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Abstract. Study This aiming for knowing: 1) the effectiveness of the loyalty 

program customer in increase retention customers in the cement industry at PT. 

Semen Tonasa; 2) factors certain things that affect effectiveness of loyalty 

programs customer in increase retention customers in the cement industry at PT. 

Semen Tonasa. Research This use type study qualitative with approach 

descriptive analytical. Object in study This is PT. Semen Tonasa, while subject 

in study This taken from PT. Semen Tonasa environment with using purposive 

sampling technique. The data collection technique used in study this, among 

other interviews, observations, questionnaires, and documentation. Data 

organization and analysis techniques in study This done with three stages, 

including data condensation, data presentation, and drawing conclusions. 

Research results This show that Membership Program Member Card PT. Semen 

Tonasa effective in increase retention customers. This program offer profit like 

discount, access exclusive, and services strengthening priorities loyalty 

customers. In addition, this program support innovation product, efficiency 

operational, and digital transformation. For optimal results, PT. Semen Tonasa 

need Keep going customize this program with market and regulatory changes, in 

order to give sustainable benefits. 

Keywords: Loyalty Program, Retention Customer, PT. Semen Tonasa. 

1 Introduction 

According to Harun et al [6], Customer Loyalty Program No just incentive or 

appreciation, but also an effort strategic for understand needs and wants customer in a 

way in-depth. In the cement industry, where products and services often considered as 

commodity, building loyalty customer become crucial for create differentiation and 

excellence competitive. With strengthen connection with customer, company can create 

bond more emotional in, make customer tend choose products and services they are 

above competitors. 

Customer Loyalty Program can involve various elements, such as points programs, 

discounts exclusive, offer special, or even experience personal and unique customers. 

However, the success of this program not only lies in the gift physique or piece price, 

but also on capabilities company for provide service superior customer service, 

effective communication, and responsiveness to bait come back customers. Through 

deep understanding to preference customer, company can create a constructive 

experience loyalty term length [12]. 
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According to Wulandari [21], with utilise intelligence data creation and analysis,
company  can  make  more  personal  and  relevant  offers,  increasing  satisfaction
customers, and strengthen bond emotional with brand them. The sustainability of the
Customer Loyalty Program also requires commitment term long from company For
Keep going improve and adjust the program accordingly with development market
trends and changes need customers. This includes use technology latest, marketing
strategy innovative, and responsive fast to bait come back customers. Companies that
are  able  to  follow development  This  in  a  way  proactive  will  own  superiority  in
maintain market share and win competition in the dynamic cement industry [1].

The Importance of Customer Loyalty Programs in cement industry does not only
limit to aspects retention, but also has impact positive on image brand and power pull
company in the eyes consumers. According to Pudjianingrum et al [13], With build
community  loyal  customers,  company  can  create  snowball  effect  where  satisfied
customers will become advocate potential brand bring customer new. Therefore that,
investment in the Customer Loyalty Program not only is a long-term strategy short for
maintain customers,  but  also an  investment  term long for  growth  sustainable  and
sustainability  in  the  cement  industry  continues  developing.  With  merge  element
awards,  services  superior  customer  service,  and  adaptability  to  market  changes,
companies  can  create  ecosystem strong business,  building  loyalty  customers,  and
reach success term length [19].

PT.  Semen  Tonasa  is  one  of  the  the  largest  cement  producer  in  Indonesia,
especially in the region eastern Indonesia. This company established in 1968 by the
Indonesian government  with objective for  fulfil  cement  needs in  the area.  Semen
Tonasa  located  in  Biring Ere  Village,  District  Bungoro,  Regency Pangkep,  South
Sulawesi. This company occupy land covering an area of 1,571 hectares and has four
factory units with capacity installed of 7.4 million tons of cement per year. Semen
Tonasa  produce  various  types  of  cement,  including  Portland  cement,  Portland
pozzolan cement, and Portland composite cement.

amount PT. Semen Tonasa customers experience positive growth for five years
last. In 2018, the number of PT. Semen Tonasa customers recorded as many as 2,150
customers. Amount the increase to 2,225 customers in 2019 or increase by 3.3%. In
2020, the number of customer return increase to 2,300 subscribers, or increase by
3.2%. In 2021, the number of PT. Semen Tonasa customers experience significant
improvement,  namely  by  2.9% to  2,375  customers.  The  increase  This  driven  by
various factors,  including increasing cement  demand in Indonesia,  as  well  as  PT.
Semen Tonasa's efforts for expand the market.

