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Abstract The objective of this study is to describe the influence of image and reputation 

on the competitiveness of a political party.  

 

This study uses a quantitative approach with explanatory survey method design, the 

entire community of West Java Province who has suffrage on the election is the 

population by taking 400 respondents for the samples, while the random multistage 

cluster is used as the sampling. Data analysis used in this study is descriptive and 

verification analyzes, while Partial Least Square (PLS) is used for the hypothesis test. The 

result shows that there is a significant positive influence of the independent variable of 

the image of a political party (X1) and variable of the reputation of a political party (X2) 

on the dependent variable, the competitiveness of political party (Y). We recommend 

that the image of a political party must be built continuously in order to build a high 

long-term reputation of the political party, and eventually, it will make the high 

competitiveness of the political party.  

 

It can be done through various programs for the community that could make public 

trust in political parties increase, for example, the policies made by the government 

altogether with the legislature must be in favor of the interests of the community. The 

limitation of this study is the marketing of politics. This is an earlier analysis result. 



Keyword: Image, Reputation, The Competitiveness of Political Party Introduction One of 

the factors determining the success of a political party in winning a general election is 

the marketing of politics or campaigns (Tsianti: 2005).  

 

It adopts the concept of service marketing in the private sector that some areas 

attracting the marketing of politics literature relate to the application of marketing 

concepts, characteristic process, and marketing structure as well. It is emphasized by the 

results of Scammell's research (1999: 728) explaining that successful marketing in many 

service sectors is related to the strategies treating sales as "exchange of relationships", 

which is trust is exchanged for the implementation of promises. Furthermore, it must be 

stated, that in the political sector: reputation, image, and leadership evaluation are 

important factors for its customers or voters.  

 

According to Smith and Hirst (2001), in the last decade, marketing of politics was 

conducted in the form of activities such as image formation, issue tracking, voter 

targeting, electoral timings, and assistance in policy formulation. Recently, related to the 

image and the reputation of a political party, public trust in almost all countries in the 

world toward political parties is relatively low or even decreased. It is stated by Dalton 

and Weldon's survey (2005). As in other countries, public trust in a political party in 

Indonesia is also considered to decrease.  

 

It is shown by the increasing abstentions in general elections, both legislative members 

and the President and Vice President, especially in the year of 2001-2009 (Litbang 

Kompas: 2009). It needs to get the attention of all political parties to be able to rebuild 

public trust in the party through improving its image and reputation to enhance the 

competitiveness of the party. Literature Review Marketing of Politics According to 

Scammell (1999: 719), marketing of politics can be seen as something that democratic 

parties and candidates do in order to be elected, and this is very different from the 

initial form of selling skills in politics". It is reinforced by O'Cass (1996), that the 

marketing of politics encourages and enables political parties and voters to be part of a 

constructive dialogue.  

 

Furthermore, Butler and Collins (1994: 19) state that the marketing of politics is 

marketing ideas and opinions related to public issues, politics, or certain candidates. 

Along with the opinion of Lees-Marshment (2001: 692), the marketing of politics is 

about how political organizations adapt business marketing concepts and techniques to 

help them achieve their goals. Gronroos (1990), Henneberg (1996) quoted by 

O'Shaughnessy (2001: 1048), stated that marketing of politics seeks to establish, 

maintain and improve long-term relationships with the voters in order to take the 

benefit of the society and the political parties with the expectation that the goal of the 



individual political actors and the organizations involved will be fulfilled. This can be 

done by mutual exchange and fulfillment of promises.  

 

Furthermore, Scammell (1999: 728) argues that reputation, image, and evaluation of 

leadership are important factors in politics and the service sector. It can be concluded 

that the focus of marketing of politics leads to managerial issues as the results of 

research by Kotler (1981), O'Cass (1996), Butler and Coolins (1994) and Lock and Harris 

(1996), some areas attracting the marketing of politics literature relate to the application 

of marketing concepts, the characteristics process, as well as the marketing structure.  

 

Furthermore, it can be said that the marketing of politics shows an interest in consumer 

research that has a relationship concerning voters as consumers in the business world 

(Newman: 1985; Shama: 1973). The Relation of Image and The Competitiveness of 

Political Party Firmanzah (2008) states that a political image as a positioning strategy is 

one of the deciding sources of victory for some political parties in competition with 

other political parties. In this case, positioning is a strategy trying to place a party 

ideology among the ideologies that exist in the minds of the community, so that they 

will be able to easily identify a political party through an image that is embedded in 

their belief and cognitive systems.  

