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Strategi Customer Relationship Management PT. Inersia Ampak Engineers 

Dalam Menjaga Loyalitas Klien 

Ronan Ardhitya Priyambodo 

 

ABSTRAK 

 

Industri event organizer menuntut tidak hanya keterampilan teknis dalam 

penyelenggaraan acara, tetapi juga kemampuan membangun dan menjaga 

hubungan jangka panjang dengan klien. Customer Relationship Management 

(CRM) menjadi strategi penting karena tidak hanya berorientasi pada akuisisi klien 

baru, melainkan juga pada pemeliharaan loyalitas melalui interaksi yang 

berkelanjutan. Penelitian ini mengkaji penerapan strategi CRM oleh PT. Inersia 

Ampak Engineers dalam menjaga loyalitas klien. Penelitian dilakukan dengan 

pendekatan kualitatif deskriptif melalui wawancara mendalam dengan pihak 

internal, klien, dan triangulator akademisi. Analisis difokuskan pada empat 

indikator utama CRM: attraction, identification, retention, dan development, serta 

loyalitas klien dari aspek perilaku dan sikap. Hasil penelitian menunjukkan bahwa 

strategi CRM di PT. Inersia Ampak Engineers berjalan melalui reputasi dan 

komunikasi awal yang profesional (attraction), pemahaman kebutuhan spesifik 

klien (identification), keberlanjutan komunikasi pasca-acara dan respons cepat 

(retention), serta inovasi layanan dan evaluasi berkelanjutan (development). 

Loyalitas tercermin dari kerja sama berulang, rasa percaya, dan rekomendasi positif 

dari klien. Temuan ini menegaskan bahwa CRM berfungsi sebagai proses dinamis 

yang mengombinasikan pendekatan formal dan non-formal untuk membangun 

hubungan jangka panjang yang stabil. 

 

Kata Kunci: 

Customer Relationship Management, Event Organizer, Klien, Loyalitas, 

Strategi 
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Strategi Customer Relationship Management PT. Inersia Ampak Engineers 

Dalam Menjaga Loyalitas Klien 

Ronan Ardhitya Priyambodo 

 

ABSTRACT 

The event organizer industry requires not only technical expertise in event 

execution but also the ability to build and maintain long-term client relationships. 

Customer Relationship Management (CRM) serves as a key strategy that focuses 

not only on client acquisition but also on sustaining loyalty through continuous 

interaction. This study examines the implementation of CRM strategies by PT. 

Inersia Ampak Engineers in maintaining client loyalty. A descriptive qualitative 

approach was employed, using in-depth interviews with internal representatives, 

clients, and an academic triangulator. The analysis focused on four CRM indicator: 

attraction, identification, retention, and development, as well as client loyalty from 

behavioral and attitudinal perspectives. The findings show that CRM strategies at 

PT. Inersia Ampak Engineers operate through reputation and professional initial 

communication (attraction), in-depth understanding of client needs (identification), 

ongoing post-event communication and responsive service (retention), as well as 

service innovation and continuous evaluation (development). Client loyalty is 

reflected in repeated collaboration, trust, and positive recommendations. These 

results indicate that CRM functions as a dynamic process that combines formal and 

informal approaches to establish long-term, sustainable relationships. 

 

Keywords: 

Customer Relationship Management, Event Organizer, Clients, Loyalty, 

Strategy 
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