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Abstract

With a huge amount of assets, regional development banks have sufficient capabilities. Despite the fact that most of the capitals of the
regional development banks are owned by their respective regions, it is necessary to apply appropriate marketing strategies to attract and
maintain customers and ensure their satisfaction. Therefore, it is very important for them to develop architectural marketing ability in
order to compete with other national banks. The present study was carried out at regional development banks in West Java using a de-
scriptive case study design. Data were collected through in-depth interview and observation. It was revealed that was the "architectural
marketing capabilities of the regional development banks were developed through a comprehensive marketing plan and based on a com-
petition environmental analysis and marketing information. These architectural marketing capabilities can improve business performance

provided that they are well-implemented.
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1. Introduction

The main function of the bank is as a financial intermediary,
which is the process of collecting and channeling funds from the
depositors to the debtors. In other words, the bank facilitates the
distribution of funds of the surplus units to the deficit units. This
function exists because of the asymmetric information between
parties who have funds with the users.

Bank Indonesia encourages the competitive and institutional
strengthening of the regional development banks (RDBs). Such
banks are deemed capable of strengthening the regional economy
and functioning as local development agents. Governor of Bank
Indonesia, Darmin Nasution, stated that the RDBs have great po-
tentials worth developing. A number of RDBs have indeed dis-
played good performance over the past few years. They managed
to score a net profit above the target and increase credit distribu-
tion, especially on infrastructure projects funded by the provincial
government budget (APBD) (1).

As of March 2015, RDB assets are IDR 498.951 trillion, increas-
ing by 22.39% from IDR 407.669 trillion in March 2014, or are
ranked fourth in the national banking system after BRI, Mandiri
and BCA. It goes to show that if RDBs all over Indonesia are in
synergy, they will become a solid force in the competitive national
banking industry, and can contribute more optimally to the region-
al economy. Based on The Banking Statistics Indonesia (SPI)
data, the RDBs also show a good credit performance.

As of March 2015, RDB credit position is IDR 304.492 trillion,
increasing by 13.02% from IDR 269.419 trillion in March 2014,
or is ranked fourth in the national banking system after BRI, Man-
diri and BCA. The third party fund position of RDBs all over In-
donesia as of March 2015 is IDR 410.781 trillion, increasing by

28.15% from IDR 320.552 trillion in March 2014, or is ranked
fourth in the national banking system after BRI, Mandiri and BCA
).

Return on Equity (ROE) is a profitability ratio that measures a
bank’s capability to generate profit. The greater the ROE is, the
better the financial performance is because the rate of return is
greater. The greater the ROE is, the higher the profitability the
shareholders can enjoy.
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Fig. 1: Comparison between Commercial Bank and RDB’s ROE.

PT Bank Pembangunan Daerah Jawa Barat dan Banten Tbk or
well-known as Bank BJB managed to score a year-on-year credit
growth of 13.6%. As of the first quarter of 2017, total credits dis-
bursed by Bank BJB reached IDR 62.7 trillion. The growth of
Bank BJB credit is inseparable from the economic growth of the
society because all this time its credit products are used by SMEs
and infrastructure projects. This credit growth is offset by a non-
performing loan (NPL) ratio of 1.62%. In 2016, Bank BJB man-
aged to score a net profit of IDR 1.56 trillion, increasing by 14.4%
year-on-year.

RDB transformation program was launched on May 26, 2015 by
the President of the Republic of Indonesia with a vision of realiz-
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ing RDBs as highly competitive and strong banks that contribute
significantly to the growth and equitable distribution of sustaina-
ble regional economies. The vision will be realized through three
targets: (i) the improvement of RDB competitiveness, (ii) the
strengthening of institutional resilience, and (iii) the increased
contribution of RDB to the local economy (3).
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Fig.2: RDB Transformation Model.

(4) study reveals that RDBs need to address challenges and issues
associated with culture, organizational structure, technology, and
human resources. Along the same line, (5) suggest that RDBs have
not contributed yet to the economic development of Indonesia.

To achieve the three targets above, there are six components need
paying attention to to improve the effectiveness of business pro-
cesses and risks: product development, service management, mar-
keting development, network management, portfolio management,
and liquidity and capital strengthening (2). (6) study shows that
marketing strategy through pricing, price, promotion, and place
plays an important role in creating competitiveness and facilitating
banking profit growth. (7) suggests that marketing capabilities can
improve a company’s competitiveness and create superior cus-
tomer value.

2. Literature Review

Marketing capability is deemed as potentially becoming one of the
reliable key concepts in Marketing discipline to face the increas-
ing complexity of future business phenomena. (8) suggest that
marketing capability is an important element in the creation of
market driven strategies and has a significant impact on business
performance in a competition.

