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ABSTRAK 

Meningkatnya angka minat konsumsi kopi menyebabkan semakin ketat persaingan 

pada bisnis coffee shop. Untuk itu, penting bagi perusahaan untuk membuat strategi 

bukan hanya mengandalkan produk melainkan perusahaan harus mampu menjalin 

hubungan dengan pelanggan dengan memberikan rasa puas yang kemudian 

mendorong pelanggan menjadi loyal. Salah satunya adalah dengan menerapkan 

Customer Relationship Management (CRM). Penelitian ini adalah penelitian 

kuantitatif dengan metode survei. Populasi pada penelitian ini adalah pelanggan 

Fore Coffee daerah Jakarta yang pernah membeli atau menikmati produk baik 

secara langsung maupun tidak langsung melalui layanan lainnya. Pengambilan 

sampel menggunakan teknik purposive sampling dengan jumlah sampel sebanyak 

98 orang. Teknik analisis data yang digunakan untuk menjawab hipotesis adalah 

analisis jalur (path) dengan bantuan regresi linier. Hasil penelitian ini menunjukkan 

bahwa (1) customer relationship management (CRM) berpengaruh signifikan 

terhadap kepuasan pelanggan; (2) CRM berpengaruh secara signifikan terhadap 

loyalitas pelanggan; dan (3) kepuasan pelanggan berpengaruh signifikan terhadap 

loyalitas pelanggan. 

Kata kunci : Customer Relationship Management (CRM), kepuasan pelanggan, 

loyalitas pelanggan 
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THE EFFECT OF CUSTOMER RELATIONSHIP MANAGEMENT 

TOWARDS CUSTOMER SATISFACTION AND LOYALTY OF FORE 

COFFEE 

 

Bintang Ledia 

 

 

ABSTRACT 

Increasing lift interest in coffee consumption caused the stricter competition in the 

coffee shop business. For that, it is important for the company to strategize not only 

rely on the product but the company must be able to establish a relationship with 

the customer by giving a sense of satisfaction that then encourages customers to 

become loyal. One of them is to implement Customer Relationship Management 

(CRM). This research is a quantitative resarch with survey method. The population 

used is Fore Coffee’s customers Jakarta area who make purchases  or have enjoyed 

products at Fore Coffee outlets or bought from another services. The sampling 

technique used purposive sampling technique with a total sample of 98 people. Data 

analysis techniques used to answer hypothesis is path analysis with the aid of linear 

regression. The results of this research show that (1) Customer Relationship 

Management (CRM) significantly affects customer satisfaction; (2) CRM 

significantly affects customer loyalty; and (3) Customer satisfaction significantly 

affects customer loyalty. 

Keywords : customer relationship management (CRM), customer satisfaction, 

customer loyalty  
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