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Abstract: The aim of this study was to analyze the impacts of service quality toward customer trust as well as
to prove whether corporate image, customer satisfaction and customer value mediate the relationship between
service quality and customer trust. Several findings of this study were: the improvement of services quality did
not directly affect customer trust; improvement of service should be able to satisfy customers or improve
customer value; furthermore, customer satisfaction would improve customer trust as well as customer value. It
was also proven that customer satisfaction mediated the relationship between corporate image and customer
trust and mediated customer value and customer trust.

Keywords: service quality, customer value, customer satisfaction, corporate image and customer trust

. Introduction

Customer trust is seen as a key factor for the creation of a relationship between providers and users of
services / products. Lau and Lee (1999), if one party believes the other party will lead to positive behavior
towards the next relationship. Anderson and Narus (1990) confidence arising from each party are positive,
confidence will be enhanced. Doney and Cannon (1997) associated with this belief, each party must also have
the ability to continue the relationship into a positive relationship and provide benefits for the continuation of
the relationship in the future. Trust is built based on the ability of a party to predict the behavior of business
partners in the future as to the accuracy of his so far in fulfilling the promise he had made.

As a company that produces products in the form of clean water, consumer confidence for the Regional
Water Company (PDAM) is an important aspect in achieving the objectives of the company. However, customer
trust is highly influenced by aspects of services related to products and services produced.

As a company organizing a good public, consistently and sustainable local water company (PDAM) in
Riau Province providing services to customers because water is a basic need in everyday life and have important
role in supporting the prosperity and welfare of the community. Although nature has provided water in sufficient
quantities, but the growing population and increased activity has changed the shape and balance of water in
nature. Most of the water that is available is no longer suitable for consumption directly and require processing
(special treatment) to prevent water from natural and healthy for consumption. In order to maintain the viability
of the company and to be able to serve the needs of customers of drinking water in adequate amounts, consistent
and sustainable, PDAM are managed based on the principles of economic enterprise (business).

Various issues related to service PDAM that come to the surface is still not maximal service. The
problems faced by PDAM in Indonesia, including in Riau Province is generally very similar among them: the
continuity of unstable water, the quality of human resources is low, the water quality is bad and so forth and so
can not meet customer expectations and the impact on the loss of customers' trust PDAM. This triggers a
customer complaint in receiving the service.

Public complaints against bad service PDAM occurred in some areas in the province of Riau. The
increase in the basic rate of water that is not followed by the quality of water produced in Indragiri Hilir, bad
service at PDAM Tirta Siak so customers unsubscribe 4000, PDAM Tirta Dharma failure to meet public
demand Bengkalis Bengkalis. Water quality and poor service quality impacts adversely PDAM in Riau
Province.

The focus of this research is a factor of the quality of service received by the customer PDAM still not
up and caused many complaints due to the low quality of the services provided by PDAM. The impact of the
low quality of those services produce a negative image in the minds of customers and impact on customer
satisfaction, corporate image, customer value and customer confidence.

Il.  Literature Review
Quality simply as suitability for use, product features meet the needs of consumers and free of
deficiencies. Quality is the overall traits and characteristics of a product or service to the ability to meet the
needs that have been determined or latent. Implies quality meets or exceeds expectations about the pace of time,
work accuracy, speed of response, and performance (Parasuraman, et al., 1985). Quality of service is a
comparison between services felt (perceived) customers with the quality service they expect.
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If service quality perceived equal to the quality of service they expect quality is said. If measured by the ratio
between service quality perceived by the expected service quality, quality of service is said to be satisfactory if
the ratio is one, and if the ratio is more than one qualified to say.

Service quality

Service Quality has become the most studied topics in marketing studies and debate and controversy
among researchers associated with the conceptualization and measurement of quality of service (Choi, et al.,
2004). This is because the service characteristics that are not real and assess customer service quality is
subjective, so by Parasuraman et al., (1985) is more difficult to measure than the quality of goods and
customers.

Quality of care is inextricably linked with the customer. Good service quality in customer perception
can only be achieved when customer expectations of the product can be satisfied or more than customers expect.
Quality of service, if managed properly, contribute positively to the realization of customer satisfaction and
customer loyalty (Kotler, 2008). Quality of care giving services plus the value in the form of a special
motivation for our customers. This kind of emotional bond allows the company to understand carefully the
specific expectations and needs of customers. Service quality are important factors that could affect customer
satisfaction of consumers.

