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Abstract :    
   

 

This research aims to 

highlight the importance of a 

service company's orientation 

towards Relationship Marketing 

to achieve success.  As one of 

the main concepts of the so-

called Holistic Marketing, 

Relationship Marketing 

contributes effectively to a 

company's continuity and growth 

by building profitable and long-

term relationships with internal 

and external customers. Hence, 

this study clearly shows the 

necessity of diffusing quality 

culture that is based on trust and 

commitment to achieve 

Relationship Marketing 

orientation. 

Key words: Services 

company, Relationship 

Marketing, Culture of Quality, 

Trust and Commitment. 
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Cronbach Alpha : 

- Average interitem covariance:     .2964851 

- Number of items in the scale:

- Scale reliability coefficient:    0.7806 

É
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Cronbach Alpha :                                      - 

Average interitem covariance:  .3400983 

- Number of items in the scale:    26 

- Scale reliability coefficient:     0.7789 
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[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q1

.6391437    .9415802 

 

0.000 10.39 .0760927 .7903619 Q2

-.1224555    .9329475 0.131 1.53 .2655383 .405246 cons

[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q1

.6670805    .9740607 0.000 10.78 .0761098 .8205706 Q2
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[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q3

.1892953    .5309291 0.0004.17.086348.3601122Q4 

.05082820.0152.46.1046889.2579279 Q5 

.1005821    1.423682 0.0242.28.3344137   .7621322 cons 

T

[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q4

-.3344349    .06567490.186-1.33    .1011278-.13438Q5 
1.979246    2.9395480.000 10.13.24271662.459397cons 
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[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q3

.0730758    .6929959 0.017 2.49 .1535914 .3830358 Q4 

-1.060365    1.359886 0.804 0.25 .5996414 .1497606 cons 

 

[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q3

.0730758    .6929959 0.017 2.49 .1535914 .3830358 Q4 
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cons 

[95% Conf. Interval] 

 

P>|t|tStd. Err.Coef.Q3 

-.2101173       .3525612 0.616 0.50 .1415234 .071222 Q5 

.1755419       1.7774 
0.017 2.42 .4029099 .9765004 cons 
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1.0000 0.3450* Q9 

[95% Conf. Interval] P>|t|  t  Std. Err.Coef.Q9
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1.658015       2.4950810.0009.81.21159812.076548cons

[95% Conf. Interval]  P>|t|  t  Std. Err.Coef.
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.645561      1.8903650.0004.05.31342591.267963cons
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Air France-KLM: 

[95% Conf. Interval] 

 

P>|t|  t  Std. Err.Coef.

-.3374463     .5960670.568     0.58.2221675.1293103

.7376612    3.5382010.0053.21.66650252.137931cons

 

[95% Conf. Interval]  P>|t|  t  Std. Err.Coef.

-.2545317    .54400540.4560.76    .1900444.1447368

4367372    2.326421 0.0073.07   .44972721.381579cons
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