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MARKETING | RESEARCH ARTICLE

The important role of customer bonding 
capability to increase marketing performance in 
small and medium enterprises
Ida Bagus Nyoman Udayana1*, Naili Farida2, Ambar Lukitaningsih3, Heru Kurnianto Tjahjono4 

and  Nuryakin4

Abstract:  The purpose of this study is to develop the concept of customer bonding 
capability in the small and medium enterprise. Empirical research was conducted to 
explain how marketing performance can be improved through customer bonding 
capability. Considering the number and role of small and medium businesses in 
Indonesia is increasing. Results revealed that customer bonding capability functions 
as an intervention between relational capital and marketing performance. 
Relationship capital, integrated marketing communication and adequate market 
information have a significant positive effect on customer bonding capability and 
marketing performance. Managerial implication: salespeople can develop networks 
that provide mutual benefits, developing closer family ties, developing continual 
cooperation with customers and sharing experiences with customers who can 
improve salesperson’s performance. There is no dynamic interaction between 
researchers and respondents because this research design is cross-sectional. To 
generate dynamic interactions, longitudinal research data were needed to add 
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deeper insights to sales. Research on customer bonding capability needs to be done 
because there is still much that is not understood. This customer bonding capability 
is the development of relationship marketing theory. Thus an empirical research 
model is needed to develop customer bonding capability.

Subjects: Network Theory; Communication Theory; Economics; Business; Management and 
Accounting; Marketing; Marketing Research; Marketing Communications;  

Keywords: Adequate marketing information; customer bonding capability; integrated 
marketing communication; marketing performance; relational capital

1. Introduction
One of the determinant factors of a company’s success is the company’s ability to cohere 
customers (Milovanovic et al., 2016). The ability of employees to cohere customers can influence 
marketing performance improvement (Hajli & Lin, 2016). Increasing the ability to cohere custo-
mers is of substance and should not be delayed anymore. Therefore, all parties on customer 
networks must collaborate to achieve maximum results. Customers will feel attached to the 
company if the company can meet the needs and desires of customers (Dubihlela & Khosa, 
2014). As customers are satisfied with the company’s services, they will find it difficult to move 
to compete for products. Customers tend to make repeated purchases. This repurchase has 
a positive impact on marketing performance.

Marketing performance is an indicator of success for a profit-oriented organization. Marketing 
performance can increase organizational performance (Chari et al., 2014). Therefore, marketing 
performance must be improved. The form of marketing performance can increase company profits. 
Providing quality products can meet customers’ needs and desires as a way to increase company 
profits. Besides, increasing market segmentation can improve marketing performance. In a broad 
sense, market segmentation can increase the number of customers. If this is the case, customers 
naturally increase marketing performance.

Improving marketing performance is an absolute requirement to keep a company growing 
unless it cannot exist (Yao et al., 2013). Small and medium business actors need to pay attention 
to the tastes of customers so that the company can be developed considerably. To realize this 
requirement, the company seeks to do many things, for example, by tracing customers who are 
disappointed with the use of company products. Entrepreneurs can find out parts of products that 
do not connect to the customers’ interests. Employers can evaluate and make improvements. 
Companies or small and medium businesses can function as ghost shopping by sending some of 
their marketing staff to act and disguise themselves as buyers.

To support maximum marketing performance, it is important to strengthen relational capital. 
Good collaboration is also required for small and medium business actors in collaboration with 
company internal employees or employees, suppliers, customers and industry associations. This 
collaboration is mainly concerned with marketing performance. However, previous studies indicate 
that there is a controversy between relational capital and marketing performance. Some research-
ers claim that relational capital has a positive effect on marketing performance (Tayles et al., 2007; 
Wang et al., 2016). On the other hand, some researchers state that relational capital does not have 
a significant positive impact on marketing performance (Rasa, 2012; Smirnova et al., 2011).

The research problem focuses on how to analyze and overcome the contradictions of research 
results between relational capital and marketing performance. In this case, small and medium 
enterprise actors can improve their marketing tactics and strategies, so that they can attract more 
customers’ attention. The right marketing strategy is needed to improve marketing performance. 
Thus, the purpose of this research is to analyze the inconsistencies of research results and social 
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capital along with marketing performance and propose a new concept of customer bonding 
capability as an independent variable.

Research Objectives are to help resolve contradicted findings related to relational capital, and 
marketing performance using customer bonding capability as an intervention variable; to analyze 
the relationship between relational capital, integrated marketing communication, and adequate 
marketing information, relational capital on marketing performance in the small and medium 
enterprises in Indonesia; to identify and analyze the factors that influence marketing performance 
including the small and medium entrepreneurs.

The motivation of this paper background is the lack of researchers who research marketing 
performance on small and medium enterprises (SME) (Sawafteh, 2020). This research is consider-
ing its very important role in helping the government and helping national economic growth in 
Indonesia. Thus, businesses engaged in SME, very need attention from various parties, both from 
the government and from academics. Academics can assist in strategies to increase the com-
pany’s sales volume through mentoring, especially in the field of digital marketing. Because in 
general, businesses and SMEs have not been able to implement the maximum online marketing 
strategy. Given the knowledge and skills possessed by businesses need to be improved.