Choi et al., (2004) states the quality of service and value of the service has a direct and significant
impact on customer satisfaction. The definition of the value of the service used in the context of research similar
to that proposed by Zeithaml (2000) where the value of the service is the overall perception of the customer
based on the perception received and what has been given. Heskett et al., (1990) in Dedeke (2003) defines the
value of the service as the quality of service divided by the product of all the costs incurred to obtain the service.

Parasuraman, et al., (1985) which was later revised in 1988 using disconfirmation paradigm. Based on
the concept, the quality of service represents the difference between the value received with the expected value
in five dimensions:

1. Reliability: the ability to deliver services reliably and accurately

2. Responsiveness: the ability to be able to help customers and provide services quickly

3. Assurance (collateral): the ability to provide services with reliable, free from danger, polite and skillful.

4. Empathy: the ability to provide the service as a communicative, give personal approach and understanding of
customer needs.

5. Tangibles: the condition of the physical facilities surrounding the delivery of services.

Customer value

Conceptualization value becomes very important for research in the fields of marketing, as revealed by
Gallarza and Saura (2006) as follows:

1. The concept of customer value is based on the development of two important dimensions of consumer
behavior, namely economic (value associated with the perception of the price through what is called the
transaction value) and psychological (what actually influences the choice of the products: the emotional aspect
or more on cognitive /rational).

2. methodological, construct value will help explain the different areas of consumer behavior, such as product
selection, purchase intent, repeat purchases.

3. The value can not be released in relation to construct the main consumer behavior, such as quality of service
and satisfaction.

Zeithaml et al., (1988), as the value of the overall assessment of the use of products based on what is
acceptable and what is given. There are four definitions of value service products that can be identified, namely:
(1) the value of the service is a low price; (2) the value of any service is desired in the product; (3) value of
service is service quality in getting the price paid; and (4) value of service is what you get and what is given.
The value of the service is a combination of benefits and sacrifices that occur when a customer uses a product or
service to meet specific needs. Customers will receive the value of the service in accordance with the utility
provided by the combination of attributes is reduced disutility represented by the price that has been paid.
Consumer perception of the value of the services affected by differences in customer tastes, and customer
characteristics.

Corporate image

The company's image constructed by the technical quality is what the customer received from previous
experiences and functional quality that is the way how the service provided to customers (Grénroos, 1984).
Customers who perceive a company with a good image would be forced to buy products from the company.
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Corporate image is another important factor in the overall evaluation of the service. Consumers are not
just buying a product, but they buy ‘attitude’. Overall the image attached to the company will be considered by
consumers to determine which products will be purchased. Consumer behavior in the purchase will be affected
by the company's image. Imagery is defined by Dichter (in Suhartanto, 2001) as an impression of a person about
an object or item as a whole. While Norman (in Suhartanto, 2001) looked at the image as a model that indicates
a person's beliefs about the phenomenon or situation. So that the company's image can be defined as the
perception of companies featured in customer retention and acts as a filter that affects the perception of the
organization's operations (Lai et al., 2008).

Imagery is an important aspect of the organization's ability to maintain market position. The image of
the company has been identified as an important factor in the overall evaluation of the company (Bitner, 1990)
and entered into the mind when they hear the name of the company (Nguyen et al., 2006). The company's image
is the result of the interactions, experiences, beliefs, and feelings of the people who know about the company.
Dobni and Zinkhan (1990) in Chong (2008) concluded that the image formed by the interpretation of rational
and emotional perception. According to Kennedy (1997) in Chong (2008) there are two main components of the
corporate image: functional and emotional. Functional components associated with the real characteristics that
can be easily measured, such as the physical environment offered by the hotel; the emotional component
associated with psychological dimensions that are manifested by feelings and attitudes towards the organization.

Customer satisfaction

Customer satisfaction has been seen as a basic determinant of long-term consumer behavior and
marketing study area has become increasingly attracted the attention of researchers. Furthermore, Anderson and
Fornell (In Shih, 2006) put customer satisfaction as a central point for assessing past performance and predict
future financial performance and as a matter of urgency to change the old way of doing business and finding
ways to acquire and retain customers. Andreassen and Lindestad (1997) say that customer satisfaction is related
to the subjective evaluation of emotions. The role of the company's image not only in attracting new customers,
but also retain customers that are not satisfied. Pizam and Ellis (1999) stated that customer satisfaction is very
important for the survival of the company. Customer satisfaction is not a universal phenomenon and not
everyone gets the same customer satisfaction of the same experience. The reason is that each different customer
needs, goals and past experiences that affect their expectations.

