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PENGARUH CUSTOMER RELATIONSHIP MANAGEMENT TERHADAP 
LOYALITAS PELANGGAN DIMEDIASI KEPERCAYAAN PADA FORE 

COFFEE DI ROYAL PLAZA SURABAYA 

Raisha Firliana Listanti, Taufik Setyadi, Nisa Hafi Idhoh Fitriana 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Customer Relationship 
Management (CRM) terhadap loyalitas pelanggan dengan kepercayaan pelanggan 
sebagai variabel mediasi pada Fore Coffee Royal Plaza Surabaya. Penelitian ini 
dilatarbelakangi oleh semakin ketatnya persaingan industri coffee shop yang 
mendorong perusahaan untuk tidak hanya berfokus pada kualitas produk, tetapi 
juga membangun hubungan jangka panjang dengan pelanggan melalui penerapan 
CRM berbasis digital. Fore Coffee sebagai salah satu coffee shop modern 
memanfaatkan aplikasi digital untuk mempermudah transaksi, memberikan 
program loyalitas, serta membangun interaksi yang lebih personal dengan 
pelanggan. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 
survei. Data diperoleh melalui penyebaran kuesioner kepada pelanggan Fore Coffee 
Royal Plaza Surabaya yang memenuhi kriteria penelitian. Analisis data dilakukan 
menggunakan metode Structural Equation Modeling berbasis Partial Least 
Squares (SEM-PLS). Hasil penelitian menunjukkan bahwa CRM berpengaruh 
positif terhadap kepercayaan pelanggan. Kepercayaan pelanggan juga terbukti 
berpengaruh positif terhadap loyalitas pelanggan. Selain itu, CRM memiliki 
pengaruh positif terhadap loyalitas pelanggan. Hasil penelitian lebih lanjut 
menunjukkan bahwa kepercayaan pelanggan mampu memediasi hubungan antara 
CRM dan loyalitas pelanggan. Temuan ini mengindikasikan bahwa semakin baik 
penerapan CRM yang dilakukan perusahaan, maka semakin tinggi tingkat 
kepercayaan pelanggan yang pada akhirnya akan meningkatkan loyalitas 
pelanggan. Penelitian ini menyimpulkan bahwa CRM merupakan faktor penting 
dalam membangun dan mempertahankan loyalitas pelanggan, baik secara langsung 
maupun melalui peningkatan kepercayaan pelanggan. Oleh karena itu, Fore Coffee 
perlu terus mengoptimalkan strategi CRM berbasis digital untuk memperkuat 
hubungan dengan pelanggan dan menciptakan loyalitas yang berkelanjutan. 
Kata Kunci: Customer Relationship Management (CRM), kepercayaan pelanggan, 
loyalitas pelanggan, Fore Coffee 
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The Influence of Customer Relationship Management on Customer Loyalty 
Mediated by Customer Trust at Fore Coffee Royal Plaza Surabaya 

Raisha Firliana Listanti, Taufik Setyadi, Nisa Hafi Idhoh Fitriana 

ABSTRACT 

This study aims to analyze the effect of Customer Relationship Management 
(CRM) on customer loyalty with customer trust as a mediating variable at Fore 
Coffee Royal Plaza Surabaya. The study is motivated by the increasingly 
competitive coffee shop industry, which requires companies not only to focus on 
product quality but also to build long-term relationships with customers through the 
implementation of digital-based CRM. Fore Coffee, as a modern coffee shop, 
utilizes a digital application to facilitate transactions, provide loyalty programs, and 
create more personalized interactions with customers. This research employed a 
quantitative approach using a survey method. Data were collected through 
questionnaires distributed to customers of Fore Coffee Royal Plaza Surabaya who 
met the research criteria. The data were analyzed using the Structural Equation 
Modeling–Partial Least Squares (SEM-PLS) method. The results indicate that 
CRM has a positive effect on customer trust. Customer trust also has a positive 
effect on customer loyalty. In addition, CRM directly influences customer loyalty 
positively. Furthermore, the findings reveal that customer trust is able to mediate 
the relationship between CRM and customer loyalty. These results suggest that the 
better the implementation of CRM, the higher the level of customer trust, which in 
turn enhances customer loyalty. This study concludes that CRM is an important 
factor in building and maintaining customer loyalty, both directly and indirectly 
through the enhancement of customer trust. Therefore, Fore Coffee should continue 
to optimize its digital-based CRM strategies to strengthen customer relationships 
and foster sustainable customer loyalty. 

Keywords: Customer Relationship Management (CRM), Customer Trust, 
Customer Loyalty, Fore Coffee. 
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