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	Thiis stiudy aiims to analyze customer loyalty at PT. XYZ is using the Markov Chain approach and Customer Bonding strategy. The research method combines quantitative analysis through Markov Chain to predict customer switching and qualitative analysis through questionnaires to measure the effectiveness of the Customer Bonding strategy. The results showed that the probability of customers staying was 54%, while the probability of moving to competitors was 46%. The Customer Bonding strategy, especially in the aspects of relationship bonding and advocacy bonding, has proven effective in increasing customer loyalty. The strategies that can be carried out so that XYZ Workshop does not experience a drastic decline in customers are by implementing strategies such as: Customer Retention Strategy, Improving Quality and Differentiation, Expanding Market Access, and Reanalyzing Business Models. This study provides practical implications for companies in designing more effective customer retention strategies.
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1. INTRODUCTION
Globalization is unavoidably accompanied by change, and these changes have an effect on business competition. As a result, organizations must act and behave swiftly to compete in a dynamic and uncertain economic environment. Consequently, in order to establish and preserve client loyalty, every business must engage in competitive competition (Menggelea Et Al., 2020). By understanding customer needs that align with their interests, companies can adopt strategies as a way to compete (Dewi, Gustya, 2022). To retain customers and attract more potential customers, a business must improve its service and product quality. A business that is serious about serving consumers and marketing will definitely succeed. Customer service is important for a business's development. Improving the quality of service to consumers will make consumers feel satisfied because their needs and tastes are met. (Febrianti & Beni, 2023).
Customer loyalty is a critical factor in the automotive industry, especially amidst increasingly fierce competition. PT. XYZ, as one of the leading Yamaha dealers in Indonesia, faces challenges in maintaining customer loyalty, as indicated by the fluctuation in the number of customers in the period from January to June 2024. The significant decrease in customers in June 2024 is an indication of the need for a more effective strategy to retain customers.

This study integrates two main approaches, namely Markov Chain to model customer behavior and Customer Bonding as a retention strategy. Markov Chain is used to analyze customer switching patterns and predict future customer tendencies, while Customer Bonding is used to identify strategies that can strengthen the relationship between the company and customers. The combination of these two approaches is expected to provide a comprehensive solution for increasing customer loyalty.

2. LITERATURE REVIEW
Customer Loyalty Concept
Research on customer loyalty has been conducted in a number of marketing domains. According to Oliver (1999), a customer's dedication to continuously making repeat purchases of a brand or product is known as loyalty. Customer experience, after-sales care, and product quality are some of the major elements that affect customer loyalty in the automotive sector (Kotler & Keller, 2016).
Customer loyalty is a strong desire to buy and support a product or service in the future, even though there is a possibility that the customer will abandon the product or service due to situational factors and marketing efforts (Safitri & Kurniawati, 2024).
Recent research by Sashi (2020) identified that customer loyalty in the automotive industry develops through three stages: (1) cognitive loyalty based on product information, (2) affective loyalty involving positive emotions, and (3) conative loyalty in the form of repurchase intentions.

Markov Chains in Customer Behavior Analysis

A technique called Markov Chain Analysis examines a variable's current characteristics based on its historical characteristics in order to forecast its future characteristics (Sulung Et Al., 2024). Markov Chain Models have been widely used in marketing research to analyze customer switching. Markov chains methods are principally used for Brand Loyalty studies in marketing problems. The main and most effective method for estimating a product's future market share, particularly in an oligopolistic setting, and determining a product's level of brand loyalty is the Markov chains method (Mutiu & Dotun, 2015).  According to F. A. Gifari Et Al (2022), Markov Chain is a stochastic model that useful for predicting customer switching between brands based on historical data.

The application of Markov Chain in customer loyalty has been proven by Nurhidayati et al. (2023) who successfully analyzed consumer loyalty patterns of bottled mineral water products. The results of their study showed that this model is effective in identifying customer transition probabilities and predicting future market share.
Customer Bonding Strategy
Customer bonding refers to any marketing efforts that bind clients such that the product being offered or consumed is the only answer they require, preventing them from switching to other products (Huda, 2020). Customer Bonding is a strategic approach. This idea relates to the interactions that can foster a solid, long-lasting relationship between businesses and their clientele. Customer bonding can help strengthen customer loyalty and build a positive image that can bring benefits to the business (Efendi Et Al., 2023).