Satisfaction as a customer responses regarding the evaluation of satisfaction as the customer response
regarding the evaluation of the perception of incompatibility between prior expectations and actual performance
of products after consumption. Bitner and Drew (in Bloemer et al., 1997) introduced the distinction between
satisfaction when using the service and overall satisfaction with the service, where the latter is associated with a
number of previous experience in a shorter period of time.

Customers trust

Trust is the key variable in the exchange network between the company and its partners (Morgant &
Hunt, 1994). The psychology of belief is a belief and a will or may be called as a tendency of behavior
(Moorman et al., 1992). Mutual trust is the belief of both parties that between them will not exploit the
weaknesses of the other party. In trust there is an element of risk that is typically associated with the decision
taken. Sources of these risks are the desire and willingness of the parties involved to act accordingly. In general,
for both manufacturing and service industries, the basis of long-term relationships with existing customers on
consumer confidence in the company. In business, trust is seen as one of the antecedent relationship.
Researchers have established that trust is important to establish and maintain long-term relationships (Singh &
Sirdeshmukh, 2000). Morgan and Hunt (1994) states that there is confidence only if one of the parties have
confidence in the reliability and integrity. While Moorman et al., (1993) define trust as the dependence of one of
the parties have confidence. Anderson and Narus (1990) concluded that if one party believes that the actions of
the other party will bring positive results to the first party, the trust can be developed.

Berry (1999) in Jasfar (2005) propose a model that explains the factors that become the foundation of
formation of long-term relationships based on trust. In this model, explained the factors on which to base the
creation of confidence in the company that is the perception of the skill (competence) and fairness (fairness)
company directly to have a role in fostering or instill a sense of trust (sense of trust). Two of these factors is the
foundation that creates a sense of trust employees, business partners and consumers. Smith and Bolton (1998)
also found that the company's competency become prominent in forming a trust (trust formation). Studies on the
relationship of sales partners who do support the concept of trust in three dimensions (a three-dimensional
conceptualization of trustworthiness) the character (character), competence (competence), and judgment
(judgment). Knowing that the competence of a service not easily found, the customer would remember it when
they find it. Competence of a service form customers confidence in a company's capacity to hold promise.
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I11.  Conceptual Framework

Coorporate Image

Service Quality Customer's
Satisfaction
Hypothesis

Based on the research background and the conceptual framework of research, the research hypothesis can be
formulated as follows.

H1: The better the service quality provided will be enhance the company's image.

H2: The better the service quality provided will further increase customer satisfaction.
H3: The better the service quality provided will further increase customer value.

H4: The better the service quality provided will further increase customer confidence.
H5: The better the corporate image will further boost customer satisfaction.

H6: The better the corporate image will further increase customer trust.

H7: The better the customer value will increasingly customer trust.

H8: The better the customer value will further increase customer.

HO9: The better the higher the level of customer satisfaction will increase customer trust.

IV.  Methodology
Research design
This research is explanatory research is research conducted with a view explaining the relationship
between variables through hypothesis testing. The data collection was done by a survey to obtain factual
information.

Population and Sample

The unit of analysis in this study is a non-commercial customer group or groups of households. Total
non-commercial customers PDAM Tirta Siak Pekanbaru as many as 12 913 households, while PDAM Tirta
Dharma Bengkalis as many as 10 042 households. The number of samples based on the opinions Roscoe
(Sekaran, 2000) that the sample size is greater than 30 and less than 500 have been sufficient to be used in all
studies. Referring to the opinion of the Roscoe, the number of samples in this study were 400 respondents from
population groups of non-commercial customers in PDAM Tirta Siak Pekanbaru and PDAM Tirta Dharma
Bengkalis. Technical sampling used proportional simple random sampling. Proportionally the number of
samples of each PDAM then set as follows:
* PDAM Tirta Siak Pekanbaru: 12 913/22 955 x 400 = 225 customers (return 204)
* PDAM Tirta Dharma Bengkalis: 10 042/22 955 x 400 = 175 customers (return 173).
The total quetioners that return are 373. After the verification of eligibility questionnaire, the samples used in
this study were 350 respondents.

