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ABSTRACT

Today, nost of custoners are getting s marter, noreinfor ned, andthey are freet o choose whichthey
woul dliketotake littletime t o exercise. They can easily defect to conpetitars who fulfill their expectations.
That is why conpany nust have strategy toretain custorner | oyalty and relationship narketing tactics can be
appliedto sove this problem The objectives that expected can be achieved fromthis study are to analyze
relationship marketing tactic based on service quality, price perception brand i nage, and co mmuni cation at
PT. BankSul u Tutuyan Theories supporting research are marketing and relationship marketing tactics. The
populationthat is mainly observedinthisresearchis all of the custoners of Bank Sul ut Tutuyan withsanple of
10 custoners as respondents and representative to provide i nfor nation requiredinthis research Results and
conclusions are nost of respondents give positive responses about service quality, price perception brand
i mrage, and communi cati on delivered by e npl oyees.

Keywords: rel aionship marketingtactics, service quality, price perception brand i nage, communication

I NTRODUCTI ON

Research Background

Nowadays, there are various businesses either state or private conpanies that consist of service,
commercial and manufacturing conpanies which established for the purpose of obtaining prafit or non- profit.
However, now many conparnies are prefer t o obtai n benefits. Inthe operation of aservice conpany, providing
serviceisthe nost i nportant activityto obtainthe custoner' sirnterest. Good qualityserviceis a foundation for
everyservice conpanyfor survival. Serviceis different wth goods or ot her tangi ble products. Itisanintangible
commodity or i ntangi ble econonc goods. Service also can be deter nined as a process of delivering cust omer
needs and wants by interactions bet ween service provider and custoner. Proper service mnarketing requires
creative visualizationto effectivel y evoke a concretei mage inthe service consuner's mind which can brings
profit for conpany.

One type of the service conpanies that isi nportant i nthe business world are banks which act as a
financial instituion and a financial inter nediary for everyone. InlIndonesia there are several banks such as
Bank Mandiri, BRI, BCA BN, Bank G MB Naga, Bank Dananon Indonesia Bank Pan I ndonesia (Panin),
Bank Per mata, Bl and BTN which known as largest banks in Indonesia Whilein North Sulawesi, there are
quite afewbanks such as Bank Sul ut, Bank Mandiri, BTN BRI, BCA BN, Bank Dananon, Bank Mega, Bank
Bukopinand somne ot her banks that all of themare conpeteto winthe conpetition and alsotoreach as many
custoners and keepingthe custoners loyal totheir services.

Many conpanies today are conpetingt o attract people’s attention with various ways in order to make
their products or services used by everyone. But, soneti nes to attract people attertion does not enough. A
conpany mnust provide strategy to nmake people buy their products and services continuously. Conpetition
among conpanies to maintain the viability of the conmpany is something that is unavoidable in business
environnent, because that is a spur for each conpany to provide better service for the sake of wnning the
market, inthis case in banking industry. Accordingto Othan (2011), to conpete in such overcrowded and
interactive market place, marketers areforcedtol ook beyondthetracditional 4Ps of marketingstrategy, whichare
no longer enoughto be i nmple nented for achi evi ng conpetitive advantage. It neansthat a conpanyis not only
requiredtoachieve custormer | oyalty by provi ding hi gh quality products and services, but a conpany also needs
to buildlong-ter mpr ofitable relationship with customersto achieve custoner | oyalty. Custorer loyaltyis very
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i nportart and val uabl e assets for every conpany. Custoner 1 oyalty can be described as custoner’s co mmtment
to keep purchasing the same products or services ina conpany because of certainreasons. Zhang and Feng
(2009) saidthat customers arethe final purposethat fir ns i pl e nent relationship marketing Raza and Rehrman
(2012) statedt hat, all the activitiesin marketing are focused on customer tonake hi ml oyal. Cbtai ning 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 easiertoreach sonethingthanto keepit. That is why a conpany needs
extra efforts in order to keep customer loyal. Customer loyaltyis also playing the nost i nportant goal of
i npl e menting relationshi p mar keting activities. Hali m et al. (2011) statedthat Manager and mar keters shoul d
hi ghly pay attentiont o Custoner | oyaltyas ani nportant factor that hast o be developedifthey want to nai ntain
their conpany and devel op its profitahility.

