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ABSTRACT

Today, nost of custoners are getting s narter, noreinfor ned andthey are freet o choose whichthey
woul dlike totake little time t o exercise. They can easily defect to conpetitors who fulfill their expectations.
That is why conpany nust have strategy toretain custoner 1oyalty and rel ationshi p marketing tactics can be
appliedto solve this problem The objectives that expected can be achieved fromthis study are to analyze
relationshi p narketing tactic based on service quality, price perception brand i nage, and comnunication at
PT BankSul ut Tutuyan Theories supporting research are marketing and relationship marketing tactics. The
popul ationthat is nminly observedinthisresearchis all of the custoners of Bank Sul ut Tut uyan vithsanple of
10 custoners as respondents and representative to provide i nf or mation requiredin this research Results and
conclusions are nost of respondents gi ve positive responses about service quality, price perception brand
i nage, and comnuni cation deli vered by enpl oyees.

Keywords: relationship narketing tactics, service quality, price perception, brand i muge, communication

INTRODUCTI ON

Research Background

No wadays, there are various businesses either state or private conmpanies that consist of service,
comnercia and manufacturing conpanies which established for the purpose of obtaining profit or non- profit.
Ho wever, now nany conpanies are prefer to obtai n benefits. Inthe operation of a service conpany, providing
serviceisthe nost i nportant activityto obtainthe custoner' sinterest. Good qualityserviceis a foundation for
everyservice conpany for survival. Serviceis different vith goods or ot her tangi ble products. Itis anintangible
comnodity or intangi ble economc goods. Service also can be deter mned as a process of deli veri ng cust omer
needs and wants by interactions bet ween service provider and custoner. Proper service marketing requires
creative visualization t o effectivel y evoke a concretei nage inthe service consuner's mnd which can brings
profit far conpany.

One type of the service conpanies that isi mportart i n the business world are banks which act as a
financial instittion and a financial inter nediary for everyone. In Indonesia there are several banks such as
Bank Mindiri, BRI, BCA BN, Bank QO MB Naga, Bank Dananon Indonesia Bank Pan Indonesia (Panin),
Bank Per mata, BII and BTN which known as largest banks inIndonesia Whilein North Sul awesi, there are
quite afe wbanks such as Bank Sul ut, Bank Mandiri, BTN BRI, BCA BN, Bank Dananon, Bank Mega, Bank
Bukopin and sone ot her banks that all of themare conpeteto winthe conpetition and alsotoreach as many
custoners and keepi ng the custoners loyal totheir services.

Many conpanies t oday are conpetingt o attract people’s attertion with various ways in order to nake
their products or services used by everyone. But, someti nes to attract people attention does not enough. A
conmpany must provide strategy to manke people buy their products and services continuously. Co npetition
anong conpanies to nmintain the viability of the conpany is sonething that is unavoidable in business
environnent, because that is a spur for each conpany to provide better service for the sake of wi nning the
market, inthis case in banking i ndustry. Accordingto Dithan (2011), to compete in such overcrowded and
interactive market place, narketers areforcedt ol ook beyondthetraditional 4Ps of marketingstrategy, which are
nolonger enoughto bei nplenentedfor achi eving competiti ve advantage. It neans that a conpanyis not only
requiredt o achieve custoner 1 oyalty by provi di ng hi gh quality products and services, but a conpany also needs
tobuildl ong-ter mprofitable relationshi p with customersto achieve custoner 1 oyalty. Custoner loyaltyis very

Jund EMBA 261
Vd.1 No.4 Desenber 2013 Hi. 261-269




ISSN 2303-1174 Hiartari Toldiu, Analysis of Relationship ...

i nportant and val uabl e assets for every conpany. Custoner | oyalty can be described as custoner’s co mmi t me nt
to keep purchasing the same products or services ina conpany because of certainreasons. Zhang and Feng
(2009) saidthat custoners aret he final purposethat fir ns i npl e nent rel ati onshi p narketing Raza and Rehman
(2012) statedthat, all the activitiesin marketing are focused on custoner t onake hi ml oyal. Cbt ai ni ng cust omer
loyaltyis not as easy as first ti ne conpany attract or persuades the custoner to buy or use the conpany’s
products or services. Becauseit al ways easier toreach sonethingthanto keepit. That is why a conpany needs
extra efforts in order to keep custoner loyal. Customer loyaltyis also playing the nost i nportant goal of
i npl e nenting rel ati onshi p mar keting activities. Hali mi et al. (2011) statedthat Manager and narketers shoul d
hi ghl'y pay attentiont o Custoner 1 oyaltyas ani nportant fact or that has to be developedifthey want t o nmi ntai n
their conpany and devel op its profitability:.

