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Abstract : The competitive environment and high customer’s churn rate in telecommunication industries lead Indonesian
telecommunication companies become strive to offer products with more value. Offering product with more value can
encourage customers to keep using the companies product. One of way to retain customer is give a membership card to the
customers as practiced by PT. Telkom by giving Telkom Membership Card to PT. Telkom loyal customer. This study aims to
determine the influence of Telkom Membership Card customer perceived value on retaining PT. Telkom Indonesia’s customer
in 2013-2014 by using quantitative method with causal study. Analythical technique used in this study is Structural Equation
Modelling (SEM) to test the causal relationship with 216 owner of Telkom Membership Card in Indonesia. This study conclude
that: (i) Customer perceived value on Telkom Membership Card is located in fair value zone, (ii) PT. Telkom efforts in order to
retain the customers is classified as good, (iii) Customer perceived value is influencing the effort to retain the customer with
the probability value less than 0.05 and level of influence 69%. Based on result of this study, PT. Telkom should (i) Improve
Telkom Membership Card’s promotion because not all customer of PT. Telkom have the membership card. (iia) Adding Telkom
Membership Card’s benefit such as discount at various merchant (iib) Making call center for member of Telkom Membership
Card (iii) PT. Telkom should be ensure availability of their service. (iv) PT. Telkom should make a priority to customer who have
telkom membership card and offers a better service.For future research should be use different variables.
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