In  2022,  the number of  PT.  Semen Tonasa customers  return increase  to  2,450
subscribers or increase by 3.2%. Increase This show that PT. Semen Tonasa succeed
maintain growth positive in the middle COVID-19 pandemic. In 2023, the number of
PT. Semen Tonasa customers reach 2,525 customers, or increase by 2.9%. Increase
This to mark that PT. Semen Tonasa succeed maintain trend growth positive during
six years in succession. In total, total PT. Semen Tonasa customers has increase by
19.2% over  five  years  last.  Improvement  This  show that  PT.  Semen Tonasa  has
succeed increase Power competition in the Indonesian cement market.

A  number  of  factors  that  motivate  PT.  Semen  Tonasa  For  do  evaluation  the
effectiveness of its loyalty program including change behavior consumers, increasing
market  competition  tight,  and  development  technology  information  that  allows



1. Determination the focus will be evaluated (focusing the evaluation);
2. Compilation design evaluation (designing the evaluation);
3. Collection information (collecting information);
4. Analysis and interpretation information (analyzing and interpreting);
5. Making report (reporting information);
6. Management evaluation (managing evaluation);
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company for monitor and analyze customer data in a way more deep. With evaluate
effectiveness  of  loyalty  program,  PT.  Semen  Tonasa  can  identify  successes  and
possible obstacles faced in effort they for increase retention Customer. Evaluation
This not only covers aspect quantitative like growth sales and market share, but also
aspects qualitative like satisfaction customer, loyalty brand, and perception customer
to the programs offered. In addition, it  involves stakeholders internal and external
interests like employees, customers and partners business also becomes an integral
part of the evaluation process This.

In the cement industry which continues to grow developing, PT. Semen Tonasa
need  adjusting  loyalty  program  strategy  customer  with  change  regulations,
construction market trends,  and impacts  environment.  Involving customer through
survey,  interview,  or  bait  come back  can  give  outlook  for  increase  relevance  of
loyalty programs. Evaluation the effectiveness of the program must consider impact
term length on retention customer, value customers, as well as analysis sectoral and
market trends for use strengthen Power compete in a dynamic industry.

2 Literature review

2.1 Evaluation

According to KBBI, Evaluation is an assessment process to information that has been
collected through assessment. The information collected can become base for taking
decision, good That originate from results measurement use test or non- test methods.
In general etymological, evaluation originate from the word "evaluation" in Language
English,  which then absorbed to in Indonesian as " evaluation ".  In etymological,
evaluation refers to the assessment or give mark to a thing. According to Arikunto, in
terminology, evaluation is a process that is carried out for measure how far is the
success  an  activities.  The  purpose  of  evaluation  is  for  evaluate  level  success  a
program that has been implemented, and the results evaluation the determine mark as
well as quality from the program.

According to William Dunn [3], both function evaluation, namely formative and
summative,  can  seen  from  perspective  the  time  called  as  prospective  and
retrospective.  Prospective  nature  evaluation  related  with  function  formative  which
provides information before and during the program. On the other hand, the nature of
retrospective related with function summative evaluation that provides information
after  the  program  was  implemented.  Brikerhoff  [2]  explains  that  evaluation  is  a
process for determine how far is the goal education can achieve. According to him,
there is seven elements that must be done in implementation evaluation.

7. Evaluation For evaluation (evaluating evaluation).
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2.2 Loyalty Customer

Loyalty  is  a  concept  that  involves  diverse  attitudes  and  behaviors.  According  to
Rauyruen  and  Miller  as  called  in  Srivastava  [20],  from aspect  behavior,  loyalty
happen  when  customer  do  purchase  repeat.  Purchase  repeat  This  Can  strengthen
loyalty customer Because show trend For Keep going buy product or same service in
a way repeated. On the other  hand, according to the views of Bandopadhyay and
Martel  cited  in  Srivastava  [20],  attitude  loyalty  reflected  in  ability  for  maintain
connection with provider service. As in context this, a craftsman building Possible
still choose for buy One cement product in one of the shop building although product
those that are usually he buy No available in store the.