Customer Bonding can also be interpreted as a strategy that focuses on customer loyalty, the honest appearance of the company through certain media, and consumer experiences using products or services that meet or exceed expectations (Vitram et al., 2023). Wilson i(2019) iidentified ifive istages iof iCustomer iBonding: i(1) iawareness, i(2) iidentity, i(3) irelationship, i(4) icommunity, iand i(5) iadvocacy.
Research by Rachmawati and Fitriani (2023) at PT Pos Indonesia shows that relationship bonding and advocacy bonding are the most critical factors in building loyalty. This finding is reinforced by Gustini et al. (2022) who found that reward and recognition programs are important elements in relationship bonding.

3. RESEARCH METHOD
This study uses a mixed-methods method that combines quantitative and qualitative approaches (Hendrayadi Et Al., 2023). Quantitative data were obtained from customer records of PT. XYZ during the period January to June 2024, with a total of 4,944 customers. This data was analyzed using Markov Chains, This method involves creating a transition matrix that describes the probability of customers moving from one level of loyalty to another, for example, from "loyal" to "not loyal" or vice versa. The transition matrix is ​​calculated based on historical data, such as purchase history or frequency of customer interactions with the company. 

Meanwhile, qualitative data were collected through questionnaires distributed to 90 respondents selected using the Slovin sampling technique with a margin of error of 10%. This questionnaire measures the effectiveness of the Customer Bonding strategy which includes five aspects: awareness bonding, identity bonding, relationship bonding, community bonding, and advocacy bonding. The questionnaire data were analyzed using validity and reliability tests with the help of SPSS 22 software (Rosita et al., 2021).
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Figure 1. Rese|arch Flow Chart



4. RE|SULT iAND iDISCUSS|ION
Data iCol|lection
D|ata icol|lection iis the initial step before processing the data. This data collection consists of identifying the initial Customer variables, collecting additional Customer variables with questionnaire I, measuring variables, and collecting motorcycle product transfer data with questionnaire II.


Table 1. Respondents Based on Occupation
	Profession
	Amount

	Private Employees
	25

	Self - Employed
	28

	State-Owned Enterprises
	10

	Government Employees
	20

	College Student
	6

	Policy
	1

	Total
	90


These data show that the majority of respondents in this study have diverse employment backgrounds, with the largest proportion coming from self-employed and private employees.

Data Processing
Data processing is carried out by analyzing data, processing data using a transition probability matrix, calculating the Steady State and Customer probabilities for the future period based on the data obtained, and ranking based on predetermined criteria.
Data Analysis
The results of distributing the questionnaire to obtain data on Service Users currently used are as follows:
Table 2. Number of Customer Transfers at PT. XYZ
	Origin of Workshop
	XYZ
	Other Workshops

	XYZ
	49
	41


Based on the analyzed data, it was found that XYZ Workshop received 49 incoming vehicles, while Other Workshops received 41 incoming vehicles with a total of 90 vehicles.
Calculating Transition Probabilities
The transition probability of customer switching patterns carried out by respondents can be calculated using the formula:




Ecplanation:
	: Data on the transfer of brand i to j

	: Number of previous users
Here is the calculation of the probability of customer switching in 2024:



Table 3. Consumer User Migration Patterns
	Product
	XYZ Workshop
	Other Workshops

	XYZ workshop 
	0.54
	0.46


Calculating Total Future Customer Churn and Stable Probability
Customer calculation in the 𝑛- th period, can use the formula:
𝐶𝑛 = 𝐶𝑛−1 𝑃, Where 𝑛 = 1,2, … , 𝑚
Based on the results of the calculation of future customer transfers and stable probabilities, a recapitulation of the percentage of customers for the 2024 period and the coming period is obtained. 

Table 4. Percentage of Customers for the period 2025 and future period.
	Year
	XYZ
	Other Workshops
	Total

	2025
	30%
	21%
	50%

	2026
	16%
	9%
	26%

	2027
	9%
	4%
	13%

	2028
	5%
	2%
	7%

	2029
	3%
	1%
	3%



Table 4 above is the result of the percentage of customers in the period 2025 to the future period, it can be seen that the Market Share at XYZ Workshop has decreased in percentage value from 2024 to 2029, namely from 30% to 1%, and remains stable in 2030 at 1%. Market Share in the Other category also decreased from 21% in 2024 to 0% in 2029, and remained stable in 2030 at 0%, this is supported by previous research.

The stability of market share at a lower value indicates that the platform has undergone market adjustment, where consumers have moved to other, more competitive platforms. After this shifting process is complete, market share stabilizes because the platform still maintains a certain segment of loyal users, albeit in smaller numbers.