The lack and slowness of the researchers to research the concepts related to the development of 
marketing literature. Experts in the field of marketing do less epistemology of new concepts that 
can improve marketing performance (Nuryakin & Ardyan, 2018). Thus it is very important for 
scientists to always contribute and develop the latest concepts about marketing, especially in 
the field of network theory. The development of new concepts is expected to help businesses to 
create more effective marketing strategies following the conditions or environment of a very 
dynamic business. This dynamic environment needs to be anticipated, to maintain the survival 
of a business. Failure to anticipate the environment means the company’s future is uncertain. So 
a company that can stay long is a company that can anticipate the business environment.

This paper seeks to contribute to the development of marketing literature, especially in the 
field of network theory expansion. First, adding a new variable: customer bonding capability. 
These new variables are expected to help improve marketing performance. Because during this 
time marketing performance is up and down and tends to decrease. Besides, new concepts or 
variables that can improve the performance of marketers are still very few. Thus, a strategy is 
needed to increase customer bonding, by paying attention to their needs and desires and 
providing solutions to problems faced by customers. This is important to hinder customers 
from switching to competitor products. Second, helping to develop the concepts of packaging, 
especially in the field of network theory. With the emergence of a new concept in the field of 
marketing, it is expected to help you develop network theory. The third, adding quality reading 
for conservation scientists so that it becomes a reference for further research. This paper 
provides a new concept and can be seen clearly through indicators of its variables. The fourth, 
paper is useful for businesses, especially small and medium enterprises. By understanding 
a new concept that is the ability to bind customers. By always paying attention to the needs 
and desires of customers and then providing solutions, the customer tends to be satisfied with 
the services received, from this satisfaction can lead to repurchases, repurchases loyal to the 
products produced by the company. Fifth, papers are very helpful for the government to make 
decisions related to its policies. For example, tax-free provision of small and medium business 
products (SMEs) for a certain amount of time, the provision of cheap credits and relatively long 
periods, tax-free value-added for SME products; empowering small and medium enterprises, by 
providing various training such as digital marketing.

2. Background
One of the impacts of covid-19 pandemic is that there are many terminations. Many businesses 
close their businesses because they can no longer afford to finance their activities/business 
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operations. Employees affected or employees whose termination of employment is opening a new 
business, to support their daily life. On the one hand, there are business closures, such as wedding 
Event Organizers, catering efforts for events that usually involve many people, Gojek becomes very 
minimal passengers because there are restrictions on hours of community activities.

On the other hand, many micro-businesses are generally founded by former employees who are 
subject to termination of employment. In this micro-enterprise, the level of sales obtained is 
relatively small but can absorb a lot of labour. By absorbing labour in micro-businesses, it greatly 
benefits all aspects, specifically can help the government concerning poverty alleviation and 
unemployment. Thus its role is very important in economic growth.

The growth of small and medium enterprises (SMEs) is very decisive for the Indonesian national 
economic growth. The small and medium-sized businesses in Indonesia determine national eco-
nomic growth and give great contributions. If one country wants to minimize the amount of its 
unemployment, the government should encourage the growth of its SMEs. The business can 
absorb the number of labour, on the impact, the unemployment rate will also be reduced. Thus, 
it can be stated that the level of community welfare increases, and the level of prosperity of 
a country also increases. Concerning this, the government made simpler regulations, resulting in 
a growth in the number of SMEs.

The government’s attention is very high to the growing number of SMEs from year to year. The 
government is paying more serious attention to it. Government awareness of the existence of SMEs 
is increasing. Many policies are taken by the Indonesian government for the advancement of SMEs. 
The attention is realized in various forms: cheap credit loans for businesses, bureaucratic simpli-
fication; providing incentives for low-income employees, intensifying projects that can absorb a lot 
of labour, tax-free in a certain time for MSMEs, free shipping. This is done in the hope that 
businesses are increasingly interested in developing their business so that there is faster economic 
growth and can improve the economic status of the community into the middle and upper-classes.

Middle and upper-class communities are the main drivers of the national economy. Although the 
middle class is decreasing, however, the number of the middle class is decreasing, not significant 
after the pandemic covid-19. The middle class is quite numerous and has enough money to spend. 
The movement of the middle class was slightly hampered by social restrictions. These restrictions 
have an impact on the pattern of community travelling to conduct economic activities such as 
reduced public visits to tourist attractions, culinary. The Economic activity becomes less maximal 
because the agreement of businesses becomes reduced. The next impact is that the sales volume 
decreases. To overcome this, the Government of Indonesia issued several regulations that can help 
grow and grow small and medium-sized businesses.

The Indonesian government issued many types of regulations to generate small and medium 
enterprises. The regulations include tax exemption for businesses whose sales volume does not 
reach a certain level; the provision of soft loans with very little interest with lag or interest-free 
time lag within a certain period; free shipping for a certain period for small and medium-sized 
micro-enterprises; systematic and structured development for small businesses and medium. 
Thus, the government needs to reform the regulation in the field of small and medium enterprises

System changes have been made by the government in about the growth of SMEs. Starting to 
encourage buying and selling transactions from cash payments to contactless, namely optimizing the 
standard Indonesian quick response code payment system (QRIS). This is so that there is no physical 
contact between the buyer and the seller. This system is done to reduce the rate of spread of covid- 
19. Businesses are given technical training on how to pay online. Thus businesses in addition to online 
marketing strategies are also given online payment techniques. To encourage the smoothness of this 
business, the government made policies that favour small and medium businesses.
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Many policies are issued by the government, to generate national economic activity. One of 
them focuses on economic activities that favour lot of people. Many facilities are given to busi-
nesses, as well as in the ease of requirements, can be done in a short time and accurately. The 
business tax imposed is very light, business credit can be done with very little interest. Besides, the 
government helps the way of micro-businesses with digital marketing systems. Exemption of fines 
for businesses that are late to pay credit instalments. Also, the direction of economic development 
is focused on strengthening small businesses and providing cheap credit for small and medium 
enterprises. The forms of strengthening include exemption of value-added tax in a certain time, 
exemption of value-added tax for SME products, within a certain period; provide cheap credit and 
instalments that are in a long relative time; facilitate the permits for investigation.

