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CHAPTER I 

INTRODUCTION 

 

1.1. Background of the Study 

In the year of 2000, unit selling of motorcycle 

increased significantly. According to Gunadi 

Sindhuwinata, the Leader of Asosiasi Industri Sepeda 

Motor Indonesia (AISI), “ in 2011, unit selling target is set 

10 percent much more compared to 2010”. 

Gunadi also adds that unit selling for each month more 

than 650.000, so it will reach 8 billion unit of motorcycle 

sold in Indonesia until the end of 2011. 

(http://tobipuken.com/meningkat-penjualan-sepeda-

motor-di-indonesia/).  This condition happened as a better 

economic development in Indonesia and many selling 

facilities offered by dealers to ease customers.  

The demand increase year to year and consumer 

behavior shifting phenomenon causes a tighter 

competition among Agen Tunggal Pemegang Merek (ATPM) 

http://tobipuken.com/meningkat-penjualan-sepeda-motor-di-indonesia/
http://tobipuken.com/meningkat-penjualan-sepeda-motor-di-indonesia/
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or usually called AHM (Astra Honda Motor) and dealers to 

compete in providing the best service in all aspects. As a 

result, lots of marketing strategies are implemented in 

grasping customer to select the product offered. Because 

of the shifting of customer behavior recently, surely 

influence marketing strategies that will be used by a 

dealer. Market was product oriented, now is customer 

oriented. Furthermore, nowadays customers expect more 

and more, want to feel humanized and connected (MIM, 

2012). As a result, a dealer should give more than 

competitors to get the differentiation.  

Besides, based on AISI 2010, Yamaha and Honda 

sold 336.000 units per month. It indicates that there is a 

competition among brand to sell unit as many as they 

can. To win the market, a dealer sets marketing strategies 

by not ignoring customer behavior to give value added for 

the customer.   

Meanwhile, in the beginning of 2012, the business 

got a ‘shake’ from Mentri Keuangan, he announced 
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Peraturan Menteri Keuangan Nomor 43 /PMK.010/2012 

about customer financing down payment of motorcycle for 

finance company or leasing (Uang Muka Pembiayaan 

Konsumen untuk Kendaraan Bermotor pada Perusahaan 

Pembiayaan) stated on Pasal 1 Ayat 1 that, “bagi 

kendaraan bermotor roda dua,  angka uang muka atau 

down payment (DP) paling rendah 20 persen dari harga 

jual kendaraan”. Sigit Kumala as a Leader of Commercial 

Division of AISI argues that the selling of motorcycle will 

decrease as an impact of the obligation. He is also surely 

believe that 8,1 billions of selling unit will decrease into 

6.5 bilions untill the end of year. It means that the 

industry will  decrease for 3 years gradually. Then, the 

obligation causes AHM plans to reduce the production. 

Whereas, demand is expected to increase in Idul Fitri 

2012 that may causes the increase of unit selling about 

20%. Margono Tanuwijaya, Marketing Director of PT. 

Astra Honda Motor (AHM) explains that 70 % customers in 

Indonesia buying motorcycle by credit, 30% cash and 80% 
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of total customers  who buy by applying credit have an 

ability to pay down payment under 20%. For sure, this 

fact of ability to pay influences the  run of the business. 

Yet, demand of motorcyle in Indonesia is quite promising 

as motorcycle is the need of middle – low level of society 

which has a wide range of market. This condition forces a 

dealer to set an effective marketing strategies to keep the 

selling rythm or increase the selling. One of the strategies 

is implementing customer loyalty as a part of dealer 

marketing strategies. Because, it is believed to be effective 

for winning competition in an aggressive market as there 

is no such a huge investment instead of customer loyalty. 

Several experts in Cronin and Taylor (1992) also 

emphasize it as follow, “Firms keep devoting huge 

investments in customer loyalty programs in several 

service markets such as airlines (Toh, Rivers and Withiam, 

1991; Smith et al., 2003), retailing (Wright and Sparks, 

1999), financial services (Bolton, Kannan and Bramlett, 

2000), and telecommunications” (Ranaweera e Prabhu, 
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2003; Johnson, Herrmann and Huber, 2006). However, 

aggressive competitors and variety-seeking behaviours 

jeopardize the effectiveness of such investments (Verhoef, 

2003). Those statements reminds a dealer as a retailer 

that customer loyalty is an asset which has a crucial role 

for business development and able to increase profit.  

