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ABSTRAK 

Pengaruh Customer Relationship Management Dan Customer Value Terhadap 

Customer Loyalty Melalui Customer Engagement (Studi Pada Konsumen Produk 

Minuman Cap Kaki Tiga Kawasan Jakarta Barat). Oleh Maulana Ichsan.  

NIM. 14030120420039. Program Studi Magister Administrasi Bisnis 

Pandemi covid-19 memberikan dampak terhadap menurunya profitabilitas 

perusahaan industri manufaktur khusunsya industri fast moving consumer goods. 

Setiap perusahaan diwajibkan memiliki strategi pemasaran, salah satunya adalah 

CRM (Customer Relationship Management), CV (Customer Value) dan CE 

(Customer Engagement) untuk mempertahankan CL (Customer Loyalty). Penelitian 

ini bertujuan untuk menganalisis pengaruh pengaruh customer relationship 

management dan customer value terhadap customer loyalty secara langsung 

ataupun tidak langsung melalui customer enagagement. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode penelitian eksplanasi. 

Pengumpulan data yang digunakan pada penelitian ini menggunakan kuesioner. 

Metode analisis yang digunakan pada penelitian ini adalah Structural Equational 

Model (SEM) dengan alat statistik SMART PLS 3.3.3. Hasil penelitian ini 

menemukan bahwa customer engagement memiliki pengaruh positif terhadap 

customer loyalty. Customer value memiliki pengaruh langsung terhadap customer 

loyalty. Customer relationship management tidak memiliki pengaruh yang 

signifikan terhadap customer engagement. Customer value memiliki pengaruh 

signfikan terhadap customer engagement. Customer relationship management 

melalui customer engagement dibuktikan tidak ada hasil pengaruh positif dan tidak 

signifikan terhadap customer loyalty. sedangkan, customer value melalui customer 

engagement adanya dibuktikan hasil berdampak signfikan terhadap customer 

loyalty. Hasil penelitian ini dapat digunakan sebagai referensi perusahaan unutk 

mengidentifikasi faktor-faktor apa saja yang mempengaruhi customer loyalty pada 

produk minuman larutan cap kaki tiga di kawasan jakarta barat, sehingga dapat 

memberikan kontribusi terhadap perusahaan dalam menentukan strategi pemasaran 

yang efektif. Bagi peneliti selanjutnya diharapkan dapat mengimplementasikan 

model penelitian ke sektor industry lainnya agar dapat terlihat tingkat loyalitas 

pelanggan dan faktor-faktor apa yang paling dominan mempengaruhi loyalitas 

pelanggan. 

Kata Kunci: Customer Relationship Management, Customer Value, Customer 

Engagement, Customer Loyalty 
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ABSTRACT 

The Effect of Customer Relationship Management and Customer Value on 

Customer Loyalty Through Customer Involvement (Case Study on Consumers of 

Cap Kaki Tiga Beverage Products in West Jakarta). By Maulana Ichsan. NIM. 

14030120420039. Master of Business Administration Study Program 

The Covid-19 pandemic has had an impact on decreasing the profitability of 

manufacturing industry companies, especially the fast moving consumer goods 

industry. Every company is required to have a marketing strategy, one of which is 

CRM (Customer Relationship Management), CV (Customer Value) and CE 

(Customer Engagement) to maintain CL (Customer Loyalty). This study aims to 

analyze the influence of customer relationship management and customer value on 

customer loyalty directly or indirectly through customer engagement. This study 

uses a quantitative approach with explanatory research methods. Collecting data 

used in this study using a questionnaire. The analytical method used in this study is 

the Structural Equational Model (SEM) with the SMART PLS 3.3.3 statistical tool. 

The results of this study found that customer engagement has a positive influence 

on customer loyalty. Customer value has a direct influence on customer loyalty. 

Customer relationship management has no significant effect on customer 

engagement. Customer value has a positive and significant influence on customer 

engagement. Customer relationship management through customer engagement is 

proven to have no positive and insignificant impact on customer loyalty. 

Meanwhile, customer value through customer engagement is proven to have a 

positive and significant impact on customer loyalty. The results of this study can be 

used as a reference for the company to identify what factors influence customer 

loyalty to the product of Cap Kaki Tiga solution in the West Jakarta area, so that it 

can contribute to the company in determining an effective marketing strategy. For 

future researchers, it is hoped that they can implement the research model to other 

industrial sectors so that they can see the level of customer loyalty and what factors 

are most dominant in influencing customer loyalty. 

Key Words: Customer Relationship Management, Customer Value, Customer 

Engagement, Customer Loyalty 
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