The micro, small and medium enterprises (MSMEs) in Indonesia take an important role and 
determine the national economic growth. The complete understanding of the MSMEs’s definition 
and grouping based on business capital is needed. Hereby, it will be explained the definitions of 
Micro, Small and Medium Enterprises, respectively. Micro enterprises are productive businesses 
owned by individuals that fulfill the criteria as regulated in law. Small business is a productive 
economy that stands alone, which is carried out by an individual that is not a subsidiary of 
a company or is not a branch of a company that is owned, controlled or part of, either directly 
or indirectly, from a medium or large business that meets the criteria of a small business as 
referred to in law. Meanwhile, medium-sized enterprises are productive economic enterprises that 
are independent, carried out by individuals or business entities that are not subsidiaries or 
branches of companies that are owned, controlled or become part of, either directly or indirectly, 
with small businesses or large businesses with the amount of net assets or annual sales as 
stipulated in the law (law number.8, 2008 concerning Micro, Small and. Medium Enterprises).

SMEs based on the wealth and sales proceeds according to law number 20 of 2008 article 6, the 
criteria for a micro business to have a maximum asset of Rp. 50,000,000 and a maximum sales of 
Rp. 300,000,000, excluding land and buildings. Meanwhile, the criteria for small businesses to have 
a minimum net worth of Rp. 50,000,000 (fifty million rupiah) and a maximum of Rp. 500,000,000 
(five hundred million rupiah) excluding buildings and business premises, or having annual sales 
proceeds of more than Rp. 300,000,000 (three hundred million rupiah) and a maximum of Rp. 
2,500,000,000 (two billion five hundred million rupiahs). Meanwhile, medium-sized businesses 
have a minimum net worth of Rp. 500,000,000 (five hundred million rupiah) to Rp. 10,000,000 
(ten billion rupiah) excluding land and buildings for business premises. It has the result of annual 
sales of more than Rp. 2,500.000000 (two billion five hundred million rupiah) and a maximum of 
Rp. 50,000,000 (fifty billion rupiah).

3. Theoretical literature review

3.1. Relational capability
Establishing good relations with customers is an obligation for a salesperson (Mostert et al., 2017; 
Udayana et al., 2019). A good relationship with customers is a valuable asset (Lee et al., 2019). 
A good relationship is an investment for the long-term needs, maintenance and development. It 
can develop relationship if the customer and the company benefit from one another. Customers 
who benefit from this good relationship will not easily switch to competing products (Mostert et al., 
2017). For this reason, maintaining good relations with customers is crucial (Vij & Farooq, 2015). 
Salespeople should always pay attention to the desires and abilities to meet those needs.

3.2. Marketing performance
The success of a company can be measured by its ability to generate profits (Syam et al., 2016). 
Businesses are successful if the company can obtain maximum profits from an expanding market 
share (Veenraj & Ashok, 2014). Increased market share increases sales. Increased sales will have 
a direct impact on sales performance. The product quality and service quality must get maximum 
attention from the company resulting in maximum profits (Beuk et al., 2014; Liang et al., 2018; 
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Paramita et al., 2018). A good way to keep customers is by paying attention to all customers’ 
complaints and providing solutions to their complaints so as not to switch to competing products.

3.3. Customer bonding capability
Collaborating with customers must be maintained and developed through intense attention with 
customers (Cartera et al., 2014; Dubihlela & Khosa, 2014; Vasić et al., 2019). The customer’s main-
tenance is a form of paying attention to customer needs and desires, providing quality products at 
affordable prices and customers get these products easily (Dubihlela & Khosa, 2014). Customers do 
not easily switch to competing products if they feel satisfied (Poot et al., 2019). Customers are satisfied 
if they get the ease, practicality, and usefulness of the products they consume. Thus, companies need 
to learn from failure, one of which is from customers who switch to competing products, so that the 
company becomes more precise and faster in responding to customers’ complaints.

3.4. Integrated marketing communication
Trust determines the success of marketing performance. Trust is derived from a process that 
requires a long time. Therefore, customers’ trust must be maintained and enhanced through the 
creation of production values that benefit customers. Through the creation of beneficial product 
values, customers can get ease in using products and practicality (Dissanayake, 2012; Omneya 
Mohamed; Moharam & Shawky, 2012) that may add to customers’ satisfaction from salespeople’s 
genuine hospitality and services. The intelligence of a salesperson determines success in carrying 
out sales duties. In this way, salespeople can carry out tasks by optimizing communication tools 
such as telephone, email, Twitter and so forth.

