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ABSTRAK 

Penelitian ini bertujuan menganalisis segmentasi pelanggan serta merumuskan 

proposisi nilai bagi pelanggan institusional PT Itama Ranoraya Tbk, perusahaan distributor alat 

kesehatan di Indonesia. Penelitian menggunakan metode campuran dengan desain sequential 

explanatory (QUAN→qual). Tahap kuantitatif dilakukan dengan menganalisis data transaksi 

periode 1 Januari sampai 31 Desember 2025 menggunakan pendekatan Recency, Frequency, 

dan Monetary (RFM). Setelah proses pembersihan dan validasi data, sebanyak 988 akun 

pelanggan institusional digunakan dalam analisis. Setiap dimensi RFM diklasifikasikan ke 

dalam tiga skor berdasarkan pembagian tertil berbasis peringkat. Tahap kualitatif dilakukan 

melalui wawancara mendalam terhadap enam informan yang dipilih dari segmen prioritas. 

Data wawancara selanjutnya dianalisis secara tematik untuk menjelaskan berbagai faktor yang 

melatarbelakangi terhentinya transaksi pelanggan. Hasil penelitian menghasilkan lima segmen 

pelanggan, yaitu Champions sebanyak 36 institusi (3,64%), Loyal Customers sebanyak 396 

institusi (40,08%), Potential/New Customers sebanyak 228 institusi (23,08%), At-

Risk/Dormant sebanyak 290 institusi (29,35%), serta RFM Churn Signal dengan kombinasi 

skor 1-3-3 sebanyak 38 institusi (3,85%). Segmen RFM Churn Signal ditetapkan sebagai 

prioritas strategis karena memiliki frekuensi dan nilai transaksi historis yang tinggi, tetapi telah 

lama tidak melakukan transaksi. Segmen tersebut secara kumulatif memiliki nilai transaksi 

historis sekitar Rp24,22 miliar. Hasil analisis kualitatif menunjukkan bahwa rendahnya nilai 

recency tidak selalu mencerminkan pelanggan yang benar-benar berhenti. Ketidakaktifan 

transaksi juga dipengaruhi oleh ketidakpastian ketersediaan produk, keterbatasan dukungan 

penjualan dan edukasi, ketergantungan pemesanan pada jumlah tindakan dan keputusan dokter, 

serta terputusnya kesinambungan pengelolaan akun dan pemenuhan komitmen layanan. 

Integrasi hasil kuantitatif dan kualitatif menghasilkan proposisi nilai yang menekankan 

kepastian kesiapan produk untuk tindakan, dukungan klinis dan komersial yang responsif, serta 

penguatan keterlibatan dokter. Proposisi nilai tersebut diterjemahkan ke dalam kerangka 

ITAMA REGAIN 133 yang terdiri atas program READY, RECONNECT, dan REPEAT. 

Kerangka ini merupakan usulan strategi win-back berbasis akun yang masih memerlukan uji 

coba sebelum efektivitasnya dapat disimpulkan. Penelitian ini menunjukkan bahwa analisis 

RFM dapat membantu menentukan pelanggan institusional yang perlu diprioritaskan, 

sedangkan pendekatan kualitatif memberikan pemahaman kontekstual untuk merancang 

strategi pemulihan pelanggan yang lebih relevan. 

Kata Kunci: Analisis RFM, Segmentasi Pelanggan, Pelanggan Institusional, Alat 

Kesehatan, Proposisi Nilai, Customer Win-Back, Metode Campuran 
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ABSTRAK 

This study examines customer segmentation and formulates a value proposition for 

institutional customers of PT Itama Ranoraya Tbk, a medical device distributor operating in 

Indonesia. A sequential explanatory mixed-methods design (QUAN→qual) was employed. 

The quantitative stage analyzed the company’s transaction data from 1 January to 31 December 

2025 using the Recency, Frequency, and Monetary (RFM) model. Following data cleaning and 

customer-master validation, 988 institutional customer accounts were included in the analysis. 

Each RFM dimension was classified into three scores using rank-based tertiles. The qualitative 

stage involved in-depth interviews with six informants selected from the priority segment, 

followed by thematic analysis to explain the contextual factors underlying discontinued 

transactions. 

The analysis identified five customer segments: Champions, comprising 36 institutions 

(3.64%); Loyal Customers, 396 institutions (40.08%); Potential/New Customers, 228 

institutions (23.08%); At-Risk/Dormant Customers, 290 institutions (29.35%); and RFM 

Churn Signal customers with an RFM score of 1-3-3, comprising 38 institutions (3.85%). The 

RFM Churn Signal segment was selected as the strategic priority because it represented 

customers with high historical purchasing frequency and monetary value but a prolonged 

interval since their most recent transaction. Collectively, this segment generated approximately 

IDR 24.22 billion in historical transaction value. 

The qualitative findings indicate that low recency does not necessarily represent actual 

customer churn. Transaction inactivity may also arise from uncertainty regarding product 

availability, limited sales and educational support, dependence on medical procedures and 

physicians’ decisions, and discontinuity in account management and service commitments. 

Based on the integration of quantitative and qualitative findings, the proposed value proposition 

emphasizes procedure-ready product availability, responsive clinical and commercial support, 

and stronger physician engagement. These elements were translated into the ITAMA REGAIN 

133 framework, consisting of READY, RECONNECT, and REPEAT. The framework is 

proposed as an account-based win-back strategy and requires pilot testing before its 

effectiveness can be established. This study demonstrates that RFM analysis can identify 

strategically important institutional customers, while qualitative inquiry provides the 

contextual understanding required to design relevant customer recovery initiatives. 

Keywords: RFM analysis, customer segmentation, institutional customers, medical 

devices, value proposition, customer win-back, mixed methods 
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