Kotler and Keller (2012:42) stated t hat relationshi p marketing ai ns to build nutually satisfyi ng 1 ong-
ter mrelationship with key constituentsin order to earn and retaint heir business. Koi- Akrofi et al. (2013) said
that relationshi p marketingis nore concerned about buil ding cust oner relationshi ps in order t o achieve 1 ong-
ter mmut ual benefits for all partiesinvol vedinthe exchanges. Rel ationshi p marketing nust focuses on creating
newand mutual val ue between conpanies and their custoners on a l ong-ter mbasis. It is alsoi nportart to act
custoner as a partner in order to work together in making profit for each other. Waen a bank clai ns to be
practicingrel ationshi p marketing it neans t hat bank must responsibleto an organization with wide strategy to
manage and nurture their interaction wththeir dients and sales prospect.

According to Ratnayake (2011), traditional transaction nmrketing focuses on the conpletion of the
transaction and t he pursuit of naxi mzng profits for eachtransaction, whilerelationshi p narketi ng focuses on
the establishnent of strong relationshi ps and stable partnershipsinorder to naxi mzethe pursuit of theinterests
of all aspects of the relationship Zhang and Feng (2009) stated that, conpared with traditional nmrketing
relationshi p nmarketingis more concerned about building custoner relationships in order to achieve 1 ong-ter m
mut ual benefits for all partiesinvol vedinthe exchanges. Today, nost of custoners are getting s narter, more
infor ned, and they are free to choose whichthey wouldlike totake little ti ne to exercise. They can easily
defect toconpetitars who fulfill their expectations. That is why conpany nust have strategytoretain cust omer
loyaltyandrel ati onshi p marketingtactics can be appliedtosol vethis problem David(2013:41) defined strategy
as the neans by whichlong-ter mobjecti ves wll be achieved

Inrelationship marketingtactics, custoner retention is alsoi nportant in order to acquire and retain
loyal custoner due tolong-ti ne profitable. Doaei et al. (2011) saidthat Customer retertionis veryi nportant
because of business conpetitive environnent. Thus, a nmarketing expert to gi ve heed to RMand its tactics.
Rat nayake (2011) stated that, one would think that withthe growh of the internet and nobile technol ogy,
custoners woul d be lessinterestedintal kingto unknown personnel in order to fufill their banki ng needs and
this may be the case for very basic bankingrequire nents, it can only do muchto neet the nore conpl ex needs
and build long ter m custoner relationships' that conpetition will find hard to break inta It neans that
relationshi p marketing tactics are needed to be i nplenentedin service conpany especiall yin banki ng i ndustry.

The object of thisresearch is Bank Sul ut Tutuyan Bank Sul ut is one of 26 governnent regi onal bankin
Indonesia Bank Sul ttis governnent regional bankin North Sul awesi thatis establishedin 1961. Bank Sul ut has
acentral office, one nmin branch office, 35 branch offices and 23 cash offices. Bank Sul ut Tutuyanis one of
branch of Bank Sul ut that is operated since 2010 in Tut uyan ( East Bolaang Mongondow). In order to support
service perfor nance of Bank Sul ut Tut uyan, the office and AT Mare devel opedin strategic areasothat all of the
custoners canreach the office and make transaction easil y.

Research (bjective
The objecti ves that expected can be achieved fromthis study are:

1. To anal yze rel ationshi p marketing tactic based on service quality.

2. To anal yze rel aionshi p narketing tactic based on price perception

3. To anal yze relationshi p narketing tactic based on brand i nage.

4. To anal yze rel ationshi p marketing tactic based on communi cati on
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THEORETI CAL FRAME WORK

Rel ationshi p Marketi ng Tacti cs

Based on Keshvari and Zare (2012), Relationshi p narketingreferstoa w de range of ‘relationshi pt ype
strategies’ t hat have devel oped over t he past fe wdecades in product as well as service narkets andin consumer
as well as business to business sectors. Further, Keshvari and Zare (2012) classifiedthe relationshi p narketing
strategies invol ves several tactics such as: service quality, price perception, value offers, brand i nage,
communi cation, personalization power, cooperation This researchis only focuses on relationshi p narketing
tactics based on service quality, price perception, brand i nage and communi cati on