Marketing communication elements is required to improve marketing performance (Sawafteh, 
2020). To maintain its effectiveness, it is necessary to have clarity of targets. In addition, the level 
of complexity and product specifications also determine the communication strategy. An appro-
priate encoding strategy is needed so that consumers can understand the messages. Thus, the 
media and messages are required, so that consumers can respond and provide feedback. The 
communication pattern is usually applied to small and medium enterprises.

To reach more specific customers, a special strategy is required (Manickam & Sriram, 2013). One 
communication model is the hierarchical model. It makes consumers aware that there are new efficient 
and low-cost products. Consumers will find out more information, including its strengths and weak-
nesses. Intensive communication can arouse the desire of consumers to acquire the new product.

3.5. Adequate marketing information
The first purchase decision is determined by the availability of information about the price (Raju & 
Roy, 2000). Furthermore, customers in addition to considering prices, also look for other sources of 
information as a comparison. Combining and comparing from a trustworthy information center 
can be used as a basis for making purchasing decisions. In making a purchase decision, char-
acteristic factors also determine the customer’s decision in making a purchase. The task of sales-
people is to provide complete and accurate information about the product. Therefore, the 
marketing manager must be able to reward the achievements achieved by the salesperson. To 
maintain customer satisfaction, the company must be able to provide a warranty on the product. 
Therefore, salespeople need to develop a strategy of providing information for visitors so that their 
products can compete in the market. Information required by customers and should always be 
available to include information about the benefits of a product, information about product prices 
and information about sales (González-Valiente & Pacheco, 2017).

The relationships between dependent variables and independent variables are strongly related 
to each other. Marketing performance can be improved if based on relational capital (Debickia 
et al., 2020). Marketing managers and salespeople who can bind customers can make this power-
ful connection. The ability to bind customers must also be supported by integrated marketing 
communication and the adequacy of marketing information.
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4. Empirical literature review and hypotheses development

4.1. Relational capital and customer bonding capability
Consumers’ tastes are always dynamic and become more advanced products (Vasić et al., 2019). 
Salespeople must pay attention to customers’ needs and desires to such a great extent to fulfil 
them. Customers’ tastes change in proportion with the quality of life and increased purchasing 
power of customers, affects the quality of the products they consume. Speed to respond to 
changes in customers’ tastes is an important thing that must be done by salespeople 
(Dobrzkowski et al., 2015). Customers who get fast service will be satisfied. This customer’s 
satisfaction can affect repeated purchases. Besides, customers voluntarily inform relatives or 
peers (colleagues) to do the same thing, and the process can take place at a sustainable time.

Salespeople maintain a long-term relationship with customers (Fourie & Chimusoro, 2018; 
Mostert et al., 2017; Vij & Farooq, 2015). This long-term relationship can run well if both parties 
get mutually beneficial gains. Here, improving product quality is a way of maintaining good 
relations with customers. Consequently, customers who get quality products and goods are 
available in the market where an effective way prevents them from switching to competing 
products and ensure their repeated purchase.

Good relationships with customers can be maintained, if both parties are mutually beneficial, 
both for the company and the customer. Thus, the customer’s business is the key to the success of 
the relationship in a relatively long time. Satisfaction can occur if the salesperson or manager can 
understand the customer’s needs. For customers to always get satisfaction, the salesperson 
should conduct periodic surveys on the services that have been provided. In addition to the 
speed factor in dealing with problems faced by customers (Debickia et al., 2020). Thus, the 
proposed hypothesis is formulated as follows: 

H1Increasing the company’s ability to collaborate both internally and externally means increasing 
the ability to engage customers

4.2. Relational capital and marketing performance
The relationships with customers are crucial issues that need to be maintained (Setia et al., 2013). 
The success of salespeople in maintaining good relations will be considered an important achieve-
ment for the company. A good relationship is a long-term profitable investment for the company. 
In this state, the companies tend to win the competition in the market. Good relationships would 
last a long time if both parties got the benefit from each other. Consumers who got the advan-
tages from the company tend to do repurchase. Moreover, they would spread the information to 
their colleagues. Consumers will not go for competing products even if they are persuaded by 
competitors.

The increasing competition prompts companies to be more vigilant, and it encourages them to 
improve quality in all lines, be it service quality, product quality, or customer information quality 
(Tawinunt et al., 2015). All competitions are intended to increase the company’s sales because 
each sale is an important indicator and a benchmark for the success of an organization. Expanding 
the market affects the increase in sales and, as a result, the increased market share can increase 
sales and the number of customers. A mutually beneficial long-term relationship needs to be 
maintained so that customers do not easily switch to competing products. Customers who get 
satisfaction are not easily persuaded by competitors.

The easiest measure for success in marketing performance is increased sales. To achieve this, 
salespeople and marketing managers must always be responsive to changes (Li et al., 2021). The 
always dynamic environment must be balanced with the creation of customer values, adjustments 
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to the products produced by the company. This should be done in anticipation of competitors. Thus 
learning for salespeople is an investment for the company, not a cost. Through learning, we obtain 
a quality improvement of products. Quality products have an impact on customer satisfaction, 
satisfied customers will make repurchases, thus improving marketing performance. Based on this 
description, the second hypothesis is stated, as follows: 