According  to  Pont  &  McQuilken  [14],  loyalty  customer  can  understood  from
perspective cognitive as preference main to a brand or the first service that comes to
mind  moment  do  purchase,  compared  with  brand  others.  This  shows  that  Loyal
customers tend to be choose product or service from brand certain as choice main
them. In addition, according to Sallam [17], loyalty interpreted as commitment For
Keep going doing business with an organization and in general consistent buy product
or  use  service  from  organization  said.  Commitment  For  doing  business  describe
connection  each  other  profitable  between customers  and  organizations,  which  are
reflected in purchase product or service in a way sustainable.

Li et al. [10] provides support to understanding loyalty brand with define it as love
love and preferences that are owned consumer to a brand. According to they, loyal
consumers  towards  brand  tend  own  choice  special  to  brand  certain  moment  buy
product or services, and they No try other brands. Therefore that, when a customer in
a way consistent choose for buy product or service from a brand, possibility big they
also have loyalty to brand this is caused by the connection brand as attributes attached
to the product  or  services offered by the company.  In other  words,  loyalty  brand
reflect connection close between consumers and brands, where consumers maintain
faithfulness they to brand certain.

2.3 Loyalty Program

Loyalty program customer own significant role in guard faithfulness customer to a
organization through use of diverse marketing strategies [9]. The concept of loyalty
programs explained as a tool Differentiating Marketing in give award to Active and
loyal customers, right? only to those who responded promotion specific. The purpose
of the loyalty program customer is for give interesting awards for existing customers
loyal or those that have the potential become customer important [8], with hope they
will Keep going do purchase and remain loyal to the brand certain.

Offer in the loyalty program covering various type incentive like coupons, points,
cashback,  discounts,  merchandise  and  offers  special  others,  customized  by  the
company in accordance with market situation and needs [1]. These programs not only
aiming for increase faithfulness customers, but also become chance for company for
to obtain outlook about habit shopping and preferences customers, so that service can
customized with more good [7]. In general more extensive, loyalty programs are also
considered as a marketing strategy that focuses on providing benefit to customer For
guard retention they. Engaged customers in these programs and remain loyal to the
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brand certain often  driven by points  or  the  gifts  they  get,  which  in  the end  give
experience satisfying shopping for them.

In addition, the loyalty program customers also provide opportunity for company
for  increase  engagement  and  interaction  with  customer  them.  Through
communication regular and offers special, company can build a more personal and
meaningful relationship with its consumers, who in turn can increase loyalty they to
Brand. The importance of loyalty programs customers also lies in their abilities for
reduce  churn  rate,  namely  amount  customers  who  switch  to  brand  or  product
competitors. In an era where competition is business the more strict, has a loyalty
program effective customer can become factor determinant success a company. This
is  not  only  about  maintain  existing  customers there  is,  but  also  about  interesting
customer new and build connection term strong length with they.

Loyalty program customer not only about give incentive to all customers, but also
about segmentation customer for understand preferences and behavior they in a way
more  deep.  Through  data  analysis  and  modeling  behavior,  company  can  identify
segment most valuable customers and devise programs accordingly with the needs
and desires  of  each segment  said.  Segmentation This  allow company for  allocate
source Power in a way efficient and optimize effectiveness of loyalty programs. In an
increasingly competitive world connected digitally, loyalty program customer must
integrate in a way comprehensive through various channel communication and sales.
This includes not only shop physical, but also online platforms, applications mobile,
and social media.

2.4 Retention Customer

According to Seth et al. [18], retention customer covers effort for maintain connection
business between provider product or service with customer. Raab et al. [15] stated
that retention customer is results from level customer dependency have to provider
service or product.  Gustafsson et  al.  [4] also stated that  satisfaction customer can
become  factor  key  in  influence  retention,  which  indicates  the  need  company  for
increase quality product or service they as well as offer higher price competitive.
According to definition proposed by Ranaweera & Prabhu [16], retention customer
highlight  business  marketing  for  maintain  customer  with  refers  to  the  tendency
customer for still loyal to provider services in the future come.

