualization, provided resources,
software, monitoring, and validation. Aslina Asnawi is
Professor at the Department of Livestock Socio-Economics,
Faculty of Animal Science at Hasanuddin University. Her
competence in the field of financial management of
livestock business. In writing this article, contributed to
conceptualization, investigation, methodology, supervision,



validation, visualization, as well as the writing of the review
and editing.

REFERENCES

Abtin, A, & Pouramiri, M. (2016). The impact of relationship marketing on
customer loyalty enhancement (Case study: Kerman Iran insurance
company). Marketing and Branding Research, 3(1). https://doi.org/10.
33844/mbr.2016.60203

Ahmed, S., Abd Manaf, N. H., & Islam, R. (2018). Measuring Lean Six Sigma
and quality performance for healthcare organizations. International
Journal of Quality and Service Sciences, 10(3). https://doi.org/10.1108/
1JQSS-09-2017-0076

Alshurideh, M. T. (2016). Is Customer Retention Beneficial for Customers: A
Conceptual Background. Journal of Research in Marketing, 5(3).
https://doi.org/10.17722/jorm.v5i3.126

Andayani, F. (2021). Enhancing Customer Retention in B2B Digital Marketing
Agency in Indonesia (Case Study of BIZGO Digital). Journal of
International Conference Proceedings, 4(3). https://doi.org/10.32535/

icp.v4i3.1372
Artha, B., Zahara, |., Bahri, & Permata Sari, N. (2022). Customer Retention: A

Literature Review. Social Science Studies, 2(1). https://doi.org/10.47153
/s5521.2952022

Asnawi, A, Ridwan, M., Nurlaelah, S., Amrawaty, A. A, Baba, S., & Kasim, K.
(2023). Profile of the poultry system and the socio-economic impact
of native chickens as a potential development area in South Sulawesi,
Indonesia. Animal Production Science, 63(17). https://doi.org/10.1071/
AN22406

Avecillas, D. A, Alipio, R. L, Valdiviezo, H. C., & Valenzuela, P. V. (2023). The
Incidence of Information Technologies on the Profitability of Service
Firms. TEM Journal, 12(2). https://doi.org/10.18421/TEM122-45

Bachir, S. (2021). The Evolution of Customer Relationship Management in
The Digital Age and Its Impacti on Banks. The EUrASEANSs: Journal on
Global Socio-Economic Dynamics, 3(28). https://doi.org/10.35678/2539
-5645.3(28).2021.50-63

Bahrami, M., Ghorbani, M., & Arabzad, S. M. (2012). Information Technology
(IT) as An Improvement Tool For Customer Relationship Management
(CRM). Procedia - Social and Behavioral Sciences, 41. https://doi.org/
10.1016/j.sbspro.2012.04.008

Bahri-Ammari, N., & Bilgihan, A. (2019). Customer retention to mobile
telecommunication service providers: the roles of perceived justice
and customer loyalty program. International Journal of Mobile
Communications, 17(1). https://doi.org/10.1504/1JMC.2019.096518

Bonaretti, D., Bartosiak, M., Lui, T. W.,, Piccoli, G., & Marchesani, D. (2020).
"What can [(S) do for you?”: How technology enables service
providers to elicit customers’ preferences and deliver personalized
service. Information and Management, 57(6). https://doi.org/10.1016/j.
im.2020.103346

Brown, J. R, Crosno, J. L, & Tong, P. Y. (2019). Is the theory of trust and
commitment in marketing relationships incomplete? Industrial
Marketing Management, 77. https://doi.org/10.1016/j.indmarman.2018
.10.005

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, ., Régo, R, Silva, R, Oliveira,
M., & Meirinhos, G. (2022). Trust and Loyalty in Building the Brand
Relationship with the Customer: Empirical Analysis in a Retail Chain in
Northern Brazil. Journal of Open Innovation: Technology, Market, and
Complexity, 8(3). https://doi.org/10.3390/joitmc8030109