H2 Increasing customer bonding capability increases marketing performance

4.3. Integrated marketing communication and customer bonding capabilities
There is a crucial need to build a positive attitude towards customers. Success in managing 
customer relationships is an investment for the long-term sales (Gonzalez et al., 2014; Udayana 
et al., 2019). Showing a friendly attitude and providing sincere services are effective ways to 
successfully get new customers. A positive attitude can also be manifested in the form of eager-
ness to provide solutions to problems faced by customers. A friendly and sincere attitude is one of 
the added values that proves beneficial to customers. Salespeople need a learning orientation to 
keep up with the tendencies of customers’ needs and wants

Salespeople’s intelligence is required to deal with customers who need complete information 
about products, especially high-priced products and first-time customers. Therefore, customers’ 
intelligence must be balanced by intelligent services. This intelligence pertains to information 
about the benefits and the practicality of products in that customers get the right products in 
following their needs (Dissanayake, 2012; Omneya Mohamed; Moharam & Shawky, 2012). 
Customers who get complete, clear and integrated information about products they buy tend to 
make purchases and do not switch to competing products.

Culture of control and a culture of collaboration as the basis for building integrated marketing 
communication (Englunda et al., 2020; Porcua et al., 2020). Always reminding each other of team-
work, helping each other over the difficulties of friends determines the success of integrated market-
ing communications. All policies are centralized and stakeholder-based. Therefore, salespeople must 
comply with all policies set by the company. Thus, collaboration is the best choice to achieve 
integrated marketing communication. Thus, the proposed hypothesis is formulated, as follows: 

H3Integrated marketing communication has a significant positive effect on customer bonding 
capability.

4.4. Adequate marketing information and customer bonding capability
The ability of salespeople to obtain information from marketing experts is obligatory (Animesh 
et al., 2011; Author: Li; Qianpin, 2010). References from marketing experts importantly streamline 
salespeople’s performance. However, the information in a networked platform needs to adjust to 
circumstances on the ground. The use of electronic media, for example, remains effective for 
salespeople to carry out sales work because such media becomes more practical, effective and 
efficient. Thus, customers can get fast services with a high level of accuracy.

The speed to respond to customers’ complaints and the high level of accuracy is a salesperson’s 
task in a highly expected way of service. The customer wants all the problems to be resolved as soon 
as possible (Dobrzkowski et al., 2015). This can increase customers’ satisfaction that has a long-term 
impact while salespeople can benefit from both the short term and the long-term effects. This 
customers’ satisfaction lead to the provision of services and the best products for customers.

The availability of marketing information is strongly influenced by the quality of the informa-
tion that can be known from the reliability of the information, relevant, current, and actual. 
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Besides, technological changes that are always dynamic overtime must be anticipated by the 
company. It became a great deal to always exist in the eyes of customers. It should be done to 
anticipate the changes in customer tastes (Lee et al., 2010). Thus, the proposed hypothesis is 
stated, as follows. 

H4The more customer bonding capability increases, the more mutually beneficial marketing 
relationships will increase.

4.5. Integrated marketing communication and marketing performance
Customer trust is an asset that largely determines the success of marketing performance (Cheung 
et al., 2015; Fang et al., 2014). Trust can be obtained from a process that takes a relatively long 
time. If the sales force can provide a variety of quality products and quality services, the custo-
mers’ confidence can increase. Product quality can be characterized by the creation of new values 
that benefit customers and practicality in the use of such products. The quality of customers’ 
service is mainly concerned with a high level of service speed and accuracy. The customers’ 
satisfaction results in loyalty (Yu et al., 2021). Loyal customers will voluntarily influence others 
to do the same thing, which can increase the number of customers. The increasing number of 
customers can increase the number of sales, which in turn can improve marketing performance.

Message consistency, quality of interaction and always involving and paying attention to the 
interests of stakeholder is an absolute requirement for the effectiveness of integrated marketing 
communication. The importance of consistency nurtures the message delivered to customers. 
Always interact with customers, especially the handling of complaints conducted by customers, 
and always be responsive to complaints submitted by stakeholders. Also, the need to build and 
develop good relationships with stakeholders (Porcu et al., 2017). Thus, the hypothesis proposed is: 

H5Increasingly integrated marketing communication increases marketing performance.

4.6. Customer bonding capability, adequate marketing information and marketing 
performance
An accuracy in understanding customers’ needs is a strategic step for the success of a salesperson 
(Yamoah et al., 2016). This is not easy to do because the customers’ tastes tend to be dynamic. 
Understanding customers’ needs and desires a gateway to read the latest findings concerning the 
development of customers’ tastes. The speed to respond to complaints and the provision of 
solutions to problems determine the level of customers’ satisfaction (Christian Homburg & 
Klarmann, 2007; Garrett et al., 2008). Customers who get services quickly will, of course, feel 
satisfied. Maintaining customers’ satisfaction is significant for salespeople so that customers do 
not easily switch to competing products, and they will voluntarily share their experiences.

The willingness of salespeople to share with customers is crucial to customers’ satisfaction (Hajli & 
Lin, 2016; Kim & Min, 2015) be it sharing experiences or sharing information. Salespeople are willing to 
share information about the strengths and weaknesses of a product or the latest products advan-
tages compared to competing products. This willingness determines the products profiles suitable for 
customers to consider (Zhu & Chang, 2015). In this case, the role of experts is to provide information 
about the benefits and practicalities of a product that can convince customers. Therefore, salespeople 
must update the latest information to keep them knowledgeable.

