Jurnal Manajemen Indonesia Vol. 21(2), pp. 191-197, 2021)
Online ISSN :2502-3713 | Print ISSN : 1411-7835

g This Journal is available in Telkom University online Journals
Y eescssses
g Jurnal Manajemen Indonesia
' i o — JURNAL
I%\Ille(rgtg Journal homepage: journals.telkomuniversity.ac.id/ijm MANAJEMEN

Effect of Relationship Marketing and Competitive Advantage on
Marketing Performance (Survey on Cellphone Customers in Bandung)

Usep Deden Suherman!
! Faculty of Economics and Islamic Business, UIN SGD Bandung, Indonesia

Abstract

This research aims to determine the effect of relationship marketing and competitive advantage on marketing
performance partially and simultaneously. This research uses a quantitative method using a questionnaire.
The sample technique used is purposive sampling technique. The data analysis technique used is multiple
regression analysis. The results of this study illustrate that relationship marketing partially has a positive and
significant impact on marketing performance. Furthermore, partial competitive advantage has a positive and
significant effect on marketing performance. Meanwhile, simultaneous relationship marketing and
competitive advantage has an influence on marketing performance.

Keywords-- Relationship Marketing, Competitive Advantage, Marketing Performance

Abstrak

Penelitian ini bertujuan untuk mengetahui pengaruh relationship marketing dan keunggulan bersaing terhadap
kinerja pemasaran secara parsial maupun simultan. Penelitian ini menggunakan metode kuantitatif dengan
menggunakan kuesioner. Teknik sampel yang digunakan adalah teknik purposive sampling. Sedangkan teknik
analisis data yang digunakan adalah analisis regresi berganda. Hasil penelitian ini menggambarkan bahwa
pemasaran relasional secara parsial berpengaruh positif dan signifikan terhadap kinerja pemasaran.
Selanjutnya, keunggulan bersaing parsial berpengaruh positif dan signifikan terhadap kinerja pemasaran.
Sedangkan secara simultan pemasaran relasional dan keunggulan bersaing memiliki pengaruh terhadap
Kinerja pemasaran.

Kata Kunci -- Pemasaran Relasi, Keunggulan Kompetitif, Kinerja Pemasaran

I. INTRODUCTION

The very fast changing environment in business causes competition for companies to become increasingly
sharp. The result of this sharp competition is the occurrence of Hyper-competition. Hyper-competition is the result
of dynamic strategic maneuvers among global and innovative competitors. This condition is marked by
competition that continues to increase rapidly based on price-quality positioning, competition to create new know-
how and build first-mover advantages, and competition to protect or attack an established product or market.

The phenomenon of intense competition between cellphone brands has made companies that have a cellphone
business aware of the need in order to increase the use of organizational resources to keep a business going. Phones
that have a strong brand, of course, can dominate the market and even expand the market easily. Besides relying
on strong brands, mobile phone entrepreneurs are also trying to design and strategize to win in the competition.
The strategy that can be used is relationship marketing. According to Nagasimha (2008: 4) suggests that
relationship marketing is related to Trust and Communication. In fact, the current customer's trust in Chinese cell
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phones is still in doubt. This is because the quality of Chinese cell phones is still questionable by customers, so it
is necessary to build a trust in Chinese cell phones. Customer trust in a brand is measured by always using the
same products and believing in product quality. Like Nagasimha, Kotler and Keller (2009: 50) suggest that
relationship marketing is related to reactive and proactive marketing. Reactive is related to service to customers
by making contact with customers. Meanwhile, proactive marketing deals with how to create long-term
relationships in order to get something better. The development of this relationship marketing can be viewed from
table 1 which describes the proactive marketing of Branded cellphones and Chinese cell phones.

Table 1 Proactive Marketing of Branded Phones and Chinese Phones

Proactive Marketing Branded Phones
Exhibition Nexian, Beyond, Cross, Blue Berry, HT, LG, Motorolla, Nokia, Sonny Erricson,
Samsung
Internet Nexian, Beyond, Cross, Blue Berry, HT
Sponsorship Nexian, Beyond, Cross, Blue Berry, HT

Source: Bandung city cellphone vendor

Based on the table above, in terms of proactive marketing, Chinese cell phones do more proactive marketing
through the internet and sponsorship than branded cellphones. This shows that Chinese cell phones are more
intensive in marketing than branded cellphones so that they have the opportunity to dominate the market,
especially in Indonesia.