Service Quality
Serviceis different with goods or other tangible products. It is anintangible comnmodity or intangible
economc goods. Service also can be deter mned as a process of delivering custoner needs and wants by
interactions bet ween service provider and custoner. Proper service marketingrequires creative visualizationto
effecti vel y evoke a concrete i mage inthe service consuner's mnd which can brings profit for conpany. Koi-
Akrofi et al. (2013) i npliedthat serviceis a process whereinteractions bet ween custoner and service provider
most often exist. Hence, in a service context, thereis al nost a relationship bet ween custoner and service
provider; suchrelationship can be used as a basis for marketing The fanpus neasurenent nodel of service
qualityis SERVQUAL devel oped by Pasuraman et al. (1988) in Zhang and Feng (2009) who neasuredthe
differences bet ween custoner expectations and perceptions cross five deter mnants as fdlows:
- Tangbles: Appearance of physical facilities, equi pment, e npl oyees and communi cation materials froma
service conpany.
- Reliability: Aservice conpany’s abilityto perfor mthe promsed service dependably and accuratel y.
- Assurance: Enployees’ know edge and behavi or about courtesy and abilityto convey trust and confi dence.
- Responsiveness: Aservice conpanyis wllingto hel p custoners and provide punctual services.
- Enpathy. Aservice conpany provides care andindi vidualized attentiontoits custoners, as well as having
convenient operating hours.

Price Perception

Accordingto Kotler and Keller (2012: 405), priceis not just a nunber onatag it conesin many for ns
and perfor ns many functions. Koi- Akrofi et al. (2013) saidthat Priceisthe nonetary cost for a custoner t o buy
products or services. It isthe critical deter mnant that i nfluences custoner buying decision Custoners usually
select their service providers strongl y rel ying on perceived price.

Brand I nage

Kotler and Keller (2012:264) identified brand as the source or mmker of a product and allow
consuners—either individuals or organizations—to.assign responsibility for its perfor mance to a particular
manufacturer or distributor.

Co mnmini cati on

Accordingto Bovée and Thill (2012: 41), communi cationis the process of transferringinfor mati on and
nmeani ng bet ween senders and recei vers, using one or nore witten oral, visual, or electronic nedia. Good
communi cation can brings good relationshi p and good result for everyone. Bovée and Thill (2012 42) also
statedt hat Effecti ve communi cati on strengt hens t he connections bet ween a company and all of its stakehol ders,
those groups affectedin sone way by the conpany’s actions: custoners, enployees, sharehol ders, suppliers,
nei ghbors, the comnunity, the nation and the world as a whole.

Previous Research

Doaei et al (2011) found that there is significant relationship bet ween custoners’ relationship
satisfaction on custoners’ loyalty. Keshvari and Zare (2012) found all the relationshi p narketing tactics
includi ng of service quality, price perception, val ue offers, brandi nage, communication, personalization, power
and cooperation as independent variables have positively correlated to the relationship quality’'s elenents
consist of: custoner trust, custoner satisfaction custoner comnit nent and conflict nanage nent as dependent
elenents. Koi- Akrofi et al. (2013) found thereis a positive significant relationshi p bet ween each of the four
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relationshi p marketing tactics (nanely service quality, price, value offered and brand i nage) and cust onmer
loyalty.

Service Quality

T

Price Perception
Brand I mige 7
Co mmuni cati on

Figure 31 (onceptual Frane work

PT Bank
Sul ut Tut uyan

RESEARCH METHOD

Types of Research

This studyis based on collectingtheinterviewee’s perspective and argunent s using qualitati ve net hod
that generalized the data collection and use descriptive analysis in writing the report. The objective of this
researchistoexamnetherespondents’ point of viewandstate nent or opi i on about t he phenonenon. The goal
of this researchis to discover relationshi p marketing tactics such as service quality, price perception brand
i nage and comnunicationin PT Bank Sulut Tut uyan

P ace and T ne of Research

This research is locatied in East Bolaang Mongondow The informants are live in Tut uyanl nduk,
Tutuyan 2 and Kayunuyondi. Theintervie wt ook placein Tutuyan Kayunuyondi and Minado. Theinterview
was conducted bet ween June and July 2013.