 

Furthermore, it refers to the business sector resulting from Jin-Woo Park, Rodger 

Robertson and Cheng-Lung Wu's research (2005) which research the influence of the 

image of the Australian Airlines on the behavior of passengers to attract them to use the 

airline again and the result shows that it has a positive and significant influence. It 

means the image of the company influences the competitiveness of the company. The 

Relation of Reputation and The Competitiveness of Political Party The corporate 

reputation has an indirect impact on competitive advantage through perceived value 

and perceived quality of the service.  

 

In other words, the firms should communicate their favorable corporate reputation 

attractively to the market so that the customers’ perception level towards their products 

and service would arise (Awang:2007). It shows that the reputation of a company has a 

direct impact on competitive advantage through value and service quality. It means that 

companies must communicate concerning their reputation effectively to the market so 

that the level of customer perception of their products and services will be built.  

 

Zhang and Schwaiger (2009) argue that a model of building a reputation commonly 

applied to multinational companies in America to enhance competitiveness shows a 

significant influence on the competitiveness of companies in China. Based on the 

findings, it can be concluded that the reputation of a company or an organization 



including a political party will influence the competitiveness of a company, an 

organization, or a political party. The Relation of Image and The Reputation of Political 

Party Shamma (2012) citing the opinion of Fombrun (1996), and Doorley and Garcia 

(2007), describes the relation of the image and reputation of a company in the following 

equation: Reputation = ƒ (Image + Identity) or reputation as: Reputation = Sum of 

Images = (Performance + Behavior) + Communication. Research Method This study is 

designed by using an explanatory survey method, a survey trying to connect variables 

and to test them (Rusidi, 1989: 15).  

 

Singarimbun and Effendi (2005) stated that survey research is research taking samples 

from a population and uses a questionnaire as a primary data collection tool to research 

analysis individually. Singarimbun and Effendi (2005) also argue that the survey method 

is an explanation if the writer explains the causal relationship between variables through 

hypothesis testing. Operasionalisasi Variabel Operationalization of Variable 

Operationalization of variables in this study is as the table below: Operasionalisasi 

Variabel Operationalization of variables NO _VARIABLE _SUBVARIABLE _INDICATOR 

_MEASURING SCALE _ _1 _The image of political parties (Alie : 2008) _- _Party identity 

which distinguishes with other parties; Gives a positive or negative impression in the 

minds of the community; Reflects the public trust level; Reflects party competence.  

 

_Ordinal (Likert scale 1-5 ) _ _2 _The reputation of political parties (Frombun : 1996) _ 

_The characteristic of the party Positive cultural values that develop in the party Party 

consistency Party transparency _Ordinal (Likert Scale 1-5 ) _ _3 _The competitiveness of 

political parties (Day : 1999) _a.Arena c.access b.Advantage d.activities _1.service 

2.segmentation target 1.general strategic 2.Competitor target 1.party chanel 2.diversity 

of party chanel 3.communication 1.scale 2.scope 3.alliance _Ordinal (Likert scale 1-5 ) _ _ 

Population, Sample, and Sampling The individual population is the entire community in 

the five selected districts or cities that have already suffrage in the general election 

which is as much as 7,916,780 people.  

 

The number of Individual samples is determined according to the Slovin formula, 400 

respondents, The sampling used is multi-stage sampling, stratified random sampling. 

Data Collecting Technique and Data Research Instrument The questionnaire was 

distributed to 400 respondents who were selected to be the research samples, they are 

those who already had suffrage in general elections in the selected districts or cities in 

West Java Province. Interviews were conducted with all managers or representatives of 

political parties at the Regional Leadership Council (DPW and DPD) of West Java 

Province.  

