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THE METHODS TO BUILD CUSTOMER TRUST IN HOUSEKEEPING
BUSINESS

M.Teguh and L.P.B. Limbing
Marketing Communication Department & International Tourism and Hospitality Business Department
Universitas Ciputra
Surabaya, Indonesia

ABSTRACT
Housekeeping industry in major cities of Indonesia continues to grow along with the rapid pace of development. The buildings and housing
establishment, the increase of female labor force, and the density of the urban schedule make a lot of people need the housekeeping service.
But even if they need it, they often experience fear to use the services. The level of insecurity in this kind of industry is very high, for
example prone to theft and robbery by the housekeeping personnel. Therefore, housekeeping businesses need some ways to build costumer
trust. Resiek Apiek, one of housekeeping industry in Surabaya has been established since 2010 and already became a pioneer in this industry.
It has already served many houses and recognized by local and national mass media. Resiek Apiek has some effective methods to build their
customers trust which are always applied in their business. The methods are having a strong corporate culture, building customer satisfaction,
maintaining customer relations, and presenting good company reputation.

1. Introduction
Surabaya is the second largest city in Indonesia and also the capital city of East Java Province. With
this condition, Surabaya continues to experience development in various sectors. One that continues to grow is a
residential and industrial area (Jawa Pos, 2015). Tri Rismaharini, the Mayor of Surabaya, explains that there will
be 12 units for residential development spread in several regions, namely Rungkut, Kertajaya, Tambak Wedi,
Satelit, Ahmad Yani, Wiyung, Tambak Oso Wilangun, and Sambikerep. In addition to residential areas,
industrial areas will also be developed as much as 6 areas, namely Rungkit SIER, Kalirungkut, Kedung Baruk,
Karangpilang, Margomulyo and Tambak Oso Wilangun (Rismaharini, 2013). Along with such development, the
people of Surabaya also begin to experience the bustle. The demands of work and social relationships making
them no longer have time to care for their homes and offices. One way to solve the problem is to find a
housekeeper. But in reality, seeking housemaid is not easy. There are several factors that cause it, including
more housemaids who choose to become overseas workers or workers in the informal sector such as factory
workers and shopkeepers. Worse yet, the remaining housemaids are monopolized by some agencies that put a
high price for distribution services (Kurniawati, 2013).
Starting from these problems, develops a business opportunity called housekeeping. Truly,
housekeeping businesses have started to be known in 1960. At that time, housekeeping services had not
developed as it is today, because not many people knew and needed it. Another cause was not many buildings
were managed by private companies. Janitorial work at the office is still handled by employees of the office
building itself in a simple way. In 1970, there was a cleaning service company which emerged together with the
construction of Hotel Indonesia and Sarinah building on Jalan MH Thamrin, Jakarta, named PT. Setrasari
recorded as the first hygiene services company in Indonesia. In 1980, established Mangala Wanabakti building
which was the most magnificent building in Indonesia. The building had a surface made of parquet flooring and
rooms full of complicated and detail ornaments. It took precision and appropriate technology for its maintenance.
This was the beginning of modernization in housekeeping services, which PT. Resik Cemerlang brought
professional housekeeping systems from the Netherlands to Indonesia (Asosiasi Perusahaan Klining Servis
Indonesia, 2014). The business kept on growing until it bloomed in the early 2000s in big cities in Indonesia. At
that period of time they tend to operate in office buildings and malls. Until 2005, there were already about 800
companies engaged in this field (SWA Online, 2005). Now the business has developed rapidly, where there are
already 1500 enterprises with a turnover of 59 trillion rupiah per year (Media Manufaktur Industri, 2014). This
very profitable business is certainly something that everyone wants to run. But in reality, running this business is
not as easy as imagined. The level of insecurity in this kind of industry is very high, for example prone to theft
and robbery by the housekeeping personnel. Therefore, housekeeping businesses need some ways to build
costumer trust.

2. Methodology
Method used by the author in this study is a qualitative method. Qualitative method is a research
technique to search for a deeper understanding of the facts, symptoms, or reality. Facts, symptoms, or reality can
only be understood if a researcher trace deeper and not limited to only the surface view. Depth is the advantage
of this method (Raco, 2010). Qualitative research method is also not intended to provide explanations, to control
the symptoms of communications, said predictions, or to test any theory, but rather is intended to present an
overview and understanding of how and why a symptom or communication reality occurs. This method also
does not base on the empirical evidence, mathematical logic, the principles of numbers, or the techniques of
statistical analysis, but rather based on discursive things such as interview transcripts, field notes, written
documents and observations (Pawito, 2008).

