DAFTAR PUSTAKA

Abbasimehr, H., & Bahrini, A. (2022). An analytical framework based on the
recency, frequency, and monetary model and time series clustering
techniques for dynamic segmentation. Expert Systems with Applications,
192, 116373. https://doi.org/10.1016/j.eswa.2021.116373

Ait Daoud, R., Amine, A., Bouikhalene, B., & Lbibb, R. (2015). Combining RFM
model and clustering techniques for customer value analysis of a company
selling online. In 2015 IEEE/ACS 12th International Conference of
Computer Systems and Applications (AICCSA). IEEE.

Chen, Y.-L., Kuo, M.-H., Wu, S.-Y., & Tang, K. (2009). Discovering recency,
frequency, and monetary (RFM) sequential patterns from customers’
purchasing data. Electronic Commerce Research and Applications, 8(5),
241-251. https://doi.org/10.1016/j.elerap.2009.03.002

Fader, P. S., & Hardie, B. G. S. (2009). Probability models for customer-base
analysis.  Journal of Interactive  Marketing, 23(1), 61-69.
https://doi.org/10.1016/j.intmar.2008.11.003

Fader, P. S., Hardie, B. G. S., & Lee, K. L. (2005). RFM and CLV: Using iso-value
curves for customer base analysis. Journal of Marketing Research, 42(4),
415-430.

Fader, P. S., & Hardie, B. G. S. (2009). Probability models for customer-base
analysis. Journal of Interactive Marketing, 23(1), 61-69.

Heilman, C. M., Bowman, D., & Wright, G. P. (2000). The evolution of brand
preferences and choice behaviors of consumers new to a market. Journal of
Marketing Research, 37(2), 139-155.
https://doi.org/10.1509/jmkr.37.2.139.18728

Heldt, R., Silveira, C. S., & Luce, F. B. (2021). Predicting customer value per
product: From RFM to RFM/P. Journal of Business Research, 127, 444—
453. https://doi.org/10.1016/].jbusres.2019.05.001

Hughes, A. M. (2005). Strategic database marketing (3rd ed.). McGraw-Hill.

78


https://doi.org/10.1016/j.jbusres.2019.05.001

Universitas Bakrie

Kementerian Kesehatan Republik Indonesia. (2023, May 27). Akselerasi
penggunaan alat kesehatan dalam negeri.
https://www.badankebijakan.kemkes.go.id/akselerasi-penggunaan-alat-
kesehatan-dalam-negeri/

Kumar, V., & Reinartz, W. (2018). Customer relationship management: Concept,
strategy, and tools (3rd ed.). Springer. https://doi.org/10.1007/978-3-662-
55381-7

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Miles, M. B., Huberman, A. M., & Saldaia, J. (2014). Qualitative data analysis: A
methods sourcebook (3rd ed.). SAGE Publications.

Osterwalder, A., & Pigneur, Y. (2010). Business model generation: A handbook for
visionaries, game changers, and challengers. John Wiley & Sons.

Perpustakaan Nasional Republik Indonesia. (2020). Tantangan industri alat
kesehatan nasional di tengah COVID-19.
https://www.perpusnas.go.id/berita/tantangan-industri-alat-kesehatan-
nasional-di-tengah-covid-19

PT Itama Ranoraya Tbk. (2020). Laporan keuangan kuartal IV tahun 2020.
https://itama.co.id/investors/finance/financial-statement/

PT Itama Ranoraya Tbk. (2021). Laporan keuangan kuartal IV tahun 2021.
https://itama.co.id/investors/finance/financial-statement/

PT Itama Ranoraya Tbk. (2022). Laporan keuangan kuartal IV tahun 2022.
https://itama.co.id/investors/finance/financial-statement/

PT Itama Ranoraya Tbk. (2023). Laporan keuangan kuartal IV tahun 2023.
https://itama.co.id/investors/finance/financial-statement/

PT Itama Ranoraya Tbk. (2024). Laporan keuangan kuartal IV tahun 2024.
https://itama.co.id/investors/finance/financial-statement/

PT Itama Ranoraya Tbk. (2025). Laporan keuangan kuartal IV tahun 2025.
https://itama.co.id/investors/finance/financial-statement/

Safari, F., Safari, N., & Montazer, G. A. (2016). Customer lifetime value
determination based on RFM model. Marketing Intelligence & Planning,

34(4), 446—461. https://doi.org/10.1108/MIP-03-2015-0060

79


https://doi.org/10.1007/978-3-662-55381-7
https://doi.org/10.1007/978-3-662-55381-7

Universitas Bakrie

Wedel, M., & Kannan, P. K. (2016). Marketing analytics for data-rich
environments. Journal of Marketing, 80(6), 97-121.
https://doi.org/10.1509/jm.15.0413

Abbasimehr, H., & Bahrini, A. (2022). An analytical framework based on the
recency, frequency, and monetary model and time series clustering
techniques for dynamic segmentation. Expert Systems with Applications,
192, 116373. https://doi.org/10.1016/j.eswa.2021.116373

Anderson, J. C., Narus, J. A., & van Rossum, W. (2006). Customer value
propositions in business markets. Harvard Business Review, 84(3), 90-99.

Christy, A. J., Umamakeswari, A., Priyatharsini, L., & Neyaa, A. (2021). RFM
ranking—An effective approach to customer segmentation. Journal of King
Saud University—Computer and Information Sciences, 33(10), 1251-1257.
https://doi.org/10.1016/j.jksuci.2018.09.004

Homburg, C., Steiner, V. V., & Totzek, D. (2009). Managing dynamics in a customer
portfolio. Journal of Marketing, 73(5), 70-89.
https://doi.org/10.1509/jmkg.73.5.70

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302

Sandesh, S. P., Sreejesh, S., & Paul, J. (2023). Key account management in B2B
marketing: A systematic literature review and research agenda. Journal of
Business Research, 156, 113541.
https://doi.org/10.1016/].jbusres.2022.113541

Stauss, B., & Friege, C. (1999). Regaining service customers: Costs and benefits of
regain management. Journal of Service Research, 1(4), 347-361.
https://doi.org/10.1177/109467059914006

Tokman, M., Davis, L. M., & Lemon, K. N. (2007). The WOW factor: Creating
value through win-back offers to reacquire lost customers. Journal of
Retailing, 83(1), 47-64. https://doi.org/10.1016/j.jretai.2006.10.005

80


https://doi.org/10.1016/j.eswa.2021.116373
https://doi.org/10.1016/j.jksuci.2018.09.004?utm_source=chatgpt.com
https://doi.org/10.1509/jmkg.73.5.70
https://doi.org/10.1177/002224299405800302
https://doi.org/10.1016/j.jbusres.2022.113541