Data analysis technique

Data analysis technique in this research using Structural Equation Model (SEM) using AMOS program package.
The use of SEM analysis allows an analysis of a series of relations simultaneously to provide statistical
efficiency (Hair et al., 1998).

V.  Result and Discussion

Effect of Quality of Service to Corporate Image

Statistical hypothesis testing we concluded that the quality of service PDAM in Riau and positive effect
on the company's image in the eyes of the customer PDAM. Hypothesis test results indicate that if the customer
perceived service quality is good, the quality of good service the potential to create a good impression or image
of the company in the eyes of its customers. Edvardsson, et al., (1994) produces a high quality of service and
customer satisfaction helps to spread a positive image in the market. Serkan and Gokhan (2005) in Chreang
(2007) states that the company's image is derived from all the experiences that consumers use, while the quality
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of service is a function of experience consumer. Services received can influence better or worse image of the
company depends on the quality of service companies , Therefore, the company's image is directly influenced
by the perception of the customer the quality of service. Chreang (2007), found a positive and significant
influence between service quality and corporate image. These results are consistent with research conducted
Chreang (2007) which shows that the model of the relationship of service quality to the company's image is
positive and significant.

Effect of Service Quality on Customer Satisfaction

The hypothesis testing found that service quality and significant positive effect (significant) towards
customer satisfaction. Indicating that the better the quality of services provided, the further increase customer
satisfaction. Some researchers have studied the relationship between the two constructs quality of service quality
and customer satisfaction. Cronin and Taylor (1992) stated that performance and service quality is the cause of
customer satisfaction. Customer satisfaction is conceptualized as a fulfillment service to receive a response
affective (Oliver, 1997). Therefore, cognitive perceptions on service quality are logically precedes affective
ratings of satisfaction (Cronin and Taylor, 1992). Ennew and Binks (1999) in Chreang (2007) found support by
making an empirical perspective to the behavior of buyers and sellers. As a result, they found that the quality of
service is the antecedent variables of satisfaction and serves as the main elements that influence satisfaction
(Bloemer et al., 1997). Parasuraman et al., (1985) conducted a study servqual as the theoretical basis for the
relationship between service quality and customer satisfaction.

These results are consistent with research Choi et al., (2002), Chreang (2007), Ching (2008) and Hung
(2009), which shows the relationship model of service quality to customer satisfaction is positive and
significant.

Effect of Service Quality on Customer Value

The hypothesis testing found that service quality has significant positive effect to customer’s value. It’s
means that the better the quality of service provided to further improve customer value. Perception of service
quality is one of more important issues in generating customer value (Cronin et al., 1997). Srinivas et al., (2004)
in Chreang (2007) argues that customer value creation is claimed to be an important factor in the long term. In
addition, the positive relationship between service quality and perceived value is supported by a number of
studies in defining the service. This means that the positive perception on the quality of service tends to increase
the perceived emotional value.These results are consistent with studies and Lindestad Andreassen (1997),
Chreang (2007) and Ching (2008) which showed that the model of the relationship of service quality on
customer value is positive and significant.

Influence of Corporate Image on Customer Confidence

The hypothesis testing found that the company's image and no significant negative effect (not
significant) against the customer's trust. As described earlier, the company designed the identity for forming the
image in the community. Identity is a way Companies presenting himself to the public. The image is a public
perception of the company. Consumers form the image of the company based on information associated with the
company. Content received will affect the image. According to the theory of identity, the image can be
converted into trust in others through the mechanism of "self verification" (Burke and Stets, 1999) in Lin
(2007). Smeltzer (1997) in Lin (2007) showed that the influence of the supplier and the buyer interconnected
with confidence through the identification of psychological, images, and feelings about the reputation. Selnes
(1998) in Lin (2007) states that trust is strengthened when the ability of buyers to identify suppliers. These
results do not support the study Lin (2007) and Yuan (2009) which states that the company's image positive and
significant impact on customer confidence.

