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Abstract: Businesses always compete to improve customer satisfaction. A firm engaged in as a 

distributor as well, always try to provide satisfaction to their customer, in this case, retailer and 

wholesales. The distributor can improve retailer satisfaction by providing such information that 

suits retailer requirements in the pursuit that the supply chain flow can move quickly, particularly 

on the flow of products from the manufacturing ordered by the distributors. This study aims to 

obtain a relationship between distributors and retailer companies. This study surveyed 100 

retailers, and wholesale companies engaged in Fast Moving Consumer Goods (FMCG) and the 

supplier domiciled in the city of Makassar, South Sulawesi, with revenues of more than IDR 

300,000,000. - / year. SmartPLS software version 2.0 was used to test the hypothesis. The results 

of the study found that information quality can provide a positive increase in improving supplier 

relationship management. Adequate information quality cannot significantly increase supply 

chain flexibility and retailer satisfaction. Supplier relationship management built by distributors 

can have an impact of 0.611 on supply chain flexibility in retail and retail satisfaction companies 

of 0.367. The stronger distributor and retailer relationship can increase distributor flexibility and 

retail satisfaction. Supply chain flexibility built by distributor companies can have a significant 

impact on retailer satisfaction of 0.463. This research provides an improvement in the 

development of supply chain management theory, in particular, building relationships with 

customers. 
 

Keywords: Information quality, retail satisfaction, supplier relationship management, supply 

chain flexibility. 
  

 

Introduction 
 

Increasing the intensity of competition is very fast in 

the business environment forcing organizations to 

optimize the performance of efficient supply chains in 

order to meet service levels that have an impact on 

increasing customer satisfaction [1]. Supply chain 

management aims to improve supply chain perfor-

mance that is efficient and effective throughout the 

supply chain process from the procurement of raw 

materials, the process of transforming raw materials 

into finished goods, delivery of finished products to 

distributors and subsequently to end users. 

 

Shaharudin [2] said that globalization now requires 

the ability to adapt to changes in customer demand 

that always happens. The company must also inno-

vate continuously to produce high-value products ac-

cording to the needs of end users. The value of 

products and services provided by the company to 

customers determines the company's competitive-

ness. The best supply chain requires an approach that  
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can integrate from suppliers, manufacturers, distri-
butors and retailers effectively and efficiently. A good 
supply chain shows the extent to which companies are 
able to serve customers through the supply of goods 
or services at the right time, in the right place with 
minimal costs. Supply chain management is an 
effective method and approach to improve service and 
efficiency of existing supply chains. Rapid market 
changes, increasingly fierce competition, and demand 
for better services, are new challenges for companies. 
Companies, in increasing competitiveness, must 
optimize every stage of the value creation process 
from the supply of raw materials to end-user services 
by implementing a practical supply chain [3]. 
 

Alshikhi and Abdullah [4] states that data is impor-

tant for companies related to business development 

for management. The company's business environ-

ment changes rapidly all the time related to changes 

in customer demand, the presence of new compe-

titors, and changes in the company's organizational 

capabilities. Corporate management needs to take 

action to anticipate these changes. In the business 

world, the availability of data is very important in 

providing quality (information quality) to help com-

pany management make forecasting and decision 

making [5]. Quality data and available on time 

provide important value for company management to 
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determine the company's strategy and improve 

supply chain performance. Basically, data obtained 

from customers and then processed into quality 

information in improving supply chain performance 

and ultimately increasing customer satisfaction. High 

quality information can increase retailer satisfaction 

[6]. Research conducted by Mcknight et al. [7] states 

that quality information about ordering goods from 

customers can increase customer satisfaction. Thus, 

the quality of information is very important for com-

pany management. With the presence of quality 

information, management can understand the inter-

nal and external conditions of the company at certain 

times so that management can make decisions 

quickly and accurately. To maintain a good level of 

information quality in the organization, the company 

needs to conduct an audit related to the quality of 

information in the company [8]. 

  

The availability of integrated information within a 

company enables the company to coordinate between 

functions efficiently and effectively. For example: the 

coordination that occurs between the marketing 

function with the planning of production inventory 

control, the coordination of the marketing function 

with the warehouse function in the company, the 

coordination of the marketing function with the 

costing function and others. Information available 

and integrated with external parties such as company 

suppliers, enables suppliers to prepare materials or 

goods needed by the company [9]. Integration of 

company information with suppliers enables collabo-

ration between companies and suppliers and provides 

benefits for both parties. Research conducted by 

Whipple et al. [10] states that collaboration with 

external parties can provide a competitive advantage 

for companies. The successful implementation of 

supply chain management through supplier relation-

ship management by the company is able to integrate 

the company with its suppliers [11]. Collaboration 

between suppliers and companies will improve com-

pany performance through a significant reduction in 

operational costs, and ultimately, increase the com-

pany's competitive advantage [12]. 

