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Abstract

The study aims to study the relationship of culture that affect sales representatives to
analyze the relationship quality and relationship marketing relationships affect the quality of
relationships with customers in medical equipment. The sample unit used in this research was
290 physicians and 290 medical device sales representatives for a total of 580, The research
method were questionnaire. The data analysis applied a processing program for statistics.

The research results showed that ethical sales representative that affected the quality of
customer relationship in medical equipment. Result of this study showed that the hypothesis of
the research is latent relationship marketing relation direct positive relationship quality. Statistically
significant at the 0.05 level of cultural relations, direct sales representatives positive relationship
quality. Test the hypothesis that do not meet the assumptions of the study are latent cultural
relations, direct sales representatives do not have the quality of a relationship.

The structural equation model analysis of ethics affected sales representatives and
customer relationships found that the probability of the chi-square (chi-square probability level)
was less than .05 indicating that the underlying model was not consistent with empirical data of
chi-square relative (CMIN / DF) equal to 2.583, the index measures the consistency (GFI) was .928,
and the index of the root mean square error of approximation (RMSEA) was .052. The model was
concluded that all three statistical criteria for assessing the structural equation was suitable with
the empirical data.

Keywords: Ethic, Relationship Marketing, Relationship Quality
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