Popul ati on and Sanpl e

The population that is mminly observed in this research is all of the custoners of Bank
Sul ut Tut uyan The sanplethatis usedinthisresearchis decided as nmany as 10 custoners as respondents, and as
representati ve of popul ation that can gi ve infor mation that requiredinthis research The sanpling nethod in
thisresearchis purposive sanpling Purposive sanplingis selected becausethis research used keyinfor nant as
nmediatorinsanpleselection processinordertofind outinfor nantsthat can be represented point of viewof the
popul ati on

There are 10 respondents who contributedinthisresearch They were di vided by 7 fenales and 3 nml es
withthe various professions. Mbst of the mare entrepreneur and ci vil servant, whilethe rest are house vife and
student. Those arelivein different areas such as Tut uyanlnduk, Tutuyan 2 and Kayumuyondi.

Data (ollection Mt hod

Types and source of data are explainedinthe folowng (1) pri nary data, whichrefer toinfor nation
obtained first-hand and gathered fromthe variable of interest for the specific purpose of the study or data
ori ginated specifically that prepared to address the research problemby interview and observation; and (2)
secondary data, whichinformation that found frombooks, journals, and relevant literature fromi nter net.

Data collection techni ques are interview and observation are choseninthis research as a nethod for
colecting the data Sem-structured type is usedinintervievs. Four steps of the research conducted are as
fdlows: (1) selectinginformant candi dates based oninfor mati on fromkeyinformant, (2) contact the Informant
candi date, i ntroduce t he research objecti ves, the data collectedthroughinterview and nake an appoint nent for
interview (3)interviewt he Infor mant, witing diaryandrecordtheinterview and (4) data collection anal ysis.
Because t he study using qualitati veresearch, the nmmini nstrunent onthisresearchisthe person who nmakes this
research Inthis study, the todsthat are usedtoassisttheintervieware; witingtools, diary book, recorder and
digta canera
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Operational Definitions and Masure nent of Research VariaH es

Operational definition of research variables are:

1. Relationship Mirketing Tactics is conscious actions taken by a conpany or person which are designed to
cause people want to buy their goods or services ( Koi-Akrofi, et al., 2013).

2. Service Qualityis custoners’ long-ter m cognitive evaluations of a fir nis service delivery ( Lovel ock and
Wrtz, 2011: 623).

3. Price Perception neans thought toberelatedt o price searching (Lichtensteinet al., 19931 n Zhang and Feng,
2009)

4. Brand I mage is the perceptions and beliefs held by consuner, as reflected in the associations held in
consuner nenory (Kotler and Keller, 2012: Gl).

5. Comnunication as the for mal, as well as informal exchanging and sharing of neaningful infor mation
bet ween buyers and sellers (Snet a., 2002in Dthan, 2011)

Data Anal ysis Mt hod

Qualitati ve Research Mthod

As explainedin Sekaran and Bougie (2009: 369) t hat Qualitati ve data are dataint he for mof words, for
exanple are interview notes, transcripts or focus groups, answers to open ended questions, transcriptions of
video recordings, accounts of experiences with a product on the Internet, news articles, and the like. This
researchis focused on case study approachin order to knowhowrelationshi p narketingtactics nanely service
quality, price perception brandi nage and comnunication in PT BankSul ut Tutuyan according to custoners’
assess nent by sone experiences that custoners have through that can helpthis research to get i nfor mation
neededinthis research The nethod that is usedin this researchis qualitative method. Sane as quantitati ve
research, qualitative research has conponents toretain trust wort hi ness.

1. Gedibility to prove the validity of this research process and result or to check the data suitahility.
Triangul ationis assuned the credibility of this research As nentioned by Sekaran and Bougie (2009: 385)
that triangul ationis a technique that is often associated withreliability and validityin qualitati ve research
Further, Sekaran and Bougie (2009: 385) explainedthat there are several ki nds of triangul ation, which are:
Met hod triangul ati on, ‘data triangul ati on, researcher triangul ation and t heory triangul ation Anmong t ypes of
triangul ation this research used datatriangul ation whichthe data gathered frominterviews with different
infor mants, observationindifferent paces, and also used differert literat ure fromvari ous researchers.

