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This study aims to examine customer retention (CR) from the aspect of customer satisfaction
with customer relationship management (CRM), service quality and marketing relations (RM).
State-owned bank customers selected the research population in all branch offices in the Madura
region, and data were collected through a Likert scale model questionnaire. The results of the
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path analysis using the structural analysis model (SEM) show that there is an influence of CRM
on customer satisfaction; there is an effect of service quality on customer satisfaction; there is an

Keywords: effect of RM on customer satisfaction; CRM through customer satisfaction affects CR; service
Customer Relations Management quality through customer satisfaction affects CR; RM through customer satisfaction affects CR;
Service Quality there is an effect of customer satisfaction on CR on customers. Then the simultaneous test shows

Relationship Marketing
Customer Satisfaction
Customer Retention

that simultaneously RM, service quality, and RM impact customer satisfaction, and the value of
coefficient of determination (R-Square) explains that CRM, service quality, and RM can
effectively contribute to customer satisfaction. Simultaneously, CRM, service quality, and RM
affect CR. CRM, service quality, and RM affect CR mediated by customer satisfaction. CRM,
service quality, and RM, through customer satisfaction, can effectively contribute to CR to
customers of state-owned bank Regional Offices.

© 2023 Growing Science Ltd. All rights reserved.

1. Introduction

People in developed and developing countries need a bank to carry out their financial transactions. They consider banks
safe financial institutions for carrying out various economic activities. In developed countries, banks are very strategic
institutions and have an essential economic role. In developing countries, the public's need for banks is limited to depositing
funds and distributing funds, as well as to the services offered by banks (Ruswanti & Lestari, 2016). On the one hand,
banking regulations in Indonesia have now reached a level of competition that no longer prioritizes interest rates and
deposits but prioritizes service competition. For banks engaged in financial services, service quality is essential in attracting
customers. Parawansa (2018) reported that in the face of an unstable economic situation during the Pandemic period, state-
owned banks took a policy of continuing to record positive profits by providing credit restructuring to customers. Reserves
also accompany this credit restructuring effort, so it is estimated that the annual net profit will grow negatively. However,
this step makes investors believe that banks can survive amid the pandemic and maintain the trust of customers who can
still stay (customer retention).
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This effort to save oneself must also be accompanied by adaptation in terms of business strategy. Muharam et al. (2021)
explained that the company finally made a business strategy following the stimulus. As the bank chose to channel the
government's economic stimulus, state-owned banks used this assignment as an opportunity. Customers who receive grants
from the Productive Presidential Assistance program are targeted as debtors by state-owned banks and obtain service
facilities that are seen as increasing customer satisfaction.
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Fig.1. Growth in the number of customers in the East Java region, in 2021

In the graph, it can be seen that there is an increase in the number of customers; even from 2019 to 2020 until 2021 (the
number of customers until February), there is still an increase in the number. It can be said that the efforts that are said to
be strategic steps of state-owned banks to keep their customers afloat and grow are relatively successful. To be able to retain
customers and increase the number of customers, the main concern of state-owned banks are maintaining and increasing
customer satisfaction. Reported research (Khan et al., 2022), Explain the important customer retention strategy to maintain
customer loyalty compared to finding new customers. Likewise, the research presented (Lemy et al., 2019), Customer
retention is a marketing strategy while. Retaining customers is far more cost-effective and reliable as a strategy to increase
marketing.

Customer retention, or the so-called customer retention strategy, emphasizes the activities of marketers to maintain and
establish good relationships with customers (Chen & Hu, 2013). Besides that, customers who are said to be loyal can provide
references to marketers or companies and to relationships to use or buy products so that retention strategies are seen as
effective as marketing tactics. In addition, retention costs are much lower when given to customers in the form of bonuses
or additional rewards when customers invite their relatives to buy or use products. This is a multiplication strategy that
benefits the company (Dwilianingsih & Indradewa, 2022). However, this customer retention strategy will not be able to be
implemented optimally and even allow failure if it is not followed by the level of satisfaction of its customers. Several
studies, as reported (Madjid, 2013), He explained that optimal customer retention is built from customer responses that get
satisfaction with the company's products and services. In general, banking companies, such as state-owned banks, in their
operational activities do three things, namely, each of which is the activity of raising funds (funding), channelling funds
(lending), and other bank services (services). All three must be managed simultaneously because they are interrelated with
each other. The main activity is how the bank conducts funding or activities to raise funds. How do banks collect funds
(money) by withdrawing funds from the public, so they want to save in the bank concerned (Moenardy et al., 2016). Then
the management of landing activities is channelling funds through the provision of credit and loans. The last is service
activities or providing other bank services. Service is a support service for bank products between the funding and lending
groups. Profits from these bank services are derived from administrative fees, commissions, rent, and other costs.