Customer Bonding Variable
The goal of customer bonding is to develop devoted and devoted clients for the business's goods and services (Tumbelaka, 2022). The Customer Bonding (X) variable is described into 5 indicators, namely Awareness Bonding, Brand Association, Perceived Quality, Brand Loyalty which are described into 15 statements. 
The respondents' responses in the 5 indicators above are as follows:

1) Awareness Bonding 
Table 5. Awareness Bonding
	Number
	Question
	Answer

	
	
	SD
	D
	N
	A
	SA

	1
	The motorcycle dealer (as selected) has complete spare parts availability according to my needs.
	16
	14
	16
	29
	15

	2
	Spare parts provided by motorbike dealers (as selected) are of good quality and durable.
	15
	14
	15
	29
	16

	3
	The process of ordering and installing spare parts at the motorcycle dealer (as selected) is fast and efficient.
	16
	15
	14
	29
	16

	4
	Motorcycle dealer staff (as selected) provide clear and accurate information regarding the spare parts needed.
	15
	15
	15
	30
	15




Based on Table 5. The percentage of agree/strongly agree is lower (44-45%) compared to other dimensions, the percentage of disagree/strongly disagree is higher (30-31%), and the distribution of answers is more even in all categories. 
Then, based on these results, it can be seen that consumer experience with dealers shows areas that need improvement, especially in the availability of spare parts, process efficiency, and clarity of information from staff. 


2) Brand Association

Table 6. Brand Association
	Number
	Question
	Answer

	
	
	SD
	D
	N
	A
	SA

	1
	The price of motorcycle spare parts (as selected) is affordable
	15
	15
	15
	29
	16

	2
	Motorcycle spare parts (as selected) are made from safe materials.
	16
	15
	15
	29
	15

	3
	The design of the motorcycle spare parts (as selected) is attractive.
	16
	15
	15
	33
	11

	4
	Motorcycle spare parts (as selected) are easy to find at the nearest dealer or shop.
	15
	15
	15
	30
	15




Based on Table 6. It can be seen that the percentage of agree/strongly agree is around 45-46%, the percentage of disagree/strongly disagree is around 30-31%, and for design, 44% agree/strongly agree. This shows that design has a higher percentage than other questions in this dimension. 
Based on the results of the questionnaire obtained, it can be seen that consumers have a fairly positive association with the brand, especially in the design aspect which is considered attractive. However, there is still room for improvement in terms of price and product availability

3) Perceived Quality

Table 7. Perceived Quality
	Number
	Question
	Answer

	
	
	SD
	D
	N
	A
	SA

	1
	The branded spare parts (as I have chosen) meet my needs with good quality.
	8
	10
	14
	41
	17

	2
	Branded spare parts (as selected) have many model variations to suit your needs.
	9
	12
	13
	43
	13

	3
	The benefits of branded spare parts (as chosen) that I feel are in accordance with what is promised in the advertisement.
	10
	11
	14
	42
	13

	4
	Spare parts of the brand (as selected) have better quality compared to other brands.
	8
	12
	13
	43
	14




Based on Table 7, the majority of respondents, around 58-60%, agree or strongly agree with positive statements about the quality of spare parts, the highest percentage for "Agree" is around 41-43%, and the percentage of "Strongly Agree" ranges from 13-17%. It can be seen that questions 1 and 4 show a slightly more positive perception of quality. 
So, from the results of the questionnaire obtained, it can be seen that consumers generally have a positive perception of the quality of this brand of spare parts, with the majority feeling that the product meets their needs and has good quality compared to other brands.

4)  Brand Loyality
Table 8. Brand Loyality
	Number
	Question
	Answer

	
	
	SD
	TS
	N
	SD
	SS

	1
	I will buy the same brand of spare parts (as selected) again in the future.
	9
	12
	13
	42
	14

	2
	As long as I use branded spare parts (as selected), I am satisfied with the performance of these spare parts.
	9
	11
	11
	45
	14

	3
	I will recommend the brand of spare parts (as selected) to others.
	9
	11
	12
	46
	12



Based on table 8, it can be seen that the highest percentage of agree/strongly agree among all dimensions (56-59%), 45-46% of respondents agree with performance satisfaction and recommendations, and only 12-14% strongly agree with repurchase intention and recommendations.