 

Review documents related to the issues being discussed in this study is data supporting 



the image, reputation, and competitiveness of political parties. Data Analysis Technique 

Square (PLS). Partial Least Square (PLS) program is used as a descriptive and verification 

analyzes through a hypothesis test. Result and Discussion Descriptive Analysis Result 

Category of The Image of Political Party in West Java Province No _ Dimension/Indicator 

_Number of Question Items _F x B Value _Category _ _1 _The Identity of Party _3 _4589 

_Good Enough _ _2 _The impression of Parties in public opinion _2 _3076 _Good Enough 

_ _3 _Public trust level to the political parties _2 _3041 _Good Enough _ _4 _The 

Competence of the Party _2 _3177 _Good Enough _ _Value Average of F x B _1543 

_Good Enough _ _ Category of The Reputation of The Political Party in West Java 

Province No _Dimension/Indicator _Number of Question Item _F x B Value _Category _ 

_1 _Has its peculiarities, for example, Party’s Ideology _2 _2799 _Good Enough _ _2 

_Positive Cultural Values Developing in the Party _2 _3105 _Good Enough _ _3 _The 

Consistency of Party _3 _4764 _Good Enough _ _4 _Transparency of Party in Managing 

Party _3 _4648 _Good Enough _ _Value Average of F x B _1532 _Good Enough _ _ Source: 

Data Processing Result Category of the Competitiveness of the Political Party in West 

Java Province No _Dimension/Indicator _Number of Question Item _F x B Value 

_Category _ _1 _Arena _2 _3125 _Good Enough _ _2 _Accesss _2 _3112 _Good Enough _ 

_3 _Advantage _3 _4650 _Good Enough _ _4 _Activities _3 _4765 _Good Enough _ 

_Average Value of F x B _1565 _Good Enough _ _ Source: Data Processing Result 

Verification Analysis Result and Hypothesis Test Conversion of path diagram into 

equalization using Ross (R) program described on the figure below: / The examination 

of the path coefficient in the structural model is described in the Figure above and in the 

Table below.  

 

It was conducted to examine empirically the form of relationships based on the 

theoretical framework of the causal model that has been specified in the early steps of 

the study. Coefficient Path for Structural Model Coefficient for _Original _Error Standard 

_The Magnitude of the coefficient Perc 0.05 Perc 0.95 _ _X1->X2 _0.444* _0.457 _0.052 

_0.379 _ _X1->Y _0.354* _0.355 _0.046 _0.281 _ _X2->Y3 _0.504* _0.500 _0.042 _0.430 _ _ 

Source: Data Processing Result Note*) 5% alpha significant coefficient It can be seen on 

the table that the magnitude of the highest path coefficients as outlined in column 5 

and the lowest ones in column 4, do not exceed the number of 0.  

 

It means all the magnitudes of the coefficients are significant. The complete direct and 

indirect influences of endogenous and exogenous latent variables can be seen in the 

table below. The Direct and Indirect Influences among Latent Variables No _Path _Direct 

Influence _Indirect Influence _Total Influence _ _4 _X1->X2 _0.444 _0.000 _0.444 _ _5 

_X1->Y _0.354 _0.224 _0.579 _ _6 _X2->Y3 _0.504 _0.000 _0.504 _ _ Source: Result of Data 

Processing According to the results of data processing with PLS (Partial Least Square) 

using R (Ross) software, the influence of the image of the political parties on the 



reputation of the political parties, the influence of the image of the political parties on 

the competitiveness of the political parties and the influence of the reputation of the 

political parties to the competitiveness of the political parties are as follow: The results 

of the study show that the total influence of the image of political parties (X1) on the 

reputation of political parties (X2) in Indonesia, especially those that occurred in West 

Java Province is 0.444, it is significant (the degree of error in the tolerable limit (0.05) is 

0.052 ).  

 

It can be concluded that the research hypothesis four (H1) which states that there is an 

influence of the image of a political party on the reputation of a political party can be 

accepted. The total influence of the image of political parties (X1) on the 

competitiveness of political parties (Y) through improving the reputation of political 

parties, especially according to the voters in West Java Province is 0.579 and it is 

significant (the degree of error in the tolerable limit (below 0) is 05, which is equal to 

0.046).  

 

It can be concluded that research hypothesis five (H2) which states that there is an 

influence of the image of a political party on the competitiveness of political party can 

be accepted. The total influence of the reputation of a political party (X2) on the 

competitiveness of political party (Y) in Indonesia, especially in West Java Province is 

0.504, and it is significant (the degree of error in the tolerable limit (below 0.05) is 0.042. 

It is concluded that the research hypothesis six (H3) which states that there is an 

influence of the reputation of political parties on the competitiveness of political parties 

can be accepted.  

 

The new model developed from the previous concepts put forward by the marketing of 

politics experts found that the influence of the image and reputation altogether is 

greater than the image or reputation alone on the competitiveness of political parties. It 

is shown by the influence of X1 on Y is ... ... and the influence of X2 on Y is ... ... while the 

image and reputation altogether are... Conclusion The description of the image of the 

parties which includes the identity of the party, the impression of the party for the 

people, public trust, and the competence of the party is good enough.  