Retention customer  covers  ability  a  company or  organization  for  maintain and
extend connection with customers who have use product or its services. This involves
implementation of strategy and effort for maintain faithfulness customer as well as
push them to continue choose product or services provided. Its significance the more
increase in context competition tight business, because maintain existing customers
There  is  often  more  cost-effective  than  with  business  interesting  customer  new.
Interesting customer new often need big investment in marketing and promotion. On
the  other  hand,  maintaining  existing  customers There  is  tend  more  economical
Because Already There is the relationship that is established.
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2.5 Satisfaction Consumer

Satisfaction  refers  to  the  level  satisfaction  somebody  after  compare  performance
product or  results  obtained with his  hopes.  Satisfaction consumer own significant
impact on growth and development a company. There fore that, company must in a
way  continously  notice  satisfaction  its  consumers  for  ensure  loyalty  to  products
provided  and  encouraged purchase  repeat.  Understand  needs  and  expectations
consumers also help company for Keep going do innovation products and services. In
an era where communication and feedback come back consumers very fast and easy
accessed through social  media and other online platforms, maintaining satisfaction
consumer not only become priority, but also a must for success term long a company
[5].

Satisfaction  customer  is  evaluation  emotional  somebody  after  compare
performance or results a product with his hopes. If the consumer considers quality
product fulfil or even exceed his expectations, then He will feel satisfied with product
on the other hand, if consumer feel that quality product no in accordance with the
hope is, then He will feel No satisfied or disappointed with the product he received. In
essence, satisfaction consumer involving comparison between hope consumers and
performance  or  the  results  they  get  natural.  With  Thus,  satisfaction  consumer
reflected from how far the company can fulfil hope consumers, even exceed hope on
the other hand, dissatisfaction arise when hopes the not fulfilled.

A consumer who are regular return to a company show that He feel satisfied with
performance company said. Satisfaction consumers happen moment company capable
give  service  or  quality  performance,  so  that  can  fulfil  hope  or  desire  every
Consumers. Consumers feel like when company succeed fulfil  desire or his hopes
through its  performance.  With thus,  from various definition satisfaction consumer
said,  can  concluded  that  satisfaction  consumer  happens  when  company  can  give
service or adequate performance for fulfil hope or desire consumers.

3 Research methods

Study This is study qualitative purposeful to reveal the meaning behind fact through
interview, notes personal, and documentation [11]. Research This held at PT. Semen
Tonasa Jl. Tonasa 2, Biring Ere Village, District Bungoro, Regency Pangkep, South
Sulawesi Province in April – May 2024. Object in study This is PT. Semen Tonasa,
while subject in study This taken from PT. Semen Tonasa environment with using
purposive sampling technique. Data in study This using primary data and secondary
data. Primary data comes from from source person that is informant who came from
from  PT.  Semen  Tonasa  and  sourced  from  from  results  interview  and  answers
questionnaire distributed to informant. Secondary data in study This can in the form
of documents, books, or archive relevant official with subject research. Author gets
secondary data sources This from books, archives official, or related notes with focus
on  research  This.  Data  collection  techniques  used  in  study  this,  among  other
interviews, observations, questionnaires, and documentation. Data organization and
analysis techniques in study This done with three stages, including data condensation,
data presentation, and drawing conclusions.



1) Tangible Resources

2) Intangible Resources
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4 Result and Discussion

4.1 Internal Resources Based

Internal  Resource-Based  is  approach  management  strategic  that  emphasizes
importance source internal company power as key for create superiority sustainable
competitive.  This  theory  focuses  on  identification,  management,  and development
source Power unique to have companies, such as asset physical, skills, technology,
culture  organization,  and  capabilities  human.  With  utilise  source  valuable,  rare,
difficult  power  imitated,  and  not  can  replaced  (VRIN),  the  company  can  build
position strong competitiveness in the market. Approach This highlight importance
effective internal management for face dynamics external. Analysis results based on
source internal power shows that PT. Semen Tonasa has various source power that
covers aspect tangible and intangible, which will explained more carry on in Exposure
following:

Research result disclose that PT. Semen Tonasa own various tangible resources
that  play  a  role  important  in  support  operational  and  sustainability  his  business.
Source Power physique the covers facility production with modern technology that
enables  manufacturing  processes  walk  in  a  way  efficient  and  fulfilling  standard
quality high. The factories owned company equipped with machines technologically
advanced sophisticated, designed for support production in scale big as well as reduce
impact  environment.  In  addition,  PT.  Semen  Tonasa  own  infrastructure  reliable
logistics,  including  network  wide  distribution,  adequate  transportation  fleet,  and
warehouses storage strategic areas spread across various location for support delivery
product appropriate time to Customers. Physical assets others, such as office center,
office  branches,  and  facilities  Supporter  others,  also  play  role  important  in
management operational  and development business company. With These tangible
resources support, PT. Semen Tonasa capable guard Power compete in a competitive
market at a time strengthen his position as one of the leading cement manufacturers in
Indonesia.