Carranza, R, Diaz, E, & Martin-Consuegra, D. (2018). The influence of
quality on satisfaction and customer loyalty with an importance-
performance map analysis: Exploring the mediating role of trust.
Journal of Hospitality and Tourism Technology, 9(3). https://doi.org/10.
1108/JHTT-09-2017-0104

Cepeda-Carrion, G., Cegarra-Navarro, J. G., & Cillo, V. (2019). Tips to use
partial least squares structural equation modelling (PLS-SEM) in
knowledge management. In Journal of Knowledge Management (Vol.
23, Issue 1). https://doi.org/10.1108/JKM-05-2018-0322

Cheng, B. L, Gan, C. C, Imrie, B. C, & Mansori, S. (2019). Service recovery,
customer satisfaction and customer loyalty: evidence from Malaysia’'s
hotel industry. International Journal of Quality and Service Sciences,
11(2). https://doi.org/10.1108/1JQSS-09-2017-0081

Christopher, M., Payne, A. and Ballantyne, D. (2002). Relationship Marketing
(1st ed.).

Creswell, J. W. (2012). Educational research: Planning, conducting, and
evaluating quantitative and qualitative research. In Educational
Research (Vol. 4).

Cui, L, Wu, H, Wu, L, Kumar, A, & Tan, K. H. (2023). Investigating the

387

Int J Agri Biosci, 2024, 13(3): 378-389.

relationship between digital technologies, supply chain integration
and firm resilience in the context of COVID-19. Annals of Operations
Research, 327(2). https://doi.org/10.1007/s10479-022-04735-y

del Val Nufez, M. T., de Lucas Ancillo, A, Gavrila Gavrila, S., & Gémez
Gandia, J. A. (2024). Technological transformation in HRM through
knowledge and training: Innovative business decision making.
Technological Forecasting and Social Change, 200, 123168.
https://doi.org/10.1016/j.techfore.2023.123168

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J.,
Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M.
M., Raman, R, Rauschnabel, P. A, Rowley, J,, Salo, J, Tran, G. A, &
Wang, Y. (2021). Setting the future of digital and social media
marketing research: Perspectives and research propositions.
International Journal of Information Management, 59. https://doi.org/
10.1016/j.ijinfomgt.2020.102168

Ekopriyono, A, Pujiastuti, N. S., Widayati, T., & Puspitowati, I. (2021). A Study
of SMEs’ Retention Marketing During the Covid-19 Pandemic.
Proceedings of the Ninth International Conference on Entrepreneurship
and Business Management (ICEBM 2020), 174. https://doi.org/10.2991/
aebmr.k.210507.073

Fan, Y., Isa, S. M, Yang, S., & Goh, E. (2023). Please stay with us again:
Investigating the mediating roles of hedonic well-being and tourism
autobiographical memory in customer retention at Chinese resorts.
Journal of Hospitality and Tourism Management, 56. https://doi.org/10
.1016/j.jhtm.2023.08.005

FAO, (2013). Understanding and integrating gender issues into livestock
projects and programmes. A checklist for practitioners. In
Understanding and integrating gender issues into livestock projects and
programmes: a checklist for practitioners. https://www.fao.org/
documents/card/en/c/c82d93c8-370e-5413-be14-1ef008ff898a

Ferdinand, (2006). Structural Equation Modelling in Management Research
(Ferdinand, Ed.; 2nd ed.). Universitas Diponegoro.

Feronika, F., & Kurniawati, H. (2022). Information Technology and
Profitability: Empirical Evidence In Indonesia. Jurnal Pendidikan
Tambusai, 6(2018).