Companies in their efforts to achieve competitive advantage need
to understand the internal resources that are transformed within
the company's capabilities. Capability is a collective skills and
knowledge found in organizational processes, which are important
for the competitive advantage and superior performance. (9) men-
tioned three types of capabilities: information technology capabil-
ity, operational capability, and marketing capability.

Company performance is empirically and theoretically determined
by marketing capabilities (10). A capability is developed when
individuals and groups explore knowledge and skills and then
transform them into organizational goals.

Marketing capabilities can be defined as integrative processes
designed to apply the collective knowledge, skills, and resources
of the firm to the market-related needs of the business, enabling
the business to add value to its goods and services and meet com-
petitive demands. In the perspective of company resources, the
expected result is an excellent and competitive performance. The
competitive advantage can be achieved through ownership of key
assets or capabilities (11). Meanwhile, (10) describes the market-
ing capabilities as knowledge processes. He mentions four types
of knowledge processes in a company: specialized, cross-
functional, architectural, and dynamic capabilities. At these organ-
izational levels, marketing capabilities can therefore be defined as
the specialized, architectural, cross-functional, and dynamic pro-
cesses by which marketing resources are acquired, combined, and
transformed into value offerings for target market. Marketing

capabilities can therefore be defined as integrative processes de-
signed to apply the collective knowledge, skills, and resources of
the firm to the market-related needs of the business, enabling the
business to add value to its goods and services and meet competi-
tive demands.

According to (12), the achievement of targeted marketing perfor-
mance requires the marketing capabilities to optimally implement
the chosen marketing strategies. Market-oriented business organi-
zations and marketing capabilities are required for the achieve-
ment of marketing performance (13). These marketing capabilities
are collective skills, knowledge accumulation, and the organiza-
tional ability of the society to coordinate marketing activities that
are developed into company assets. In addition to marketing capa-
bilities, operational capabilities are also required to achieve an
optimal marketing performance.

A company potentially has access to different marketing capabili-
ties. A study conducted by (14) discusses three keys of marketing
capabilities: market orientation, deadlines in corporate strategic
decision making, and positioning. The results of their study re-
veals that there is a significant correlation between marketing
capabilities and company performance. According to (15), market-
ing capabilities refer to the company's ability to perform various
marketing functions. The variable of marketing capabilities is
measured through six indicators namely market research, distribu-
tion, pricing, product development, marketing promo-
tion/communication, and marketing management. It is also men-
tioned that there is a correlation between technological capabili-
ties, customer capabilities, and absorptive capabilities. Meanwhile,
(16) defines capability as managerial skills and knowledge to to
empower the accumulated assets for competitive advantage.
Marketing performance is the result the company achieved in
meeting consumer expectations (8). This variable is measured
using four indicators: customer satisfaction, customer value deliv-
ery, effectiveness of marketing program, and new product success.
Marketing capabilities can be well-implemented if there are archi-
tectural marketing capabilities. This architecture consist of a com-
bination of skills and knowledge to develop essential capabilities
for competitiveness. The development of this architecture can
directly improve marketing performance (17). It is also said mar-
keting capabilities consist of architectural capabilities and special
capabilities. Furthermore, (18) suggest that dynamic capabilities
are required to cope with technological changes.

3. Methodology/Materials

All This study was carried out using a naturalistic qualitative ap-
proach through document study, observation, interview, and litera-
ture study. The research subjects were BJB Division Head and
some branch managers selected using a non-probability purposive
sampling technique.

The research was carried out through the following procedural
steps: 1) constructing the conceptual framework, 2) formulating
the research problems, 3) selection of samples and research delim-
itations, 4) instrumentation, 5) data collection, 6) data analysis,
and 7) matrix and conclusion testing. The internal validity was
stated in the credibility, external validity in the transferability, the
reliability in the dependability, and the objectivity in the confirm-
ability. The data analysis was conducted through the following
steps: 1) data collection, 2) data reduction, 3) data presentation,
and 4) conclusion and verification..

4. Results and Findings

In 2015, Bank BJB enjoyed a 23.30% increase in their net profit,
from IDR 1,120 trillion in 2014 to IDR 1,381 trillion. They also
enjoyed a 16.92% increase in their total assets, from IDR 75.86
trillion in 2014 to IDR 88.69 trillion in 2015. Bank BJB has also
the following competitive advantages: (1) to be systemic im-



168

International Journal of Engineering & Technology

portant bank, (2) to have a strong image as a fast growing com-
mercial bank and to become a national bank, (3) to have a large
loyal customer base including civil servants, retirees and local
society and to recognize its regional the economic and business
potential very well, (4) to be located in West Java and Banten with
rich natural and human resources , huge industrial estates, and
ever-growing economic activities, (5) to have branch offices in 14
provinces, especially in West Java, Banten, and Jakarta, which is
the center of Indonesia’s economy (19).