Research result show that the intangible resources owned by PT. Semen Tonasa is
one of asset main supporting sustainability and power competition companies in the
cement  industry.  Source  Power  This  covers  reputation  brands  that  have  woke up
strong as one of the Indonesia's leading cement producers, backed by trust and loyalty
high customer base. Connection strategic with partner businesses, such as distributors
and  contractors,  as  well  as  Work  harmonious  same  with  government  and  parties
related others, also become strength important. In addition, PT. Semen Tonasa own
culture  a  solid  organization,  with  focus  on  integrity,  innovation  and  efficiency
operational. The company also invests in development source Power man through
training, management based on performance, and empowerment competent team, so
that create ability reliable managerial in face challenge industry. Knowledge in- depth
technical, experience long in industry, as well as commitment to sustainability the
environment  also becomes asset  not  in  the form of strengthening position of  PT.
Semen Tonasa in term long.
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4.2 VRIN

VRIN  is  framework  analysis  in  management  strategic  used  for  evaluate  source
internal company power based on four criteria Main: Valuable (valuable), Rare (rare),
Inimitable (difficult  limitated), and Non-substitutable (not replaced).  Source power
that meets all criteria This can give superiority competitive sustainable for company.
Source valuable power support achievement objective strategic, while scarcity ensure
No Lots competitors who have access similar. The uniqueness and difficulty imitation
protect superiority said, and the absence of substitution ensure source Power the still
relevant and essential for success company.

Research result show that source internal power of PT. Semen Tonasa fulfil VRIN
(Valuable,  Rare,  Inimitable,  Non-substitutable)  criteria,  which provides  superiority
competitive  sustainable  in  the  cement  industry.  Source  valuable  power  seen from
ability company for fulfil market needs with product quality supported height modern
technology and efficiency operational. Scarcity reflected in access exclusive company
to source Power natural quality local, such as material standard strategic main. The
uniqueness and difficulty imitation seen from capability technical that has been woke
up  during  years,  innovative  production  processes,  as  well  as  network  wide  and
integrated distribution. In addition, the ability managerial and relationship good with
stakeholders interest ensure that source Power the No can replaced by an alternative
others,  making  PT.  Semen Tonasa  one  of  the  player  dominant  in  the  Indonesian
cement market.

4.3 TWOS Analysis

Analysis  condition  external  PT.  Semen  Tonasa  done  with  consider  threats  and
opportunities factors that can influence operational and development company. From
the side threat, PT. Semen Tonasa face increasingly fierce competition tight in the
cement market,  both from manufacturer  local and also international  offering price
more competitive and product with innovation more technology high. In addition,
fluctuations price material raw materials and energy, as well as policy strict regulation
related with environment, can influence cost production and operations. Threats other
including potential recession economy that can reduce request to cement products, as
well  as  instability  social  and  political  that  can  impact  on  the  chain  supply  and
distribution.

On the side opportunities, PT. Semen Tonasa own chance for utilise growth sector
infrastructure  and  construction  in  Indonesia,  driven  by  government  programs  for
development infrastructure on a large scale. Companies can also utilise global trend
focusing  on  environmentally  friendly  cement  products  environment  with  develop
more products efficient and sustainable. In addition, the expansion to the international
market, especially in ASEAN countries, providing opportunity for increase market
share.  Innovation  technology  in  the  production  and  improvement  process  quality
products also become opportunity for strengthen Power competition company. With
utilise opportunity this and anticipate existing threats, PT. Semen Tonasa can Keep
going develop and maintain his position as player major in the cement industry.
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Based on results External TOWS and Internal TOWS analysis conducted against

PT. Semen Tonasa, the company face various challenges and opportunities that must
be handled for maintain Power compete and improve retention customers.  Threats
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Table 1. External TWOS Analysis

Threats Evaluation Present
condiition

Urgency Handling

Tough Competition Competition  the  mor
strict with player new an
price more competitive.

Quick  increase
efficiency production and
innovation  product  For
maintain market share.