In achieving competitive advantage in conditions of rapid and uncertain environmental changes such as
environmental changes in mobile business competition as described above, a mobile business organization must
be able to create, communicate and deliver superior customer value. Bennett and Smith (2002: 75) argue that
competitive advantage can be assessed from the cost (cost) and benefit (benefit). This cost is related to the cost
advantage of the company and the price set by the company. Meanwhile, according to Kéksal and Ozgiil (2009:
21) competitive advantage can be seen from the product and service. The product has a very important meaning
in a business where it is the point of device for the possibility of success or failure of the overall marketing policy.
The product itself is very easy to recognize because everyone uses it all the time, even though the meaning of the
product itself is very broad because it is not only the physical form of the product but also includes everything
that is non-physical. Service is a form of service provided to customers so that customers can enjoy the services
offered.

Based on the description of competitive advantage above, it can be argued that if the company is able to
provide superior customer value, which means that the company can provide superior customer value, the
company image will be created by itself in the minds of customers. High or superior customer value will give a
high image too. This of course will increase the company's competitive advantage. Conversely, low customer
value will provide a bad image for the company which results in a decrease in the company's competitive
advantage. Thus the achievement of superior customer value is also intended to increase competitive advantage
to achieve superior marketing performance or superior marketing performance (Mok & Man, 2009: 45).
Marketing performance is influenced by the size of sales, market share and increased sales (Ferdinand, 2003) and
also profitability. Sales volume is the number or number of sales achieved during a certain period. Sales volume
is a benchmark for companies to measure the extent to which marketing performance has been achieved superior
(Mok & Man, 2009: 45).

In terms of the mobile phone business phenomenon in Indonesia, especially in the city of Bandung, the
application of relationship marketing which is intended to build customer value has not in fact increased
competitive advantage optimally. This is evidenced by the rise of Chinese brand cellphones, represented by
Nexian and HT Mobile, which are able to shift well-known brands such as Sonny Ericsson or Motorola, which
were the most prominent mobile phones at that time, even now Nokia's dominance is threatened by its presence
Chinese cell phones. Apart from that, due to the inadequate application of relationship marketing, the marketing
performance has not been as expected by the company engaged in the mobile phone sector. Therefore, this study
discusses the "influence of relationship marketing and competitive advantage on marketing performance (Survey
on Mobile Subscribers in Bandung)". The formulation of the problem in the research is as follows:

1) How much influence does relationship marketing have on marketing performance?

2) How much influence does competitive advantage have on marketing performance?

3) How much influence does relationship marketing have on marketing performance?
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Il. LITERATURE REVIEW
A. Relationship Marketing and Marketing Performance

Relationship Marketing is all direct marketing activity to build and enhance and maintain exchanges based on
successful relationships. Sheth et al.(2001: 5) argues that relationship marketing leads to any marketing activity
that is directed in order to create long-term relationships with customers well. Similar to the above definition,
Morgan and Hunt (2004) illustrate the difference between transaction exchanges and relational exchanges.
Morgan and Hunt (2004) provide a definition for overall marketing activities that are directed through forming,
developing and maintaining successful exchange relationships. Relationship marketing pays attention to
improving and maintaining long-term relationships and benefits for both parties

Marketing performance is essentially the result obtained by an agency in terms of marketing performance.
Marketing performance is a construct or factor commonly used to measure the impact of a company's strategy.
Pelham (1997) argues that marketing performance is the output obtained by the organization where the products
sold were previously sold or not in the market. According to Ferdinand (2003) explains that marketing
performance depends on what the strategy is developed for, because the purpose of the marketing strategy is more
effective and efficient allocation and coordination of resources. The strategy that can be applied is relationship
marketing. Therefore, marketing performance is influenced by relationship marketing.

Several studies strongly support that relationship marketing has a positive impact on marketing performance.
This opinion is reinforced by research by Kung’a (2016) which states that relationship marketing has a positive
impact and influence on sales performance. Furthermore, Abd Ghani et al. (2016) states the same thing that
relationship marketing has an impact on marketing effectiveness.

H1: Relationship Marketing has a positive and significant influence on marketing performance
B. Competitive Advantage and Marketing Performance

Competitive advantage is an advantage achieved through superior customer value by creating a competitive
strategy to achieve profit and growth (Bennett & Smith, 2002: 75). According to Christensen (2010: 21),
competitive advantage is any business value provided to motivate customers (or end users) to buy a product or
service rather than its competitors. Competitive advantage can be exercised through reducing costs, developing
better products, and providing better service to customers in the export market by making the necessary
investments in the export process (Koksal & Ozgiil, 2009: 21). Competitive advantage comes from innovation,
reputation architecture, and strategic asset control.