Fook, A. C. W., & Dastane, O. (2021). Effectiveness of Loyalty Programs in
Customer Retention: A Multiple Mediation Analysis. Jindal Journal of
Business Research, 10(1). https://doi.org/10.1177/22786821211000182

Gattermann-Itschert, T, & Thonemann, U. W. (2022). Proactive customer
retention management in a non-contractual B2B setting based on
churn  prediction with random forests. Industrial Marketing
Management, 107. https://doi.org/10.1016/j.indmarman.2022.09.023

Ghasemy, M., Erfanian, M., & Gaskin, J. E. (2021). Affective events theory as a
theoretical lens for improving the working environment of academics
in developing economies. Journal of Applied Research in Higher
Education, 13(1). https://doi.org/10.1108/JARHE-02-2020-0030

Gundala, R. R, & Singh, A. (2021). What motivates consumers to buy
organic foods? Results of an empirical study in the United States. PLoS
ONE, 16(9 September). https://doi.org/10.1371/journal.pone.0257288

Gurung, B. (2023). Impact of Sustainable Marketing Activities on Customer
Retention. KMC Journal, 5(2). https://doi.org/10.3126/kmcj.v5i2.58235

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R. In Practical Assessment, Research and Evaluation (Vol. 21,
Issue 1).

Hair, J. F., Risher, J. J,, Sarstedt, M., & Ringle, C. M. (2019). When to use and
how to report the results of PLS-SEM. In European Business Review
(Vol. 31, Issue 1). https://doi.org/10.1108/EBR-11-2018-0203

Hair, J. F.,, Sarstedt, M., Matthews, L. M., & Ringle, C. M. (2016). Identifying
and treating unobserved heterogeneity with FIMIX-PLS: part | —
method. In  European Business Review (Vol. 28, Issue 1).
https://doi.org/10.1108/EBR-09-2015-0094

Hakim, M. L., Hurriyati, R, Sulthan, M. A,, & Wibowo, L. A. (2021). The Effect
of Relationship Marketing Dimensions on Satisfaction (Case of ASN in
Pemda KBB). Proceedings of the 5th Global Conference on Business,
Management  and  Entrepreneurship ~ (GCBME ~ 2020), 187.
https://doi.org/10.2991/aebmr.k.210831.074

Henseler, J. (2018). Partial least squares path modeling: Quo vadis? In
Quality and Quantity (Vol. 52, Issue 1). https://doi.org/10.1007/s11135
-018-0689-6

Herhausen, D., Kleinlercher, K., Verhoef, P. C., Emrich, O., & Rudolph, T.
(2019). Loyalty Formation for Different Customer Journey Segments.
Journal of Retailing, 95(3). https://doi.org/10.1016/j.jretai.2019.05.001

Hochstein, B., Voorhees, C. M., Pratt, A. B, Rangarajan, D., Nagel, D. M., &
Mebhrotra, V. (2023). Customer success management, customer health,
and retention in B2B industries. International Journal of Research in
Marketing. https://doi.org/10.1016/j.iiresmar.2023.09.002