Fluctuations  in  Raw
Material  and  Energy
Prices

Fluctuation  pric
material  standar
influence cost production
diversification  suppl
Already done.

Quick  look  for
alternative material more
standard cheap  and
technology  efficient
energy For press cost.

Regulation  Strict
Environment

Commitment  t
subtraction  emissio
carbon;  investmen
technology  friendl
environment tall.

Quick  invest  in
technology  friendly
environment  and
transition  to  more
production sustainable.

Economic  and  Social
Instability

Affected  uncertaint
economy  and  declin
request construction.

Developing mitigation
strategies risk and market
diversification  for
increase  resilience
business.

Table 2. Internal TWOS Analysis

Evaluation Present
condiition

Urgency HandlingWeakness

Dependence  
sources  Power  
certain.

on
natural

Position strong in the
domestic  market
However  prone  to  to
fluctuation price material
raw  materials  and
energy.

Innovation  product
friendly  environment  and
efficiency  energy  is  very
important  For  Power
compete.

Innovation  p
friendly environme
efficiency  energy
slow.

roduct
nt  and
 Still

Delay in development
product  friendly
environment  that  the
market requires.

Acceleration
digitalization  and
automation  production
For  reduce  cost
operational.
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like increasingly fierce competition tight, fluctuation price material raw materials and
energy, as well as regulation an increasingly environment strict need response fast in
form innovation product, efficiency operations, and investment in technology friendly
environment.  On the internal  side,  weaknesses  like dependence on sources  Power
natural  certain  and  slow  innovation  product  friendly  environment  become  factor
important  thing  to  do  fixed  so  that  the  company  still  relevant  in  a  market  that
continues to develop.

In  facing  the  challenge  This  is  PT.  Semen  Tonasa  launching  the  Membership
Member Card Program as one of the strategies to increase retention customers. This
program designed for give profit more to customer loyal through various facility like
discount special, access exclusive, and services priority. With With this program, PT.
Semen Tonasa can strengthen connection with customer, push loyalty, as well as give
mark  add more  big.  This  program also supports  the  company's  strategy in  create
experience more personalized customers, which in turn can increase satisfaction and
loyalty customer in term long, and help company overcome threat increasingly fierce
competition strict.

Effectiveness implementation of the Membership Card Membership Program in
increase retention PT. Semen Tonasa customers can seen from a number of relevant
aspects with challenges and opportunities faced company. Based on External TOWS
and Internal TOWS analysis, this program own potential for give impact significant
positive. This program can overcome threat fierce competition with give mark more
to  customer  loyal,  which  in  the  end  can  strengthen  connection  company  with
customers  and  reduce  possibility  customer  move  to  competitors.  Facilities  like
discount special, service priority, and access exclusive offered by this program will
interesting customer for still choose PT. Semen Tonasa products.

From the internal side, this program can also become part from strategy to increase
innovation products and efficiency operational. For example, with give service more
to registered customers  in  this  program,  PT.  Semen Tonasa  can more  understand
preferences and needs customers, who then can used for to design more products in
accordance with market demand, including product friendly environment. In addition,
the implementation of technology for digitizing membership processes and tracking
benefit customer can support the digital transformation needed company for increase
efficiency operational.

With  Thus,  the  Membership  Card  Membership  Program  will  be  effective  in
increase retention customer If implemented with focus on quality services, relevant
innovation with market needs, and utilization technology for create experience more
customers  good.  In  addition,  the  development  of  this  program need  Keep  going
customized with change market trends and policies regulation, so that can give mark
sustainable addition for customers and companies.

5 Conclusion

Based  on  results  research  conducted  writer  about  Evaluation  Effectiveness  of
Customer Loyalty Programs in Increase Retention Customers in the Cement Industry
at PT. Semen Tonasa, then can concluded that Membership Member Card Program
launched  by  PT.  Semen  Tonasa  is  an  effective  strategy  for  increase  retention
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customers.  This  program  give  mark  plus  to  customer  loyal  through  facility  like
discount, access exclusive, and services priority,  which can strengthen loyalty and
relationships  company  with  customers.  In  addition,  this  program  also  supports
company in increase innovation product, efficiency operational, and transformation
digital. For reach optimal results, PT. Semen Tonasa need Keep going customize this
program with market and regulatory changes, so that can give sustainable benefits for
customers and companies.
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