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Pengaruh CRM (Customer Relationship Management) Terhadap Kepuasan dan Loyalitas 

Pelanggan Produk Herbal PT Bhinneka Rahsa Nusantara 

 

The Effect of CRM (Customer Relationship Management) on Customer Satisfaction and Loyalty of 

PT Bhinneka Rahsa Nusantara Herbal Products 

 

Anggun Dewayani, Sri Widayanti, Nisa Hafi Idhoh Fitriana 

 

ABSTRAK 

Pelaksanaan Customer Relationship Management (CRM) di PT Bhinneka Rahsa Nusantara 

mengalami permasalahan dibuktikan dengan jumlah nilai pelanggan pada tingkatan terbaik/VIP 

hanya berkisar 0.14% dari keseluruhan diberbagai segmentasi pelanggan. Penelitian ini bertujuan 

untuk mengetahui pelaksanaan program kerja Customer Relationship Management (CRM) di PT 

Bhinneka Rahsa Nusantara, karakteristik pelanggan produk herbal PT Bhinneka Rahsa Nusantara, 

serta mengetahui pengaruh Customer Relationship Management (CRM) terhadap loyalitas 

pelanggan melalui kepuasan pelanggan. Metode penentuan sampel dilakukan secara purposive 

sampling dengan 50 responden dari pelanggan di segmentasi loyal, dengan pengumpulan data 

primer melalui kuesioner. Tujuan pertama dan kedua dianalisis menggunakan analisis deskriptif, 

dan tujuan ketiga dianalisis menggunakan analisis faktor dilanjutkan dengan analisis jalur. Hasil 

penelitian menunjukkan jika program kerja Customer Relationship Management (CRM) 

menggunakan 10 variabel  karakteristik (identifikasi, diferensiasi, interaksi, customize, berbagi 

informasi, keterlibatan pelanggan, kemitraan jangka panjang, pemecahan masalah bersama, 

teknologi berbasis CRM, dan otomatisasi layanan), dengan karakteristik sebagian besar pelanggan 

perempuan, pendidikan SLTA, pembeli sebagian besar dari Kota Bandung dengan usia 20-30 

tahun, serta hasil analisis menunjukkan jika Customer Relationship Management (CRM) 

signifikan terhadap kepuasan pelanggan dan kepuasan pelanggan signifikan terhadap loyalitas 

pelanggan. 

 

Kata kunci: Customer Relationship Management (CRM), kepuasan pelanggan, loyalitas 

pelanggan. 

 

ABSTRACT 

The implementation of Customer Relationship Management (CRM) at PT Bhinneka Rahsa 

Nusantara experienced problems as evidenced by the number of customer values at the best level 

/ VIP only around 0.14% of the total in various customer segmentations. This study aimed to 

determine the implementation of the Customer Relationship Management (CRM) worked program 

at PT Bhinneka Rahsa Nusantara, the characteristics of customers on PT Bhinneka Rahsa 

Nusantara herbal products, and find out the influenced of Customer Relationship Management 

(CRM) on customer loyalty through customer satisfaction. The sample determination method was 

carried out by purposive sampling with 50 respondents from customers in the loyal segmentation, 

with primary data collection through questionnaires. The first and second aims were analyzed 

using descriptive analysis, and the third objectives was analyzed using factor analysis followed by 

path analysis. The results showed that  the Customer Relationship Management (CRM) worked 

program  used 10 characteristic variables (identification, differentiation, interaction, customize,  

information sharing, customer engagement, long-term partnership, problem solving, CRM-based 

technology, and service automation), the characteristics of the most customers was female, high 

school education, mostly customer were from Bandung with the age of 20-30 years, as well as the 

results of the analysis showed that Customer Relationship Management (CRM) was significant to 

customer satisfaction and customer satisfaction was significant to customer loyalty. 

 

  Keywords: Customer Relationship Management (CRM), customer satisfaction, customer loyalty. 
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