State-owned banks' efforts to improve customer service and satisfaction are made through innovation and technological
improvement (Darmawan, 2018), Explains that retaining customers will be effective when existing customers have a
satisfying experience with the product or service. Research by (Mokhtar & Sjahruddin, 2019), Explained that old customers
also have great potential in using the company's products or services used now and other company products and services;
therefore, companies need to retain customers by increasing their satisfaction. The benchmark for the success of a bank, as
research (Sasono et al., 2021; Saputra, 2019), That one of them depends on customer interest. The more interested
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customers, the more funds will be collected and replayed by achieving maximum profitability. Some research results, as
reported (Karyose et al., 2017), That the satisfaction of bank customers is not only on the security of keeping their money
in banking companies but how the communication pattern of the bank in establishing good relations with these customers
is managed. In a research journal conducted by (Parawansa, 2018) There are seven relationship marketing efforts categories:
belonging, communication, customization, differentiation, personalization, rewarding, and security and convenience. One
of the goals of using a relationship marketing program is to focus on customer retention. Rizka and Widji (2013) State that
a company's success depends on its ability to retain customers (customer retention). Customer retention (retaining existing
customers) is much cheaper than finding new customers (Ekasari et al., 2022). The United States pioneered the movement
of this new trend (relationship marketing). The same phenomenon also occurs in Indonesia. One by one, companies in
Indonesia are starting to implement relationship marketing. In banking, relationship marketing was pioneered by Bank
Central Asia (BCA), Bank Niaga, Bank Mandiri, BII, Citibank, and HSBC (Nugroho, 2020; NUGROHO et al., 2020). The
banking industry is an industry that adopts relationship marketing as its marketing strategy to build relationships with
customers.

The development of Islamic banking is getting faster and faster, increasing competition between existing Islamic banks.
Likewise, the development of Islamic banks in East Java. To overcome the increasing competition, Islamic banking must
increase customer satisfaction and retain customers. So, in this case, Islamic banking is deemed necessary to follow the
development of a marketing strategy that has developed rapidly, namely by implementing a relationship marketing strategy
in the hope of retaining its customers (customer retention orientation). Likewise, a customer of a state-owned bank now
seems not enough to rely on the services provided by one bank, even though the bank often offers assistance with a "one-
stop-shop" pattern for its customers. For customers, the behaviour of switching banks can be analogous to the learning costs
needed to obtain new benefits or a set of expectations for the fulfilment of financial and banking services. In such conditions,
sensitivity in controlling costs to switch services to other banks becomes vital in choosing a bank.

The strategic implication of these findings is that the application of low bank interest factors and hefty fees compared to
bank competitors is not the main reason for customers to switch or not switch to other banks. Other factors, such as the
emotional bond between the bank and the customer, can be a determining factor in managing satisfaction, which impacts
increasing customer loyalty to a bank. Increasing consumer retention will automatically increase the number of consumers
owned by an organization. In addition, increasing the retention rate will increase customer loyalty (customer tenure): the
higher the consumer retention rate, the more significant the positive impact. Managing customer retention and loyalty have
two benefits. First, marketing costs can be reduced. Companies do not need additional funds to find consumers who run
away. Second, as customer tenure increases, it will be easier for consumers to understand what consumers want, and
consumers will also understand more and more what companies can do for them. With the deepening of the relationship,
the trust and commitment of both parties will develop automatically. This customer retention program and fostering
customer satisfaction is one of the central cores of customer relationship management (CRM) activities, improving customer
service quality and marketing relationships. The company's paradigm and way of thinking are no longer dominated by how
to get new customers but more by retaining old ones. Based on the description of the problems that have been put forward,
the researchers are interested in studying the implementation of the marketing strategy of the State-owned Bank in the
customer retention program through the satisfaction of existing customers. To increase customer satisfaction and customer
retention, what is needed is a customer relationship management strategy, improving customer service quality and
relationship marketing. For this reason, researchers need to examine these variables in a survey of state-owned bank
customers. The theme of customer retention is seen as an interesting new phenomenon because it is almost similar to the
theory of consumer loyalty. The difference is that customer retention is a marketing strategy that is widely used by the
banking service industry (Rehman et al., 2019). While consumer loyalty is a consumer behaviour that can be a result or
formed as a cause because of the characteristics of the consumer itself (Marina et al., 2016). Customer retention in banking
service industry research is still relatively rare because customer loyalty types and data sources are different. Data about
customer retention is the marketing division's performance appraisal, ideally taken from banking administration data, but
can also be measured from customer statements.