Kotler and Keller (2012 42) statedthat relationship marketing ai ns to build nutually satisfying | ong-
ter mrelaionship wth key constituentsin order to earn and retaintheir business. Koi- Akrofi et al. (2013) said
that relationship marketingis nore concerned about build ng custoner relationshipsin order to achieve | ong-
ter mut ual benefitsfor all partiesinvol vedinthe exchanges. Relationshi p marketing nust focuses on creating
newand mutual val ue between conpanies andtheir custoners on along-ter mbasis. It is alsoi nportant to act
custoner as a partner in order to work together in making profit for each other. Wien a bank clai ns to be
practicing relaionship marketing it neansthat bank must responsibletoan organization wth w de strategy to
manage and nurture their interaction wththeir dients and sales prospect.

According to Ratnayake (2011), traditional transaction marketing focuses on the conpletion of the
transaction andt he pursuit of maxi nizing profits for eachtransaction whilerelaionship marketing focuses on
the establishnent of strong relationshi ps and stable partnershipsinorderto maxi mizethe pursuit of theinterests
of all aspects of the relaionship Zhang and Feng (2009) stated that, conpared wth traditional narketing,
relationship marketingis more concerned about building customer relationshipsin order to achieve long-ter m
mut ual benefits for all partiesinvdvedinthe exchanges. Today, nost of customers are getting s narter, more
infor ned, and they are free to choose whichthey woul dlike totake littleti me to exercise. They can easily
defect to conpetitars who fulfill their expectations. That is why conpany nust have strategytoretain cust omer
loyaltyandrel ationshi p marketingtactics can be appliedtosa vethis problem David(2013: 41) definedstrategy
as the neans by which long-ter mobjectives wll be achieved

Inrelaionship marketingtactics, custoner retertion is alsoi nportart in order toacquire and retain
loyal customer due tolong-ti ne profitable Doaei et al. (2011) saidthat Customer retertionis veryi nportant
because of business conpetitive environnent. Thus, a marketing expert to give heedto RMand its tactics.
Rat nayake (2011) stated that, one wouldthink that with the growh of the internet and nobile technal 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 banki ngrequire nents, it can only do muchto nmeet the nore co npl ex needs
and build long ter m custoner relaionships that conpetition will find hard to break inta It neans that
relationship marketing tactics are needed to be i mplementedin service conpany especiallyin banki ng i ndustry.

The object of thisresearch is Bank Sul ut Tutuyan Bank Sul ut is one of 26 governnent regional bankin
Indonesia Bank Sul ut is governnent regional bankin North Sulawesi thatis establishedin 1961 Bank Sul uthas
acentral office, one main 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 Tutuyan ( East Bolaang Mongondow). In order to support
service perfor mance of Bank Sul ut Tut uyan the office and AT Mare devel opedin strategicareasothat all of the
custoners canreach the office and nake transaction easily.

Research Qbjective
The objectives that expected can be achieved fromthis study are:

To anal yze relationshi p marketing tactic based on service quality:.
To anal yze relationshi p marketing tactic based on price perception
To anal yze relationship marketing tactic based on brand i nage.

To anal yze relationship marketing tactic based on conmuni cation
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THEORETI CAL FRAME WORK

Rel ationshi p Marketi ng Tactics

Based on Keshvari and Zare (2012), Relationshi p marketingreferstoa w derange of ‘relationshipt 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 busi ness to business sectars. Further, Keshvari and Zare (2012) classifiedthe relationshi p mar keting
strategies involves several tactics such as: service quality, price perception, value offers, brand i nage,
communi cation, personalization power, cooperation This researchis only focuses on relaionship marketing
tactics based on service quality, price perception brand i nage and communi cation

Service Quality
Serviceis different with goods or other tangible products. It is anintangible comnmodity or intangible
econonic goods. Service also can be deter mined as a process of delivering customer needs and wants by
interactions bet ween service provider and customer. Proper service marketing requires creative visualizationto
effectivel 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 where i nteractions bet ween customer and service provider
most often exist. Hence, in a service context, thereis al nost a relationship bet ween customer and service
provi der; such relationshipcan be used as a basis for marketing The fanmous nmeasurerent model of service
gualityis SERVQUAL devel oped by Pasuraman et al. (1988) in Zhang and Feng (2009) who neasuredthe
differences bet ween custoner expectati ons and perceptions cross five deter minants as fdlowvs:
- Tangibles: Appearance of physical facilities, equi pnent, e npl oyees and communication materials froma
Service comnpany.
- Reliability: Aservice conpany’s abilityto perfor mthe promsed service dependably and accuratel y.
- Assurance: Enpl oyees’ know edge and behavior about courtesy and abilityto convey trust and confi dence.
- Responsiveness: Aservice conpany is wllingto hel p custormers and provi de punctual services.
- Enpathy. Aservice conpany provides care andindividualized attertiontoits custoners, as well as havi ng
convenient operating hours.