 

The description of the reputation of the party which includes the characteristic of a 

party, the developing cultural values, the consistency and transparency of party is good 

enough; The description of competitiveness includes public services, the number of the 

party participants, diversity of the party channels, the communication of the parties with 

the community, the strategies of the parties in dealing with the community and 

competitors and in determining targets and scope of activities can be categorized good 

enough; The better the image of the parties, the better the reputation of the parties The 



better the image of the parties, the higher the competitiveness of the parties The better 

the reputation of the parties, the higher the competitiveness of the parties In this study, 

it is found a new model that the influence of the image and reputation altogether is 

greater than the image or reputation alone on the competitiveness of political parties. It 

is shown by the influence of X1 on Y is ... ...  

 

and the influence of X2 on Y is ... ... while the image and reputation altogether is ... Jurnal 

Baines, 2002, The Political Marketing Planning Process : Improving Image and Massage 

in Strategy Target Areas, Marketing Intellegence & Planning, 20 (1), MCB University 

Press Butler, P. and Coolins, N. , 1996, Strategic Analysis in Political Markets, European 

Journal of marketing, 30 (10), MCB University Press Dalton dan Weldon, 2005, Public 

Image of Political Parties : A Necessary Evil?, West European Politics, 28(5), Political 

Science Departement, University of California, USA French. Alan dan Smith. Gareth, 2008, 

Measuring Political Brand Equity : a Consumer Oriented Approach, European Journal of 

Marketing, 44 (34) Grönroos.  

 

Christian,1994, From Marketing Mix to Relationship Marketing: Towards a Paradigm 

Shift in Marketing, Management Decision, Vol. 32 No. 2, pp. 4-20 MCB University Press 

Limited, 0025-1747 Henneberg, 1996, Strategic Postures of Political Marketing : An 

Exploratory Operationalisation, Journal of Public Affairs, 6 (1) Kalandrakis. Tasos, 2009, A 

Reputation Theory of Two-Party Competition,QuarterlyJournal of Political Science, 2009, 

4: 343–378 Lees-Marshment,J.,  

 

2006, Debate Political Marketing Theory and Practice : A Reply to Ormrod’s Critique of 

the Lees-Marshment Market-Oriented party Model. Politics, 26 (2) Lees-Marshment, J., 

2001, Political Marketing and British Political Parties, Manchester, Manchester university 

Press Lock , A. and Harris, P. , 1996, Political Marketing- La difference, European Journal 

of Marketing, 30 (10) Morgan, Gareth,1996, Images of Organization, Sage Publication, 

USA Mulligan dan Tsui, 2005, Political Competitiveness, Departement of Economics, 

University of Chicago and Clemson University, USA Newman BI, 2001, An Assessment of 

The 2000, US Presidential Election : A Set of Political Marketing Guidelines, Journal of 

Public Affairs 1(3) Newman.  

 

BI, 2002, The Merging Of Public Relations and Political Marketing, Journal of Political 

Marketing, Volume 1, Issue 2 __________, 2001, Image-Manufacturing in the USA : Recent 

US Presidential Election and Beyond, European Journal of Marketing, 35 (9) MCB 

University Press __________, 1999, Handbook of Political marketing. Thousands Oaks, CA, 

USA, Sage Publications, Inc __________, 1999, The Mass Marketing of Politics : democracy 

in an age of manufactured Images. Thousand Oaks, CA USA, Sage Publications, Inc, 

International educational and Professional Publisher Neuman, Lawrence, 2003, Social 



Research Methods : Qualitative and Quantitative Approaches, Boston : Allyn and Bacon. 

Niffeneger, P.B.,  

 

1989, Strategies for Success from the Political Marketers, the journal of Consumer 

Marketing, 6(1) O’Cass, A., 1996, Political Marketing and the marketing Concept, 

European Journal of marketing, 30 (10) O’Shaughnessy, N.j, 2002, Towardan Ethical 

Framework for Political Marketing Psychology and Marketing, 19 (2), Wiley Periodicals, 

Inc _______________, 2001, The marketing of Political Marketing, European journal of 

Marketing, 35 (9). MCB University Press Oržekauskas. Petras, Šmaižiene. Ingrida, 2007, 

Public Image and Reputation Management: Retrospective and Actualities, Viešoji Politika 

Ir AdministravimasNr. 19 Robertson and Lung-Wu , 2005,The Journal Of Tourism Studies 

Vol. 16, No.  