From these results, it can be seen that, although brand loyalty is quite strong, with the majority of respondents stating repurchase intention and recommendations, the relatively low percentage of "strongly agree" indicates the potential to increase loyalty further.

After obtaining the questionnaire results from the respondents, it can be seen that the strongest dimensions are in Brand Loyalty and Perceived Quality, which shows the highest percentage of agree/strongly agree, around 56-60%. Furthermore, the weakest dimension is in Awareness Bonding (experience with dealers), which has the lowest percentage of agree/strongly agree (44-45%). Furthermore, related to consistency, Questions about product quality appear twice (in Perceived Quality and at the beginning of the data) with identical results, which shows the reliability of the questionnaire measurement.

The analysis results show that XYZ Workshop is experiencing a drastic loss of customers. To overcome this problem, here are some strategies that can be done:

1. Increase Consumer Loyalty
· Develop loyalty programs to convert “agree” customers to “strongly agree” customers, such as discounts or memberships specifically for repeat customers.
· Focus on more attractive after-sales services such as free maintenance or longer warranties.

2. Dealer Service Improvement
· Provide training to staff so they can provide clearer information.
· Increase the availability of spare parts.
· Improved service efficiency and more complete work speed compared to other workshops.

3. Strengthening Brand Association
· Leverage distribution expansion to increase product availability.
· Improve communication about material safety.

4. Advanced Analysis
· Conduct statistical tests to see the relationship between dimensions.
· Demographic analysis for further segmentation.
· Test the significance of differences between dimensions.

5. CONCLUSION
This study concludes that PT. XYZ needs to improve the availability of spare parts and product design to increase customer loyalty. Customer Bonding strategy, especially in the aspects of relationship and advocacy bonding, has proven effective in retaining customers. In addition, the use of Markov Chains can help companies predict customer behavior and take preventive actions.

