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ABSTRAK

Tujuan penelitian ini adalah untuk menganalisis pengaruh Pengaruh
Customer Relationship Management (CRM) Terhadap Kepuasan Konsumen dan
Dampaknya Terhadap Loyalitas Konsumen Pada Game Arena Of Valor (AOV).
Pengumpulan data dilakukan dengan menyebar kuesioner kepada 100 responden
yaitu Gamers AOV di Bekasi. Pengambilan sampel dilakukan dengan
menggunakan Rumus Proporsi Tak Terduga. Alat analisis yang digunakan adalah
Analisis Jalur (Path Analysis). Pengujian hipotesis secara simultan menggunakan
uji F, secara parsial menggunakan uji t. hasil penelitian menunjukkan bahwa (1)
Pengaruh Customer- Relationship Management (CRM) Terhadap Kepuasan
Konsumen berpengaruh positif dan signifikan (2) Pengaruh Customer
Relationship Management (CRM) Terhadap Loyalitas Konsumen berpengaruh
positif dan signifikan (3) Pengaruh Kepuasan Konsumen terhadap Loyalitas
Konsumen berpengaruh positif signifikan. (4) Pengaruh Customer Relationship
Management (CRM) dan Loyalitas Konsumen terhadap Kepuasan Konsumen

berpengaruh positif dan signifikan.

Kata Kunci : Customer Relationship Management (CRM), Kepuasan Konsumen

dan Loyalitas Konsumen



ABSTRACT

The purpose of this study was to analyze The Influence Of Customer
Relationship Management (CRM) On Customer Satisfaction And Its Impact On
Customer Loyalti Data collection is done by distributing questionnaires to 100
respondents, namely Gamers AOV in Bekasi. Sampling is done using Unexpected
Proportions. The analytical tool used is Path Analysis. Hypothesis testing
simultaneously using the F test, partially using the t test. The results of the study
show that (1) The effect of Customer Relationship Management (CRM) on
Customer Satisfaction has a positive and significant effect (2) Effect of Customer
Relationship Management (CRM) on Customer Loyalty has a positive and
significant effect. (3) The Effect of Customer Satisfaction on Customer Loyalty has
a positive and significant effect. (4) The Effect of Customer Relationship
Management (CRM). and Customer Loyalty on Customer Satisfaction has a

significant effect.

Keywords: Customer Relationship Management, Customer Satisfaction and

Customer Loyalti
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