This study will also combine customer retention data, which is a performance review on the ability of banks to maintain
their customers, with data on marketing capabilities in implementing marketing strategies and banking services. This
process is carried out as a differentiator. It is considered essential to be studied with a quantitative approach involving the
number of customers as a sampling so that an analysis of the so-called review of the number of customers that reflects the
marketer's ability can be approached accurately.
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Fig. 2. Conceptual Framework
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2. Literature review
2.1 The influence of customer relationship management (CRM) on customer satisfaction

Marketing activities manage all aspects of the customer life cycle. CRM is a comprehensive strategy from the company so
that every process of recycling the customer's life can be utilized optimally. CRM refers to software systems that help
companies obtain and store customer data and establish two-way relationships in order to get customer satisfaction (Wilson,
2018). (Hapsari et al., 2017) She explained that the CRM system would automate the storage of customer data and all
transactions carried out from beginning to end in one integrated dashboard that is used as a reference for developing
strategies to increase customer satisfaction.

2.2 The influence of service quality on customer satisfaction

Darmayasa and Yasa (2021) and Moenardy Khalid et al. (2021) concluded that the quality of customer service impacts the
achievement and improvement of customer satisfaction. For customer satisfaction, customers or consumers are feelings or
responses to products or services allocated by the industry considering their opportunities and feel the joy that can increase
excellence in competition. Furthermore, the research presented (Uzir et al., 2021; Dewi et al., 2021), has the same view that
to meet customer satisfaction in the banking industry, service quality is essential for companies to be adequately managed
to meet their customers' wishes.

It can be said that to create customer satisfaction, companies must be able to increase customer value and product excellence.
Customer value can be made through the company's quality of service to its customers. The better the quality of service,
the higher the customer value for the company. The high quality of service also cannot be separated from the company's
internal support, especially support from its human resources.

2.3 The influence of relationship marketing on customer satisfaction

(Cano et al., 2021) To realize loyal customers, we need an appropriate strategy so that consumers are satisfied with the
quality of services and facilities provided by the company. (CHESULA, 2021), His research report, expert, explains that
customer satisfaction, an approach strategy, is needed to find out n about customer needs. (Windiari & Djumarno, 2021),
Stated that so far, the marketing strategies carried out by several companies in Indonesia have only focused on the quality
of products and services, but behind that, the company's customers should get more attention (Osobajo et al., 2021), Because
of the success of the company, one of which is being able to meet customer needs (Salem, 2021).

2.4 The influence of service quality on customer retention

(Cheraghalizadeh & Dédkova, 2022; Sundram & Kavitha, 2021), That the quality of service provides impetus to customers
to establish close relationships with the company to enable the company to understand carefully the expectations and needs,
which in the end, customer satisfaction can create loyalty to the company.

About some of the research and theoretical concepts put forward, it can be used as an implementable analytical framework
that State-Owned Banks have attempted to implement a customer retention strategy. Customer retention is a strategy applied
to banking service businesses to retain customers and increase sales. Two things can help State-Owned Banks increase
business profits when implementing a business strategy. The first is adding new customers, also called customer acquisition,
and the second is to make consumers continue to use State-Owned Bank products.

2.5 Effect of relationship marketing on customer retention

Retaining customers is one of the most important things in running a business. Therefore, marketers of state-owned banks
must know the best customer retention strategies that can be implemented to retain their customers. (ThakreemBanua, 2021),
The first benefit of customer retention, besides getting loyal customers, is saving business marketing costs. Moreover, the
strategy implemented in retaining customers is to use customer relationship management (CRM).

(Setiawan, 2021), The customer retention strategy that is classified as superior is to create a loyalty program, which will
reward loyal customers who always use the company's business products and customer relationship management. The
influence of CRM on customer retention has been stated in several studies, such as: (Akerejola et al., 2021; Saglam & El
Montaser, 2021; Murali et al., 2016; dan Moenardy et al., 2016) WIt describes that it is not uncommon for customers to
need to buy products continuously, and it is the role of relationship marketing that effectively encourages and grows trust
to continue to use the company's services.