Tying customers can be done by giving special attention such as a special discount, special 
price, as well as providing flexibility in payment time (Balci et al., 2019). Thus, the need for 
intelligent marketing and marketing record to improve marketing information. It is also necessary 
to also information about price information, among others: product features, product design, 
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brand reputation, price discount, and credit facilities, all this is expected to improve customer 
purchasing decisions that can ultimately improve marketing performance (Manickam & Sriram, 
2013). The proposed hypothesis is stated as follows: 

H6The more customer bonding capability increases, the more marketing performance increases.

H7The more adequate marketing information increases, the more marketing performance 
increases.

Based on the literature above regarding interrelationship between variables in the study, we 
propose a research model as shown in Figure 1.

Figure 1 shows that we tested the intervening variable, namely customer bonding capability to 
help explain how relational capital can affect marketing performance. Also, we examine the 
effects of integrated marketing communication and adequate marketing information on market-
ing performance.

5. Research design

5.1. Sample frame and data collection
Data were collected from small and micro business owners located in Yogyakarta, Indonesia. The 
questionnaire was circulated after it had been verified by several respondents to test its validity 
and reliability. After the questionnaire was declared valid and reliable, then it was circulated to 
small and medium business owners. Samples were taken randomly and respondents were given 
a detailed explanation before filling out the questionnaire. Researchers distributed 300 question-
naires to small and medium business owners, but after screening and trimming the data, 260 
questionnaires were eligible to be reprocessed. The data were collected from July to August 2019. 
Sampled respondents were at least 25 years old and had at least 5 years of work experience. The 
level of respondents’ education ranged from elementary school to undergraduate.

5.2. Measurement
The instrument has a high level of validity of the questionnaire that can measure what should be 
measured (Ferdinand, 2014). Non-response testing can be undertaken to see whether the respon-
dents who fill out questionnaires on time have similar characteristics with respondents who are 
late in filling out questionnaires. If the characteristic is different, it will affect the results of data 

Integrated 
marketing 

communication 

Marketing 
performance 

Customer 
bonding  

capability

Relational 
capital 

Adequate 
marketing 

information 

Figure 1. Research model based 
on the developed hypothesis.
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analysis, and it will be a serious problem if the response rate is low. Non-response tests can be 
undertaken using an independent sample of t-test that measures average responses of respon-
dents in the group, and respondents’ late answers in the questionnaire can be compared to those 
filling it out on time (Imam, 2011). Significant differences between the population variance of the 
two samples can be viewed in terms of the value of Levene’s test for the equality of variance. To 
get a complete explanation of the research, the researcher needs to provide an operational 
definition of the variable. The following shows the definitions of the research variables

The collected data is then tested at a valid and reliable level, Amos is used by the data. As for 
the stages of data processing: the first model test is carried out. The already qualified models set 
out in the AMOS analysis, both followed by hypothetical tests, take into account the value of 
significance.

6. Empirical results and discussion

6.1. Validity and reliability tests
Validity and reliability tests are carried out to get accurate data. The results of the confirmatory 
factor analysis in these research show indicators that explain the latent variables formed. This can 
be viewed from the value of convergent validity, index reliability, and variance extracted from the 
specified value limit as shown in the following Table 1,2 to Table 3,4.

6.2. Evaluation of goodness of fit model
Evaluation of the suitability of the model seeks to ensure to what extent the model is hypothesized 
according to the data sample. Evaluation of the suitability of the model refers to several criteria 
chosen as follows: Chi-square = 155,735; probability = .58; TLI = 1,003; CFI = 1,000; GFI = .947; 
AGFI = .930; CMIN/DF = .973; RMSEA = .000, NFI = .925. Thus, the model can be accepted. The 
results of the processed full model analysis data can be presented in the Figure 2.

6.3. Hypothesis testing
6.4. Testing of mediating role: customer bonding capability
The testing of the variable role of customer bonding capacity aims to fill the gap between 
relational capital and marketing performance and this mediating variable is measured by using 

Table 1. Variable operational definition
Independent Variable Definition Source
Relational capital Intangible assets of the company 

in establishing interactions with 
customer networks.

(Debickia et al., 2020; Yua & Huob, 
2019)

Integrative marketing 
communication

the company’s ability to integrate 
and coordinate communication 
channels to send clear, consistent 
and convincing messages 
regarding the company and its 
products.

(Englunda et al., 2020; Sawafteh, 
2020)

Adequate marketing information Availability of various information 
needed in relation for improving 
customer service to satisfy 
customer needs and desires.

(Manickam & Sriram, 2013; Shkee 
& Awang, 2019)

Intervening Variable: Customer 
bonding 
capability

The ability to bind customers so 
that it is not easy to switch to 
a competitor’s product.

(Balci et al., 2019; Udayana & 
Farida, 2021)

Dependent Variable: 
Marketing performance

The result of activities carried out 
by salespeople can be realized in 
the form of market coverage, sales 
volume, and profit.

(Borisavljevic, 2016; Homburg 
et al., 2012)
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the Sobel test calculation. Sobel tests are used to assess the significance of indirect effects in 
structural equation models (Baron & Kenny, 1986). The results of the statistical testing of the 
mediating role between adaptive selling and marketing performance value of the Sobel test = 2.66, 
along with the value of probability (two tail) = .008. It can be said that the variable customer 
bonding capability plays a crucial role in bridging the gap between relational capital and marketing 
performance. Thus, the ability of salespeople to group potential customers is worth considering. 
This grouping has the potential to increase marketing performance.