Hollensen, S., & Opresnik, M. O. (2019). Fundamentals of Relationship



https://doi.org/10.%2033844/mbr.2016.60203
https://doi.org/10.%2033844/mbr.2016.60203
https://doi.org/10.1108/%20IJQSS-09-2017-0076
https://doi.org/10.1108/%20IJQSS-09-2017-0076
https://doi.org/10.17722/jorm.v5i3.126
https://doi.org/10.32535/%20jicp.v4i3.1372
https://doi.org/10.32535/%20jicp.v4i3.1372
https://doi.org/10.47153%20/sss21.2952022
https://doi.org/10.47153%20/sss21.2952022
https://doi.org/10.1071/%20AN22406
https://doi.org/10.1071/%20AN22406
https://doi.org/10.18421/TEM122-45
https://doi.org/10.35678/2539%20-5645.3(28).2021.50-63
https://doi.org/10.35678/2539%20-5645.3(28).2021.50-63
https://doi.org/%2010.1016/j.sbspro.2012.04.008
https://doi.org/%2010.1016/j.sbspro.2012.04.008
https://doi.org/10.1504/IJMC.2019.096518
https://doi.org/10.1016/j.%20im.2020.103346
https://doi.org/10.1016/j.%20im.2020.103346
https://doi.org/10.1016/j.indmarman.2018%20.10.005
https://doi.org/10.1016/j.indmarman.2018%20.10.005
https://doi.org/10.3390/joitmc8030109
https://doi.org/10.%201108/JHTT-09-2017-0104
https://doi.org/10.%201108/JHTT-09-2017-0104
https://doi.org/10.1108/JKM-05-2018-0322
https://doi.org/10.1108/IJQSS-09-2017-0081
https://doi.org/10.1007/s10479-022-04735-y
https://doi.org/10.1016/j.techfore.2023.123168
https://doi.org/%2010.1016/j.ijinfomgt.2020.102168
https://doi.org/%2010.1016/j.ijinfomgt.2020.102168
https://doi.org/10.2991/%20aebmr.k.210507.073
https://doi.org/10.2991/%20aebmr.k.210507.073
https://doi.org/10%20.1016/j.jhtm.2023.08.005
https://doi.org/10%20.1016/j.jhtm.2023.08.005
https://www.fao.org/%20documents/card/en/c/c82d93c8-370e-5413-be14-1ef008ff898a
https://www.fao.org/%20documents/card/en/c/c82d93c8-370e-5413-be14-1ef008ff898a
https://doi.org/10.1177/22786821211000182
https://doi.org/10.1016/j.indmarman.2022.09.023
https://doi.org/10.1108/JARHE-02-2020-0030
https://doi.org/10.1371/journal.pone.0257288
https://doi.org/10.3126/kmcj.v5i2.58235
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-09-2015-0094
https://doi.org/10.2991/aebmr.k.210831.074
https://doi.org/10.1007/s11135%20-018-0689-6
https://doi.org/10.1007/s11135%20-018-0689-6
https://doi.org/10.1016/j.jretai.2019.05.001
https://doi.org/10.1016/j.ijresmar.2023.09.002

Marketing. In Marketing. https://doi.org/10.1142/97819446596390001

Huseynov, F., & Amazhanova, K. (2018). The Impact of Electronic Customer
Relationship Management on Customer Satisfaction in Turkey. Journal
of Business Management and  Economic  Research, 2(4).
https://doi.org/10.29226/tr1001.2018.42

Izogo, E. E. (2017). Customer loyalty in telecom service sector: The role of
service quality and customer commitment. TQM Journal, 29(1).
https://doi.org/10.1108/TQM-10-2014-0089

Kankam Boadu, A. A. (2019). Customer Relationship Management and
Customer Retention. SSRN Electronic Journal. https://doi.org/10.2139/
ssrn.3472492

Khan, R. U, Salamzadeh, Y., Igbal, Q, & Yang, S. (2022). The Impact of
Customer Relationship Management and Company Reputation on
Customer Loyalty: The Mediating Role of Customer Satisfaction.
Journal of Relationship Marketing, 21(1), 1-26. https://doi.org/10.1080/
15332667.2020.1840904

Kim, Y. J,, Park, J. S, & Jeon, H. M. (2021). Experiential value, satisfaction,
brand love, and brand loyalty toward robot barista coffee shop: The
moderating effect of generation. Sustainability (Switzerland), 13(21).
https://doi.org/10.3390/su132112029

Kim, Y. K., & Sullivan, P. (2019). Emotional branding speaks to consumers’
heart: the case of fashion brands. In Fashion and Textiles (Vol. 6, Issue
1). https://doi.org/10.1186/s40691-018-0164-y

Kleber, D. M. S., & Juusola, K. (2021). Open innovation—an explorative study
on value co-creation tools for nation branding and building a
competitive identity. Journal of Open Innovation: Technology, Market,
and Complexity, 7(4). https://doi.org/10.3390/joitmc7040206

Li, B, Mousa, S., Reinoso, J. R. R, Alzoubi, H. M., Ali, A, & Hoang, A. D.
(2023). The role of technology innovation, customer retention and
business continuity on firm performance after post-pandemic era in
China’'s SMEs. Economic Analysis and Policy, 78. https://doi.org/10.
1016/j.eap.2023.05.004

