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THE INFLUENCE OF PERCEIVED QUALITY ON CUSTOMER
LOYALTY WITH CUSTOMER RELATIONSHIP MANAGEMENT AS
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(Study on Customers of the Parahita Diagnostic Center Medical Laboratory in
Malang)
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ABSTRACT

The research aims: to examine the effect of perceived quality on customer loyalty
with customer relationship management as a moderating variable for customers.
Data was taken by survey via Google Form on a sample of 244 taken by quota
sampling from the customer population of the Parahita Diagnostic Center Medical
Laboratory. Then Moderated Regression Analysis and hypothesis testing show that
perceived quality has a positive and significant effect on customer loyalty, customer
relationship management has a positive and significant effect on customer loyalty,
customer relationship management cannot moderate the effect of perceived quality
on customer loyalty.

Keywords: Perceived quality, Customer loyalty, Customer relationship
management
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ABSTRAK

Penelitian bertujuan: menguji pengaruh perceived quality terhadap customer loyalty
dengan customer relationship management sebagai variabel moderasi pada
pelanggan. Data diambil dengan survei melalui Google Form terhadap sampel
sebanyak 244 yang diambil secara quota sampling dari populasi pelanggan
Laboratorium Medis Parahita Diagnostic Center. Kemudian Moderated Regression
Analysis dan uji hipotesis menunjukan bahwa perceived quality berpengaruh positif
dan signifikan terhadap customer loyalty, customer relationship management
berpengaruh positif dan  signifikan terhadap customer loyalty, customer
relationship management tidak dapat memoderasi pengaruh perceived quality
terhadap customer loyalty.

Kata Kunci: Perceived quality, Customer loyalty, Customer relationship
management
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