Price Perception

Accordingto Kotler and Keller (2012 405), priceis nat just a nunber onatag it comesin many for ns
and perfor ns many functions. Koi- Akrofi et al. (2013) saidthat Priceisthe nonetarycost for a customer to buy
products or services. It isthe critical deter mnant that i nfl uences customer buying decision Custoners usually
select their service provi ders strongly rel vi ng on perceived price.

Brand | mage

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

Co mmuni cation

Accordingto Bovée and Thill (2012 41), commnunicationisthe process of transferringinfor mati on and
meaning bet ween senders and receivers, using one or nore witten oral, visual, or electronic nedia Good
communi cation can brings good relaionship and good result for everyone. Bovée and Thill (2012 42) also
staedthat Effective communi cationstrengt hens t he connections bet ween a company and all of its stakehal ders,
those groups affectedin sone way by the conpany’s actions: custoners, enployees, sharehol ders, suppliers,
nei ghbors, the community, the nation andthe world as a whol e

Previous Research

Doaei et al (2011) found that there is significant relationship bet ween custoners’ relationship
satisfaction on custoners’ 1oyalty. Keshvari and Zare (2012) found all the relationshi p marketing tactics
i ncl udi ng of service quality, price perception val ue offers, brandi nage, comnunicati on, personalization, power
and cooperation as independent variables have positively correlated to the relationship quality’s elenents
consist of: customer trust, customer satisfaction customner commt nent and conflicc manage ment as dependent
elerments. Koi- Akrofi et al. (2013) foundthereis a positive significant relaionshi p bet ween each of the four
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relationship marketing tactics (nanely service quality, price, value offered and brand i nage) and custoner
loyalty.

Service Quality

\>

Price Perception
Brand | mge 7
Co mrmuni cation

FHgure 31 Gnceptua Fanework

PT Bank
Sul ut Tut uyan

RESEARCH METHOD

Types of Research

This studyis based on collectingtheinterviewee’s perspective and argunents using qualitative et hod
that generalized the data collection and use descriptive analysis in writing the report. The objective of this
researchistoexamnetherespondents’ point of viewand state nent or opi ni onabout t he phenomenon. The goal
of this researchis to discover relationship marketing tactics such as service quality, price perception, brand
i rage and commnunicationin PT. Bank Sulut Tutuyan

Place and Ti ne of Research

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

Popul ation and Sanple

The population that is mainly observed in this research is all of the custonmers of Bank
Sul ut Tutuyan The sanplethat is usedinthisresearchis decidedas nany as 10 customners as responderts, and as
representative of populationthat can giveinfor mationthat requiredinthisresearch The sanpling nmethodin
thisresearchis purposive sanpling Purposive sanplingis selected becausethis research used keyinfor nant as
mediatorinsanpleselection processinordertofindoutinfor mantsthat can be represented point of viewof the
popul ati on

There are 10 respondents who corntributedinthisresearch They were divided by 7fermales and 3 mal es
withthe various professions. Most of the mare entrepreneur and civil servant, whiletherest are housewfe and
student. Those are livein dfferent areas such as Tut uyanl nduk, Tutuyan 2 and Kayu nmuyondi.

Data (ollection Mt hod

Types and source of data are explainedinthe folowng: (1) pri nary data, whichrefer toinfor nation
obtai ned first-hand and gathered fromthe variable of interest for the specific purpose of the study or data
orignated specifically that prepared to address the research problemby interviewand observation, and (2)
secondary data, whichinformationtha found frombooks, journals, and relevart literature fromirternet.

