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EXEMPLARY SHOWCASED
Samsung Electronics Co. Limited (SSNLF)

HEouantend # Sowon, Souh Kotta, Sameung < tre workds i uncer fue crens
formazon compeny, WWIh oW 270,000 emocees STIung  1es Pecpe, B

v phnes and ales netwons acres 58 countries. A meoer  kne. Chande,

AR gst wranphone manufacin, Samsng ako leads ¢ tre oo grly,  add
i electroni: components Mhe Kthiumeon cattenes, servicondundos Co-Prescerite

LAMPIRAN

vision and mission senensents. 10 ako provides & practical fremewoek for developing snd

creating effective yishon and mbssivn ssements. Actusl mission stniements from large
ond small organ@itions ad foe-profis and scopiofic saterprises we presented and crtigued. The
exemplary compeny exurmiaed in the beginmng of this chupter, Samsung Eectronics. is exem-
phary in dermes of Bogh s visson sed mission concepts s well 25 ity Sralegic mansgenont.

We can perhups best undentand vision and mission by focusing on & business when it &
fiest steted. In the beginnmg, & mew business s simply o collecton of idess. Startiag 3 sew
business rests on a set of habiets thue the new coumizaton can offer some product or service o
SO Customess i s geographic ancs using sume type of techinology @t a peofitable price
A now busingss owner lypicalix bebieves by or ber philosopby of the new entorpose will resalt
90 a fovorable public image, and the business concept can be effectively comsnunicased 1o and
adopeed by imparant constiteeacies, When the set of bekafs about a business at its inception =
put i writieg. the resulting docameat mirmes the same basic ideas that underlic vision and
missaom statoments. As u business grows, omners or managers find st nocessary 10 revise the
Toutuding set of beliefs, ton hose oniginad ideas wsually ane refloctad in the revised stasemmwnts of
wrsion and o ssion.

Visico and misson statements often can be found in the front of anneal reports. They often
ure displaved throughous a firm's premises and are distnibuted with compurny mformation seat
w0 constitencies, The statements xre paet of numenoos inferoal reports, sucth as fosn reguests,
supplier agreements, lubor felimings contracts, buscss plans, and customer service agreamonts,

This chaptor focuses on the concepts and tools needod 10 evaluate and wite business

Vision Statements: What Do We Want 1o Become?

It 1s especially important for managers and cxocuives I8 any organizaeion to agree on the basic
vision (bt the fiem ainives 1o achieve in the long term. A vision statement should smswer the
Buasie question, “What de s wunt w become 7™ A clew vision provides the Toundation for devel-
oping o comprehensive vrssion ssitersent. Many ceganizations have Both o vision and mission

The wselnre d0

surgs values and chiczopny are provices o0 $a Aot LS 1ece provoes he
P Compangs wetate Samargsvsor galerert covsd o thek comoetsy Veen
L sanes that the company s 10 covdoo ot »e tecbnclopees 2020 woe sere
PrOcesses 10 ertel NEe B i0res prove ceopes e, ind  oes e Tend mbson vasement The S & exserplary 0 s of both in
hmaw-nwmm The comporys mascn male wecn anct Tesson concepts a: wel a2 &3 stratoge Terecement

ceeril 6 caled & statemect of phicsopny gt beneet e Son ) snon dnd
Rm o the wobsta, the company's core voues are leeo and dossibad  Seavve: Dased 00 compasy docursents
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Lampiran 2: Lima Kekuatan Model Pesaing Porter
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@ CHAPTER 7+ THE EXTERNAL ALDIT

dal characteristios of a suecessful CF prograen inclode Plexibility, usefulness, timeki-

nesy, apst cross-functional coopenitn,

Campetitive intelkaence is not corporaie esplonage: after all, 93 percent of the indormation
a comi@ny meeds 0 mike sirategic decisions is available and acoessible to the public. Sources
of com@etitive information mchude trade poursals, wunt ads. nowspeper articles, and government
Glings. s wedl s customers, supplicrs, distributors, competnors thomselves, asd the Intermet.
Enethisn tactics such as beibery, wiretappéng, and camputer hacking should never be wsed to
tain Mormation. All the information 2 company needs cam be coliecied withou resortisg (o
5
Borté's Five-Forces Model