REFERENCES

Dewi, iGust|ya, iK. i(2022). iThe iEffe|ct iof iService iQuality ion iCustomer iSatis|facti|on ion iGoods iDelivery iServices iKAI iLogistik iExpres|s iBandung. iNusantara iHasana iJournal, i2(1), i179–186.
Efendi, iE., iSetyawati, iA., iHalim, iF., iAnggreani, iJ., i& iSudi|rman, iA. i(2023). iAnalysis iOf iModels iFor iIncreasing iConsumer iLoyalty iOf iBeauty iMs|mes iThrough iBrand iEquity iManagement, iService iQuality, iAnd iCustom|er iBonding. iJurnal iMaksipreneur: iManajemen, iKoperasi, iDan iEntrepreneurship, i13(1), i92. iHttps://Doi.Org/10.30588/Jmp.V13i1.1614
F. iA. iGifari, iM. iA. iMaulana, i& iS. iMaulana. i(2022). iAnalisis iRant|ai iMar|kov iUntuk iMengetahui iPeluang iPerpindahan iKonsumen iMerek iLaptop iPada iMahasiswa iTeknik iIndus|tri iUniversitas iIndraprasta iPGRI. iBulletin iOf iApplied iIndustrial iEngineering iTheory, i3, i45.
Febrianti, iF., i& iBeni, iS. i(2023). iStrategi iMempertahankan iLoyalitas iPelanggan iUsaha iKuline|r idi iKeca|matan iBengkayan|g. iJurnal iEkonomi idan iBisnis, i11(2), i191-210. i i
Gustini, iS., iSuryani, iA. iN., i& iMahendri, iA. i(2022). iPengaruh icustomer ibonding iterhadap iloyalitas ikonsumen ipada iKedai iR|emaja iSe|kayu. iJurnal iManajemen iKompeten, i5(1), i13-26. i i
Hendrayadi, iKustati, iM., i& iSepriyanti, iN. i(2023). iMIX|ED iMETHOD iRESEARCH. iJurnal iReview iPendidikan iDan iPengajaran, i6(4).
Huda, iM. i(2020). ithe iEffect iof iCustomer iIntimacy, iCustomers iExperience, iCusto|mer iSatisfa|ction iand iCustomer iBonding ion iCusto|mer iLoyalty iAt iBank iBri iS|yariah iKcp iPanda’an iPasuruan. iAd-Deenar: iJurnal iEkonomi iDan iBisnis iIslam, i4(02), i244. ihttps://doi.org/10.30868/ad.v4i02.903
Kotler, iP., i& i|Keller, iK. iL. i(2016). iMar|keting iManagement i(15th ied.). iPearson.
Hendrayadi, iKustati, iM., i& iSepriyanti, iN. i(2023). iMIXED iME|THOD iRESEARCH. iJurnal iReview iPendidikan iDan iPengajaran, i6(4).
Mutiu, iS., i& iDotun, iO. i(2015). iApplication iOf iMarkov iChain iIn iForecas|ting: iA iStudy iOf iCusto|mers’ iBrand iLoyalty iFor iMobile iPhones. iEuropean iAcademic iResearch, i3(6), i7190–7205. iWww.Euacademic.Org
Nurhidayati, iR., iIsroyati, iI., iJayadi, iH., iKhoiruddin, iH., iZikrullah, iM. iP. iI., i& iSuak, iR. iM. i(2023). iA|nalisis iLoyalitas iKonsumen iDalam iPembelian iProduk iAir iMineral iKemasan iBotol iMenggunakan iMet|ode iRantai iMa|rkov. iJurnal iPariwisata iBisnis iDigital iDan iManajemen, i2(1), i22–29. iHttps://Doi.Org/10.33480/Jasdim.V2i1.4150
Oliver, iR. iL. i(1999). iWhence iconsumer iloyalty? iJou|rnal iof iMar|keting, i63, i33-44.
Rachmawati, iN. iL., i& iFitriani, iM. i(2023). iPengukuran iKepuasan iPelanggan iMenggunakan iMetode iService iQuality i(Servq|ual): iStudi iKasus iPT iPos iIndonesia iKota iM|etro. iJurnal iPASTI i(Penelitian iDan iAplikasi iSistem iDan iTeknik iIndustri), i17(1), i79.
Rosita, iE., iHi|dayat, iW., i& iYuliani, iW. i(2021). iUji iValiditas iDan iReliabil|itas iKuesioner iPerilaku iPrososial. iFOKUS i(Kajian iBimbingan i& iKonseling iDalam iPendidikan), i4(4), i279. ihttps://doi.org/10.22460/fokus.v4i4.7413.
Safitri, iJ., i& iKurniawati, iT. i(2024). iPengaruh iCustomer iIntimacy i, iCustomer iExperience i, idan iStore iAtmosphere iTerhadap iCusto|mer iLoyalty iDengan iCustomer iBonding iSebagai iVariabel iIntervening. i7(2), i311–325.
Sashi, iC. iM. i(2020). iCustomer iengagement, ibuyer-seller irelationships, iand isocial imedia. iManagement iDecision, i58(2), i263-272.
Sulung, iA., iRomadhon, iK., i& iTrimarjoko, iA. i(2024). iMarkov iChain iMethod iIn iDecision iImplementation iOf iPreventive iMai|ntenance iScheduling iTo iReduce iEquipment| iDowntime iIn iPT. iADF iIndon|esia: iCase iStudy. iIJIEM i(Indonesian iJournal iOf iIndustrial iEngineering i& iManagement), i5, i183–191. iHttps://Doi.Org/10.22441/Ijiem.V5i1.24820
Tumbelaka, iS. iS. iX. i(2022). iCustomer iBonding, iCustomer iSatisfaction, iAnd iCustomer iLoyalty i(Study iOn iThe iCustomer iOf i“Smes iMartabak i|Hokky iKawanua” iIn iTondano). iInternational iJournal iOf iApplied iBusiness iAnd iInternational iManagement. iHttps://Doi.Org/10.32535/Ijabim.V7i3.1899
Vijay iYahya, iM., iAbidin iUmar, iZ., i& iYanto iNiode, iI. i(2024). iPengaruh iStrategi iPemasaran iO|nline iTerhadap iMinat iBeli iPada iKins iFactory. iJambura, i7(1), i37-48.
Vitram, iK. iL., iRasa, iM. iI., i& iHarto, iS. i(2023). iCustomer iIntimacy, iCustomers iExperience, iCustomer iSatisfaction, iCustomer iBo|nding iDan iCu|stomer iValue iDalam iLoyalitas iNasabah iDi iBank iSyariah. iEkonomi i& iBisnis, i22(1), i44–54. ihttps://doi.org/10.32722/eb.v22i1.5765




image1.jpeg




image2.png
|l

UNIVERSITAS

MERCU BUANA




image3.png
() WS




image4.png
Identification and formulation
of the problem

!

Data Collection

!

Validation and Reliability Test

!

valid and
reliable
data?

Yes

v

Markov Chain Analysist

!

Customer Bonding Analysist

!

Result and Recommendation

!