Data callectiontechniques are i nterviewand observation are choseninthis research as a nethod for
calecting the data Sem-structured type is usedininterviews. Four steps of the research conducted are as
fdlows: (1) selectinginformant candidates based oninfor mationfromkeyinformant, (2) contact the I nformant
candidate, introduce t he research objectives, the data collectedthroughinterviewand nmake an appoint nent for
inerview (3) interviewt helnfor nmant, witingdiaryandrecordtheinterview and (4) data collection anal ysis.
Because t he study usi ng qualitative research, the maininstrument onthisresearchisthe person who makes this
research Inthisstudy, the todsthat are usedtoassisttheintervieware; witingtools, diary book, recorder and
digtal canera
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Operational Defintions and Masure nent of Research Variables

Operational defintion of research variables are:

1 Relationship Marketing Tactics is conscious actions taken by a conpany or person which are designedto
cause people want to buy their goods or services ( Koi-Akrofi, & d., 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 means thought to be relatedt o price searching ( Lichtensteinet al., 1993in Zhang and Feng,
2009)

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

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

Data Analysis Mthod

Qualitative Research Mthod

As explainedin Sekaran and Bougie (2009: 369) t hat Qualitative data are datainthe for mof words, for
exanple are inerviewnates, transcripts or focus groups, answers to open ended questions, transcriptions of
video recordi ngs, accounts of experiences wth a product on the Internet, news artices, and the like. This
researchis focused on case study approachin order toknowhowrelationshi p marketingtactics nanely service
quality, price perception brandi nage and communication in PT BankSul ut Tutuyan accordingto customners’
assess ment by some experiences that custoners have through that can helpthis researchto get infor nation
needed inthis research The nethod that is usedin thisresearchis qualitative method Sane as quartitative
research qualitative research has conponents toretain trust wort hi ness.

1 Qedihility. to prove the validity of this research process and result or to check the data suitahility
Triangulationis assumnmed the credihility of thisresearch As nentioned by Sekaran and Bougie (2009: 385)
that triangulationis atechniquethat is often associated withreliahility and validityin qualitaive research
Further, Sekaran and Bougie (2009: 385) explai nedt hat t here are several ki nds of triangul ation, which are:
et hod triangul ation data triangul ation researcher triangul ation andt heorytriangul ation Anongtypes of
triangul ation, this research used datatriangul ation whichthe data gathered frominterviews with different
infor nants, observationindifferent paces, and also used different literat ure fromvarious researchers.

2 Transferahility. 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
cdlection onthe fid d nates.

Accordingto Mles and Huber nan (1994) i n Sekaran and Bougie (2009: 370-372), there are generally
three steps in qualitaive data anal ysis which are:

- Datareduction the reduction of datathrough coding and categorizing Coding is the anal ytic process
through whichthe qualitaive datais gathered are reduced, rearranged andintegratedtofor mtheory. In
thisresearch datareductionis appliedin chapter 4inthe part of i nterviewresult. 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 natrix 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 displayingthe min an organized, condensed nmanner.
Data displayis usedindiscussion partinchapter 4inthisresearch The datais categorizedinfor mof table
withthe explanationrelaed wththe resut of interview

- Drawng conclusi o verification inthis point research questions wll be answered by deter nining what
identifiedthe mes stand for, by thinking about explanations for observed patterns and relationshi ps, or by
meki ng contrasts and conparison More detail of draw ng concl usi o/ verification is discussedin chapter 5
inthisresearch
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RESULT AND DI SCUSSI ON

Resut
Interview Resuts

This research uses qualitative method andinterviewasthetoo to gaininfor nation. The popul ation of
thisresearchisallthe 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 seni-structure interview so that there some
questions that appeared right after the irterviewstarted.

The findings wthintheinterviews showedthat, al most the entire respondent agree that quality service
given by Bank Sul ut Tutuyanis good, fast, hel pful, professional, satisfying and gratifying In overal all of the
respondernts agreet hat service qualityisi nportant inacquiring custoner | oyalty. Based ontheinterviewresults
about price perceptionthat accordingtoten custoners, the pricethat offered by Bank Sul ut Tutuyan are the
sane. Most of I nfor nants saidt hat, near | ocation of t he office and AT Mof Bank Sul ut Tutuyan are savingt heir
ti ne and noney i n performi ng transactions and the saving and | caninterests are conpatible whichthe saving
inerestissatisfyingandloaninterestis helpfu. This study foundthat, brandi mage of Bank Sul ut Tut uyan has
affects for nost of Infor nants’ decisionto choose Bank Sulut Tutuyan. The nminreasonis because Bank Sulut
isaregional bank and by usingitsservice, it meansthat the I nfor nants have contributedt o devel opthe region.
The result of interview about communication indicates that nost of Infor mants obtain infor nation from
e npl oyees nicely and wthout any obstacles.