In his research, Salam (2009) shows that competitive advantage has a positive influence on company
performance. Zhou et al. (2009) also provide the same results where competitive advantage has a positive
influence on organizational performance as measured by market performance. Furthermore, Dyer and Ha-
Brookshire (2009) operationalize competitive advantage into the components of cost advantages, product
advantage and service advantage and their research results show that the three components of competitive
advantage have a positive and significant effect on performance. Meanwhile, Gerald and David (2001) determined
the competitive advantage over the components of the product strategy, positioning strategy, service and
distribution strategy of the company's performance as measured by comparison with competitors in terms of profit
and market share. The results of his research indicate that these components have a positive effect on business
performance. According to Bharadwaj (2002:153) marketing performance with the right characteristics will
produce a sustainable competitive advantage. Referring to the opinion of Crown (2001: 159), Heizer and Render
(2000), Salam (2009), Zhou et al. (2009), Dyer and Ha-Brookshire (2009), Gerald and David (2001) so that
competitive advantage has an effect on increased marketing performance. Based on the literature above, the
following hypothesis was developed:

H2: Competitive advantage has a positive and significant effect on marketing performance

Furthermore, with regard to the research question how to simultaneously influence relationship marketing and
competitive advantage on marketing performance, the hypothesis put forward is as follows:

H3: Relationship marketing and competitive advantage have a positive and significant effect on marketing
performance
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I1l. RESEARCH METHODOLOGY

The research method used is descriptive verification method. Descriptive method is used to describe the
variables and the main characteristics of the respondents. Meanwhile, the verification method is used in testing
the hypotheses proposed in the study. The sample used was 35 mobile phone subscribers obtained from purposive
sampling technique. The data analysis technique used for data processing is multiple regression analysis by
looking for the effect value of the relationship marketing variable and the competitive advantage variable and the
marketing performance variable.

IV.RESULT AND DISCUSSION

Multiple regression analysis is a statistical method to determine the relationship between independent variables
and dependent variables. The independent variable in this research is relationship marketing and competitive
advantage, while the dependent variable is marketing performance. The purpose of regression analysis is to
determine the significance of the independent and dependent variables.

Table 2. Results of Multiple Regression Analysis

Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.
(Constant) -5,587 1,533 -3,646 ,001

1 X1 ,113 ,098 ,106 6,159 ,003
X2 ,400 ,042 872 9,532 ,000

a. Dependent Variable: Y

From the data above, the multiple regression model is obtained: Y= -5,587 + 0,113X; + 0,400X, From the
model above, 0.113X1 is an independent variable, namely relationship marketing and competitive advantage
which have a positive correlation with marketing performance. The constant value of marketing performance is -
5.587, indicating that marketing performance is influenced by relationship marketing and competitive advantage.
Relationship marketing has an impact on marketing performance valued at 0.113X1, while at 0.400X2 competitive
advantage has an impact on marketing performance. On the basis of the multiple regression model above,
relationship marketing and competitive advantage have a positive value, meaning that it can improve marketing
performance.

A. Partial Test

Testing on the t statistical value is testing the significance of parameters that can contain correct predictions.
The t statistic value illustrates the extent to which the independent variables individually influence the dependent
variable. If t-count > t-table, it can be concluded that this variable has a significant effect or vice versa, t-count <t-
table so that the variable has no significant effect. Therefore it can be reviewed in the table below.

Table 3 Partial Test t

Model Unstandardized Coefficients Standardized Coefficients ¢ Sig
B Std. Error Beta '
(Constant) -5,587 1,533 -3,646 ,001
1 X1 113 ,098 ,106 6,159 ,003
X2 ,400 ,042 ,872 9,532 ,000

a. Dependent Variable: Y

In the partial test (t), it can be seen that relationship marketing has a probability (sig) of 0.03 <0.05, which can
be concluded that Ho is not accepted and Ha is accepted. Thus, relationship marketing has a significant effect on
marketing performance. Meanwhile, competitive advantage has a probability value (sig) of 0.00 <0.05, so it can
be said that Ho is not accepted and Ha is not rejected. Therefore, competitive advantage has a significant impact
on marketing performance.
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Therefore, it can be concluded that the t test of the effect of relationship marketing and competitive advantage
on marketing performance obtained a significance value <0.05, therefore the hypothesis that relationship
marketing and competitive advantage have a significant impact on marketing performance is partially accepted.

B. Simultaneous Test

This test is carried out in order to prove the simultaneous effect of relationship marketing and competitive
advantage on marketing performance. On the basis of these results can be reviewed in table 4.