3. About Resiek Apiek Housekeeping
Resiek Apiek is a pioneer in professional home cleaning service in Surabaya (Mubasyirin & Ishami,
2015). Initially, the owner of Resiek Apiek ran iron-steel construction and building service management. Along
with the development of the business they saw the needs of people who did not have enough time to clean their
homes. Based on the needs, they carried out some tests to establish a new business, a housekeeping business.
They did some trials in October 2010, and finally launched this business in January 2011.
Resiek Apiek offers several types of services, among others “maid for you”, “house warming”, “facility
support”, and its special one “3 hours service”. Maid for you is a routine cleaning package where the personnel
come with basic cleaning equipment. House warming is cleaning the house construction or renovation leftover
such as paint marks, cement and dust. Facility support will clean up the luxurious furniture and home instrument
such as marble floors, carpets, wood floors, crystal chandeliers, garden, swimming pool and other luxury. This
service is one of the services with a high level of risk, because luxury goods are high value. Therefore the
process must be very cautious. While their special package 3 hours service is the most preferred package. This
service provides a thorough house cleaning in just 3 hours performed by one team consisting of 4 people. This
package is the most favored because many people do not have enough time to wait for the long process of house
cleaning, and this package answer their needs.
Until now Resiek Apiek has served many homes without ever having any complaints about lost items.
Once, Resiek Apiek team found a diamond jewelry worth 210 million rupiah while cleaning a house. The
jewelry was honestly returned to the owner who eventually became loyal customer of Resiek Apiek until today.
Resiek Apiek also has cleaned various major company and organizations in Surabaya such as United States
General Consulate Surabaya, JJ FM Radio, de’Residence Apartment, Adhiwangsa Apartment, Trillium
Apartment, Graha Famili Condominium, Via Vue Apartment, Sumber Agung Variasi Workshop, Bilka
Supermarket, High Point Apartment, Mee Djin Couture Showroom, PT Lima Benua Koneksindo, PT Menara
Manna Mulia and many more (Resiek Apiek, 2011).

3. Building customer trust in Resiek Apiek
3.1. Having a strong corporate culture
Many businessmen may think that to build customer trust we must focus only on the customer. That is
definitely wrong. The first step that you should do is to care about your own corporate culture. Corporate culture
is shared values in organization that affect all company member attitudes, standards, and beliefs. It characterizes
the members and defines their nature (Hawes, 2012). It something that you can not see, touch or smell in your
company, but it affects all behavior of your people. It can be your biggest asset to develop your business or a
liability that can prey your company little by little (Flamholtz & Randle, 2011). This culture is something that
you can present to your customer. The customer can conceive your company from the culture. When you have a
strong company culture, and you can show them, they can enjoy it too. But when your company culture is bad,
or your employee can not deliver it well, the customer can feel it too. The culture in Resiek Apiek starts from
their value about cleanliness. They believe that clean environment lead to the good health, and good health is a
good condition for everyone. That is why they name the company Resiek Apiek. Resiek means clean in
Javanese language and Apiek means good. The name represents that clean is healthy, and health is something
good. They transform those values to the company brand, company working system, and their own attitude.
In Resiek Apiek, the owners live the company values. The best method to make their values understood
and accepted by their employees is to become an example. They do what they believe, they do what they say. It
makes all of the employees pushed to live the values too. The longer they live it, it becomes a habit. The habit
continues and eventually becomes a culture. When new employees come to join the company, the owners will
give them an example how to do their job. It is not only how to clean up, but how to act to your customer and
colleagues. In cleaning they must be focused and detailed. They should not miss any space in the room, even the
top of air conditioner, the bottom of bed, or window elbows. They should concentrate and pay attention to the
job, not joking with friends or using mobile phone. In attitude to customers, they have to be neat, hospitable and