The domestic economy has a positive outlook, which is under-
pinned by a healthy, balanced, and resilient economic structure.
The government is targeting the acceleration of infrastructure
development to strengthen the foundations of quality development
to encourage the economic growth. The 2016 government budget
set a development target of 5.3%, higher than 2015. And inflation
was set at 4.7%, and the rupiah exchange rate was IDR 13,900 per
US dollar. With this assumption, banks targeted a year-on-year
asset growth of 12%. This was underpinned by the third party
funds which were expected to positively move towards 13.5%.
Meanwhile, the credit growth was targeted to reach 14% in 2016
with Non Performing Loans to be halted at 2.3%.

Bank BJB has a vision to be the top 10 largest banks and to per-
form well in Indonesia. To realize this vision, it is very important
to construct a framework of architectural marketing capabilities to
improve performance achievement, especially marketing perfor-
mance. Some studies have revealed that marketing capabilities
significantly affects company competitiveness and performance
(10; 20; 21).

STRATEGIC MARKETING.
TRANSFORMATION REGIONAL
'DEVELOPMENT BANK

Fig. 3: RDB Architectural Marketing Capabilities

Considering the above conceptual framework, RDBs are required
to identify marketing resources. The identification of these mar-
keting resources includes knowledge, financial capacity, organiza-
tion, human resources, network, information and reputation of the
RDB in question. Some scholars (22; 23; 24) emphasize the im-
portance of marketing resources as the basis for determining the
company's marketing strategies. Some studies have shown that
knowledge, information and organizational resources are central to
marketing resources (25).

The identification must be in accordance with the transformation
model conveyed by (26). Transformation is required in order for
the RDBs to have competitiveness and able to significantly con-
tribute to development in Indonesia. In addition, the purpose of
this transformation is to encourage RDBs to implement govern-
ance. This is supported by some studies (27; 28).

The RDB architectural marketing capabilities are described as a
result-oriented marketing development model where the focus is
how to utilize marketing resources based on capabilities and
knowledge that focus on market strategy decision and market
strategy implementation. In practice this architecture is related to

how decision is made by identifying the objective, determining the
target market and determining the market strategy decision.

Market strategy implementation includes program setting, priority,
and all aspects of program dissemination. Market strategy imple-
mentation comprises product strategy, price, service, delivery and
company branding. Some experts refers to this strategy as 7ps
marketing strategy for banking (29). In her thesis, (30) explains
that marketing mix is the most important banking strategy to an-
ticipate the rapid change of technology..

Market strategy implementation begins with a comprehensive
analysis of company situation. Marketers are required to carry out
a SWOT analysis where they can comprehensively assess the
company’s strengths (S), weaknesses (W), opportunities (O),
threats (T). The strengths include internal capabilities, resources,
and positive situational factors that can help a company serve its
customers and achieve its goals, the weaknesses include internal
limitations and negative situational factors that can hinder the
company's performance, the opportunities are profitable factors or
trends in the external environment that a company can use to make
profit, and the threats are unfavorable external environmental
factors that present a challenge to the company's performance. The
concepts and implementation procedure of marketing mix for
banking are explained by (31).

The added value can be created by understanding market needs
like customer desires, conducting customer and market research,
organizing marketing information and customer data, building
integrated marketing methods, and building mutually beneficial
relationships in creating customer satisfaction. According to (32),
the added value creation may happen if the marketing strategy
meets the consumer needs or perceptions.

A well-implemented marketing strategy process will encourage
the RDBs to display a good market performance marked by 3
factors: the increase of third party funds, increased net profit, and
increased total assets. This improved market performance will
establish a sustainable growth of RDBs.

5. Conclusion

Based on the result and findings, it can be concluded that In archi-
tectural marketing capabilities, the identification of marketing
resources is required to identify the strengths of resource based
marketing. The identification and development of marketing re-
sources must necessarily be based on the government's RDB trans-
formation program for which these resources become the founda-
tion. This architecture can work if there are strategic market plan-
ning and market strategy implementation and can improve market
performance and sustainable growth if well-implemented.

References

[1] Muhammad D. Performance Of Regional Development Bank.
Republika. 2011;

[2] Financial, Authority S. Indonesia Banking Statistic. Indonesia;
2016.

[3] OJK. Booklet Perbankan Indonesia Tahun 2017. 4th ed. Indonesia:
Otoritas Jasa Keuangan; 2017.

[4] Salim SRA, Yulinda Y, Fachrudin KA. The Study of Organization
Development and Regional Bank Changing in Indonesia. J Manag
Res. 2015;7(2):317.

[5] Permana YH, Andjani IY. Financial efficiency performance of
regional development bank ( RDB ) to support regional economy in
Indonesia. Int J Econ Sci. 2014;3(4):53-69.

[6] Oke B, Ojo M. Marketing Strategies and Bank Performance in
Nigeria: A Post-Consolidation Analysis. Glob J Manag Bus Res.
2012;12(12).