 

Sáenz [13] also states that a close relationship with 

the supplier will be able to increase flexibility and 

accelerate the process of product recognition because 

the supplier can prepare material requirements 

adequately. The instability of suppliers in providing 

materials also impacts the stability of the company's 

production system, especially in the procurement of 

materials and sub-materials. This condition makes it 

difficult for companies to deliver products to cus-

tomers as promised. Companies in the face of supply 

and demand uncertainty, make the company must be 

able to minimize production costs but also must be in 

accordance with demand in terms of production 

volume in a short time. Changes that occur in the 

supply chain flow require rapid adaptation by 

increasing flexibility to cope with rapid changes. In 

anticipating changes that occur, companies need to 

increase innovation and use of information techno-

logy in accordance with needs. The use of information 

technology in the company will be able to be used by 

corporate customers by accessing the company to be 

able to reduce the uncertainty that occurs [14]. In 

connection with dynamic and unstable customer 

demand, the company's supply chain must have 

flexibility in serving customers. The company must be 

able to respond quickly to changes - changes that 

occur both from the type of product and the require-

ments that apply in the paper manufacturing indus-

try. Angkiriwang et al. [15] states that companies that 

are able to control the market provide certainty for 

internal companies and their suppliers. Santos-

Vijande et al. [16] also said that if an organization is 

able to achieve a high level of flexibility then the 

organization will be able to respond to changes in 

customer demand. The company's ability to meet 

varied customer demands through the high flexibility 

of the supply chain will increase customer satisfac-

tion. In order to increase this flexibility, many com-

panies actively collaborate with suppliers through 

sharing quality information effectively and conti-

nuously. 

 

From the description above, previous studies have 

conducted research on the influence of constructs 

separately and directly. This study examines the 

effect of information quality on retailer satisfaction 

through supplier relationship management and 

supply chain flexibility as mediation. 
 

Methods 
 
Supply Chain Management 

 

Supply chain management is an approach built by the 

company to integrate suppliers, manufacturers, dis-

tributors, retailers, and customers with the aim of 

increasing customer value at an efficient cost. Flow in 

a supply chain involves many business activities from 

suppliers to producers and customers [17]. Supply 

Chain Management (SCM) is the management, regu-

lation, planning, control, and the realization of pro-

ducts, ranging from design and purchasing through 

production and distribution to the final consumer in 

accordance with market demand resulting in a cost 

effective [18]. 

Afolayan et al. [19] said that the supply chain is a net-

work, which connects several parties such as 

suppliers, retailers, distributors, and manufacturing 

sites. Supply chains can be categorized based on 
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channel relationships as (a) direct supply chains, (b) 

extended supply chains and (c) final supply chains 

consisting of interrelated flows for information, 

materials / services and cash flows. Research conduct-

ed by Abdeen and Sandanayake [20] defines supply 

chain management as management of upstream and 

downstream supply chain activities by coordinating 

material, information and financial flows to achieve 

sustainable competitive advantage and optimize 

customer value. Supply chain management is a 

system-based approach that views the entire supply 

chain by looking at synchronizing operational and 

strategic capabilities between companies and focus-

ing on creating customer value [3]. 

 
Supply Chain Flexibility 

 

Supply Chain Flexibility (SCF) is defined as the 
ability of a company to be responsive, react, and 
change so that the organization can meet changing 
market demands [15]. Supply chain flexibility as a 
company's ability, both internally and externally. In 
the case of external operations, it shows a cooperative 
relationship between the company and its suppliers 
and distributors as the main customers. The 
flexibility referred to is in terms of responding to 
uncertainty of supply and demand without having to 
incur additional costs and time [21].  
 