Effect of Customer Value to Customer Satisfaction

The hypothesis testing found that customers value and significant positive effect (significant) towards
customer satisfaction. High-low means that customers value greatly affects the high-low customer satisfaction.
Thus, if the value of the customer or the customer advantages in getting low, the service will result in low
customer satisfaction. Fornell et al., (1996) identified that customer satisfaction is the result of the perception of
customer value, in other words, the value of an element of customer satisfaction showed a positive association
between customer value and satisfaction. The value significantly influence consumer purchasing decisions.
Kotler (1999) found a close relationship between customer value and customer satisfaction and customer
satisfaction measurement should be done from a value perspective. An experimental study of the
telecommunications industry conducted by Wang et al., (2004) in Chreang (2007) explores the relationship
between service quality, value, satisfaction and behavioral intentions and found that customers perceived value
has a significant and direct relationship with satisfaction. These results are consistent with studies Chreang
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(2007), Chong (2008), Cheng et al., (2008) and Hung (2009) which states that the value of the customer
relationship model to the satisfaction pelanggan adalah positive and significant.

Effect of Customer Value the Customer Trust

The hypothesis testing found that customers value and significant positive effect (significant) against
the customer's trust. If the value of the customer or the customer advantages in getting low, the service will
result in low customer confidence. Gallarza and Saura (2006) stated that the concept of customer value is based
on two key dimensions of consumer behavior, namely: economic dimension (values associated with the
perception of the price or value of the transaction), and the psychological dimension (what actually influences
the choice of product / service: whether the emotional aspects or more on aspects of cognitive / rational). These
results are consistent with research Mehdi et al., (2011) which states that the value of the customer relationship
model of the trust of customers is positive and significant.

Effect of Customer Satisfaction to Customer Confidence Testing of the hypothesis found that customer
satisfaction has positive and meaningful (significant) towards our customers' confidence in Riau Province
PDAM. Means that if the customer satisfied by PDAM the potential to increase our customers' confidence
PDAM in Riau Province. Trust in the person or organization previously obtained by observing the interaction,
such as conflict, with others in the same situation (Holmes, 1991) in Sabiote (2002). From an empirical
perspective, studies Garbarino and Johnson (1999) in consumer behavior, Ganesan (1994) supports the findings
about the relationship between customer satisfaction with the organization and trust in the organization. Because
it is directly related to expectations, satisfaction from time to time will strengthen the reliability of the company
in contributing to believe.

These results are consistent with the research Achim (2002) and Javadein et al., (2008) which states
that the relationship model of customer satisfaction on customer confidence is positive and significant. Effect of
Customer Satisfaction to Customer Confidence Testing of the hypothesis found that customer satisfaction has
positive and meaningful (significant) towards our customers' confidence in PDAM Riau Province. It’s means
that if the customer satisfaction by PDAM the potential to increase our customers' confidence of PDAM in Riau
Province.

Trust in the person or organization previously obtained by observing the interaction, such as conflict,
with others in the same situation (Holmes, 1991) in Sabiote (2002). From an empirical perspective, studies
Garbarino and Johnson (1999) in consumer behavior, Ganesan (1994) supports the findings about the
relationship between customer satisfaction with the organization and trust in the organization. Because it is
directly related to expectations, satisfaction from time to time will strengthen the reliability of the company in
contributing to believe. These results are consistent with the research Achim (2002) and Javadein et al., (2008)
which states that the relationship model of customer satisfaction on customer confidence is positive and
significant.

VI.  Conclusion

1. Service Quality is well received and perceived customer a good impression for the company. Customers feel
satisfied if the quality of service received and perceived in line with expectations and desires. Good service
quality gives good value for the customer in accordance with the sacrifices it has made customers such as
cost, time, energy and thoughts. Customers today expect and want a higher quality of service and will give
high appreciation of the product / service of the quality of services provided.

2. Satisfaction perceived service customers can build a good image for the company. The company's desire to
enhance customer confidence if it is not accompanied by imaging products / services that are good in the
eyes of customers giving the impression is not good for the customer.

3. Compliance with the value of the sacrifices made by customers, keep customers satisfied and strives to
remain a customer and use the products / services of the company. Customers expect value which is a form
of sacrifice that has made the customers to get the products / services produced by the company worth the
effort that has been done.

4. Customer trust is determined by customer satisfaction in consuming products / services. Satisfied customers
in consuming products / services that the company provides great expectations and provide high confidence
in the company.

VII.  Suggestion
1. PDAM must pass an increase in employee training programs that focus on how to serve customers well and
the handling of customer complaints.
2. PDAM should increase positive word of mouth customers as strategies to enhance the image and customer
trust through improved service quality
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3. Demands for customers with the high quality of service must be addressed immediately by PDAM by
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making a real effort to improve the service quality improvement performance against customer complaints
handling, in the face of customer friendliness and accuracy of the information related to a service
interruption.
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