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AziyahHazrina

ABSTRAK

Industrialatberatmemilikiprospekmenjanjikan di pasar Indonesia

karenaterpenuhinyasyaratpembangunanindustritersebut.Industrialatberattermasukk

edalambusiness market, yang manaaspekhubunganantarabuyer danseller

memegangperananpentingsehinggastrategirelationship selling

sangattepatditerapkan di

dalamnya.Hubunganbaikjugamemupukkepercayaanterhadapperusahaan.Penelitian

inibertujuanuntukmenjelaskanstrategirelationship selling yang dijalankanoleh PT.

Ridhatech Engineering

sebagaipelakuindustrialatberatsertaperananstrategitersebutdalammeningkatkankep

ercayaanterhadapperusahaan.Metode yang

digunakandalampenelitianiniadalahdeskriptifkualitatif, denganteknikpengumpulan

data

melaluiwawancarabertahapdanobservasipartisipan.Hasilpenelitianmenunjukkanba

hwastrategirelationship selling telahdijalankandenganbaik, dariaspekcore-circle

dansecond-circle,

sertatelahmencapaitujuanyaituterciptanyahubunganbaikjangkapanjangdengancust
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omer.Aspek-aspekdaristrategirelationship selling

jugaberperandalammemupukcredibility danbenevolence yang

merupakandimensidarikepercayaan.Denganbegitu, strategirelationship selling

yang

dijalankanperusahaanmemilikiperanandalammeningkatkankepercayaanterhadappe

rusahaan.

Kata kunci: relationship selling, kepercayaan, business market, industrialatberat

RELATIONSHIP SELLING STRATEGY AND ITS ROLE ON IMPROVING

TRUST ON COMPANYIN THE HEAVY EQUIPMENT INDUSTRY

(STUDY AT PT. RIDHATECH ENGINEERING)

AziyahHazrina

ABSTRACT

The heavy equipment industry has a promising prospect in the Indonesian market

because the requirements of the industrial development has been fulfilled. Heavy

equipment industry belong to the business market, which relationship between

buyer and seller aspect plays an important role, so the practice of relationship

selling strategy is most appropriate. Good relationship also fosters the customer’s

trust on company. This study aims to describe the relationship selling strategy

that applied by PT. Ridhatech Engineering as the heavy equipment industry and

the role of the strategy to improve the trust on company. The method used in this

study is descriptive qualitative, by means of data collection through interviews

and participant observation. The results of this study showed that the relationship

selling strategy has been well-implemented, from the core-circle and second-

circle aspects, and has achieved the goal of creating long-term relationships with

customers. The relationship selling strategy’s aspects also fosters credibility and
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benevolence, which are dimensions of trust. Therefore, relationship selling

strategy have role in improving trust on company.

Keyword: relationship selling, trust, business market, heavy equipment industry
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