Flexibility can also be defined as the ability to meet 
diverse customer expectations with little sacrifice in 
terms of time, energy, cost, as a consequence of 
change but in the end the company is able to maintain 
competitive advantage [22]. With today's increasing 
global complexity, it is very important to have a 
flexible supply chain network in adapting to changing 
demands and the environment. Supply chain 
flexibility as the ability of the supply chain to react 
and accommodate changes by making rapid 
adjustments in aspects of the production process, 
capacity, stock turnover, ramp-up time, and cycle 
time. Shoja et al. [23], stated that company flexibility 
is needed in responding to uncertain situations and 
product diversification. The supply chain must be 
flexible enough to be able to respond to variations in 
demand. Indicators Supply chain flexibility used in 
this study are the presence of products in various 
sizes, products in various type /choices, rapid 
introduction of new products, rapid product improve-
ment, and good logistics performance. 

 
Information Quality 

 

Quality measures the extent to which information 

shared between organizations meets the needs of the 

organization. The availability of quality information 

plays an important role in the success of a company 

[24]. Companies that have implemented an inte-

grated information system in the internal company 

are able to get a good and accurate internal picture to 

determine the steps forward [25]. Information held by 

the company can also contribute to improving the 

company's performance.  

 

The quality of information owned by the company 

certainly can support company management in 

determining the right business process decisions to 

add value to the company [26]. Information quality is 

an important aspect in information management 

because it will determine the level of quality produced 

in an organization. Nagarajan et al. [27] said the 

quality of information refers to the accuracy, 

adequacy, timeliness, and credibility of information 

exchanged among company partners. Pearson [28], 

information quality refers to the state of the actual 

data in terms of accuracy, timeliness, and consistency. 

Indicators Information quality used in this study 

include accurate, timely, complete, reliable and 

concise 

 
Supplier Relationship Management 

 

Supplier Relationship Management (SRM) is defined 

as a business process that manages all contracts 

between an organization and its suppliers [29]. The 

company builds good partnerships with its main 

suppliers in a coordinated and collaborative manner 

in order to be able to overcome the problems faced by 

the company. Active supplier participation in creating 

corporate value by increasing cost efficiency and 

providing competitive products and sharing risks will 

contribute greatly to the company in developing 

innovative products and increasing product market 

share [30]. Supplier relationship management is an 

opportunity to build on success from strategic sources 

and initiatives in involving developing partnership 

relationships with key suppliers aimed at reducing 

costs, innovating new products, and creating value for 

both parties. This collaboration can be achieved if it is 

based on a commitment to collaborate for mutual 

benefits in the long run. Amoako-Gyampah et al. [29] 

said that SRM is very important because it will 

increase product life cycle becomes longer, product 

quality improvement, process innovation, and 

heterogeneity of customer demand. 

 

The supplier relationship management that the 

company has built with the supplier intensively is 

able to provide benefits to both parties to generate 

profits in the long run [31]. SRM provides a 

competitive advantage because companies can utilize 

existing resources together [32]. A strong partnership 

in SRM is very important for both parties (buyer-

suppliers) because the partnership enables com-

panies to anticipate changes in demand patterns, 

inflationary pressures, currency fluctuations, and 

government  policies,  which  create conditions of 



Putra et al. / Influence of Information Quality on Retail Satisfaction / JTI, Vol. 22, No. 2, December 2020, pp. 93-102 

 96 

 
Figure 1. Research model. 

 

supply uncertainty [33,34]. The indicators of supplier 

relationship management used in this study are 

sharing information market demand with suppliers, 

communicating intensively with suppliers, collabo-

rating productively, and forming joint teams in 

solving operational problems. 

 
Retail Satisfaction 

 

Retailer satisfaction is defined as the ability of the 

product or service provider to provide the needs or 

desires of customers in accordance with or exceeding 

expectations [35]. Kumar [36] states the same thing, 

that retailer satisfaction is the company's ability to 

provide services in meeting or exceeding retailers' 

expectations. Poushneh and Vasquez [37] said that 

customer satisfaction is not only pleasure from the 

experience of consuming, but also the experience 

gained is at least as good as what customers should 

have. Retailer satisfaction is considered as a response 

given by retailers to service providers, whether 

retailers' expectations for products / services before 

purchase are consistent with the actual products / 

services obtained after purchase [38].  

 

Satisfaction is a perception given as a whole and can 

be directly evaluated. consumers compare a product 

or service with the ideal standard promised to 

customers. Achievement satisfaction depends on the 

extent to which products and services meet or exceed 

customer expectations. In today's highly competitive 

market conditions, management focuses on retaining 

customers, so customer satisfaction is one of the 

differentiating factors compared to competitors [39]. 