Li, S. (2021). The Influence of Technological Innovation on the Profitability of
Enterprises. E3S Web of Conferences, 235. https://doi.org/10.1051/
e3sconf/202123502075

Magatef, S., Al-Okaily, M., Ashour, L., & Abuhussein, T. (2023). The impact of
electronic customer relationship management strategies on customer
loyalty: A mediated model. Journal of Open Innovation: Technology,
Market, and Complexity, 9(4). https://doi.org/10.1016/j.joitmc.2023.
100149

Mariyono, J., Tabrani, T., Jalil, M., Daroini, P. B., Latifah, E., & Kuntariningsih,
A. (2022). Factors Influencing Farmer Behavior Towards Training with
Special Topics of Agribusiness in East Java, Indonesia. Proceedings of
the 2nd International Conference on Social Science, Humanities,
Education and  Society Development (ICONS 2021), 629.
https://doi.org/10.2991/assehr.k.220101.028

Mevia, Y., Komariah, K, Deni, R, Danial, M., & Sukabumi, U. M. (2022).
Analysis Of Service Quality And Customer Trust Of Customer
Retention. In Management Studies and Entrepreneurship Journal (Vol.
3, Issue 4). http://journal.yrpipku.com/index.php/msej

Misirlis, N., & Vlachopoulou, M. (2018). Social media metrics and analytics in
marketing — S3M: A mapping literature review. In International Journal
of Information Management (Vol. 38, Issue 1). https://doi.org/10.1016/
j.ijinfomgt.2017.10.005

Mora Cortez, R, Johnston, W. J, & Ehret, M. (2023). “"Good Times—Bad
Times” — Relationship marketing through business cycles. Journal of
Business Research, 165. https://doi.org/10.1016/j.jbusres.2023.114063

Morgan, S., & Govender, K. (2017). Exploring customer loyalty in the South
African mobile telecommunications sector. Cogent Business and
Management, 4(1). https://doi.org/10.1080/23311975.2016.1273816

Nasir, S. (2017). Customer retention strategies and customer loyalty. In
Advertising and Branding: Concepts, Methodologies, Tools, and
Applications. https://doi.org/10.4018/978-1-5225-1793-1.ch054

Ngoma, M. & Ntale, P. D. (2019). Word of mouth communication: A
mediator of relationship marketing and customer loyalty. Cogent
Business and Management, 6(1). https://doi.org/10.1080/23311975.
2019.1580123

Nilashi, M., Abumalloh, R. A, Ahmadi, H., Samad, S., Alrizg, M., Abosag, H., &

Alghamdi, A. (2023). The nexus between quality of customer
relationship  management systems and customers’ satisfaction:
Evidence from online customers’ reviews. Heliyon, 9(11).

https://doi.org/10.1016/j.heliyon.2023.e21828
Nyadzayo, M. W., & Khajehzadeh, S. (2016). The antecedents of customer
loyalty: A moderated mediation model of customer relationship
management quality and brand image. Journal of Retailing and
Consumer Services, 30. https://doi.org/10.1016/j jretconser.2016.02.002
Odunlami, I. B. (2014). Impact of Customer Satisfaction and Customer
Retention on Customer Loyalty: a Case Study of Enterprise Bank in

388

Int J Agri Biosci, 2024, 13(3): 378-389.

Oyo. International Journal of Education and Research, 2(9).
https://ijern.com/journal/2014/September-2014/38.pdf

Oliveira, M., Sousa, M., Silva, R, & Santos, T. (2021). Strategy and human
resources management in non-profit organizations: Its interaction
with open innovation. Journal of Open Innovation: Technology, Market,
and Complexity, 7(1). https://doi.org/10.3390/joitmc7010075

Othman, B., He, W., Huang, Z, Xi, J, & Ramsey, T. (2021). The effects on
service value and customer retention by integrating after sale service
into the traditional marketing mix model of clothing store brands in
China. Environmental Technology and Innovation, 23. https://doi.org/
10.1016/j.eti.2021.101784