Bemecxhair and CEO of PepsiCo Wayne Callowsy said, “Nothing focuses the mind bester
m‘&mtxm sight of & competitor that wimis % wipe you off the map™ As ilbastrased

B Figi@k 7-3. Parter’s Five-Forces Model of competitive analysis is a widely used appeoach
ot ing strulegics in many mdusirics. The inteasity of competitson among fitns varks
®idelyBForons industries, Table 7-6 reveals the average gross profin imargin and cammngs per
(BPS) for firms im diffesent indastries. Note the substantial varkition amosg industnes.
ex@ple, note that indusiry operiiog masgins cange from 4 10 3 perceat, wheress industry
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FIGURE 7-3
The Five-Forces Model of Competition
=2
tha 7-6 Competitiveness Across a Few Industries (2015 data)

c Operating Margin (%) EFS (S)
Phorges 130 061
Tel nions 140 L35
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Lampiran 3: Competitive Profile Matrix (CPM)
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TABLE 3-9 EFE Matrix for a Local 10-Theater Cinema Complex

Weighted
Key External Factors Weight Rating  Score
Opportunities
1. Two new neighborhoods developing within 3 miles 0.09 1 0.09
2. TDB University is expanding 6% annually 0.08 4 0.32
3. Major competitor across town recently closed 0.08 3 0.24
4. Demand for going to cinemas growing 10% 0.07 2 0.14
5. Disposable income among citizens up 5% in prior year 0.06 3 0.18
6. Rowan County is growing 8% annually in population 0.05 3 0.15
7. Unemployment rate in county declined to 3.1% 0.03 2 0.06
Threats
8. Trend toward healthy eating eroding concession sales 0.12 4 0.48
9. Demand for online movies and DVDs growing 10% 0.06 2 0.12
10. Commercial property adjacent to cinemas for sale 0.06 3 0.18
11. TDB University installing an on-campus movie theater 0.04 3 0.12
12. County and city property taxes increasing 25% 0.08 2 0.16
13. Local religious groups object to R-rated movies 0.04 3 0.12
14. Movies rented at local Red Box's up 12% 0.08 2 0.16
15. Movies rented last quarter from Time Warner up 15% 0.06 1 0.06
TOTAL L00 2.58

and avoiding the threats facing the firm. There is definitely room for improvement, though,
because the highest total weighted score would be 4.0. As indicated by ratings of 1, this business
needs to capitalize more on the “Two new neighborhoods developing [nearby|” opportunity and
the “movies rented from ... Time Warner” threat. Notice also that there are many percentage-
based factors among the group. Be quantitative to the extent possible! Note, too, that the ratings
range from 1 to 4 on both the opportunities and threats.

An actual EFE Matrix for the largest U.S. homebuilder, D. R. Horton, is given in
Table 3-10. Note that the most important external threat facing the company, as indicated
by a weight of 0.10, deals with labor and supplier costs. The key factors are listed in order
beginning with the most important (highest weight). Notice how specific the factors are
stated—specificity is essential. Also note that following DRH’s EFE Matrix, an “author
commentary” is given in Table 3-11, providing the rationale for each factor included.

Author commentary on each factor in the D. R. Horton EFE Matrix is given in Table 3-11 to
provide insight on the thinking that needs to support not only inclusion of respective factors but
also various weights and ratings assigned. Recall that mathematically, 0.04 is 33 percent more
important than 0.03, and a rating of 3 is 50 percent higher than a rating of 2. Small judgments are
helpful in moving forward toward larger decisions related to deployment of resources and money
across regions and products.