[7] Swaminathan A. Marketing capabilities, innovation and firm
performance. Lowa State University; 2014.

[8] Vorhies DW, Harker M. The capabilities and performance
advantages of market-driven firms: An empirical analysis. Aust J



International Journal of Engineering & Technology 169

Manag. 2000;25(2):145-71.

[91 Agan Y. Impact of Operations , Marketing , and Information
Technology Capabilities on Supply Chain Integration. J Econ Soc
Res. 2011;13(1):27-56.

[10] Morgan NA. Marketing and business performance. J Acad Mark
Sci. 2012;40(1):102-19.

[11] Kabue LW, Kilika JM. Firm Resources, Core Competencies and
Sustainable Competitive Advantage: An Integrative Theoretical
Framework. J Manag Strateg. 2016;7(1):98-108.

[12] Kotler, Philip dan Keller KL. Marketing Management. 14th ed.
New Jersey: Pearson; 2012. 546 p.

[13] Hadi P. Kapabilitas Pemasaran Dan Operasi Serta Pengaruhnya
Pada Supply Chain Management Dan. Ekon dan Bisnis.
2014;XV11(3):79-98.

[14] Fahy J, Hooley G, Cox T, Beracs J, Fonfara K, Snoj B. The
development and impact of marketing capabilities in Central
Europe. J Int Bus Stud. 2000;31(1):63-81.

[15] Tzokas N, Kim YA, Akbar H, Al-Dajani H. Absorptive capacity
and performance: The role of customer relationship and
technological capabilities in high-tech SMEs. Ind Mark Manag.
Elsevier Inc.; 2015;47:134-42.

[16] Day GS. The of Market-Drive Capabilities Organizations. J Mark.
1994;58(4):37-52.

[17] Dalvi MR, Seifi R. A Study Effects Architectural Marketing
Capabilities on Performance Marketing unit Based on: Morgan et al
case: Past Industry in Tehran. Int J Acad Res Econ Manag Sci.
2014;4(1):441-51.

[18] Teece D, Pisano G, Shuen A. Dynamic capabilities and strategic
management. Strateg Manag J. 1997;18(7):509-33.

[19] bjb. Annual Report Regional Develoment Bank West Java (bjb)
2016, Growing Together with New Expanding Opportunities. 2016;

[20] Ejrami M, Salehi N, Ahmadian S. The Effect of Marketing
Capabilities on Competitive Advantage and Performance with
Moderating Role of Risk Management in Importation Companies.
Procedia Econ Financ. Elsevier B.V.; 2016;36(16):22-8.

[21] 21. Alao AE, Diyaolu GO, Afuape AM. The changing trend in
marketing of financial services: an empirical study on bank
performance in Nigeria. Int J Bus Econ Dev. 2014;2(2):85-96.

[22] Luo X. Globalization, Marketing Resources, and Performance:
Evidence From China. J Acad Mark Sci. 2005;33(1):50-65.

[23] Kozlenkova | V., Samaha SA, Palmatier RW. Resource-based
theory in marketing. J Acad Mark Sci. 2014;42(1):1-21.

[24] Davcik NS, Sharma P. Marketing resources, performance, and
competitive advantage: A review and future research directions. J
Bus Res. 2016;69(12):5547-52.

[25] Foumani SA, Chirani E. Marketing Knowledge Management in
Business Organizations. Arab J Bus Manag Rev. 2012;1(1):44-9.

[26] Widodo PJ. TRANSFORMATION PROGRAM FOR REGIONAL
DEVELOPMENT BANKS Towards Banks that are Competitive ,
Strong and Contributive to Regional Development. Asosiasi Bank
Pembangunan Daerah. Jakarta, Indonesia; 2015 May;43.

[27] Carrasco ER, Carrington W, Lee H. Governance and
Accountability: The Regional Development Banks. Boston Univ Int
Law J. 2009;27(1):1-60.

[28] Hartantiningsih and Umanto. Corporate Governance of Indonesia
Regional Development Bank : Analysis on PT Bank DKI. Int Bus
Manag. 2017;11(4):831-40.

[29] Mohammad HI. 7Ps Marketing Mix and Retail Bank Customer
Satisfaction in Northeast Nigeria. Br J Mark Stud. 2015;3(3):71-88.

[30] Lena AA. Marketing mix in banking in the time of a global
financial crisis . Halmstad University; 2011.

[31] Ateba BB, Ohei K, Maredza A, Deka P, Schutte D. Marketing mix :
it > s role in customer satisfaction in the South African banking
retailing. Banks Bank Syst. 2015;10(1):83-91.

[32] Ivanauskiené N, Auruskevi¢iené V. CUSTOMER PERCEPTIONS
OF VALUE : CASE OF retail banking. Organ Mark Emerg Econ.
2012;3(1):75-88.