 

1,Department of Aviation, University of New South Wales, Australia Scammell, M, 1999, 

customer-Led and market-Oriented : Let’s not Confuse the Two, Strategic Management 

Journal , 19 Shama, 2012, Toward a Comprehensive Understanding of Corporate 

eputation: Concept, Measurement and Implications, International Journal of Business 

and Management; Vol. 7, No. 16; 2012 Schwaiger. Manfred, 2004, Component and 

Parameters of Corporate Reputation. An Empirical Study, Schmalembach Business 

Review Vol 56. Smith. Gareth and Hirst. Andy, 2001, Strategic Political Segmentations, 

European Journal of Marketing, 35 (10) Yang. Hui-O, and Fu.  

 

Hsin-Wey, 2007, Creating and Sustaining Competitive Advantages of Hospitality 

Industry, Journal of American Academy of Business, Cambridge Vol 12 Number 1. 

Zainudin Hj Awang, 2008, The Effects of Corporate Reputation on the Competitiveness 

of Malaysian Telecommunication Service Providers, International Journal of Bussiness 

and Management Vol 4 No 5 Zhang Yang and Schwaiger, 2009, An Empirical Research 

Of Corporate Reputation In China,Communicative business”, 2009, n. 1, 80-104 © 2009 

Vita e Pensiero | Pubblicazioni dell’Università Cattolica del Sacro Cuore 2. Buku Alie. 

Marzuki, 2012, Pemasaran Politik di Era Multi Partai, Expose, Jakarta Besanko.dkk, 2008, 

Economics of Strategy Third Edition, Shakti Packers,Delhi. Budiardjo. Miriam, 2008, 

Dasar-dasar Ilmu Politik, Gramedia Pustaka Utama, Jakarta Day.  

 

George S, 1999, Market Driven Strategy Process For Creating Value, The Free Press, New 

York Davies, Garry, 2003, Corporate Reputation and Competitiveness, Routledge,London 

and New York Dwiyanto. Agus, 2006, Reformasi Birokrasi Publik di Indonesia, Gadjah 

Mada University Press, Yogyakarta Fine. Seymour H, 1992, Marketing The Public Sector, 

Transaction Publisher, New Brunswick U.S.A and London U.K Firmanzah, 2007, Marketing 

Politik : Antara Pemahaman dan Realitas, Yayasan Pustaka Obor Indonesia, Jakarta Hair, 

J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M, 2013.  



 

A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM), Thousand 

Hannington, Terry, 2004, How To Measure and Manage Your Corporate Reputation, 

Gower, England Hapsari, Ajeng, P, 2007, Celebrity Endorser, Typical-Person Endorser 

Iklan Televisi dan Brand ImageProduk (Studi Kasus Pada Pond's Age Miracle). Fakultas 

Ekonomi Universitas Padjadjaran Bandung. Husein Umar, 2003, Strategic Management 

In Action, PT Gramedia Pustakatama, Jakarta. Hurriyati. Ratih, 2008, Bauran Pemasaran 

dan Loyalitas Konsumen, Alfabeta, Bandung. Kartajaya. H, 1994, The Strategic Marketing 

Plus 2000 Conceptual Framework for Competitive Audit, Strategy Formulation& 

Capability Enhancement. Bonus Dalam Majalah SWA Kasali.  

 

Rhenald, 1998, Membidik Pasar Indonesia : Segmentasi, Targeting, Positioning, 

Gramedia Pustaka Utama, Jakarta Analysis and Other Multivariabel Methods, 4th ed CA: 

Duxbury, ISBN 0-495-38496-8 Kotler, 1981, Marketing for Non Profit Organizations, 

Englewood Clifs. NJ, Prentice Hall, Inc Kotler, Philip & Keller, Kevin 

Lane,2007,Manajemen Pemasaran. Jilid I, Edisi 12. P.T. Indeks Kelompok Gramedia 

Kotler. P, Adams. S. Amstrong, 2004, Marketing Prentice Hall, International Edition Kotler 

dan Keller, 2012, Marketing Management, Pearson Education, Inc., publishing as Prentice 

Hall, One Lake Street, Upper Saddle River,New Jersey 07458 Latan.  