The Competitive Profile Matrix

The Competitive Profile Matrix (CPM) identifies a firm’s major competitors and its par-
ticular strengths and weaknesses in relation to a sample firm’s strategic position. The weights
and total weighted scores in both a CPM and an EFE have the same meaning. However, criti-
cal success factors in a CPM include both internal and external issues; therefore, the ratings
refer to strengths and weaknesses, where 4 = major strength, 3 = minor strength, 2 = minor
weakness, and 1 = major weakness. The critical success factors in a CPM are not grouped
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Lampiran 5: Produk dan Jasa
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UBJECTIVE 8-4

244 PART3 l Designing a Customer Value-Driven Strategy and Mix
Q

QBJECTIVES OUTLINE

Define product and describe the major classifications of products and services.
What Is a Product? (op 244-249)
Describe the decisions companies make regarding their individual products and services,
product lines, and product mixes.
Product and Service Decisions (pp 249-257)
Identify the four characteristics that affect the marketing of services and the additional marketing
considerations that services require.
Services Marketing (op 258-264

Discuss branding strategy —the decisions companies make in building and managing
their brands.

Branding Strategy: Building Strong Brands (op 264-272)

I e)i3ew.ioju] ueg

Author |As you'll see, this !
n t | deceptively simple question
&% a very complex answer. For
mnple, think back to the opening
ro story. What is the GoPro
uct"?

Product
Anything that can be offered to a
t for attention, acquisition, use,
mption that might satisfy
it or need.

$8fvice
Amiactivity, benefit, or satisfaction offered

le that is essentially intangible
not result in the ownership
@anything.

319 uepj YIM) e)irew.ioju] uep siu

AS THE GOPRO STORY shows, in their quest to create customer relationships,
marketers must build and manage products and brands that connect with customers. This
chapter begins with a deceptively simple question: What is a product? After addressing
this question, we look at ways to classify products in consumer and business markets.
Then we discuss the important decisions that marketers make regarding individual prod-
ucts, product lines, and product mixes. Next, we examine the characteristics and market-
ing requirements of a special form of product—services. Finally, we look into the critically
important issue of how marketers build and manage product and service brands.

— What Is a Product?

We define a product as any thing that can be offered to a market for attention, acquisition,
use, or consumption that might satisfy a want or need. Products include more than just
tangible objects, such as cars, clothing, or mobile phones. Broadly defined, products also
include services, events, persons, places, organizations, and ideas or a mixture of these.
Throughout this text, we use the term product broadly to include any or all of these entities.
Thus, an Apple iPhone, a Toyota Camry, and a Caffé Mocha at Starbucks are products. But
s0 are a trip to Las Vegas, Schwab online investment services, your Instagram account, and
advice from your family doctor.

Because of their importance in the world economy, we give special attention to
services. Services are a form of product that consists of activities, benefits, or satisfactions
offered for sale that are essentially intangible and do not result in the ownership of any-
thing. Examples include banking, hotel, airline travel, retail, wireless communication, and
home-repair services. We will look at services more closely later in this chapter.

Products, Services, and Experiences

Products are a key element in the overall market offering. Marketing mix planning begins
with building an offering that brings value to target customers. This offering becomes the
basis on which the company builds profitable customer relationships.

A company’s market offering often includes both tangible goods and services. At one ex-
treme, the market offer may consist of a pure tangible good, such as soap, toothpaste, or salt; no
services accompany the product. At the other extreme are pure services, for which the market
offer consists primarily of a service. Examples include a doctor’s exam and financial services.
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.E' PENETAPAN
~+ P NAGA LISTRIK (TARIFF ADJUSTMEI
1]
3 KTOBER - DESEMBE! 20
= REGULER
PRA BAYAR
~ NO. | GOL.TARIF BATAS DAYA BIAYA BEBAN BIAYA PEMAKAIAN (Rp/kWh) (Ro/kWh)
E (Rp/kVA/Dulan) DAN BIAYA kVAh (Rp/kVArh)
— i RAMR 900 VARTM ) 1.352.00 1.352,00
= 2 RAMTR 1.300 VA = 1.444,70 1.444,70
X 3 RAMR 2.200 VA *) 1.444,70 1.444,70
3.500 VA s

o a. R-2TR o) REoA ) 144470 1.444,70
— 5 RAR SR00NA B 144470 1.444.70
5 6.600 VsA
trd 6. B-2TR 24 Ao ok ) 1.444,70 1.444,70
(n diatas BiokWBP  =Kx 103578
=3 ;3 B3TM 200KVA ) BlokLWBP = 1.035,78 -
c VA = 111474 **)
- TN BlokWBP  =Kx 103578