6.5. Discussion
This study attempts to respond to the research problem, confirming the research gap between 
relational capitals and marketing performance. In bridging the gap, the concept of customer 
bonding capability was developed. The relational capital affects marketing performance through 
the intervening customer bonding capability variable. Relational capital has no direct effect on 
marketing performance. The role of the network, which is owned by small and medium enterprises, 
does not necessarily improve marketing performance. When the small and medium business 
actors have a wide network of marketers, it is necessary to have the ability to bind customers. 
The company should maintain and improve product quality, service quality, and always oriented to 
the needs and desires of customers is the best way to bind customers.

The ability to bind customers (customer bonding capability) has a significant impact on market-
ing performance compared to other marketing performance antecedents such as relational capi-
tal, integrated marketing communication, and equal marketing information. The role of customer 
bonding capability to improve marketing performance is crucial. It due to an increase in customer 
bonding capability provides an increase in marketing performance, even relational capital does not 
have a direct significant effect on marketing performance. Therefore, small and medium enter-
prises (SMEs) should position their customer bonding capability as the center of attention for the 
company’s improvement.

The efforts made by SMEs are directed at increasing the capacity to tie up customer networks. 
SMEs should establish business relationships with customers to provide mutual support for the 
development and survival of the company. SMEs need to determine their strategy by building 
business trust with customers, commitment, and long-term oriented relationships. This is impor-
tant to increase demand continuously in the long run, which in turn can improve marketing 
performance. To maintain good relationships with customers, it is very important for SMEs to 
always pay attention to the problems faced by customers and provide solutions.

7. Summary and conclusion

7.1. Summary
The most influential variable in marketing performance is customer bonding capability. The ability 
of salespeople to tie up customers is crucial because it determines the marketing performance. For 
marketing performance to increase, the salesperson must find out and satisfy the customers’ 
tastes precisely as customers’ tastes are dynamic and they need to keep up with the current 
trends (Lazzari & Slongo, 2015). The patterns of life in the era of digitalization and all-round 

Table 2. Survey response summary
Total number of questionnaires 300

Number of completed and returned questionnaire 266

Unreachable SME 29

Number of SME decline participation 5

Response rate 89%
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Table 3. Scale items with loading factors and reliabilities
Coefficient alpha Standardized loading

Relational capital (Maroofi et al., 
2011) AVE = .53; CR = .94

.93

I can always meet the tastes of the 
customers. 
I can always quickly respond to 
customers’ complaints. 
I am always right to meet 
customers’ needs. 
I always understand exactly what 
the customers’ wants.

.728 

.750 

.756 

.655

Customer bonding capability 
(Phillips et al., 2010) AVE = .52; 
CR = .87

.92

I can always meet the tastes of the 
customers.

.703

I always respond quickly to 
customers’ complaints.

.721

I am always right in meeting 
customers’ needs. 
I can always provide solutions to 
customers’ problems.

.680  

.753

Marketing Performance (Abed & 
Haghighi, 2009; O’Sullivan & Abela, 
2007) AVE = .53; CR = .88

.92

I always generate a higher level of 
sales compared to my colleagues.

.697

I always exceed the sales targets 
set by the company.

.753

I can increase the company’s 
market scope.

.684

The growth of new customers is 
increasingly high.

.712

Integrated marketing 
communication (Paschal & Eid, 
2011), AVE = .52; CR = .85

.93

I can always communicate with 
customers via telephone.

.731

I can always send all information 
via email.

.723

I always have a positive attitude 
towards customers.

.781

I always put forward the 
intelligence in serving customers.

.782

Adequate marketing information 
(Hajli & Lin, 2016) AVE = .55; 
CR = .83

.96

I am always skilled at getting 
information from experts. 
I can always use the media to get 
market information. 
I am always willing to share 
information. 
I am always able to update 
knowledge.

.772  

.731  

.680  

.758
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automation greatly affect patterns of customers’ behaviors. Thus, the ability of salespeople to 
understand and meet the needs accordingly is imperative for the success of marketing perfor-
mance. Besides, the speed of salespeople to respond to customers’ complaints determine the 
success of marketing performance.

The second most influential variable of marketing performance is an integrated marketing commu-
nication. Intelligence to serve customers is strongly needed. This form of Salesforce intelligence can be 
undertaken through telephone communication. Communicating via telephone is not only cheap but 
also practical and is highly effective (Abdul-Hafez et al., 2016; Jung et al., 2016). Communication in the 
form of messages or important images may be disseminated through email. Messages via email can 
be done quickly and at a low cost. Developing a positive attitude towards customers is an effective way 
of communication to improve marketing performance. Customers who gain the trust from their cost 
Salesforce maintain that confidence in the form of repurchases whereas it can increase marketing 
performance. Thus, the company needs to build customers’ trust through transparency about the 
advantages and disadvantages of a product.

The clarity and accuracy of information about the product will determine the success of market-
ing performance. Customers who get clear and accurate information will be satisfied. These 
customers’ satisfaction can be realized in the form of repurchase (Dikcius et al., 2019). Satisfied 
customers can voluntarily share quality information with other customers. The latest information 
and the accuracy of providing such information are essential for customers. Furthermore, practi-
cality and ease of getting information about products that customers buy can improve marketing 
performance. Thus, companies need to carry out effective promotion strategies to improve mar-
keting performance.