Satisfaction is a psychological reaction related to 

previous experience with a comparison between 

expected and perceived performance [40].  

 

Satisfaction is measured through a single tran-

saction, or series of interactions with a product from 

time to time. The satisfaction dimension can be 

related for example to the ratio of price to value, 

quality, loyalty, or delivery performance [13]. El-Adly 

[41] in his research said that satisfied customers are 

one of the main goals sought by service organizations. 

With the achievement of customer satisfaction will 

provide positive comments by word of mouth, long-

term loyalty, and contribute to sustainable profit-

ability. Indicators of retailer satisfaction used in this 

study are product quality, product variance, products 

have good value for money, salesman service, sales-

man knowledge, product prices, and delivery per-

formance. 

 

Research Hypothesis 

  

Based on the description above can be arranged 

research hypothesis according to Figure 1. 

H1 : Information quality affects supply chain 

flexibility. 

H2 : Information quality affects supplier relation-

ship management. 

H3 : Information quality affects retailer satisfaction 

H4 : Supplier relationship management affects 

supply chain flexibility. 

H5 : Supply chain flexibility affects retailer 

satisfaction 

H6 : Supplier relationship management affects 

retailer satisfaction 

 

Research Methods 

 

Quantitative research is an approach to test objective 

theory by testing the relationship between variables. 

Quantitative research methods are also used as a 

scientific approach to managerial and economic 

decision making. This research is a causal study that 

explains the causal relationship between variables as 

in the research model, namely the effect of 

Information Quality on Retail Satisfaction through 

Supply Chain Flexibility and Supplier Relationship 

Management (Figure 1). 
 

The analysis technique uses Structural Equation 

Model (SEM) with partial least square (PLS) method 

and smartPLS software tools. This study uses PLS 

because it carries out a simultaneous analysis process 

of multiple variables and a limited number of samples 

[42]. This research model is expected to be able to test 

the hypothesis of the relationship between variables 

in order to understand the factors that influence retail 

satisfaction on retail SMEs in Makassar City, South 

Sulawesi while making an implication that the 

results will approach the terms of a measurement 

that will be described through a research design. 

 

The population is the whole subject of research, if 

someone wants to examine all the elements that exist 

in the research area, then the research is a population 

study or population study or census study. The 

population is a collection of individuals with qualities 

and characters that have been determined by 

researchers. The sample is a portion of the subjects in 

the population studied, which is certainly able to 

represent the population representative. The sample 

is part or representative of the population studied.  
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The sampling technique in this research is non-

probability sampling, and purposive sampling. Pur-

posive sampling is a technique with certain consi-

derations. The selection of a group of subjects in 

purposive sampling, is based on certain characte-

ristics that are considered to have a close connection 

with the characteristics of the population that have 

been known previously. In other words, the sample 

units contacted were adjusted according to criteria 

based on the research problem. Filling out the 

questionnaire is only in the area of South Sulawesi, so 

that the respondents selected according to the object 

of research. The sample in this study has the follow-

ing considerations are 100 small-scale businesses in 

the city of Makassar and surrounding areas that are 

engaged retail Fast Moving Consumer Goods 

(FMCG), and have suppliers from the city of 

Makassar, South Sulawesi. 

 

Results and Discussions 

 
Characteristics of the Respondents 
 

The object of this study is the MSME retailer or in this 

study referred to as a wholesaler in the field of Fast-

Moving Consumer Goods (FMCG) in the city of 

Makassar and surrounding areas. Researchers 

distributed as many as 100 questionnaires in the form 

of hardcopy and softcopy through Google Forms that 

met the research sample criteria, namely the 

wholesaler SMEs of Fast-Moving Consumer Goods 

(FMCG) in Makassar City and surrounding areas. 

Researchers limit the object of research in the micro, 

small and medium enterprise (MSME) industries. 

This industry consists of three categories, namely 

micro, small and medium. Researchers limit only to 

the category of small businesses that move in the 

industry Fast Moving Consumer Goods (FMCG)and 

have annual income (turnover) above IDR 

300,000,000 to a maximum of IDR 2,500,000,000 per 

year. This income restriction criterion is included in 

the small business group. Another criterion needed is 

that each business unit has at least 10 suppliers from 

the city of Makassar. Based on the results of 100 

respondents wholesaler of Fast Moving Consumer 

Goods (FMCG) in Makassar and surrounding areas 

obtained, it is known that all respondents have a 

turnover per month that reaches more than IDR 

300,000,000.-/year and this is in accordance with the 

characteristics of the sample required. 