D scussion

Rel ationshi p nmar keti ngtactics can be sai dto be a processthat canall owan organizationtofocus onits
li mited resources onthe greatest opportunitiestoincrease profit, attract and naintain custoner and achieve a
sustai nabl e co npetitive advantage. Rel ationshi p mar ketingtactics are conscious actions taken by a conpanyin
order to nake people wvant to buytheir goods or services cortinuously.

This research has been conducted in order to analyze how relaionship marketing tactics in
PT. BankSul ut Tut uyan based on custoners’ assess nent by usi ngfour strategies of relationship marketi ngtactics
nanely Service Quality, Price Perception Brand | nage, and Co mmunication withthetaal sanple 10 customers
of Bank Sul ut Tutuyan The qualitative nethod 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
Mar keti ng Tactics have positive response fromal nost all t he respondents andt he four strategies are essential i n
the Relationship Marketing Tacticsin order to maintainingthe | ong-ter msustai nability of the conpany. Based
onthe step of qualitaive data analysisthat is usedinthisresearch whenthe datareduction of theinterview
resutis done, the next stepistocreatethe patterninthe datathat wil beillustrated witha sel ection of quotes, a
matrix a graph achart ar atabein order to hel pto draw concl usi ons.

There are various responses about relationship marketing tactics. Inthis research there are various
indicatorsinevery straegy of relationshi p marketing tacticsthat are usedto show howrelationship mar keting
tactics (service quality, price perception brand i nage and communication) 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 reliability is the percentage of coding agreenents out of the tatal number of coding
decisionand as a general guideline agreement rates at or above 80 %are consideredt o be satisfactory ( Sekaran
and Bougie, 2009: 384).

Service Quality

This study has concl udes so e i ndi catorsi n describingt he response of respondent about servi ce 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 comrruni cation naterias froma service conpany. Secondis Reliabilityor a service
conpany’s abilityt o performt he promsedservice dependabl y and accuratel y. Thirdis assurancethat proved by
enpl oyees’ know edge and behaviar about courtesy and ahilityto convey trust and confidence. The forthis
responsi venessthat is a service conpany wllingnessto hel p custoners and provide punctual services. Andthe
last is e mpat hy such as care and i ndivi dualized attertionthat a conpany providestoits custoners, as well as
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having convenient operating hours. The findings within the intervews showed that to al most the entire
respondernt agreethat tangibles which gi ven by Bank Sul ut Tutuyan are quite conplete such as its chairs, AT M
and office of Bank Sul ut Tutuyan For the firstindicatortotal 9 out of 10 respondents clai nedt hat they feel the
tangibles of Bank Sul ut Tutuyan are quite conplete and facilitate them This findings also support t he second
indicators of service quality whichis reliahility, because al nost all of the respondent had satisfyinthe service
given by Bank Sul ut Tutuyan whether inthe for mof relationship responsihility, or servicethat 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
Maj ority of the respondent clai nedt he e npl oyee of Bank Sul ut Tutuyantreatedthe mrespectfuly, politely, and
friendly. The fourth is responsiveness. Most of respondents fully believe for the responsihility of Bank
Sul ut Tut uyan according totheir own experienced that is served properly the customers when they have a
problemrelated wth the product or service of bank The last indicator of service quality is enpathy that
supportsthe forthindicator such as care andi ndividualized attertionthat a company providestoits custonmers
for exanple like shuttle service that makes custoners satisfied The actions above canleadto gaining more
custoner satisfaction which canresult in custoner loyaltytothe conpany. Cffering a high quality service is
considered to be a visible way to create custoners trust and satisfaction as well as obtaining comnpetitive
advantages and buil d ng along-ter mrel ati onshi p wth customers (zhang and Feng, 2009).

Price Perception

Wthinthis research found there are t wo indicators that can neasure the price perception of the
custoner of Bank Sul ut Tutuyan. Hrstis pricereasonableness andthe second one is val uefor money. According
to nost of respondents of Bank Sul ut Tut uyan, price reasonabl eness of Bank Sul ut Tut uyanis satisfyi ng because
the bankis offering hi gher interest rate for savingsthanthe ot her, the placeis near wththeir house, sothey do
nat needto spend nore money for transport and t he shuttle service that provided by Bank Sul ut Tut uyan also
save their noney and also savetheirti ne. Secondindicatoris value for noney. Most of the respondents said
that conpatible wththe service tha offered and can be accepted because of the val ue offered by the bank