2. Transferability: The result of this research can be i nplenented in different condition and there is
responsi bilityin providing accurate data syste matically and trust wort hy of the research result.

3. Confir mability. The way of proving the validity of the result of the research is match with the data
collection onthe field notes.

Accordingto Mles and Huber man (1994) in Sekaran and Bougie (2009: 370-372), there are generally
three steps in qualitati ve data anal ysis which are:

- Data reduction the reduction of data through coding and categorizing Coding is the anal ytic process
through whichthe qualitative datais gathered are reduced rearranged andintegratedto for mtheory. In
this research datareductionis appliedin chapter 4 inthe part of interviewresult. The datareductionis
used to sumnarize the main point of you of respondents in order to nmake easy for this research to
categorize the data

- Datadisplay, whichrefertothe ways of presentingthe data Aselection of quotes, a matrix a graph, or a
chart ill ustrating patterns inthe data which can hel pto drawconcl usions based on patternsinthe reduced
set of data Data displayinvol ves reduced data and displaying the min an organized condensed manner.
Data displayis usedindiscussion partinchapter 4inthisresearch The datais categorizedinfor mof table
withthe explanationrelated wththe result of interview.

- Drawng conclusion verification, inthis point research questions will be ans wered by deter mni ng what
identified t he nes stand for, by t hinking about explanations for observed patterns and rel ationshi ps, or by
maki ng contrasts and conparison Mre detail of drawing conclusion/ verification is discussedinchapter 5
inthis research
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RESULT AND DISCUSSION

Result
Interview Resuts

This research uses qualitative nmethod andinterviewas thetool to gaininfor mation. The popul ati on of
this researchisallthe customers of PT Bank Sul ut Tutuyan. There areten customers of PT Bank Sul ut Tut uyan
that have been chosen as the sanple of this research. Inthe first step, questions were arranged and prepared
before the interview But because this research i nplenented se m-structure interview so that there some
questions that appeared right after the intervie wstarted.

The findings withintheinterviews showed that, al nost the entire respondent agreethat quality service
g ven by Bank Sul ut Tutuyanis good, fast, hel pful, professional, satisfying and gratifying In overall all of the
respondents agreet hat service qualityisi nportant inacquiring custoner 1 oyalty. Based ontheinterviewresults
about price perception that according toten custoners, the price that offered by Bank Sul ut Tutuyan are the
sane. Mbst of Infor mants sai dthat, near | ocation of t he office and AT Mof Bank Sul ut Tut uyan are savingt heir
tine and noneyin perforni ng transactions and the saving and 1 oaninterests are conpatible whichthe saving
irterest is satisfying andloaninterest is hel pful. This study foundthat, brandi mage of Bank Sul ut Tut uyan has
affects for nost of Infor nants’ decisionto choose Bank Sulut Tutuyan The nmminreasonis because Bank Sulut
isaregonal bank and by usingits service, it neans that the Infor nants have contributedt o devel opthe region.
The result of interview about commnunication indicates that nost of Infor mants obtain infor nation from
enpl oyees nicel y and wthout any obstacles.

Di scussi on

Rel ati onshi p narketingtactics can be saidto be a process that can allowan or ganizationt ofocus onits
li nited resources on the greatest opportunities t oincrease profit, attract and nmmintain custoner and achieve a
sustai nabl e conpetiti ve advantage. Rel ati onshi p narketingtactics are conscious actions taken by a conpanyin
order to make people want to buytheir goods or services continuously.

This research has ' been conducted in order to analyze how relationship marketing tactics in
PT BankSul ut Tut uyan based on cust oners’ assess nent by usingfour strategies of relationshi p narketingtactics
nanel y Service Quality, Price Perception, BrandI mage, and Co mnmuni cation withthetatal sanple 10 custoners
of Bank Sul ut Tut uyan The qualitative method has been usedthroughinterviewin data collection and all the
data were analyzed and results cane up. The result proved that all of the four strategies of Relationship
Mhar keting Tactics have positi veresponse fromal nost all the respondents andthe four strategies are essentialin
the Relationship Mirketing Tacticsin order to nmintainingthe l ong-ter msustai nability of the conpany. Based
onthe step of qualitative data anal ysis that is usedinthis research whenthe datareduction of the interview
resultis done, the next stepistocreatethe patterninthe datathat will beillustrated witha selection of quotes, a
matrix, a graph, a chart or atablein order to hel pto draw concl usi ons.