2.6 The effect of customer satisfaction on customer retention

Customer satisfaction with customer retention is two conditions that explain causes and effects. This is explained in several
studies, as reported (Fook & Dastane, 2021; Torkzadeh et al., 2022; dan Fam et al., 2021), Which gives almost the same
thing that business ethics provides an impetus to customers to establish a strong relationship with the company. In the long
term, this kind of bond allows the company to understand the customer's expectations carefully and needs to optimize the
pleasant customer experience and minimize the unpleasant customer experience. The existence of a friendly and satisfying
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experience that underlies the emotions of customers to stay afloat and be reluctant to switch to products from competing
companies.

2.7 The influence of customer relationship management on customer retention

(Darmayasa & Yasa, 2021), and (Bramulya et al., 2016), Give almost the same conclusion that customer relationship
management affects service quality, service quality affects customer retention, and customer relationship management
affects customer retention. (Lee & Charles, 2021), They have explained that CRM is a strategy to increase profitability,
support businesses to keep customers under control, and genuinely make them feel part of the company's progress.

3. Research method

This study uses quantitative analysis with a survey. Several images are used to identify the basic concepts of quantitative
research, namely approaches, methods, data, and analysis. The four pictures above contain consistent and complementary
purposes for understanding the basic concepts of quantitative research.

N
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Information:

n : Total Sample.
N : Total Population.
e : The desired critical value (limit of accuracy) (per cent allowance for inaccuracy due to sampling error).

Based on this formula, the required number of sampling with e = 5% (quota sampling) is as follows.

742
Ly
n = 260.89

From the Slovin formula, the number of samplings required in this study is 260 customers.

4. Result
Table 1
KMO and Bartlett's Test dan Cronbachs
MSA Cronbach’s
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 936
Approx. Chi-Square 3834.235 0878
Bartlett's Test of Sphericity Df 171 .
Sig. .000

a.  Based on correlations

The KMO value is 0.936, and the Barlett Test of Sphericity is 3834.235 with sig = 0.000. Then the KMO and Barlett Test
of Sphericity requirements are met. Cronbach's alpha value is 0.878 (o> 0.70), which means that the measuring instrument
used in this study is reliable.

Chi-Square:267,536
Probability=,000

GFi=,873
i AGFI=,806
Quality Serv TLI=873
CF1=,902
RMSEA,128
Chi-Square:617,776
Probability=,000
GFi=,813
Relation mark AGFI=,750
TLI=,848
CFl=,874
RMSEA,114

Fig. 3. Measurement Model Fig. 4. Goodness of Fit
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The test of the model hypothesis shows that this model is by the data or fits the data used in this study. Although the Chi-
Square value is quite significant, namely 267.536, the Chi-Square value is affected by the degree of freedom value. The
structural model above shows a chi-square of 617.776 and a degree of freedom of 145. Table 4.8 shows that CMIN/Df,
RMSEA and TLI values match the criteria. Fig. 5 shows that almost all of the goodness of fit test criteria are met. However,
the ranges of GFI, TLI, CFI, and AGFT are at marginal fit, which is more than 0.800.
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Fig. 5. Model Equation Test

The results of the analysis of hypothesis testing can be seen as follows.

Tabel 2
Summary of Effect Test Results
No. Model CR. P Hypothesis Test Results
1. X1>Z 2.120 0.034 Received
2. X2>Z 5.283 0.000 Received
3. X3>7Z 8.085 0.000 Received
4. Xl Int>Y 2.642 0.028 Received
5. X2 Int>Y 3.174 0.008 Received
6. X3 Int>Y 4.482 0.000 Received
7. Z2Y 4.932 0.000 Received
Table 3
Simultaneous Hypothesis Test
F R? P
X1;X2:X3> Z 111.890 0.567 0.000
X1;X2:X3> Y 96.609 0.531 0.000
X1;X2:X3> Z-->Y 191.985 0.692 0.000

