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Abstract

This study is aimed at finding a prototype of custo loyalty-based customer relationship
management (CRM) is the right of the bank ownedth® government through the economic
empowerment of institutions Household Industry, iBess Group, and Micro, Small and Medium
area of Lampung Province. The study used surveynadeby using the data from the customer
selected as samples, as well as interviews witlowsusources in order to identify the model, using
descriptive qualitative and quantitative methode Tésults of this study is to identify the factors
customer relationship management that can affestomer loyalty groups, Household Industry,
Business Group, and Micro, Small and Medium-sizadks owned by local governments of
Lampung Province, and to obtain a model of custoitogalty using customer relationship
management through empowerment poor society.
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|. Introduction

Many strategies are implemented by the banks td birstomers to remain loyal.
Starting from the concept of conventional such asdacting sales promotion (sales
promotion), advertising (advertising), until thelesaf private (personal selling) that
promotes encounters between individuals, betweenysnof the bank management, the
owners of capital or the target is the target bhabtdnsively.Various attempts were made to
win a lot of competition among banks in the proeraf Lampung. Competition among
banks was considered by the growth of private batfiked promised benefits more
attractive, competitive interest, and any otheraation which is very pampering
customers. But all that, when seen from the extgteand ownership of the bank, in fact
only bank is the government, especially local goment-owned bank, which is not
entirely of profitability (profit-oriented) in magking their products compared to similar
banks.

One of the bank's strategy to increase customeitioycustomer loyalty) to not
solely concerned with profit and through the empowent of the poor is through
community empowerment programs at the same timeeasing revenue is through a
management strategy customer (customer relatppnsiinagement). Many experts and
practitioners who put forward various definitions austomer relationship management.
Kamakura, and Sun, Boahong argues, customer nesdiijo management involves tracking
individual customer behavior over time, and usé¢ kmawledge to find solutions precisely
tailored to customer needs. Ideally, it follows gregress of each individual customer and
combination of multisegment, multi-stage and mattannel.

The decision customer relationship management (CRNM) maximize the amount
of profit a customer for life. As said by Fullerto®ordon, that customer relationship
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management program is now in vogue and is an affitiechanism introduced program
opeh company with the goal of improving the custdsneght.

II. Teoritical Framework
The Concept of Custumer Relationship M anagement

Customer relationship management (CRM) is as a aingales, marketing and
service strategies that prevent work activitiesrarecoordinated between parts well and it
depends on the actions of companies coordinateddtapully. CRM concentrate on what
is valued by the customer, not on what the compeemyts to sell. Customers do not want
to be treated equally, but they want to be treatdaidually.

Basically, CRM is a way to analyze the behaviocudtomer-owned company, the
analysis can help the customer determine how teesaistomers in a more personalized,
leading to customer loyalty to the company. Themtarget of CRM is not located on
customer satisfaction, but rather leads to custdoyaity. The point is that customers are
not only satisfied when using the company's progjumit rather enhance customer loyalty
to the company, Jon, Anton.

Advantages of Usng CRM
The advantage of using CRM is faster servicing,ucedy prices, boosting

profitability, a sense of ownership, improving teasoordination, higher customer
satisfaction, increase customer loyalty, Yahya.pbtential business benefits of customer
relationship management very much. For example, GiRdvs a company to identify and
focus on their best customers, those who are trst profitable for the company, so that
they can be retained as a customer for life foratgre service and benefit. Customer
relationship management allows for more custonoratind personalization of real-time
over a wide range of products and services basdtieodesires, needs, buying habits and
life cycle of the customer.

Marketing and Order Fulfillment at CRM

CRM systems help marketing practitioners completieelct marketing campaigns
by automating tasks such as marketing qualifyinthattarget, and scheduling as well as
searches of direct marketing mailings. Then, theMCsoftware will help marketing
practitioners to capture and manage data respdrestmmers and potential customers in
the CRM data base, as well as analyze customee aad business value of the company's
direct marketing campaign. CRM also helps in megepatential customers and customer
response to precisely schedule your sales contacpeovide appropriate information on
products and services for them, while catchingreédevant information to be stored into
the data base CRM, Zeithaml.