8. 3™ 200KVA ) BlokLWBP = 1.035.78 -
=) KVAth = 1.114,74 **%)
0 Biok WBP dan
5 9. 14TT 30,000 kVA ke atas oy Blok LWBP = 996,74 -
= KVArh = 996,74 ***)
(7] 6,600 VA C
a 10. P-1/TR SO EA ) 1.444,70 1.444,70
o st BlokWBP  =Kx  1.03678

1 P-2TM 200KVA ) BlokLWBP = 103578 -
=) KVArh - 111474 )
— 12 PR D) 1.444.70 1.444,70
=2 13| UTR.IM.IT - 1.644.52 -
=h
o
= Catatan :
3 *)  Diterapkan Rekening Minimum (RM):
) RM1 = 40 (Jam Nyala) x Daya (KVA) x Biaya
-+ **) Diterapkan Rekening Minimum (RM):
— RM2 = 40 (Jam Nyala) x Daya (KVA) x Biaya LWBP.
Y Jam nyala : kWh per bulan dibagi dengan kVA tersambung.
Q ***) Diterapkan Rekening Minimum (RM):

RM3 = 40 (Jam Nyala) x Daya (kVA) x Biaya WBP dan LWBP.

A Jam nyala : KWh per buian dibagi dengan kVA tersambung.
E ****) Biaya kelebihan pemakaian daya reaklif (kVArh) dikenakan dalam hal faktor daya rata-rata setiap bulan kurang dan 0.85
- | (delapan puluh lima per seratus).
x K : Faktor perbandingan antara harga WBP dan LWBP sesuai dengan karakteristik beban sistem kelistrikan setempat
= (145K<s2), ditetapkan oleh Direksi Perusahaan Perseroan (Persero)PT Perusahaan Listrik Negara.
Q WBP  : Wakiu Beban Puncak.
=} LWBP : Luar Waktu Beban Puncak.
9]
0o Jakarta, 15 September 2020
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~ 1. Dilarang mengutip sebagian atau seluruh karya tulis ini tanpa mencantumkan dan menyebutkan sumber:

@m@ a. Pengutipan hanya untuk kepentingan pendidikan, penelitian, penulisan karya ilmiah, penyusunan laporan,

KWIK KIAN GIE penulisan kritik dan tinjauan suatu masalah.
G b. Pengutipan tidak merugikan kepentingan yang wajar IBIKKG.

SCHOOL OF BUSINESS
2. Dilarang mengumumkan dan memperbanyak sebagian atau seluruh karya tulis ini dalam bentuk apapun
tanpa izin IBIKKG.
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Apakah harga yang kompetitif menjadi pertimbangan anda dalam membeli ikan I_D Copy
@ Arwana Super Red ?

35 responses

1 (Sangat Tidak Setuju) 0 (0%)

2 (Tidak Setuju) 0 (0%)
3 (Netral) 1(2.9%)
4 (Setuju) 16 (45.7%)
5 (Sangat Setuju) 18 (51.4%)

0 5 10 15 20

g amnsup) o)y 191 1w eadd yeH

S

Apakah kebersihan tempat usaha menjadi perhatian anda dalam membeli ikan arwana ID Copy
(7]
super red?

Q
3p responses

5
—h
2 1 (Sangat Tidak Setuju)
3
g. 2 (Tidak Setuju)
=
L 2 (Netral)
2
= i 11 (31.4%
= 4 (Setuju) ( )
A
o 5 (Sangat Setuju) 17 (48.6%)
=
o 0 5 10 15 20
5
Apakah variasi dan ukuran ikan Arwana Super Red yang ditawarkan penting dalam ID Copy

=5 membeli ikan Arwana Super Red ?

n
¢ 35responses
-=e

1 (Sangat Tidak Setuju)

2 (Tidak Setuju)

3 (Netral) 2 (5.7%)

4 (Setuju) 12 (34.3%)

5 (Sangat Setuju) 21 (60%)
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Apakah kualitas layanan dalam membeli ikan arwana super red penting untuk menjadi

pertimbangan anda?