polite. They should wear a uniform; clean themselves before work, greet the residents, and always listen to the
customer. When interact with the colleagues, they should polite and respect each other. The new employees will
be given about three months to adapt with the company culture, if they can do it they can continue to work for
the company. But if they can not adjust, the company will not hesitate to discontinue the employment contract.
The owners prefer to preserve the culture rather than defend the people who can not follow it. The culture is
more valuable, so that they will not risk it.
The compensation of their effort in maintaining the corporate culture in the beginning can be perceived
now. In this time, the customers can trust every Resiek Apiek personnel that come to clean their house. They
believe that anyone that is sent by Resiek Apiek is well trained and well behaved. It can also reduce the risk of
fraud. When someone come to customer house saying that he is a Resiek Apiek personnel but does not use the
uniform or come in dirty condition, the customer know that they are fake. It will also prevent bad campaign for
Resiek Apiek. People with bad intention can not come and do things that damage Resiek Apiek reputation. So,
having a strong corporate culture becomes the first step to gain customer trust.
3.2. Building customer satisfaction
What does customer satisfaction do to your industry? Let us learn from the experience of Resiek Apiek:
a happy customer will be a repeat customer, a happy repeat customer will be a loyal customer, and in the end, a
happy loyal customer will become your ambassador. They will be your strongest weapon to market your
business. That is why make your customer satisfied will make your business not only going but also growing.
There are four elements of customer satisfaction which can be summarized in the following sentence “A perfect
product delivered by caring people in a timely fashion with the support of an effective problem resolution
process” (Inghilleri & Solomon, 2010). Resiek Apiek in doing the business also pays attention to these elements
that can be described as follows:
Perfect Product
Inghilleri and Solomon explain that a perfect product is a product that can be expected to function
properly within foreseeable boundaries (Inghilleri & Solomon, 2010). Therefore as business owners we must be
smart to think about the various possibilities in providing services to customers. We should be able to estimate
the customer's wishes and the things that can happen out of the ordinary, and then figure the solutions for these
various cases. In housekeeping industry customer expectations are widely different one from another. One
customer may be okay with an unrubbed sewer, but another one may ask it to be shiny polished up. That is why
Resiek Apiek always tries to provide a very detailed service. The detailed services that attempted to always
exceed the expectations of consumers. For example, the fine dust which is attached at the bottom of a spring bed
must still be cleaned although more effort is needed to lift the spring bed.
Moreover Resiek Apiek has a system so that each personnel can focus on work. In their most popular
“3 hours service” package, there will be four personnel who work for one house. One person will clean all
bathrooms, another one will clean all windows and house corners, and the two people remaining will clean all
the dust around the house. With the division labor, each personnel can do their job with more focus. This led to
a maximum and detailed work. They can do their part more thoroughly, rather than if each person has to clean
the entire house together.
Caring Delivery
After ensuring that your product is already in good shape, now you need a caring and friendly people to
deliver it. Let us imagine if some housekeeping personnel come to your house, bringing their cleaning
equipment in their sleek uniform. They knock your door and you open it. Suddenly, they just come in, sweeping,
mopping, rubbing, dusting, and taa daa your entire house is clean. After that they come to you and give you
some bill, they wait for you to take some money, accept it, and leave your house. Now the question is, are you
satisfied with that kind of service? Of course not. Let us try to change the scenario. Some housekeeping
personnel come to your house and knock your door. When you open it, one of them smile at you and say “Good
morning ma’am, we are here to help make your house more wonderful today”. You let them in, and they begin
to clean. Every time they want to enter a room, they will ask for your permission and make sure how you want
that room to be treated. After all the work is done, the team leader comes to you and asks “How do you feel
about your house now? Is there anything else we can help to make you feel more comfortable?”. You say that
everything is perfect. He hands you the bill and give you a phone number where you can give input to the
company directly. They leave your house with a big smile and say “Enjoy your lovely home”. Now you feel
satisfied, don’t you?
Every customer is a human being, and as a human being they need to be treated as a human. To make
them pleased you need not only a perfect product, but a warm delivery method. In Resiek Apiek they realize that
the most important delivery method for housekeeping business is interaction with customer. Customers need