Customer Relationship M anagement Strategies

Ideally, CRM follows the progress of each indivilbastomer and combination of
various segments, and a variety of channels, SmhaFhe decision of customer
relationship management is to maximize organizatioperformance throughout the
product life cycle. Organizations can take thessgrams because they believe that they
facilitate the development and improvement of tkestomer relationships.

Brown, Stanley, stating that the strategy is a mank channel, and segmentation.
This is pricing which have the most impact. Willtelenine how customer segmentation,
and finally marketing organization will be forme8trategy setting policy is the largest
single differentiator in the market will determihew the services and the deals will be
delivered to the customer in the long term.
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Research Hypothesis

Based on the above, it can be presumed that : (QeMof customer loyalty using a
customer relationship management applied by thal Igovernment-owned bank in the
segment Business Group, Household Industry, anddyigmall and Medium Enterprises
has been implemented properly. (2) Communitieggngents Business Group, Household
Industry, and Micro, Small and Medium Enterprisesittively participate in responding to
increase customer loyalty program using the custoglationship management applied by
banks owned by the Provincial Government of Lampung

I1l. Research Methods
Research M ethods

The methods used in this study are: (1) Action BRede (2) Technical
Participatory Rural Appraisal and (3) Triangulatidexy J., Moleong. The data used in
this study are primary data comprising social, ecoic, Micro, Small and Medium
Enterprises. Meanwhile the method of data collecticas done by using a structured
interview by using questionnaires. The use of teples PRA (Participatory Rural
Appraisal) is aimed at deepening and clarifying ifermation that has been obtained.
Interviews were conducted with due regard to heteneity and social strata of society and
viewed within residence of impact sources. Besidesviews were also used a structured
guestionnaire related to the aspects to be stuBedpondents in this study consisted of
Micro, Small and Medium Enterprises which are tHgeot of study with stratified
sampling system.

Data Processing and Analysis

Data were collected through direct interviews impttiewith relevant sources
identified and ranked according to their group. Thesults of data processing, were
processed using descriptive qualitative analysisstmamely by using analysis of strength,
Weakness, Opportunities, Threats (SWOT). SWOT iaa@onym for strength (Strength),
weakness (Weakness), opportunities (Opportuniaesl) threats (Threats) of the external
environment. SWOT is used to assess the strengthar@aknesses of the resources of the
company and the external opportunities and chadlerfgced.

According to David, Fred R. All organizations hasteengths and weaknesses in
the functional areas of business. No company @ngtror weak in all business areas.
Strengths / weaknesses internal, coupled with gmoxunities / threats from external and
a clear mission statement, the basis for goalngettind strategy. Strategy set out with the
intention of utilizing the internal strengths anceoccome weaknesses.

Explanation of SWOT ie According to Payne, A, SW@Tatrix can clearly
describe how external opportunities and threatsdathe company can be customized
with its strengths and weaknesses. This matrixpraduce four sets of alternative strategic
possibilities.

V. Result And Discussion

Joint Business Group, Household Industry, Micro, Small and Medium Enterprises
and Regional Government Bank M anagement Program

Business Group (KUBE)

Business Group (Kube) is a group of citizens oiiadlycassisted family formed by
citizens or socially assisted family that has béestered through the process of Social
Welfare Program (PROKESOS). The program is to impreocial welfare and economic
business model through customer loyalty among grdwupusing customer relationship
management implemented by the Local Government @wB@&nks, most have been
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implemented. That is, the stimulus funds disbursgdBank Owned Local Government,
known by administrators of other groups, both inm of the requirements in obtaining
loans, the maximum amount, as well as other remargés needed in order to obtain
business credit.

Model of customer loyalty, or loyalty between greupr between members of the
group using a customer relationship managementiegpdy banks owned by the
Provincial Government of Lampung, can enhance aleeof the group in giving lessons to
other groups. Opinion of the lengthy bureaucratioccpss credit applications that have
been in the minds of members of the group and dnenaunity in general, can be covered
by their customer loyalty as a result of the impdemation of customer relationship
management program implemented by the Regional Gment-Owned Bank.