35 responses

1 (Sangat Tidak Setuju) 0(0%)
2 (Tidak Setuju) [0 (0%)
3 (Netral) 1(2.9%)
4 (Setuju) 13 (37.1%)

5 (Sangat Setuju)

In313sul) 9N 1911w e3did yey (J)

&aakah lokasi yang strategis toko lkan Arwana menjadi pertimbangan anda dalam
membeli ikan Arwana?
"]

@
7}
=
=]
3
o
I
o

1 (Sangat Tidak Setuju)
2 (Tidak Setuju)

3 (Netral)

4 (Setuju)

8 (22.9%)

5 (Sangat Setuju)

(319 uery imy exinewoju] ue

Apakah nama toko / merek menjadi pertimbangan anda dalam membeli ikan Arwana
=5 Super Red tersebut?

35 responses

JS

1 (Sangat Tidak Setuju)

2 (Tidak Setuju) 3(8.6%)

3 (Netral) 10 (28.6%)

8 (22.9%)

4 (Setuju)

5 (Sangat Setuju)
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|0 copy

21 (60%)

25

|_D Copy

17 (48.6%)

20

|_|:| Copy

14 (40%)

15
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1. Dilarang mengutip sebagian atau selurutikaryatutis imrtanpamencantumkan dan menyebutkan sumber:
/ a. Pengutipan hanya untuk kepentingan pendidikan, penelitian, penulisan karya ilmiah, penyusunan laporan,
KWIK KIAN GIE penulisan kritik dan tinjauan suatu masalah.
SCHOOL OF BUSINESS b. Pengutipan tidak merugikan kepentingan yang wajar IBIKKG.

2. Dilarang mengumumkan dan memperbanyak sebagian atau seluruh karya tulis ini dalam bentuk apapun
tanpa izin IBIKKG.
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Lampiran 8: Tarif Dasar Air

@ I. TARIF AIR PERKELOMPOK PELANGGAN & BESARNYA PEMAKAIAN
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(319 uery MImy exizewioju] uep siusig InHIsul) o} 191 A1jiw eadid yeH
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-t
&

Blok Pemakalan & Tarif Air per m3

KELOMPOK
NO. PELANGGAN 0-10m3
Rp.
1. Kelompok | 1.050,-
2. Kelompok Il 1.050,-
3. Kelompok Ill A 3.550,-
4, Kelompok Il B 4.900,-
5. kelompok IV A 6.825,-
&, Kelompok IV B 12.550;-
7. kelompokV / Khusus 14.650 -

11-20 m3 > 20 m3
Rp. Rp.
1.050;- 1.050,-
1.050;- 1.575,-
4700 5.500,-
6.000,- 7.450,-
8.150,- 9.800,-
12.550,- 12.550,-
14.650,- 14.650,-