Email, telephone, and personal selling are promotional activities that can improve marketing 
performance (Chari et al., 2014). Hence, companies can do other activities to improve their 
marketing strategies such as building a brand image of a product, conducting product innovation, 
creating superior customer value for customers and making more diverse product features. All of 
these are aimed at satisfying customers by ensuring them not to easily switch to competing 
products (Homburg et al., 2012).

Relational capital, integrated marketing communication and adequate marketing information 
affect customer bonding capability and also affect marketing performance. In line with network 
theory, which states that the customer network has an important role in improving marketing 
performance. Besides, research conducted by Nuryakin and Ardyan (2018), stated that the power 

Figure 2. Full analysis model.

Source: The 2019 primary data 
analysis 
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to bind customers is key to improving marketing performance. Thus, salespeople should develop 
and bind customer network by fulfilling and wanting and providing solutions to problems faced by 
customers.

7.2. Conclusion
Relational capital, adequate marketing information and integrated marketing communica-
tion are the most influential variables that have a significant positive effect on customer 
bonding capability whereas integrated marketing communication, customer bonding cap-
ability, relational capital and adequate marketing information affect marketing perfor-
mance. Hence, customer bonding capability is the most influential variable in marketing 
performance. 

Salespeople need to maintain and improve communication strategies with customers. 
Communication strategies can be built by increasing their competence and intelligence. The 
ability of salespeople can be improved through short courses relevant to sales so that each 
salesperson in charge of product knowledge will promote more products that have a high 
degree of complexity to obtain information about products from customers accurately. Thus, 
the level of errors in predicting customers can be minimized. 

7.3. Managerial implications
For salespeople, sales managers, and company owners, researchers provide several managerial 
implications that can be translated into policies that can benefit the company. Our results indicate 
that customer bonding capability is an intervening variable that fills the gap between relational 
capital and marketing performance. The indicators of customer bonding capability in this research 
include developing networks that provide mutual benefits, developing closer family ties, develop-
ing continual cooperation with customers and sharing experiences with customers who can 
improve sales force performance.

To implement the policy, the sales manager should coordinate with his subordinates such as the 
sales force. In this case, the sales force knows more about the real conditions in the field. In daily 
activities, salespeople deal directly with customers. Hence, the more salespeople know the condi-
tions that occur in the field, the more complaints and criticisms can be heard directly. This is done 
to achieve a high level of effectiveness and efficiency that can save the costs incurred by the 
company.

The company should pay special attention to salespeople who excel, especially those who can 
cycle in new value-based customers’ networks. This attention can increase the salespeople’s 
motivation to work better. These forms of attention can include attractive incentive and overseas 
vacations. Furthermore, the ability of salespeople to adapt when interacting with customers must 
be improved. Salespeople must be able to understand customers well, for example, by using 
different approaches to different customers. This has to be considered because customers’ char-
acters are different from one another. That is why, extensive customers’ networks, increased 
adaptability, and good communication quality can improve marketing performance.

7.4. Contribution
This research among others: for small and medium enterprises (small and medium enterprises/ 
SME) can provide benefits about strategies to expand the network and bind the customer network 
that can improve marketing performance. For policymakers, this research can contribute to 
government policy in terms of SME coaching. The form of coaching from the government on 
SMEs can be in the form of granting cheap credits, tax exemptions at a certain time, digital 
marketing training, and online payments. For customers, this research directly impacts the custo-
mer obtaining a product at a very decent price. Besides, this research can increase intense 
competition, so that customers will get the best products at a decent price.
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7.5. Limitations and future research
This research has several potential limitations for future research. First, the results of this research 
cannot be generalized, because the sample used is limited to small and medium enterprises 
salespeople from various industries working in both service industries and manufacturing industrial 
products. Additionally, the sales force profession requires special skills compatible with the type of 
products and complexity offered. Specific skills can be physical attraction, attractive personality, 
level of education, knowledge and product functions. Second, researchers believe that there are 
other variables can improve the performance of salespeople, in addition to customer bonding 
capability, communication quality, customer retention, quality of customer orders, such as smart 
work, hard work, using technology in sales and others.

Third, there is no dynamic interaction between researchers and respondents because this research 
design is cross-sectional. To generate dynamic interactions, longitudinal research data were needed to 
add deeper insights to sales. Fourth, to measure the performance of salespeople, other indicators are 
needed in addition to the market share growth, sales growth, exceeding the target set by the 
company, growth of new customers and other pertinent indicators, for example, direct involvement 
of the sales manager. Fifth, the accuracy test of empirical models in this research as a whole is 
regarded as a very good but adequate fit model. This happens because the results of values and 
criteria become the reference in the suitability test and the statistical test of the model relevant to the 
value reference so that the level of ability to explain the relationship between variables is low.

7.6. Additional analyses
To measure the influence between dependent variables on independent variables, for data proces-
sing, besides using Amos, researchers also used SPSS. This is done to convince the researcher 
whether this research is reliable. The data after being reworked, it turns out that the result is the 
same. Thus, it can be concluded that the results/processed data conclusions do not differ either 
using Amos or using SPSS. This can be seen from the print out SPSS, where variable relational 
capital and customer bonding capability. The coefficient value is 0.65, which means that the more 
social capital owned by salespeople, the stronger the ability of salespeople to customers bounding.
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