Small Industry

Small Industries, or Home Industry means home, livgglor hometown. Medium
Industry, can be interpreted as a craft, busineshe company's goods and products. In
short, Home Industry (or usually written / spellétbome Industries") is a home business
products or also small companies, which have basimath net assets of more than Rp.
200 million.

The efforts made by the Regional Government-OwnankBn improving people's
business credit through customer loyalty modelagisustomer relationship management
is the establishment of advocacy groups that plagieain the smooth credit application.
Bureaucracy faced by small industry in obtainingdit, as well as the limited ability of
human resources, is an important factor in theufailof a small indusri kaena lack of
capital.

Customer relationship management programs whichngpéemented by the local
government-owned bank in a group discussion fok lat human resources has the
competence, carried out according to the needsnafl Sndustry group. Facilitated group
discussions conducted by the bank management andtdr-group cooperation that aims
to reduce gaps in the knowledge of each membdreodmall industries.

SMEs

Small Medium and Micro Enterprises is a productemterprise belonging to
individuals and / or entities that meet the créeof individual businesses, Micro, is the
target of the implementation of an increase in awsr loyalty through customer
relationship management. The program performs esiploa the behavior of members of
the group carried out continuously. Some small stdess that have been relatively
successful in the implementation of the manageroentpared with the small industries
were other, Banks Local Government tracking theab of individual customers.

Weaknesses, constraints, challenges and oppoesirfiiced by small industrial
businesses, inventoried according to the type aiteria for their respective businesses.
The weakness of the small industry gives benefittf@ other small industries. Focus
groups run by the regional government bank managente set goals and guide the
discussion group to increase loyalty for each sidllstry.

L ocal Government Bank M anagement Program

(1) With regard to the consolidation strategy & 8mall Industry and Business Group,
Bank Regional Government make efforts to improve pinofessionalism, competence,
human resources and perform regeneration througimirig and implementation of
corporate values, performance culture, sales asid aulture, and customer relationship
management. (2) To develop the business by expgnitkn branch network / micro
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(Branchless Banking) and the Sharia to reach sndistry and business groups in remote
areas. (3) To meet the needs of Small and BusfBessp on banking services, providing
qualified human resources highly competent, havstrang capital structure. (4) To
increase customer loyalty through improved qualitgustomer relationship management,
the Small Industries and the Joint Business Group.

Description Model Profile.

Credit Program Bank Regional Government providedrder to accelerate the
growth of credit, and programs Business Group, dbakl Industry, and Micro, Small and
Medium Enterprises as a target Kredit Usaha RakybtR) disbursed by the Bank of
Local Government in the form of Loan Product An€dana and credit Multi Guna. Credit
is implemented based on the proposed credit objectd analyzed by conventional
analysis, namely, place, volume, and business iaesithat have been done during the
past year.

Customer relationship management strategy, whicol\nes customer business
credit has not been carried out to the maximumankbmanagement. So most of the entire
applications of loan is analyzed using a feasybiitudy based on considerations of
financial management, and not based on the guaraftée group members.

V. Conclusion

Bank of local governments is making efforts to agstomer loyalty development
model of customer relationship management on custoBusiness Group, Domestic
Industry and Small and Medium Enterprises as anpattank in the empowerment of the
poor in the province of Lampung. Most of the LoGdvernment Bank credit products
given in the form of business credit products,riisted in a program that is consumptive
and productive, but has not been fully used indicaf customer loyalty with customer
relationship management approach, as well as thiewstak from the context of
facilitation.

Based on the findings of the census data and ietegsvwith the respective
businesses, Business Group, Domestic Industry amdllSand Medium Enterprises,
required a thorough discussion of the roots ofgteblems faced by Bank Owned Local
Government in launching a business credit. Duehéodptimization of the launch of the
People's Business Credit, both in terms of qualitgt quantity, is not only determined by
the attitude of how the recipients of business icrdulit also determined by the model
program created by the management of Bank OwnedllGovernment, and can reduce
the number of poor people in the province of Langpun
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