This study concerns on how customer loyalty 

implemented for marketing  strategy of Honda dealer  in 

Magelang, Central Java, especially for PT. Armada 

Tunasjaya, which takes place at the branch office, 

Magelang. Magelang is one of the branches at Kedu and it 

becomes the scope of this study.  The purpose of the study 

is to know on how the company sets marketing strategies 

to win competition by functioning their customer loyalty.  

PT. Armada Tunasjaya itself is a well known Honda 

dealer in Magelang that placed as the head office.  Based 

on Rudy Kristianto, Director of TJHMG, PT. Armada 

Tunasjaya was established since 1983 and has 25 

branches over Indonesia. As it has lots of branches, it is 
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also called as Tunasjaya Honda Motor Group (TJHMG). 

PT. Armada Tunasjaya is an integrated automotive dealer 

which covers H123 in the business. H1 means selling, H2 

means service, H3 means spare part. 

As PT. Armada Tunasjaya runs the business for 19 

years, it encourages to gain deeper about marketing 

strategy, especially on how their understanding about 

customer loyalty and efforts done by PT. Armada 

Tunasjaya to create and maintain their loyal customer. 19 

Years is not a short period for a business to keep running 

and develop among competition. Surely, it cannot be 

separated from the role of customer loyalty. An existence 

of a company reflects on how loyalty remains the key 

element in retaining customers, a basic for a company to 

survive. If a company  wants to be successful, the 

company and the people needs to be very involved in 

meeting customer needs which covers customers’ anxiety 

and desire; or the customer will go elsewhere. It is said 

that company’s people should be also involved because 
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customer may be excited or become loyal because of the 

product, service or the people it self (Kannagal, 2009). The 

importance of customer loyalty is also realized by Ronald 

Husada, Marketing Manager of PT. Armada Tunasjaya, he 

has a purpose to re-establish a division, called HC3 

(Honda Customer Care Center) which is responsible to 

maintain  relationship with customers in order to build a 

closer relationship by showing care and produce loyalty as 

a result. Because, the underlying concept is, customer is a 

partner. The re-establishment of HC3 also functions to 

anticipate the shifting of customer behavior recently. 

Therefore, a company treats customers with respect 

and seek their loyalty and return business as customers 

want to be “humanized”. Here, Pearson (1996) delivers key 

trends in automotive industry which implicitly reflects the 

business condition. The key trends are; over capacity of 

motorcycle production continues, consolidation of 

manufacturers through mergers, speeding innovation, the 

reduction of emissions, especially CO2, more demanding, 
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knowledgeable consumers (value and quality), brand 

oriented, but less brand loyal, increasing competition, 

selective distribution system, multi-brand dealers and 

consolidation of dealers. Thus, every company needs to 

build a good relationship which is more than transactional 

and manage the relationship. Customers needs a heart to 

heart service and treatment.  

Therefore, a dealer needs to maintain customer 

loyalty because they are viewed that they can give lots of 

advantages, such as: greater prosperity to repurchase, 

word-of-mouth effect, resistance to competitor’s 

blandishments, pay a premium price, collaborate with 

supplier to improve performance and develop the 

products, invest in a relationship, and realizing that 

selling to new customers is more expensive than selling to 

loyal customers (Herrmann, 2001). Previous statements 

give an idea that customer loyalty is so challenging to 

analyzed, especially in automotive trading. Therefore, this 

study observes about the implementation of customer 



 

9 

 

loyalty for marketing strategies in PT. Armada Tunasjaya, 

especially at branch office Magelang.  

 

1.2. Research Question 

a. What is the significance of customer loyalty toward the 

existence of PT. Armada Tunasjaya? 

b. How does PT. Armada Tunasjaya implement customer 

loyalty as their marketing strategy? 

 

1.3. Objectives of the Study 

Practically, the objectives  of the study were as 

follows: 

a. To find out that customer loyalty has an important role 

for a business development and survival among 

competitors for PT. Armada Tunasjaya 

b. Functions as a recommendation for other dealers in 

setting customer loyalty as an asset or their marketing 

strategies in order to be a market leader.  
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1.4. Significance of the Study  

Practically, this study aimed at giving contribution 

practically as mentioned below. 

a. To make a continuous improvement, survey is done 

regularly.  Survey is better done every three months to 

ease in seeing the trend analysis. 

b. Creating customer loyalty program, like gathering.  

c. In recruiting customer care, should have a good 

communication skill and friendly voice.  

 

 

 

 

 

 

 

 

 

 