Ozdemir, S., Zhang, S. J., Gupta, S., & Bebek, G. (2020). The effects of trust
and peer influence on corporate brand—Consumer relationships and
consumer loyalty. Journal of Business Research, 117. https://doi.org/10.
1016/j.,jbusres.2020.02.027

Padilla, N., & Ascarza, E. (2021). Overcoming the Cold Start Problem of
Customer Relationship Management Using a Probabilistic Machine
Learning Approach. Journal of Marketing Research, 58(5).
https://doi.org/10.1177/00222437211032938

Palmatier, R. W. (2008). Relationship marketing. Marketing Science Institute.
https://www.mktgsensei.com/AMAE/Services/Relationship%20Marketi
ng.pdf

Paparoidamis, N. G., Katsikeas, C. S., & Chumpitaz, R. (2019). The role of
supplier performance in building customer trust and loyalty: A cross-
country examination. Industrial Marketing Management, 78.
https://doi.org/10.1016/j.indmarman.2017.02.005

Park, C. H., & Yoon, T. J. (2022). The dark side of up-selling promotions:
Evidence from an analysis of cross-brand purchase behaviors. Journal
of Retailing, 98(4). https://doi.org/10.1016/j.jretai.2022.03.005

Pereira, C. S., Veloso, B., Durdo, N., & Moreira, F. (2021). The influence of
technological innovations on international business strategy before
and during COVID-19 pandemic. Procedia Computer Science, 196.
https://doi.org/10.1016/j.procs.2021.11.071

Salam, S., Shams, A., & Hoque, M. M. (2019). The Role of Social Media and
Effect of Relationship Marketing on Sme Performance In Bangladesh:
Multi-Group CFA. In Asian People Journal (APJ) (Vol. 2, Issue 1).

Saragih, R, Liu, R, Putri, C. A, Fakhri, M., & Pradana, M. (2022). The Role of
Loyalty and Satisfaction in Forming Word-of-Mouth Influence in a B2B
Environment: Evidence From the Knitting Industry of Indonesia.
Journal of Eastern European and Central Asian Research, 9(3).
https://doi.org/10.15549/jeecar.v9i3.889

Sarstedt, M., Hair, J. F, Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019).
How to specify, estimate, and validate higher-order constructs in PLS-
SEM. Australasian Marketing Journal, 27(3). https://doi.org/10.1016/j.
ausmj.2019.05.003

Schermelleh-Engel, K., Moosbrugger, H., & Miiller, H. (2003). Evaluating the
fit of structural equation models: Tests of significance and descriptive
goodness-of-fit measures. MPR-Online, 8. https://psycnet.apa.org/
record/2003-08119-003

Sedalo, G., Boateng, H. & Kosiba, J. P. (2022). Exploring social media
affordance in relationship marketing practices in SMEs. Digital
Business, 2(1), 100017. https://doi.org/10.1016/j.digbus.2021.100017

So, K. K. F., King, C., Sparks, B. A, & Wang, Y. (2016). The Role of Customer
Engagement in Building Consumer Loyalty to Tourism Brands. Journal
of Travel Research, 55(1). https://doi.org/10.1177/0047287514541008

Soetjipto, N. (2014). Relationship Marketing and Customer Retention as a
Path to Success. K-Media.

Steinhoff, L, Arli, D. Weaven, S., & Kozlenkova, I. V. (2019). Online
relationship marketing. Journal of the Academy of Marketing Science,
47(3). https://doi.org/10.1007/s11747-018-0621-6

Sugiato, B. J., Riyadi, S, & Budiarti, E. (2023). The effects of customer
relationship management, service quality and relationship marketing
on customer retention: The mediation role of bank customer retention
in Indonesia. Accounting, 9(2). https://doi.org/10.5267/j.ac.2022.12.004