your consideration to their habit, their privacy and their comfort. Remember in this business you will enter their
private area, so interact with them to know what they want is very important. Every Resiek Apiek employee has
been trained to understand it and practice it every time they work.
Timeliness
Although you have a perfect product and caring people to deliver it, timing is still very important. Late
product delivery is the same as a defective one. Customers will expect your product to be delivered in their time,
not yours. Moreover, with the bustle of urban communities, the demand for the timeliness of service is getting
higher. They find it hard to spend time maintaining the cleaning staffs, so that scheduling process becomes
important. People do not want to waste their time to wait for housekeeping personnel who did not come on time.
They also want them to work quickly and efficiently. This becomes a concern of Resiek Apiek. They always set
up a schedule to take into account a variety of things such as travel time, the possibility of traffic jams on the
road, and other events beyond prediction. They will not make the schedule is too tight between one client to
another client in order to prevent delays. In addition, as already described above, each of personnel must work
focus in order to complete the task quickly and efficiently.
Effective Problem Resolution Process
No matter how good you are attempting to present a perfect product, unexpected things would still
happen. Often we have prepared everything well, trained employees perfectly, even taking into account the time
in detail, but there are always something beyond our control that destroy everything. Such events, however,
should not jeopardize your customer satisfaction. In fact, it could be a stepping stone to improve their
satisfaction. The trick is to give the effective problem resolution process. We need to remember that effective
problem resolution does not mean that we can restore the situation to the pre-problem status, but what we restore
is the customer satisfaction. In Resiek Apiek the way to do it is by listening to what is considered a problem by
the consumer. For example, Resiek Apiek team could not come due to road accidents. Then the owner will
personally call the customer. In addition to explaining the situation, he would inquire as to what the wishes of
the consumers of this issue. If that consumer wanted a replacement, it would be given to him. But the main point
is the sincerity of the owner to understand the condition of the customer, instead of suppressing this fact and
imposing replacement to him. With a good approach when a problem occurs, consumers will not lose
satisfaction with the company.
3.3. Maintaining customer relations
When we look back when this business was started, we found that the first customer was no one else
but a good friend of the owner. Their good relationship made the customer believed the new unknown company.
Learn from this experience, Resiek Apiek continue to maintain a good relations with their customer. At that time
they were not aware that what they are doing is actually a part of a customer relationship management (CRM).
CRM is an integrated attempt to identify, acquire, and retain customers. These activities are carried out through
manage customer interactions in each line of the company. Customer relationship management will maximize
the value of relationships between companies and consumers, who ultimately boosting the performance of the
company (Buttle & Maklan, 2015). In running the business, Resiek Apiek emphasis more on customer oriented
CRM. This type of CRM believes that customer should put in the first place. Therefore listen to the desires and
input of customers has become important factors in Resiek Apiek business. They collect all of the information in
order to improve their service and offer a better value propositions for their customers. One thing that is created
from the input of customers is the “3 hours service”. This service originated from some customers suggestions
to shorten the processing time so that the owner of Resiek Apiek made this package. This package proved to be
the most in demand today.
The most effective way to get advice from the customer is feedback request after a cleaning process.
This is always done by Resiek Apiek, whose owners always contact customers after a service is delivered.
Although the consumer is a loyal client, it is still implemented consistently. From here the owners get a lot of
suggestions to better satisfy the consumer. Each input noted and every consumer habits memorized. It makes
customers happy to cooperate with Resiek Apiek.
3.4. Presenting the good company reputation
Have good products and services that satisfy many consumers establish a good reputation for Resiek
Apiek. A good reputation is an asset for a company. It can be intangible resources and economic asset for
company that needs to be maintained (Carrol, 2015). Ways to keep the good company reputation have been
done by Resiek Apiek by fulfilling customer satisfaction. But a good reputation should still be presented
properly in order to seize the trust of new customers. There are several ways that is used by Resiek Apiek to
present its reputation. The first way is, of course, through recommendations from their previous customers.
Testimonials from consumers who have felt the performance of Resiek Apiek become a very powerful way to

prove its reputation. Many people are easier to believe the opinion of consumers directly. But of course it has its
limitations because of the familiar circle of consumers have not been able to reach the wider community.
Therefore Resiek Apiek has other ways to spread its reputation. One way is to manage their advertising media.
Resiek Apiek currently has a website that explained the whole enterprise. This website helps consumers to get to
know Resiek Apiek better. In addition Resiek Apiek also advertises their services in ads specialized tabloid.
Another thing did by Resiek Apiek is building relationships with the mass media. Resiek Apiek
performance has been covered by various mass media such as radio, newspapers, magazines, and even some
local television channel. Something that become the main feature of Resiek Apiek when providing information
to the media are not exaggerating the facts or vilify another company. Resiek Apiek owner prefers to share the
experience and what can be provided by them in order to satisfy the consumer. This is done by the owner
because he understands that an effort to disfigure another company will bring harm to their reputation instead.
Moreover he never said what he can not account for. Because customers will demand what he says through the
mass media. Therefore, if what he said does not correspond to reality, it will be a boomerang for Resiek Apiek.

4. Conclusion
Housekeeping business is a venture that promises huge profits. But in order to continue to run, it takes
trust from consumers to the company. To build the customer trust, a company requires some effort. The first
thing to do is to form a strong company culture. It is often forgotten, but in fact it plays a very big role in
shaping trust. Company culture makes you recognizable and this recognition gives a sense of security and
confidence in the customers. Next thing that should be your concern is customer satisfaction. Satisfied
customers will feel confident to invite you back to their house. In order to make customers satisfied, you must
pay attention to the quality of your product, your delivery method, timeliness, and provide a good problem
resolution process. Another thing that needs attention is the customer relationship management. By keeping a
good relationship with the customer, then you have built their trust in your company.
Last but not least is to present a good reputation you have built. Having a good reputation but is not known to
your target market will deter them to trust you. Thus, having a relationship with customers who want to be your
ambassadors, well managed marketing media and good relations with the mass media is indispensable in this
business.
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