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ABSTRAK 

 

Novenya Rahmadani, 21042010188, Implemtasi Aplikasi Marco sebagai 

strategi digital customer relationship management di PT Terminal Teluk 

Lamong Surabaya 

Pembimbing : Acep Samsudin S.sos, M.M, M.A 

 

Penelitian ini bertujuan mengevaluasi penerapan aplikasi MARCO sebagai strategi 

digital dalam Customer Relationship Management (CRM) untuk meningkatkan 

kinerja bisnis PT Terminal Teluk Lamong. Metode yang digunakan adalah 

kualitatif deskriptif, dengan teknik pengumpulan data melalui wawancara, 

observasi, dokumentasi, dan studi pustaka. Hasil penelitian menunjukkan bahwa 

MARCO efektif meningkatkan efisiensi operasional, loyalitas pelanggan, dan 

pertumbuhan pendapatan perusahaan. Aplikasi ini berperan penting dalam 

merekam, memantau, dan menindaklanjuti masukan pelanggan secara sistematis. 

Namun, masih ada tantangan terkait kurangnya integrasi sistem antar unit internal 

perusahaan. Secara keseluruhan, MARCO memiliki peran strategis dalam 

mendukung implementasi CRM dan berkontribusi pada penguatan kinerja bisnis 

PT Terminal Teluk Lamong sebagai perusahaan pelabuhan yang mengadopsi 

teknologi digital. 

 

Kata Kunci: Customer Relationship Management, Strategi Digital, Kinerja Bisnis, 

Aplikasi MARCO, PT Terminal Teluk Lamong 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACK 

 

Novenya Rahmadani, 21042010188, Implemetation of MARCO Application 

as the customer relationships management digital strategy in PT Terminal 

Teluk Lamong Surabaya 

 

Advisor : Acep Samsusin S.sos, M.M, M.A 

 

This study focuses on analyzing the implementation of the MARCO application as 

a digital Customer Relationship Management (CRM) strategy aimed at improving 

business performance at PT Terminal Teluk Lamong. A descriptive qualitative 

approach was adopted, utilizing data collection methods such as interviews, 

observations, documentation, and literature review. The findings indicate that the 

MARCO application has significantly contributed to enhancing the company’s 

operational efficiency, customer satisfaction, loyalty, and revenue growth. MARCO 

serves as an effective digital tool for systematically recording, monitoring, and 

responding to customer feedback. However, the study also identified challenges, 

notably the lack of integration between internal systems across various units. 

Despite these issues, the research concludes that MARCO plays a vital strategic 

role in supporting CRM practices and driving the digital transformation of the 

company. By streamlining customer relations and business operations, MARCO 

strengthens the company’s overall performance in a highly competitive market. 

 

Key word : Customer Relationship Management, Digital Strategy , Business 

perfomance, MARCO Application, PT Terminal Teluk Lamong 

 


