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This research purpose is to knowing the consumen perception throuh the
consumen relations of PT Pos Indonesia especially Yogyakarta General Post Office.
This research based on qualitative description method, which the major purpose is to
made a description or framed between facts and events. It is not to find out or
describe the conections, neither to examine a hypothesis or predictions. PT Pos
Indonesia (Persero) had established the company strategy which is called “customer
intimacy.” This strategy including Flex Our Imaginations, Cultitative Connections,
and Commifment.

The perceptions through the consumer relations activity consist of the direct
evidence perception (tangible), which is directly experience by the consumen. The
second is empathy or individual attention which mean make a good relations and
keep the consumen loyalty. The third is responsive which mean solving the problem
with correct, quick and at the sharp time. The fourth is assurance which include
knowledge, ability, polite behavior, and trustworthy by the consumen in stead of its
profesionalism. The last is reliability which mean company ability to give its services
with precise and accuracy calculation. Based on four informant whose helping my
project, two of them gives positive perception through the customer relations of PT
Pos Indonesia, they are Nuraini and Mrs. Siti. While two other informant who is Anas
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Indonesia (Persero) telah menerapkan  strategi perusahaan berupa “customer
intimacy” yaitu dengan Flex Our Imaginations (melenturkan imajinasi untuk
mengenali konsumen), Culfitative Connections (mempererat hubungan untuk
membangun keinginan konsumen), dan Commitmen (kerelaan memberikan yang
terbaik untuk konsumen), demi kelangsungan perusahaan,

Persepsi techadap kegiatan customer relations terdiri atas persepsi terhadap
bukti langsing (tangible) merupakan bentuk yang dirasakan secara langsung oleh
konsumen. Kedua empati atau perhatian individy (emparhy) yaiw menjalin hubungan
yang baik dan berusaha menjaga loyalitas konsumen. Ketiga daya tanggap
(responsive) yaitu menyelesaikan permasalahan dengan tuntas, cepat dan tepat wakty.

persepsi negatif terhadap customer relations PT Pos Indonesia Kantor Pos Besar
Yogyakarta.