There are various responses about relationship marketing tactics. In this research there are various
indicatorsin every strategy of relationshi p narketing tactics that are usedto show howrelationship marketing
tactics (service quality, price perception brand i mage and comnunication) have positive response from
respondents. Inordertosee howisthelevel of positiveresponse of respondentsin codi ng decision thisresearch
used Interjudge reliability. This study uses interjudge reliability in processing the data A comnonly used
measure of interjudge reliabilityis the percentage of coding agreenents out of the total nunber of coding
decision and as a general guideline, agreenent rates at or above 80 %are consideredt o be satisfactory ( Sekaran
and Bougie, 2009: 384).

Service Quality

Thi s study has concludes sone i ndi cat orsin describingt he response of respondent about service quality.
The first one is the tangibles, which are appearance of physical facilities that provided by the bank such as
equi pnent, e npl oyees and communi cation naterias froma service conpany. Secondis Reliability or a service
conpany’s abilityt o performt he promsedservice dependabl yand accuratel y. Thirdis assurancethat proved by
enpl oyees’ know edge and behavior about courtesy and ability to convey trust and confidence. The forthis
responsi veness that is a service conpany willingness to hel p custoners and provide punctual services. And the
last is e npat hy such as care andindi vidualized attention t hat a conpany provides toits custoners, as well as
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having convenient operating hours. The findings within the interviews showed that to al nost the entire
respondent agreethat tangibles which gi ven by Bank Sul ut Tut uyan are quite compl ete such as its chairs, AT M
and office of Bank Sul ut Tutuyan For the firstindicatortotal 9 out of 10respondents clai nedthat they feel the
tangibles of Bank Sul ut Tutuyan are quite conplete and facilitaethem This findings also support the second
indicators of service quality whichis reliability, because al nost all of the respondent had satisfyinthe service
given by Bank Sul ut Tutuyan whether inthe for mof relationship responsibility, or service that the bank has

provided The third indicator is assurance that also had positive result from the respondent. Because of
enpl oyees’ good perfor mance and behavior, and also the guarantee product of bank that can be trusted

Mj ority of the respondent cla nedthe e npl oyee of Bank Sul ut Tut uyantreated the mrespectfully, politely, and
friendy. The fourth is responsiveness. Mbst of respondents fully believe for the responsihlity of Bank
Sul ut Tutuyan according totheir own experienced that is served properly the custoners when they have a
problemrelated with the product or service of bank The last indicator of service qualityis enpathy that
supports the forthindicat or such as care andindi vi dualized attentiont hat a company provides toits customers

for exanple like shuttle service that makes custoners satisfied The actions above canleadto gaining more
custoner satisfaction which canresultin custoner loyaltytothe conpany. (ffering a hi gh quality serviceis

considered to be a visible way to create custoners trust and satisfaction as well as obtaining conpetitive
advantages and buil d ng a long-ter mrel ati onshi p wth custoners (Zhang and Feng, 2009).

Price Perception

Wthin this research, found there are t wo indicators that can neasure the price perception of the
custoner of Bank Sul wt Tutuyan. Hrstis pricereasonabl eness andthe second one is valuefor noney. According
to nost of respondents of Bank Sul ut Tut uyan, price reasonabl eness of Bank Sul ut Tutuyanis satisfyi ng because
the bankis offering hi gher irterest rate for savings t hanthe ot her, the placeis near withtheir house, sothey do
not needto spend nore money for transport and the shuttle service that provided by Bank Sul ut Tut uyan also
save their nmoney and also save theirti ne. Secondindicator is value for noney. Mbst of the respondents said
that conpatible wththe service that offered and can be accepted because of the value offered by the bank