Brand | mage

The result has been shownthat there are threeindicators that can neasure brandi mage such as brand
associ ation brand associaion favorability and t he strength of brand associations. Hrst isthe brand association,
intheinterviews nmost of respondents feel that as a regional bank, Bank Sul ut Tutuyan provi des nore profitable
service tothemand their region at large than the other bank does. Because a regional bank certainly more
concernandfocustothe regionandthe peopleinthat region The other alsosaidthat Bank Sul ut Tut uyan as a
regional bank has a good reputation which can be consideredto give better service for its custoner. Secondis
the brand associ ation favorahility, accordngtothe interviewresult, most of custoners feel thereis a val ue
added by using service of Bank Sul ut Tutuyanthat has arde as aregonal bank Thereis alsoresponse about
attributes andrel evart benefitst hat provi ded by Bank Sul ut Tut uyant hat can satisfythe m whichfor ma positive
assess ment about the brand. For exanple, the bank provides service for TASPEN or Savings and Retirement
Insurance for civil servant whichis can hel pits customer to nmake somne transactionsinthe sameti ne andinthe
sane one bank Thethirdindicatoristhe strength of brand association So e respondents saidthat besidest he
satisfyingservicethat provided by Bank Sul ut Tut uyan tot he m the additional val ue for Bank Sul ut Tutuyan also
itsrde as aregonal bank that has contributiontothe region

Co mmuni cation

Comnunication is the fourth strategy of relationship marketing tactics that has been used in this
research i n affecting customer loyalty by t he satisfaction of customers. Based onresult of interview with ten
custoners of Bank Sul ut Tutuyanthat as respondent inthis research, there are four elements or i ndicators that
appeared according to custoners’ point of view and their explanation based on their experiences. The first
indicator is communi cation bi-directionality which also known as t wo- way communi cation Wthinthis study,
two- vay communicationin Bank Sul ut Tutuyanthat occurs anong e npl oyees and custoners is running well.
Accordingto most of respondents, thereis no problem or any obstaclein communication process bet weenthe
e npl oyees of Bank Sul ut Tutuyan andthem The respondents sai dt hat t hey are well i nfor med byt he e npl oyees
whenthey have anythingtobe asked Mbst of respondents alsosai dt hat t he e npl oyees have well understanding
withtheir problens relaed withthe productsthat anythingthat they do not know yet. So, they feel satisfied as
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custoners. Second indicator is for mality. This research found that nost of respondents explained that the
e npl oyees of Bank Sul ut Tut uyan al ways gi vingt he mgoodtreat nents whenever they got ot he bank as properly
treat nentsthat e npl oyees haveto givetocustoners suchas friendy, paliteand professional. Infl uence acti vities
or thethirdind cator of communi cationis cane frommost of respondents experiencedt hat are satisfied witht he
good manner and accurate infor nationt hat e npl oyees have gi ventothe mwhich can causetheir trust. The last
indicator of communication is frequency. According to the result of respondents experienced the more
custoners and e npl oyees neet, the nore they have irteractions which cause good relationship devel op mert.
Most of respondents who al ways perfor mtransactionsinthe bank are feel nore confort becausethe customers
and the e npl oyees aready knoweach a her.

CONCLUSI ON AND RECOMMENDATI ON

Concl usion

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

2 Price perceptionalso has positive responses fromrespondents. There aret wo i ndicators of price perception
that make respondents decide to keep beconing custoners of PT. Bank Sul uTutuyan Those are price
reasonabl e accepted and val ue for noney withthe results conpatible wththe service, can be accepted and
satisfactory.

3 Brandinmageis one of relationship marKketingtacticsthat has positive responses fromcust oners accordi ng
toits three indicators such as brand association brand associaion favorability and strength of brand
associ ationt hat result i nresponse of respondent such as nore profitable, has rmore hel pful functions and has
additional val ue and prdfit.

4. The result also shows that communications delivered by the e npl oyees of PT. BankSul ut Tutuyanis good
andit has positive responses fromt he respondents. Based onthe result four i ndications of communication
such as communication bi-drectionality, for mality, influence actiuties, and frequency are good,
satisfactory, and nmake respondents confortable in perfor ming transacti on activity.

Reco mne ndati on

1 Relationship marketingtactics namely service quality, price perception brandimage and comnunication
arethe actiont hat conpany nust consi der about i norder t o buil d positiverelationshi p withcustoner, create
more profits, and survi ve in busi ness environnent.

2 Conpany must i mproveitsservice qualityin part of custoner servicein order to provide better serviceto
the custoner.
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