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ANALISIS SEGMENTASI RFM (RECENCY, FREQUENCY,
MONETARY) UNTUK MENENTUKAN STRATEGI PEMASARAN
ONLINE (STUDI KASUS PT MMT)

Gilang Kharisma

ABSTRAK

Pada era globalisasi saat ini perusahaan harus mampu berdaya saing tinggi
dan meningkatkan standar kinerja mereka dalam menghadapi tingkat persaingan
bisnis khususnya di Indonesia. PT MMT telah memanfaatkan media digital
terkhusus instagram untuk mempromosikan jasanya. Pemilik travel telah
mengamati peningkatan keterlibatan pelanggan sejak mengadopsi media online
seperti instagram dan website. Latar belakang penelitian ini didasarkan pada
fenomena menurunnya jumlah jamaah umrah selama enam bulan terakhir tahun
2024, schingga diperlukan pendekatan pemasaran berbasis data untuk
meningkatkan retensi pelanggan dan memperluas akuisisi pasar. Penelitian ini
bertujuan untuk menganalisis segmentasi pelanggan PT MMT menggunakan
metode RFM (Recency, Frequency, Monetary) dalam rangka menentukan strategi
pemasaran online yang efektif pada industri perjalanan umrah..Metode penelitian
yang digunakan adalah pendekatan kuantitatif dengan total populasi 861 transaksi.
Data sekunder diperoleh dari laporan penjualan PT MMT dan catatan pemasaran
digital. Teknik analisis menggunakan RFM Scoring untuk mengelompokkan
pelanggan ke dalam beberapa segmen, yaitu VIP, Loyal, Potential VIP, New
Potential, At Risk, dan Lost Gold. Hasil penelitian, strategi pemasaran online akan
ditujukan pada segmen Potential VIP dan New Potential penerapan analisis RFM
mampu membantu PT MMT memahami kebutuhan pelanggan secara lebih
mendalam dan merumuskan strategi pemasaran online yang tepat sasaran.

Kata Kunci: Segmentasi RFM, Strategi Pemasaran Online
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An Analyzing RFM (Recency, Frequency, Monetary) Segmentation to
Formulate Online Marketing Strategies: A Case Study of PT MMT

Gilang Kharisma

ABSTRACT

In the current era of globalization, companies must be able to maintain a high level
of competitiveness and enhance their performance standards to face the increasing
intensity of business competition, particularly in Indonesia. PT MMT has utilized
digital media, especially Instagram, to promote its services. The travel agency
owner has observed a noticeable increase in customer engagement since adopting
online platforms such as Instagram and the company’s website.The background of
this research is based on the phenomenon of a decline in the number of umrah
pilgrims over the last six months of 2024. Therefore, a data-driven marketing
approach is required to improve customer retention and expand market
acquisition. This study aims to analyze customer segmentation at PT MMT using the
RFM (Recency, Frequency, Monetary) method to determine an effective online
marketing strategy in the umrah travel industry. The research applies a quantitative
approach with a total population of 861 transactions. Secondary data were
obtained from PT MMT's sales reports and digital marketing records.The analysis
technique uses RFM Scoring to classify customers into several segments: VIP,
Loyal, Potential VIP, New Potential, At Risk, and Lost Gold. The findings indicate
that the online marketing strategy should primarily focus on the Potential VIP
segment. Furthermore, the implementation of RFM analysis enables PT MMT to
gain deeper insights into customer needs and develop more targeted online
marketing strategies.

Keywords: RFM Segmentation, Online Marketing Strategy

viii



DAFTAR ISI

BAB I PENDAHULUAN ....uucoviiiinuinsensisssissesssssssnssssssssssssssssssssasssssssssssssssssssssassss 1
L.1.Latar BelaKang.........ccoooiiiiiiiiiiiiee et 1
1.2. Rumusan Masalah .........ccccooiiiiiiiiiiinieeeeeee e 3
1.3. Tujuan Penelitian..........cccvieiiiiiiiie e 3
1.4. Manfaat Penelitian...........cccooveveeiiiiiiniiiiiieicecceceee e 4
1.5 RUANG LINGKUP ..ottt et 4
1.6 Sistematika Penelitian..........coccoooiiiiiiiiiiiiie e 4

BAB II KAJIAN PUSTAKA .....uuiivuineiiinsnissanssnsssnssssssssssssssssssssassssssssssssssasssssssssss 6
2.1 Strategi Pemasaran ............cceecveeriieriieiiieeieeiie ettt 6

2.1.2 Strategi Segmenting, Targeting, Positioning..........c.ccceevveveveeerieeenveenne. 6
2.2 Pemasaran Digital..........ccooiiiiiiiiiiiiiieee e 7
2.3 REM MOAEL ...ttt 8
2.4 SPSS PrOZram ........ccooiiiiiiiiiiiee ettt ee et ee e e ee e e st ee s e seeeeeeenes 10
2.5 Penelitian Terdahulu............cccoeiviiiiiiiiieieece e 11
2.6 Kerangka Penelitian...........cccocveeiieriieiiinieciiecie e 37