 

Hangky 2012, Strucural Equation Modelling Konsep dan Aplikasi Menggunakan Program 

LISREl 8.80, Alfabeta, Bandung Singarimbun, Masri, Sofyan Effendi, 2005, Metode 

PenelitianSurvei, LP3ES, Jakarta Sugiyono, 2009, Metode Penelitian Kuantitatif, Kualitatif 

dan R&D, Alfabeta, Bandung ______, 2008, Metode Penelitian Administrasi, Alfabeta, 

Bandung Suradinata. E, 2013, Analisis Kepemimpinan Strategi Pengambilan Keputusan, 

Alqaprint Jatinangor Yamin.  

 

Sofyan dan Kurniawan Heri, 2011, Partial Least Square Path Modelling, Salemba Infotek, 

Jakarta  

 

INTERNET SOURCES: 

------------------------------------------------------------------------------------------- 

5% - 

http://www.ijstr.org/final-print/nov2015/The-Analysis-Of-Political-Marketing-Mix-In-Infl

uencing-Image-And-Reputation-Of-Political-Party-And-Their-Impact-Toward-The-Com

petitiveness-Of-Political-Party-the-Survey-Of-Voters-In-West-Java-Province.pdf 

<1% - http://www.maranatha.edu/fakultas/fakultas-ekonomi/ 

<1% - 

https://link.springer.com/article/10.1007/s12115-019-00439-5?shared-article-renderer 

<1% - 



https://books.google.co.id/books?id=0-Y7DwAAQBAJ&pg=PA175&lpg=PA175&dq=is+

used+as+the+sampling.+Data+analysis+used+in+this+study+is+descriptive+and+verif

ication+analyzes,+while+Partial+Least+Square+(PLS)+is+used+for+the+hypothesis+te

st.&source=bl&ots=17e9cSCaLF&sig=ACfU3U3kxpjwxfFOq29XcptYCd_AqKuLkg&hl=id

&sa=X&ved=2ahUKEwio55zll6vqAhWvgUsFHU2mDtYQ6AEwAHoECAwQAQ 

<1% - 

https://www.u4.no/publications/the-role-of-political-party-finance-reform-in-the-transiti

on-from-dominant-to-competitive-party-systems 

<1% - 

https://pdfs.semanticscholar.org/93cf/66c38cb4e83567192fb532ba50828dad3212.pdf 

<1% - 

https://www.aph.gov.au/Parliamentary_Business/Committees/Joint/Completed_Inquiries

/em/TongaDelegation/Report/chapter2 

<1% - 

https://books.google.co.id/books?id=cKB_BAAAQBAJ&pg=PA128&lpg=PA128&dq=in+

politics+.+It+is+reinforced+by+O'Cass+(1996),+that+the+marketing+of+politics+enco

urages+and+enables+political+parties+and+voters+to+be+part+of+a+constructive+d

ialogue.&source=bl&ots=LHNg6L7mz3&sig=ACfU3U2dminh4hX3_MCbK9oQ1UVF4r3d

ww&hl=id&sa=X&ved=2ahUKEwiHzrirmKvqAhVLeH0KHXgYBCUQ6AEwAHoECA8QAQ 

<1% - 

https://openresearch-repository.anu.edu.au/bitstream/1885/155954/2/b3600201x_Hugh

es_Andrew%20Gary.pdf 

<1% - 

https://courses.lumenlearning.com/wmopen-introbusiness/chapter/the-role-of-custome

rs-in-marketing/ 

<1% - https://issuu.com/ijstr.org/docs/the-analysis-of-political-marketing 

1% - 

https://www.researchgate.net/publication/41891278_The_Effects_of_Corporate_Reputati