Table 4. Simultaneous Test F

Model Sum of Squares df Mean Square F Sig.
Regression 1135,214 2 567,607 221,698 ,000P
1  Residual 81,929 32 2,560
Total 1217,143 34

a. Dependent Variable: Y
b. Predictors: (Constant), X2, X1

From the calculated F value of 221.698 and a significance of 0.000. After obtaining F-table then comparing it
with the F-count value. If F-count> F-table, the alternative hypothesis is rejected, otherwise if F-count> F-table
then the null hypothesis is not rejected, which means the alternative hypothesis is rejected. F-table obtained by
3.159. Thus, the results of the study show F-count> F-table with a value of 185.788> 3.159, which means that HO
is rejected and Ha is accepted. Therefore, relationship marketing and competitive advantage simultaneously have
an impact on marketing performance.

C. Coefficient of Determination

The coefficient of determination (Kd) is the coefficient used and serves to determine the value of the
contribution of relationship marketing and competitive advantage, which is the independent variable on changes
in marketing performance as the dependent variable, through squaring the correlation coefficient (R) and then
multiplying it by 100%. Below is the result of the coefficient of determination.

Table 5. Result of the coefficient of determination

Model R R Square Adjusted R Square Std. Error of the Estimate
1 ,9662 ,933 ,928 1,60008
a. Predictors: (Constant), X2, X1

Based on the results of data calculations, it can be seen that the coefficient of determination is 0.933. Therefore,
the impact contribution of relationship marketing and competitive advantage to marketing performance is 93.3%.
The results of the above calculations mean that the amount of contribution or influence provided by relationship
marketing and competitive advantage on marketing performance is 93.3%, the remaining 6.7% is influenced by
other factors that affect marketing performance, but research by the authors between others price, advertising, and
others.

D. Discussion

The results of this study illustrate that relationship marketing and competitive advantage have a positive and
significant effect on marketing performance. Relationship marketing has the greatest influence with a t-count of
6.159 while competitive advantage has an influence with a t-count of 9.532. For the t-test of relationship
marketing, the value (sig) is 0.03 <0.05, so that Ho is not accepted and Ha is accepted. Therefore, the hypothesis
which says there is a positive and significant effect of relationship marketing on marketing performance is
accepted. The results of this study are in accordance with the results of research from Kung’a (2016) which states
that relationship marketing has a positive impact and influence on sales performance. Furthermore, Abd Ghani et
al. (2016) states the same thing that relationship marketing has an impact on marketing effectiveness. Therefore,
relationship marketing has a positive impact on improving marketing performance. Meanwhile, the t test for
competitive advantage has a value (sig) of 0.00 <0.05, thus it can be concluded that Ho is not accepted and Ha is
not rejected. Therefore, the hypothesis which describes a positive and significant effect of competitive advantage
on marketing performance is accepted. This result is in accordance with the results of Li's research (2000: 313)
which states that there is a positive impact on competitive advantage with performance as assessed by the size of
sales, profits, market share, and ROI. Then, Droge et al.(2005) stated that competitive advantage can have an
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influence on the company's market performance as assessed through customer growth. Furthermore, the results of
the study illustrate that relationship marketing and competitive advantage have simultaneous influence on
marketing performance of 221.698. Then seen from the level of relationship, the variable relationship marketing
and competitive advantage in marketing performance has a correlation level of 0.966, which means it has a very
high level of relationship. Meanwhile, seen from the magnitude of the coefficient of determination, 93.3%
relationship marketing and competitive advantage have an influence on marketing performance, the remaining
6.7% is influenced by other factors. Therefore, relationship marketing and competitive excellence have a positive
influence on improving marketing performance.

V. CONCLUSION

The results of research on the effect of relationship marketing and competitive advantage on marketing
performance can be concluded that there is an effect of relationship marketing on marketing performance. This
illustrates that the better relationship marketing is, the marketing performance will increase. Then the results of
subsequent research indicate that there is an effect of competitive advantage on marketing performance. These
results indicate that the more superior in the competition, the more marketing performance increases. Meanwhile,
the results of the research simultaneously state that there is an effect of relationship marketing and competitive
advantage on marketing performance together. This indicates that the better the relationship marketing and the
competitive advantage, the higher the marketing performance.

On the basis of the results of research on the effect of relationship marketing and competitive advantage on
marketing performance, we recommend that mobile phone vendors increase their relationship marketing activities
to achieve optimal marketing performance. Furthermore, companies need to maintain and even increase their
competitive advantage through these mobile product innovations. Apart from that, further improve marketing
performance by increasing product competitiveness and also improving customer service.
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