5. Discussion

Based on the analysis of hypothesis testing and descriptions of several previous studies, it can be said that customer
relationship management affects customer retention in State-Owned Bank customers. It can be said that when the CRM
capability of State-Owned Bank marketers in all branch offices decreases, the customer retention ability, as measured by
the number of customers, tends to decrease. On the other hand, when the marketers of State-Owned Banks in the branch
offices improve their CRM capabilities, it will be followed by customer retention capabilities, which the relatively
increasing number of customers can also measure. The results of the analysis testing the second hypothesis are known that
the critical ratio value is 5.283 with a probability of 0.000 (p <0.05), which indicates a significant influence on service
quality on customer satisfaction of State-Owned Banks. It can be said that the higher the quality of service that can be felt
by the customer, the higher the satisfaction level obtained. Vice versa, the lower the quality of service perceived by the
customer, the smaller the level of satisfaction received by the customer. Marketers of State-Owned Bank products apply
relationship marketing in almost all Branch Offices; in this case, the superiority of the products offered is an integral part
of achieving success and prosperity for modern companies. Technological developments and increasing global competition,
market needs and wants require companies to carry out continuous product development through relationship marketing.



B. J. Sugiato et al. / Accounting 9 (2023) 91
There are only two choices: success in product development to produce superior products or failure in achieving business
goals because products cannot compete in the market.

In efforts to overcome the occurrence of queues, among others, State-Owned Banks have implemented a Call Number
system or a call queue number system. However, the queue level still occurs, so many customers still complain about the
quality of bank services. Thus, tactical steps as an implication of the CRM strategy, one of which is providing empathy for
customer complaints, is an important consideration that must be carried out to increase customer satisfaction while keeping
customers loyal. The service provided by a State-Owned Bank office can provide convenience in customer banking
transactions, where the deposit can be made at any time, and the collection is not limited as long as the balance is still
sufficient and meets the applicable requirements. Based on the phenomenon in State-Owned Banks in all Branch offices,
the services provided to customers are considered to be quite good despite shortcomings because employees are seen as still
not friendly with customers, and employees still serve friendly. The management thinks of the State-Owned Bank as an
obstacle that affects customer satisfaction so that the State-Owned Bank overcomes the problems that impact satisfaction
and customer loyalty; the State-Owned Bank improves the quality of its services or implements excellent service. The
implications of the relationship marketing strategy applied by the State-Owned Bank in almost all branch offices in the
Madura area, including its units in increasing satisfaction or making satisfaction factor a supporting aspect to achieve
customer retention, have also been carried out as the purpose of marketing. Commitment from the banking sector, especially
State-Owned Banks in all branch offices in the Madura area, to ensure the satisfaction of their customers. This aims to
generate customer loyalty or show the ability of the State-Owned Bank to retain customers (customer retention). Even in
each unit, the State-Owned Bank can have its customers; these customers will be loyal and provide opportunities to invite
colleagues, family, and friends to become customers at the State-Owned Bank. Customer relationship management, service
quality, and relationship marketing mediated by customer satisfaction can contribute significantly to the customer retention
of State-Owned Banks. The practical contribution shows that other variables may substantially influence customer retention
apart from customer relationship management, service quality, relationship marketing, and customer satisfaction.

6. Conclusion

Customer relationship management significantly affects customer satisfaction in State-Owned Banks in Indonesia.

Service quality significantly affects customer satisfaction with State-Owned Banks in Indonesia.

Relationship marketing significantly affects customer satisfaction of State-Owned Banks in Indonesia.

Customer relationship management through customer satisfaction significantly affects customer retention of State-

Owned Bank customers in Indonesia.

5. Quality of service through customer satisfaction significantly affects customer retention of State-Owned Bank
customers in Indonesia.

6. Relationship marketing through customer satisfaction significantly affects customer retention of State-Owned Bank
customers in Indonesia.

7. Customer satisfaction significantly affects customer retention of State-Owned Bank customers in Indonesia.

8. Customer relationship management, service quality, and relationship marketing significantly affect customer
satisfaction in State-Owned Banks in Indonesia. It is also known that the coefficient of determination indicates that
together customer relationship management, service quality, and relationship marketing can effectively contribute
56.7% to customer satisfaction of State-Owned Banks in Indonesia.

9. Simultaneously, customer relationship management, service quality, and relationship marketing significantly affect
customer retention of State-Owned Bank customers in Indonesia. It is also known that the coefficient of determination
shows that customer relationship management, service quality, and relationship marketing can effectively contribute
53.1% to customer retention of State-Owned Bank customers in Indonesia.

10. Simultaneously customer relationship management, service quality, and relationship marketing mediated by customer

satisfaction significantly affect customer retention at State-Owned Banks in Indonesia. It is also known that the

coefficient of determination shows that together customer relationship management, service quality, and relationship
marketing through customer satisfaction can effectively contribute 69.2% to customer retention of State-Owned Bank
customers in Indonesia.
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