on_on_the_Competitiveness_of_Malaysian_Telecommunication_Service_Providers 

<1% - 

https://books.google.co.id/books?id=DBerCwAAQBAJ&pg=PA194&lpg=PA194&dq=It+

shows+that+the+reputation+of+a+company+has+a+direct+impact+on+competitive+

advantage+through+value+and+service+quality.&source=bl&ots=zecklHTXKY&sig=AC

fU3U2yVEMXLboffsaZ43QkNfNAVFjacw&hl=id&sa=X&ved=2ahUKEwjE7vz4mKvqAhWC

E4gKHQFgB1cQ6AEwAHoECAsQAQ 

<1% - 

https://books.google.co.id/books?id=u6_oUieR79AC&pg=PA435&lpg=PA435&dq=of+t

he+path+coefficient+in+the+structural+model+is+described+in+the+Figure+above+a

nd+in+the+Table+below.&source=bl&ots=Jrq3BDFjqf&sig=ACfU3U2POxrht5FIFBmMo

3rXmlZ3lVFrhg&hl=id&sa=X&ved=2ahUKEwiuk8TsmavqAhXLFogKHZ-HCFUQ6AEwAHo



ECA0QAQ 

<1% - 

https://books.google.co.id/books?id=KvttDwAAQBAJ&pg=PA2039&lpg=PA2039&dq=It

+means+all+the+magnitudes+of+the+coefficients+are+significant.+The+complete+di

rect+and+indirect+influences+of+endogenous+and+exogenous+latent+variables+can

+be+seen+in+the+table+below.&source=bl&ots=wKTCIh7L4j&sig=ACfU3U3pHI3QJq9

9NiQS6kbiEHvuWVGuNA&hl=id&sa=X&ved=2ahUKEwilzfD8mavqAhVBIIgKHUkOCW0Q

6AEwAHoECA8QAQ 

<1% - http://www.ijstr.org/research-paper-publishing.php?month=oct2019 

<1% - https://www.jstor.org/stable/2111461 

<1% - https://flexiblelearning.auckland.ac.nz/political_marketing/22.html 

7% - https://www.ijstr.org/paper-references.php?ref=IJSTR-1115-12842 

1% - 

https://www.google.com/search?q=Christian,1994,+From+Marketing+Mix+to+Relation

ship+Marketing:+Towards+a+Paradigm+Shift+in+Marketing,+Management+Decision,

+Vol.+32+No.+2,+pp.&num=15&safe=strict&source=lnms&tbm=isch&sa=X&ved=2ah

UKEwjAhcTkmqvqAhWCfd4KHT6_CmQQ_AUoAXoECA8QAw 

<1% - https://pure.au.dk/ws/files/5432/ormrod_2009 

1% - 

https://books.google.co.id/books?id=1XPfBQAAQBAJ&pg=PA181&lpg=PA181&dq=20

01,+Political+Marketing+and+British+Political+Parties,+Manchester,+Manchester+univ

ersity+Press+Lock+,+A.+and+Harris,+P.&source=bl&ots=_hmtb0n3Gg&sig=ACfU3U3p

mP1qGJ9Y_Exw8F_8gR_n_Pz1xQ&hl=id&sa=X&ved=2ahUKEwi5nu_2mqvqAhUQHXAKH

c7tAuYQ6AEwAHoECA0QAQ 

<1% - https://trove.nla.gov.au/work/6731238 

<1% - 

https://www.researchgate.net/publication/235303320_Political_Marketing_and_the_Mark

eting_Concept 

<1% - 

http://www.academia.edu/6111066/Public_Image_and_Reputation_Management_Retros

pective_and_Actualities 

<1% - 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.468.1538&rep=rep1&type=p

df 

<1% - http://jurnal.untan.ac.id/index.php/ejmfe/article/downloadSuppFile/20513/1444 

<1% - http://digilib.unila.ac.id/3703/21/DAFTAR%20PUSTAKA.pdf 

<1% - https://onesearch.id/Author/Home?author=Agus+Dwiyanto 

<1% - 

http://obor.or.id/marketing-politik-antara-pemahaman-dan-realitas-cetak-ulang-ke-3 

<1% - https://www.pls-sem.net/downloads/2st-edition-a-primer-on-pls-sem/ 



<1% - http://repository.upi.edu/20622/9/S_MPP_1102423_Bibliography.pdf 

<1% - https://books.google.co.id/books?id=3UJ4c_dskHEC&printsec=copyright&hl=id 

<1% - 

https://www.coursehero.com/file/pkbv6/Kotler-Philip-1967-Marketing-Management-An

alysis-Planning-and-Control-Englewood/ 

<1% - https://fliphtml5.com/lnym/lhdb/basic 

1% - 

https://www.tokopedia.com/bukubeta/structural-equation-modeling-dengan-program-l

isrel-8-80-hengky-latan 

<1% - http://digilib.unila.ac.id/10926/5/DAFTAR%20PUSTAKA.pdf 

<1% - http://disperpusip.jatimprov.go.id/inlis/opac/detail-opac?id=53947 

 


