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ABSTRAK 

Penelitian ini mengkaji hubungan antara citra merek perusahaan, pemanfaatan 
platform pengadaan digital, kualitas layanan, komunikasi relasional, dan loyalitas 
pelanggan institusional dalam industri distribusi alat kesehatan diagnostik in vitro 
(IVD) di Indonesia. Kualitas kolaborasi operasional dan kepercayaan diuji sebagai 
variabel mediasi, sedangkan fleksibilitas kontrak diuji sebagai variabel moderasi. 
Survei eksplanatori kuantitatif dilakukan terhadap 400 pelanggan institusional yang 
berasal dari rumah sakit, puskesmas, laboratorium klinis, dan dinas kesehatan. Data 
dianalisis menggunakan pemodelan persamaan squares structural equation 
modeling (PLS-SEM) dengan SmartPLS 4.0. Dari sepuluh hipotesis pengaruh 
langsung yang diuji, lima di antaranya didukung (H1, H3, H4, H5, dan H8), 
sementara seluruh hipotesis mediasi (H11–H15) tidak signifikan. Fleksibilitas 
kontrak terbukti memoderasi hubungan antara kepercayaan dan loyalitas secara 
negatif dan signifikan (β = −0,094; p = 0,009). Analisis multi grup juga 
mengungkapkan perbedaan signifikan pada beberapa jalur struktural antara sektor 
B2B dan B2G serta berdasarkan durasi kemitraan yang berbeda. Temuan penelitian 
menunjukkan bahwa loyalitas pelanggan institusional, khususnya dalam hubungan 
B2G, lebih dipengaruhi oleh faktor struktural seperti regulasi pengadaan, kontrak 
jangka panjang, biaya peralihan, dan akuntabilitas publik, daripada mekanisme 
relasional semata. Hal ini mengindikasikan bahwa mekanisme relasional 
konvensional mungkin tidak sepenuhnya menjelaskan loyalitas dalam hubungan 
bisnis yang terikat oleh berbagai keterbatasan institusional. Oleh karena itu, 
penelitian ini mengusulkan konsep Loyalitas Kelembagaan (Institutionally 
Embedded Loyalty) sebagai perspektif alternatif dalam memahami loyalitas 
pelanggan institusional di pasar yang diatur dan terikat secara struktural. 
 
Kata kunci: loyalitas pelanggan institusional, citra merek perusahaan, 
pemanfaatan platform pengadaan digital, kualitas layanan, komunikasi relasional, 
kualitas kolaborasi operasional, kepercayaan, fleksibilitas kontrak, B2B, B2G, alat 
kesehatan IVD 
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ABSTRACT 

This study examines the relationships between corporate brand image, digital 
procurement platform utilization, service quality, relational communication, and 
institutional customer loyalty in Indonesia’s in vitro diagnostic (IVD) medical 
device distribution industry. Operational collaboration quality and trust were 
examined as mediating variables, while contract flexibility was tested as a 
moderating variable. A quantitative explanatory survey was conducted involving 
400 institutional customers from hospitals, primary health centers, clinical 
laboratories, and health offices. The data were analyzed using partial least squares 
structural equation modeling (PLS-SEM) with SmartPLS 4.0. Five of the ten 
hypothesized direct effects (H1, H3, H4, H5, and H8) were supported, whereas none 
of the hypothesized mediating effects (H11–H15) was significant. Contract 
flexibility significantly and negatively moderated the relationship between trust and 
loyalty (β = −0.094, p = 0.009). Multi-Group Analysis (MGA) further revealed 
significant differences in several structural paths between the B2B and B2G sectors 
and across different partnership durations. The findings indicate that institutional 
customer loyalty, particularly in B2G relationships, may be shaped less by 
relational mechanisms and more by structural conditions, including procurement 
regulations, long-term contractual arrangements, switching costs, and public 
accountability. These findings suggest that conventional relational mechanisms 
may not fully explain loyalty in institutionally constrained business relationships. 
Accordingly, this study proposes the concept of Institutionally Embedded Loyalty 
as a perspective for understanding institutional customer loyalty in regulated and 
structurally constrained markets. 

 

Keywords: institutional customer loyalty, corporate brand image, digital 
procurement platform utilization, service quality, relational communication, 
operational collaboration quality, trust, contract flexibility, B2B, B2G, IVD 
medical devices 
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