 

Evaluation of the Outer Model 
 

The first analysis to do is to test the validity and 

reliability of the measurement modelo (outer model).  

Table 1 shows the test results of each indicator of 

research variables. Indicator validity measure is the 

convergent validity (factor loading) value of the 

indicator with the minimum value received that is 

0.5.  

 

In Table 1, the first variable, Information Quality, is 

measured by 5 indicators. The first indicator is 

accurate information about the change in demand 

(accurate) (IQ1) with a weighting factor of 0.553. A 

second indicator is the information provided on 

time(timely)(IQ2) with a weight factor of 0.805. The 

third indicator, which is the order quantity 

information, reflects actual market demand (reliable) 

(IQ3) with a weighting factor of 0.836. The fourth 

indicator, the available information can be used 

directly without re-working (concise) (IQ4) with a 

weighting factor of 0.811.  

 

The fifth indicator, the overall information exchange 

that occurs includes the required information (com-

plete) with a weighting factor of 0.774. The results of 

loading factors of the five indicators of information 

quality show the results of the correlation between 

the indicators with the variables have fulfilled 

convergent validity because all loading factors exceed 

0.5. 

 

The second variable, supply chain flexibility is 

measured by five indicators. The first indicator, 

suppliers are able to provide products of various sizes 

(SCF1), with a loading factor of 0.633. The second 

indicator is the supplier is able to provide products 

with various types / options (SCF2) with a factor 

weight of 0.583. The third indicator is that suppliers 

are able to quickly introduce new products (SCF3) 

with a factor weight of 0.692. The fourth indicator is 

that suppliers are able to quickly make product 

improvements (SCF4) with a factor weight of 0.814. 

The fifth indicator is the supplier has good logistical 

performance (SCF5) with a factor weight of 0.755. The 

results of loading factors from the 5indicators supply 

chain flexibility show that they have values 

acceptable convergent validity with all loading factors 

exceeding 0.5. 

 

The third variable, supplier relationship manage-

ment is measured by four indicators. The first 

indicator, sharing market demand information with 

the main supplier (SRM1), has a factor weight of 

0.795. The second indicator have a lot of face-to-face 

communication in relationships (SRM2), with a factor 

weight of 0.840. The third indicator is often to 

stimulate productive discussion in relationships 

(SRM3) with a factor weight of 0.820. The fourth 

indicator is forming a joint team in solving 

operational problems (SRM4) with a factor weight of 

0.682. The Loading factor of the four indicators of 

supplier relationship management shows the result 

of convergent validity that meets the limits of all 

loading factors exceeding 0.5. 
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The fourth variable, retailer satisfaction is measured 

by 7 indicators. The first indicator is product quality 

(not defective) (RS1) with a factor weight of 0.780. The 

second indicator is product choice (RS2) with a factor 

weight of 0.698. The third indicator is the product has 

good value for money (RS3) with a factor weight of 

0.682. The fourth indicator of salesman treatment 

(RS4) with a factor weight of 0.720. The fifth indicator 

is salesman knowledge (RS5) with a factor weight of 

0.823. The sixth indicator is product price (RS6) with 

a factor weight of 0.597. The seventh indicator is 

logistical performance (RS7) with a factor weight of 

0.617. The results of loading factors of 7 indicators of 

retailer satisfaction show the results of the correlation 

between the indicators with the variables have 

fulfilled convergent validity because all loading 

factors exceed 0.5 

 

Table 2 shows the results of calculation of composite 

reliability of each variable, namely: information 

quality, supply chain flexibility, supplier relationship 

management and retail satisfaction. The three 

variables have the lowest composite reliability value 

of 0,826, so it can be said that the measurement model 

is reliable with value OF composite reliability above 

0.60 as the minimum acceptable limit. Convergent 

Validity test and composite reliability have been 

fulfilled so the research hypothesis test can be 

continued. 