Il. URAIAN KELOMPOK / GOLONGAN PELANGGAN

KELOMPOK | KELOMPOK 11 KELOMPOK Il A
- Tempat Ibadah - Rumah Sakit Pemerintah - Rurmiah Tangga Sederhana
- Hidran dan Ledeng Urmum - Rurmah Tangga Sangat Sederhana - Rumah Susun Sederhana
- Asrama Badan Sosial - Rurnah Susun Sangat Sederhana - Stasiun Air & Mobil Tangki
- Rumah Yatim Piatu - dan sejenisnya - dan sejenisrya
- dan sejenismya
KELOMPOK Ill B KELOMPOK IV A KELOMPOK IV B
- Rurmah Tangga Menengah - Rumah Tangga di atas Menengah - Hotel Berbintang 1, 2, 3 / Motel / Cottage
- Rumah Susun Menengah - Kedutaan / Konsulat - Steambath / Salon Kecantikan
- Kios/Warung - Kantor Instarsi Pemerintah - Might Club / kafe
- Bengkel Kecil - Kantor Pervakilan Asing - Bank
- Usaha Kecil Dalam Rurmah Tangga - Lembaga Swasta Komersial - Service Station, Bengkel Besar
- Lembaga Swasta Mon Komersial - Institusi Pendidikan / Kursus - Perusahaan Perdagangan / Niaga /
- Usaha Kecil - Instansi TMI Ruko Hukan
- dan sejenismnya - Usaha Menengah - Hotel Berbintang 4, 5
- Usaha Menengah dalamRumah - Gedung Bertingkat Tirggi, Aparternen /
Tangga Kondominiurm
- Tempat Pangkas Rambut - Pabrik Es
- Penjahit - Pabrik Makanan / Minuman
- Rurnah Makan / Restoran - Pabrik Kimia / Obat / Kosmetik
- Rurmah Sakit Swasta / Polikliniks - Pabrik / Gudang / Perindustrian
Laboratoniurm - Pabrik Tekstil
- Praktek Dokter - Pergudangan / Industri Lainnya
- Kantor Pengacara - Tongkang Air
- Hotel Melati / Non Bintang - PT laya Ancol
- Industri Kecil - dan sejenisnya
- Rumah Susun di Atas Menengah
- Bengkel Menengah
- dan sejenisnya
KELOMPOK V / Khusus
- BPP Tanjung Prick
- dan sejenisnya
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Lampiran 9: Suku Bunga Deposito Bank
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Nama Bank

B@K MANDIRI
J TRist Bank
Y
BANGKOK BANK LTD
Baﬁi ANZ Indonesia
BADUK ARTHA GRAHA
B@( BNP PARIBAS
(0]
BANK BTPN, Thk
5
BANK CAPITAL

B@K CENTRAL ASIA Thk
=3

BAWIK CHINA CONSTRUCTION BANK

INEJONESIA, TBK

BARK CIMB NIAGA
QU

BANK COMMONWEALTH

BARYK CTBC INDONESIA
o

BARK DANAMON INDONESIA
&

BANK DBS INDONESIA
=

BAMK GANESHA

A~

B@K HSBC INDONESIA
~
2

BN:I;LIK IBK INDONESIA, Thk

BARK ICBC INDONESIA

o
BANK INA PERDANA
BANK INDEX SELINDO
BANK KB BUKOPIN
——
%\JK KEB HANA INDONESIA
ERRK MASPION INDONESIA
(= o
HENK MAYBANK INDONESIA
=
BAYK MAYORA
]
HANK MEGA
=
1K MESTIKA DHARMA
Egdk MIZUHO INDONESIA
BANK MNC INTERNASIONAL TBK
||
BEPNK NEGARA INDONESIA 1946
=h
HANK OCBC NISP
1
g\u( OF AMERICA N.A,
&JK OF CHINA (HONG KONG)
-
BANK OF INDIA

)
B4IK PANIN

IM

D uepi Xyl

1 Bin (%)

2.35

3.50

2.42

4.00

4.25

1.90

2.50

3.75

3.00

3.25

4.50

3.50

2.75

3.25

4.00

3.00

3.50

4.50

5.00

s

3.75

3.00

3.50

2.00

4.50

225

2.75

2.97

3.75

3.50

2.80

2.88

242

3.00

3.50

1.90

3.00

2.25

3.25

275

2.05

2.25

3.88

232

0.00

2.25

2.42

2.00

2.75

1.90

2.85

2.00

2.75

2.50

1.00

1.25

3.25

IAIE

275

ZnlE:

3.25

3.00

2.75

2.25

3.50

2.50

3.00

3.00

2.50

3.00

LA

0.00

3.00

2.50

3 Bin (%)

2.20

3.50

3.15

4.00

4,50

1.90

3.15

2.75

3.75

4.25

3.25

3.50

4,50

3.00

4,55

3.30

5.00

3.75

3.75

4.50

475

3.00

3.75

3.00

3.50

2.65

4.50

i

2.90

3.35

3.75

3.75

2.85

120

1.10

2.88

313

3.38

3.63

1.90

3.00

2.38

3.63

3.75

213

3.05

3.88

2.63

4.28

3.05

3.50

3.38

3.63

4.25

2.75

3.38

2.25

3.25

243

3.75

i

1.68

3.48

3.25

0.00

2.25

3.1

2.75

275

1.90

2.85

2.00

3.50

3.25

1.00

2.60

3.25

2.25

4.00

2.80

4.00

3.25

3.00

2.75

375

2.50

3.00

1.50

3.00

2.20

3.00

2.25

2.25

0.00

3.20

2.75

2.25

6 Bin (%)

3.25

0.00

~
i

2.20

3.50

3.40

4.00

4.75

1.90

3.25

2.50

4.28

4.25

3.75

3.50

3.25

3.00

4.30

3.40

3.00

3.50

4.00

4.50

4.00

N

3.75

3.00

3.50

2.80

4.50

2.50

2.90

3.54

4.00

4.00

3.00

2.88

3.40

0.00

1.10

2.88

3.38

3.38

3.75

1.90

3.05

2.38

397

4.25

3.25

295

3.25

3.00

0.00

2.25

3.35

2.75

275

1.90

2.85

2.25

3.25

4,25

2.75

2.40

3.25

3.00

3.25

2.90

3.00

3.50

3.25

2.50

3.75

2.50

3.75

3.00

2.80

3.00

2.50

2.55

0.00

3.40

2.75

2.25

12 Bin (%)

4.00

3.50

3.00

3.50

4,25

4.50

5.00

2.50

3.00

3.00

3.00

1.80

4.50

2.50

2.90

3.69

4,50

4.00

2.85

3.75

3.25

3.00

3.50

3.88

413

4.88

2.50

3.00

2.00

3.00

1.80

3.75

2.50

2.58

1.85

4.00

3.38

2.55

3.00

3.50

3.50

3.75

475

2.50

3.00

1.00

3.00

1.80

3.00

2.50

2.25

0.00

3.50

2.75

2.25
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BANK PERMATA 275 250 225 3.00 263 225 3.00 263 225 3.00 263 225
BANK QNB INDONESIA 3.91 3.00 210 413 323 232 430 339 249 484 393 3.03
B KYAT INDONESIA 2.00 2,00 2.00 230 230 230 250 250 250 275 275 275
u
BAINK RESONA PERDANIA 400 305 210 572 391 210 350 3.00 250 460 3.55 250
~
BANK SBI INDONESIA 3.50 3.13 275 350 3.13 275 3.50 3.3 275 350 3.13 275
=
BAQ(SHINHAN INDONESIA 3.60 3,55 350 360 360 360 370 370 370 3.80 380 3.80
BA@{TABUNGAN NEGARA 250 243 235 275 255 235 275 263 250 275 263 250
BAI‘EUOBINDONESIA 3.50 250 1.50 3.77 3.14 250 375 3.13 250 417 379 340
00
BAF%KVICI’ORIAINTERNATIONAL 7.00 450 200 7.00 500 3.00 575 438 3.00 650 425 2.00
BA@WOORlSAUDARAlNDONESlA 4.00 350 3.00 4.25 345 265 400 3.25 250 3.25 2.88 250
DE@SCHEBANKAG 253 1.52 500 2.73 162 500 292 171 500 323 1.87 5.00
0
IPIEPRGAN CHASE BANK 3.97 345 292 392 392 392 4.07 4.07 407 422 422 422
c
MURG BANK, LTD 1.69 130 0.90 1.60 125 9.00 1.65 1.28 9.00 170 1.30 9.00
w
STAEII'DARDCHARTERED BANK 275 275 275 3.00 3.00 3.00 3.00 3.00 3.00 3.00 3.00 3.00
Ked@luruhan 7.00 3.03 250 7.50 3.23 500 7.75 3.27 500 8.00 3.23 5.00
o
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