Talebi, H., & Khatibi B. A. (2023). The Impact of Information Technology on
Service Quality, Satisfaction, and Customer Relationship Management
(Case Study: IT Organization Individuals). Journal of Management
Science & Engineering Research, 6(2). https://doi.org/10.30564/jmser.
v6i2.5823

Thaichon, P., Liyanaarachchi, G, Quach, S., Weaven, S., & Bu, Y. (2020).
Online relationship marketing: evolution and theoretical insights into
online relationship marketing. Marketing Intelligence and Planning,
38(6). https://doi.org/10.1108/MIP-04-2019-0232

Tseng, F. C, Cheng, T. C. E, Li, K, & Teng, C. I. (2017). How does media
richness contribute to customer loyalty to mobile instant messaging?
Internet Research, 27(3). https://doi.org/10.1108/IntR-06-2016-0181

Utami, S. W., Siregar, A. R,, & Asnawi, A. (2020). The influence of the sixone
77 meatball marketing mix to customer satisfaction in Makassar city.



https://doi.org/10.1142/97819446596390001
https://doi.org/10.29226/tr1001.2018.42
https://doi.org/10.1108/TQM-10-2014-0089
https://doi.org/10.2139/%20ssrn.3472492
https://doi.org/10.2139/%20ssrn.3472492
https://doi.org/10.1080/%2015332667.2020.1840904
https://doi.org/10.1080/%2015332667.2020.1840904
https://doi.org/10.3390/su132112029
https://doi.org/10.1186/s40691-018-0164-y
https://doi.org/10.3390/joitmc7040206
https://doi.org/10.%201016/j.eap.2023.05.004
https://doi.org/10.%201016/j.eap.2023.05.004
https://doi.org/10.1051/%20e3sconf/202123502075
https://doi.org/10.1051/%20e3sconf/202123502075
https://doi.org/10.1016/j.joitmc.2023.%20100149
https://doi.org/10.1016/j.joitmc.2023.%20100149
https://doi.org/10.2991/assehr.k.220101.028
http://journal.yrpipku.com/index.php/msej
https://doi.org/10.1016/%20j.ijinfomgt.2017.10.005
https://doi.org/10.1016/%20j.ijinfomgt.2017.10.005
https://doi.org/10.1016/j.jbusres.2023.114063
https://doi.org/10.1080/23311975.2016.1273816
https://doi.org/10.4018/978-1-5225-1793-1.ch054
https://doi.org/10.1080/23311975.%202019.1580123
https://doi.org/10.1080/23311975.%202019.1580123
https://doi.org/10.1016/j.heliyon.2023.e21828
https://doi.org/10.1016/j.jretconser.2016.02.002
https://ijern.com/journal/2014/September-2014/38.pdf
https://doi.org/10.3390/joitmc7010075
https://doi.org/%2010.1016/j.eti.2021.101784
https://doi.org/%2010.1016/j.eti.2021.101784
https://doi.org/10.%201016/j.jbusres.2020.02.027
https://doi.org/10.%201016/j.jbusres.2020.02.027
https://doi.org/10.1177/00222437211032938
https://www.mktgsensei.com/AMAE/Services/Relationship%20Marketing.pdf
https://www.mktgsensei.com/AMAE/Services/Relationship%20Marketing.pdf
https://doi.org/10.1016/j.indmarman.2017.02.005
https://doi.org/10.1016/j.jretai.2022.03.005
https://doi.org/10.1016/j.procs.2021.11.071
https://doi.org/10.15549/jeecar.v9i3.889
https://doi.org/10.1016/j.%20ausmj.2019.05.003
https://doi.org/10.1016/j.%20ausmj.2019.05.003
https://psycnet.apa.org/%20record/2003-08119-003
https://psycnet.apa.org/%20record/2003-08119-003
https://doi.org/10.1016/j.digbus.2021.100017
https://doi.org/10.1177/0047287514541008
https://doi.org/10.1007/s11747-018-0621-6
https://doi.org/10.5267/j.ac.2022.12.004
https://doi.org/10.30564/jmser.%20v6i2.5823
https://doi.org/10.30564/jmser.%20v6i2.5823
https://doi.org/10.1108/MIP-04-2019-0232
https://doi.org/10.1108/IntR-06-2016-0181