 

Table 2. Test reliability of the variable 

Variable Composite 

reliability 

Decision 

Information quality 0.872 Reliable 

Supply chain flexibility 0.826 Reliable 

Supplier relationship 

management 0.866 Reliable 

Retailer satisfaction 0.873 Reliable 

 

Evaluation of the Inner Model 
 

Testing the structural model or inner model is done 

by calculating the path coefficient of each relationship 

of two constructs. Path coefficient and t-statistic 

values indicate the level of significance that will be 

used in hypothesis testing. The relationship between 

the two variables is declared significant if the t-

statistic value exceeds 1.96, which means that the 

significance level is less than 5%. In addition to the T-

statistics generated by PLS, the results of the 

iteration carried out by PLS yielded original samples, 

sample means and standard deviations. Original 

sample is a beta standardized score that is used to see 

the predictive nature of independent variables on the 

dependent variable. Sample mean is the average 

value of the sample produced from the iteration 

process. Standard deviation is a standard error [42]. 
 

Table 3 shows the results of the analysis of the path 

coefficient and t-statistics. The path coefficient of the 

influence of  information quality on supply chain  

Table 1. Test convergent validity of the indicator 

No Variable Indicators  Loading factor Decision 

1 

 

 

 

 

Information 

Quality 

 

 

 

Accurate 

Timely 

Complete 

Reliable 

Concise 

0.553 

0.805 

0.836 

0.811 

0.774 

Valid 

Valid 

Valid 

Valid 

Valid 

2 

 

 

 

 

Supply Chain 

Flexibility 

 

 

 

Products in various sizes  

Products in various types / choices 

Rapid introduction of new products 

Rapid product improvement 

Good logistics performance 

0.633 

0.583 

0.692 

0.814 

0.775 

Valid 

Valid 

Valid 

Valid 

Valid 

3 

 

 

 

 

 

 

Supplier 

Relationship 

Management 

 

 

 

Sharing information market demand with 

suppliers 

Communicating intensively with suppliers 

Collaborating productively 

Forming joint teams in solving operational 

problems 

0.795 

 

0.840 

 

0.820 

0.682 

 

Valid 

 

Valid 

 

Valid 

Valid 

 

4 

 

 

 

 

Retailer 

Satisfaction 

 

 

 

Products quality  

Products variance 

Products have good value for money 

Salesman service 

Salesman knowledge 

Product prices 

Delivery performance 

0.780 

0.698 

0.682 

0.720 

0.823 

0.597 

0.617 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

 
 



Putra et al. / Influence of Information Quality on Retail Satisfaction / JTI, Vol. 22, No. 2, December 2020, pp.93-102 

 99 

flexibility (H1) of 0.138 with a t-statistic value of 0.798 

does not exceed the t-statistic of 1.96. These results 

indicate that information quality does not affect 

supply chain flexibility. This research hypothesis is 

not supported by empirical data on the MSME 

retailer industry.  

 

This research is different from research conducted by 

Youn et al., [14] and Tarigan et al., [3] which says that 

companies that exchange quality information with 

supply chain partners will have better opportunities 

to make their supply chains more flexible. However,  

 

the results of this study are supported by research 

conducted by Marinagi et al. [43] which says that 

there is no influence between information quality on 

retailer satisfaction. This result is possible for the 

MSME retailer industry because basically this 

business unit has not used information as a way of 

doing business. The SMEs still use the conventional 

approach in running their business. 

 

The path coefficient of the influence of supplier 

relationship management on supply chain flexibility 

(H4) is 0.611 with a t-statistic value of 3.745. These 

results support previous research which says that 

supplier relationship management affects supply 

chain flexibility. With a good relationship between 

buyers and sellers, the company will be able to serve 

customers in a flexible manner [13,15], especially 

related to the time, volume, and type of product. 

Supplier relationship management influences supply 

chain flexibility in the wholesaler industry. Previous 

studies also revealed that human and organizational 

factors play an important role in realizing the goal of 

manufacturing flexibility and close relationships with 

suppliers are likely to be able to increase flexibility in 

product variance, product quantity variance and new 

products [13]. 

 

The path coefficient of the influence of information 

quality on supplier relationship management (H2) is 

0.565 which has a t-statistic of 5.296. This means that 

information quality affects supplier relationship 

management for wholesalers in Makassar. The 

amount of information shared, and the accuracy and 

quality of the information shared can show a good 

collaborative relationship between a company and a 

supplier [3,29]. That way, suppliers can clearly know 

what product specifications the company wants 

through the quality of information shared [28]. 