Brand I nage

The result has been shown t hat there are three i ndicators that can neasure brandi mage such as brand
association, brand association favorability and t he strengt h of brand associ ations. First is the brand associ ation,
intheinterviews nost of respondents feel that as aregional bank Bank Sul ut Tutuyan provides nore profitable
service tothemand their region at large than the other bank does. Because a regional bank certainly more
concern and focus tothe region andthe peopleinthat region The other alsosaidthat Bank Sul ut Tut uyan as a
regional bank has a good reputation which can be consideredto gi ve better service for its custoner. Secondis
the brand association favorabhility, accordingtothe interviewresult, nost of custoners feel thereis a value
added by using service of Bank Sul ut Tt uyanthat has arole as aregional bank Thereis alsoresponse about
attributes andrel evant benefitsthat provi ded by Bank Sul ut Tut uyant hat can satisfythem whichfor ma positive
assess nent about the brand. For exanple, the bank provides service for TASPEN or Savings and Retirement
Insurance for civil servant whichis can hel pits custoner to nake sone transactionsinthe sane ti ne andinthe
sane one bank Thethirdindicatoristhe streng h of brand association Sone respondents sai dthat besidest he
satisfying servicethat provided by Bank Sul ut Tut uyan tothe my t he additional val ue for Bank Sul ut Tut uyan also
itsrde as areg onal bank that has contri bution tothe reg on

Co mnmini cati on

Comnunication is the fourth strategy of relationship marketing tactics that has been used in this
researchin affecting custoner 1 oyalty by t he satisfaction of custoners. Based onresult of interview with ten
custoners of Bank Sul ut Tut uyanthat as respondent inthis research there are four elenents or indicators that
appeared according to custoners’ point of viewand their explanation based on their experiences. The first
indicator is communi cation bi-directionality which also known as t wo- way communication Wthinthis study,
t wo- vay communi cationin Bank Sul ut Tut uyan t hat occurs a nong e npl oyees and custoners is running well.
Accordingto nost of respondents, thereis no problem or any obstaclein communication process bet ween t he
enpl oyees of Bank Sul ut Tutuyan andthe m The respondents sai dt hat they are well i nf or ned by t he e npl oyees
whent hey have anyt hingt obe asked Mbst of respondents alsosai dt hat t he e npl oyees have well underst anding
withtheir problens related withthe products that anythingthat they do not know yet. So, they feel satisfied as
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custoners. Second indicator is for nality. This research found that nost of respondents explained that t he
enpl oyees of Bank Sul ut Tut uyan al ways gi vingt he mgood treat nents whenever they gotothe bank as properly
treat nentst hat e npl oyees haveto gi vet o custoners such as friend y, polite and professi onal. [nfl uence acti vities
or thethirdindicat or of communi cationis cane frommost of respondents experiencedt hat are satisfied witht he
good manner and accurate infor mationthat e npl oyees have gi ventothe m whi ch can cause their trust. The 1 ast
indicator of comnunication is frequency. According to the result of respondents experienced, the more
custoners and e npl oyees neet, the nore they have interactions which cause good relationshi p devel op mernt.
Mbst of respondents who al ways perfor mtransactionsi nthe bank are feel nore confort becauset he cust omers
and the enpl oyees already know each ot her.

CONCLUSI ON AND RECOMMENDATI ON

Concl usi on

1. Most of the respondents give positi ve responses about the service quality of PT Bank Sul ut Tutuyan The
result shows that four indicators of service quality such as tangible reliability, assurance, and
responsi veness are satisfyi ng the respondents.

2. Price perception al so has positi ve responses fromrespondents. There aret woindicators of price perception
that make respondents decide to keep beconming custoners of PT. Bank Sul tTutuyan Those are price
reasonable accepted and value for noney withthe results conpatible withthe service, can be accepted and
satisfactory.

3. Brandi mageis one of relationship narketingtactics that has positi ve responses fromcustoners accordi ng
toits three indicatars such as brand association, brand association favorability and strengh of brand
associationt hat result inresponse of respondent such as nore profitable, has nore hel pful functions and has
additional val ue and profit.

4. The result also shows that comnuni cations deli vered by the e npl oyees of PT BankSul ut Tutuyanis good
and it has positi ve responses fromt he respondents. Based on the result four i ndications of communication
such as communication bi-drectionality, for mality, influence activities, and frequency are good,
satisfactory, and nake respondents confortabl e in perfor ming transacti on activity.

Re co mne ndati on

1. Relationship narketing tactics nanely service quality, price perception brand image and co mnuni cation
arethe actiont hat conpany nust consider about i n order to buil d positi verel ationshi p with custoner, create
more profits, and survi ve in business environnent.

2. Conpany nust i nproveitsservice qualityin part of custoner servicein order to provide better serviceto
the custoner.
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