In Advances in Environmental Biology (Vol. 14, Issue 9). https://doi.org
/10.22587/aeb.2020.14.9.1

Wang, N., Cui, D, & Dong, Y. (2023). Study on the impact of business
environment on private enterprises’ technological innovation from the
perspective of transaction cost. Innovation and Green Development,
2(1). https://doi.org/10.1016/j.igd.2023.100034

Wolter, J. S., Bock, D., Smith, J. S, & Cronin, J. J. (2017). Creating Ultimate

Customer Loyalty Through Loyalty Conviction and Customer-

Company Identification. Journal of Retailing, 93(4). https://doi.org/10.

1016/j.jretai.2017.08.004

J, & Dong, M. (2023). Research on customer satisfaction of

pharmaceutical e-commerce logistics service under service encounter

theory. Electronic Commerce Research and Applications, 58.

https://doi.org/10.1016/j.elerap.2023.101246

Xhema, J., Metin, H., & Groumpos, P. (2018). Switching-Costs, Corporate
Image and Product Quality effect on Customer Loyalty: Kosovo Retail
Market. IFAC-PapersOnLine, 51(30). https://doi.org/10.1016/j.ifacol.
2018.11.303

Yamin, S. (2023). Analyze Statistical Data: SmartPLS3, SmartPLS4, Amos &
Stata (Easy & Practical). In PT. Dewangga Energi Internasional.

Zeqiri, J,, Dania, T. R, Adriana, L. T. D., Gagica, K., & Gleason, K. (2023). The

Wu,

389

Int J Agri Biosci, 2024, 13(3): 378-389.

impact of e-service quality on word of mouth: A higher education
context. International Journal of Management Education, 21(3).
https://doi.org/10.1016/j.ijme.2023.100850

Zeren, D., & Kara, A. (2021). Effects of brand heritage on intentions to buy
of airline services: The mediating roles of brand trust and brand
loyalty. Sustainability (Switzerland), 13(1). https://doi.org/10.3390/
su13010303

Zhang, R. (2022). The Impact of Technological Innovation Based on Dynamic
Capability on the Profitability of G Company. Proceedings of the 7th
International Conference on Economy, Management, Law and
Education (EMLE 2021), 649. https://doi.org/10.2991/aebmr.k.220306.
021

Zhao, X., Zhang, W., He, W., & Huang, C. (2020). Research on customer
purchase behaviors in online take-out platforms based on semantic
fuzziness and deep web crawler. Journal of Ambient Intelligence and
Humanized Computing, 11(8). https://doi.org/10.1007/s12652-019-
01533-6

Zulkifli, (2012). Relationship Marketing to Customer Retention and
Customer Loyalty at Mega Bank Customers, Tbk. Malang. Jurnal
Manajemen Dan Akuntansi, 1, 55-68. https://media.neliti.com/media/
publications/111415-ID-none.pdf



https://doi.org/10.1016/j.igd.2023.100034
https://doi.org/10.%201016/j.jretai.2017.08.004
https://doi.org/10.%201016/j.jretai.2017.08.004
https://doi.org/10.1016/j.elerap.2023.101246
https://doi.org/10.1016/j.ifacol.%202018.11.303
https://doi.org/10.1016/j.ifacol.%202018.11.303
https://doi.org/10.1016/j.ijme.2023.100850
https://doi.org/10.3390/%20su13010303
https://doi.org/10.3390/%20su13010303
https://doi.org/10.2991/aebmr.k.220306.%20021
https://doi.org/10.2991/aebmr.k.220306.%20021
https://doi.org/10.1007/s12652-019-01533-6
https://doi.org/10.1007/s12652-019-01533-6
https://media.neliti.com/media/%20publications/111415-ID-none.pdf
https://media.neliti.com/media/%20publications/111415-ID-none.pdf