 

The path coefficient of the influence of information 

quality on retailer satisfaction (H3) is 0.161 with a t-

statistic value of 1.010 and less than 1.96. These 

results indicate that information quality does not 

directly influence retailer satisfaction. This study 

contradicts the research of Khan et al. [44] which says 

that quality information has a strong impact on 

customer satisfaction. However, the results of this 

study are in line with research conducted by Deyalage 

and Dushyantha [45] which says that there is no 

influence information quality especially the quality of 

information about the product to customer satis-

faction. In the MSME industry in Makassar this can 

only happen that the quality of information does not 

affect retailer satisfaction. The reason is that MSMEs 

in the environment under study have not used 

information to be a driver of their business. But they 

still run their business conventionally. 

 

The path coefficient influence of supply chain 

flexibility on retailer satisfaction (H5) is 0.367 with a 

t-statistic value of 2.272. The fifth hypothesis is that 

supply chain flexibility influences acceptable retailer 

satisfaction. Supply chain flexibility affects retailer 

satisfaction [13,27]. Previous studies also revealed 

that in increasing satisfaction, flexibility in supply 

chains is needed, namely having the ability to provide 

products and/or services according to individual 

customer requests [18]. 

 

The path coefficient of the influence of supplier 

relationship management on retailer satisfaction 

(H6) is 0.463 which has a t-statistic of 2.624. Supplier 

relationship management affects retailer satisfaction. 

Supplier relationship management can affect custo-

mer satisfaction, improve relations with suppliers, 

and can for increase producer satisfaction [29,31]. 

Therefore, supplier relationship management in 

Table 3. Inner model test results between variables 

Inner Test Model Original sample (O) Sample mean (M) t- Statistics 

Information Quality -> Supply Chain Flexibility (H1) 0.138 0.167 0.798 

Supplier Relationship Management -> Supply Chain 

Flexibility (H4) 

0.611 0.619 3,745 

Information Quality -> Supplier Relationship 

Management (H2) 

0.565 0.593 5.296 

Information Quality -> Retailer Satisfaction (H3) 0.161 0.170 1.010 

Supply Chain Flexibility -> Retailers Satisfaction (H5) 0.367 0.106 2,272 

Supplier Relationship Management -> Retailer 

Satisfaction (H6) 

0.463 0.446 2.624 
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products can increase customer satisfaction and 

improve the quality products themselves. Another 

finding of this study is the mediating role of supplier 

relationship management and supply chain flexibility 

on the relationship of information quality to retail 

satisfaction.  

 

There are three important findings related to the 

presence of two supplier relationship management 

mediation variables and supply chain flexibility. 

First, the results of the analysis note that the quality 

of information does not affect supply chain flexibility. 

Based on these results, it can be concluded that sup-

ply chain flexibility does not mediate the relationship 

of information quality to retailer satisfaction. Second, 

the results of the analysis show that information 

quality affects supplier relationship management and 

supplier relationship management affect retailer 

satisfaction. From these findings it can be concluded 

that supplier relationship management mediates the 

effect of information quality on retailer satisfaction. 

Third, as explained above, that the quality of infor-

mation affects supplier relationship management, 

and supplier relationship management affects supply 

chain flexibility, and supply chain flexibility affects 

retailer satisfaction.  

 

It can be concluded that the quality of information 

also indirectly affects customer satisfaction through 

supplier relationship management and supply chain 

flexibility. Based on the results of the analysis above 

and by combining direct and indirect effects, it can be 

concluded that the quality of information is very 

important to improve because it can directly or 

indirectly increase retailer satisfaction. These results 

provide in-depth insights for MSME practitioners to 

use a quality information system in running MSME 

businesses in the Makassar region. 

 

Conclusion 
 

The initial purpose of this study was to examine the 

effect of information quality on retailer satisfaction 

through supplier relationship management and 

supply chain flexibility. Based on the results of the 

analysis and discussion conducted conclusions can be 

drawn. Of the six hypotheses proposed, 4 of them are 

supported by empirical data while the other two 

hypotheses are not supported by empirical data. 

Information quality does not affect supply chain flexi-

bility. Information quality affects supplier relation-

ship management. Information quality does not 

directly affect retailer satisfaction. Supplier relation-

ship management affects supply chain flexibility. 

Supply chain flexibility affects retailer satisfaction. 

Supplier relationship management affects retailer 

satisfaction. Another finding from this study is that 

information quality has an indirect effect on retailer 

satisfaction both through supplier relationship 

management and supply chain flexibility. The results 

of this study can provide insights or bases that can be 

used by practitioners in increasing retailer 

satisfaction by using a quality information system, 

implementing supplier relationship management 

and supply chain flexibility. This research can also 

contribute to the development of research in the field 

of supply chain management in the days to come. 
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