BAB 11l METODE PENELITIAN .....ccciivininsenssensaecsenssesssessasssssssnsssssssssessasssas 38
3.1, Jenis Penelitian ........c.coooviiiiiiiiiiiiccie e e 38
3.2. Populasi dan Sampel ..........ccccoeviieiiieniiiiiieieeeeee e 38

3.2.1 Populasi Penelitian ...........ccceeciiiriiieniiiieciiieceeeeee e 38
3.2.2 Teknik Sampling .......ccceeeviieeiiieiieeeeece e 38
3.3 Data dan Metode Pengumpulan Data............coocceeviiiiiiniiiinineceieeee 39
B30T DA ittt ettt 39
3.3 Operasional Variabel...........cccoeciiiiiiiiiiiiie e 40
3.4 Teknik Analisis Data........ccceevieriiiieriiinieicienieeeeee e 40

BAB IV HASIL DAN PEMBAHASAN....ccoceninuisnicncsessens 42

i B G 13 | O USRS 42
4.1.1. Pengumpulan Data...........cccceeviiiiiiiiiieiiieece e 42
4.1.2. Pemrosesan Data .........c.cccooieiiiiiniiiiiiniiiece e 43

4.2 Pemahaman Data.........c.cooiiiiiiiiiiie e 49
4.2.1 Verbatim.....ooouiiiieiieieeee et 50

4.3 PemMbahasan ........cccuevuiiiiiiieniieieeieeee e e 56

BAB V KESIMPILAN DAN SARAN.....ccccevirrunsessancnnens .63

X



5.1 Kesimpulan
5.2 Saran..........

5.3 Keterbatasan Penelitian
DAFTAR PUSTAKA ....cceeeiererererersssssssssssssssssssssssssssssssssssssess




DAFTAR TABEL

Tabel 1.1 Pendapatan PT MMT ......c..ooooiiiiiiieieeeeee et 2
Tabel 2.1PenelitianTerdahulu. .. ........cooeeiiiiiiiiiiiieeeee e 37
Tabel 3.1 Operasional Variabel...........cccceeviiieiiiieciieceeee e 40
Tabel 4.8 Verbatim Pelanggan VIP...........cccociiiiiiiiiiiiiiieeceeeceee e 51
Tabel 4.9 Verbatim Loyal..........ccccoviiiiiiiiiiiicceceeeee e 52
Tabel 4.10 Tabel New Potential ...........cceceviiniiiiiniiniiinieeceeeeeee 53
Tabel 4.11 Potential VIP ......cocooiiiiiii e 54
Tabel 4.12 At RISK....oouiiiiiiiiieiectee e 55
Tabel 4.13 LoSt GOId.......ooiiiiieiieee e 56
Tabel 4.14 Tabulasi dan Klasifikasi Segmentasi RFM ............ccoccevviiiiiininnienne 57
Tabel 4.15 Value PropoSition ..........cc.eeeiiieeiieeeiiieeeieeeieeeeee e 61

Xi



DAFTAR GAMBAR

Gambar 4.1 Struktur Sampel Himpunan Data..............cccceeviieniieiieniicieeieeen. 44
Gambar 4.2 Hasil Pemuatan Data Transaksi Penjualan ............c.ccccccoeeiiennnens 46
Gambar 4.3 Proses Analisis RFM di SPSS ... 47
Gambar 4.4 Proses Analisis RFM Menunjuk Variable terkait dalam SPSS ......47
Gambar 4.5 Menentukan Jumlah Binning...........ccccceevieviiiiiieniieiienieceeeeeen 48
Gambar 4.6 Interpretasl OUPUL..........oeecviieiiieeiieceeee e e 49
Gambar 4.7 Jumlah BIN RFM ......cccoiiiiiiiiiiieeeeeeee e 50

Xii



Lampiran 1 :
Lampiran 2 :
Lampiran 3 :
Lampiran 4 :

Lampiran 5 :

DAFTAR LAMPIRAN

Tabel Pendapatan Travel............oooiiiiiiiiiiiii e, 68
Data Transaksi.......oouuieri it 68
Jumlah BIN RFM.....o e 71
Hasil Wawancara Menggunakan Verbatim........................oooeinn. . 72

Tabulasi dan Klasifikasi Segmentasi RFM.................cocin, 77

Xiil



	2025
	Tesis ini adalah hasil karya saya sendiri, dan semua sumber baik yang dikutip maupun dirujuk telah saya nyatakan dengan benar.
	NIM : 2211001034
	HALAMAN PENGESAHAN
	NIM 2211001034
	DEWAN PENGUJI
	NIM 2211001034

	“Analisis Segmentasi RFM (Recency Frequency Monetary) Untuk Menentukan Strategi Pemasaran Online (Studi Kasus PT MMT)”
	Gilang Kharisma ABSTRAK
	An Analyzing RFM (Recency, Frequency, Monetary) Segmentation to Formulate Online Marketing Strategies: A Case Study of PT MMT

