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ABSTRAK  

AZZAHRA PUTRI PURNAMA, 21042010045, Pengaruh Customer 

Relationship Management dan Customer Experience Terhadap Loyalitas 

Pelanggan Melalui Kepuasan Pelanggan Menggunakan Aplikasi Fore Coffe 

Di Surabaya 

 

Penelitian ini menganalisis pengaruh Customer Relationship Management dan 

Customer Experience terhadap kepuasan pelanggan serta dampaknya terhadap 

loyalitas pelanggan di Fore Coffee Surabaya. Populasi penelitian terdiri dari 

pelanggan Fore Coffee yang berdomisili di Surabaya, dengan sampel sebanyak 100 

pengguna aplikasi Fore Coffee yang telah menggunakan layanan tersebut 

setidaknya tiga kali dalam tiga bulan terakhir. Metode yang digunakan dalam 

penelitian ini adalah kuantitatif, dengan pengumpulan data melalui kuesioner. Data 

yang terkumpul dianalisis menggunakan metode SEMPLS melalui aplikasi 

SmartPLS 4.0. Hasil penelitian menunjukkan bahwa semua variabel, baik secara 

langsung maupun tidak langsung, memiliki pengaruh signifikan terhadap Kepuasan 

Pelanggan. Kepuasan pelanggan berfungsi sebagai variabel intervening yang kuat 

dalam mencapai Loyalitas Pelanggan. Temuan ini menekankan pentingnya strategi 

Customer Relationship Management dan Customer Experience dalam 

meningkatkan kepuasan dan loyalitas pelanggan di industri kopi. 

Kata Kunci : Customer Relationship Mangement, Customer Experience, 

Kepuasan Pelanggan dan Loyalitas Pelanggan 
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ABSTRACT 
 

AZZAHRA PUTRI PURNAMA, 21042010045, The Influence of Customer 

Relationship Management and Customer Experience on Customer Loyalty 

Through Customer Satisfaction Using the Fore Coffee Application in Surabaya 

 

This study analyzes the influence of Customer Relationship Management and 

Customer Experience on Customer Satisfaction and its impact on Customer Loyalty 

at Fore Coffee Surabaya. The study population consisted of Fore Coffee customers 

domiciled in Surabaya, with a sample of 100 Fore Coffee app users who had used 

the service at least three times in the last three months. The method used in this 

study was quantitative, with data collection through questionnaires. The collected 

data were analyzed using the SEMPLS method through the SmartPLS 4.0 

application. The results showed that all variables, both directly and indirectly, had 

a significant influence on Customer Satisfaction. Customer satisfaction serves as a 

strong intervening variable in achieving Customer Loyalty. These findings 

emphasize the importance of Customer Relationship Management and Customer 

Experience strategies in increasing customer satisfaction and loyalty in the coffee 

industry. 

Keywords : Customer Relationship Management, Customer Experience, 

Customer Satisfaction and Customer Loyalty
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