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ABSTRACT

This rassinch describes the mfusnce of pramahonal mix toward suslamer lyalty by uing switzhirg baniers &S the
mieneaning varlable. Promsiicnal mix consists of four vanabies, Thow ara adwedising, parzaaal sebmig, sales
sromenon, and publizily. The case ssudy = reen TelkomPlesd Padang. There are 150 rasoorderts from TekemFloe
=eEumErs comprahanded inshis rasgarch. Tae respondents which invohed arm iaken Ly Ling convanig nes samphing,
e dala is analyzed by eramining the quasiioonaifes hava baan disdrituleg, usan SPS5 pragran. Thn findinga ean
D2 laken a5 maketers consideration b know what promestanal mix thal icfliences the customar lovally af
TeramPiaxi. The mseatch msull is useful fa- the markatas o mnow wha! pramalanal nnw Ehat they pesd bz use 1o
trair business . aspecialy in providar Business
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CHAFPTER 1

INTHODUC TN

L1 Bavkground of the sludy

L dhe giobalizalion ey, e developiog of scrvice industry becone so sl
The consequence of the phenomena s tie growli of business opporlemilics, suclh
as: celluler provider, hotels, banks, transporiation, cte. s reality encourages the
increasing of inderest and atlention o several patics o analyee severnl

problems In seevice acea.

Bowadays, intensive compaiitions huppen in all seclors. The busiooss
plapers by many says oowia e canpeliton. The compeiition also happens in
cotminunication business, Conunuinication boevames imnpoctand peicl.  Fhal’s vl
tie Business plavers work aed fo make bettor product in conmunication business.
The example of communication basiness is in celiular providers, So many cobluls
praviders ciserged vad offer several advantuges to get markel share i Indeacsia.
Lach provider dries to give the best service t lie consumers and customers. Every
provider s thweir own advantages sod weskoesses. GSM {Global System fog
Mabiic Community) wis dominaled e market which s knows with the
capensive farill Tast dita access 6aKbps bul 1L has wide coverage st Then
CO LA {Code Division Multiple Access) operated by using Gxed wireless license.

it as cheaper tari [T thaee GSML But 1t kas Tindted coverage arca.

Based on that condition, Provider Company holling competition through

s g " = g
~ucing Sim-Card based COMA technology to satisfy the consumers, The



companics in Indenssian are; (1) FT. Telehomunikasi Thk., (TELEOMTlaxiy, £2)
FI. hadosal Thi., (StarQney, (35 Bukrie Telecam, (Esia), {49 Mobile-3 Telecom,
{Fren and Hepi), {(5) Sampoerna Telckomunikasi ndonesia, {Certa), (6) Smarl

Telecom (Smart).

Muanwhile i Padang eily, there are only three providers, They are: {1}
PI. Telerormunizasi Thk,, (FELROMFlexi), {23 PT, Indosar Thi., (StrOae), (3)

Bakrie Telecom, {Esia)

Mlaany companics in CEMA business cause the compelition becume muore
intensive, Based on wwwmaaluiusteamdekonomilschion il 1027 php, o
litdoeiesia, e users oF COMA reached w 165 million people. This wmousd cones
from TELRKOMFLexi for 7 million, Esia for 4.3 million, Fren for 3 million, and

i rest cones Trom wiher providers.

Pl Telekomunikasi Thx or known as TELKOW iz one of the business
player in  comanunication business, It i3 an Infocom  (fefosmation and
Communication) company and albso the biggest [l service and setwork provider
i indanesia, The target markel of TELXEOM divided into 1w, They aee corporate
and peesonal, The product consists of fiacd wire line, Oxed wircless, mobile
service, dutadiniernct and alzo oter muliimedia services. Those produces pive

convenicnes o the people i Rulfitling i conununication need,
The CDMA product from TELKOM is TELKOMFlexi called Flexd. There
arc two types of Flexi. They are Flead Trondy (pre paid) snd Flexi Classy (post

paadd), Telkom Flexi s the biggest CDMA in Indonesia, The amount of users scem



CHAFIER V

CONCLUSION AND RECOMMENDATION

3.1 Conclusion

Actording to the data analysis and the result pertormed within this

resegrch, the conclusion can be made,

The rescarch is conducted to obseeve the influeace of promotional mix
towward customer lovalty by using switching barriers as intervening variahle, Most
ai the respondents are the students whicli is in the most level oF age < 25vears old,
Miost of the respondents chaose TelkomPFlexi becawse of the tarifi of TelbamE lexi.
This segment is known with price and product sensitive.

This reswarch has six variables that developed by several indicators and
umalyzed by using path asalysis, Based on the result of path analvsis, the
cenclusion:

i, Tirstly the relationship of promotional mix indvertising, peraoal

selling, sales promotion sad publiciny) toward swiiching  bagricrs.
Based on the result, all of promotional mix variables significantiy
nfluence switching barricrs.

b Second analysis is analyre the relulionship of proaotienal  mix
{advertising, persanal selling, sales promotion, and publicity) and
switching barriers toward customer Joyalty. And from the research
restle, there s one variable which is no significantly infivence the

customer foyaity, The variable is sales promotion. But, other variables

a7



REFERENCES

Adriapolle, Syafruddin, (2002). Perngareh Bawran Promost tevhadap Kemampran
i rigfiimpnn Done Masparoakas Poda PT.Bank Mega, UNP, Padang.

Alma, Buschari (1998), Mariaieoen Pemersaran Jase, CV. Al Deta, Bandung
————, (20041 Mewngiemen Pemasoran Jasw, OV, Alfa Beta, Bandung

Awdin. Sekar & Gokhan Ogzer, (2003}, Customer Rovalty and the Effect of
Switching Costs  As a Moderastor Variable in Turkish mobile phone
market. Marteting Intelligence & Playpning, Vol 23 No, J, pp. 85-103.

Bateson, John E.G (1993}, Managing Service Morketing Third Edieion, Dryden
Press, Orlando,

Bioemer, I, Ruyter, K. & Wetzels, M. [1998), On the Relationship between
Perceived Service Quality, Service Lovalty and Switching Costs,
fvernationg! Jowrnal of Indusiry Marggement, Yal, 9 Ko, 5, pp. 436+
453.

Boyee, I. {2005). Marketing Researck. 2™ edition. North Ryde. M. 5. W.
MeGraw-Hill Auvstralia,

Burnham. T.A. Frels, LK. & Mahajan, V. (2003). Consumer Switching Costs: a
Typology, Antecedents aml Consequences. Jowrma! af the Acodvimy of
Marketing Seience, Vol 31 No. 2, pp. 109-124,

Cowell. DI The Marketing Service, Heinemann. London

Craven, David W (2003). Sweategic Marketing, Seventh Editinn, McGiraw-Hill
Ine,

Christopher, Lovelock {2002). Service Marketing amd Mungeement, Second
Ediion, Prentice Hall. New Yoo

Eber. M. (1990). Switching Costs and Implicit Contracts, Jowrna! of Ecomonsics
Vol 69 No. 2, pp. 159-171.

Feick, L. Lee ), & Lee, 1 (2001% The Impact of Swiriching Cost on the
Customer Satisfaction-Loyalty Link: Mobile phone service in Tramee
dogiraed of Seevice Marketing, Yol 153 Na. |, pp. 3548

Fornell (1992), Marketing vol .36, Customer Satisfaction Analvsis, Barometer, The
sSwidish Experience, Jousaal

Fredecick, F, Reicheld {1996). The Lovalty Efecs, The Hidden TForce Behind
Growth, Profils and Lasting Value, Harvard Busincss Schoal Press,
Bain and Company Inc.



