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ABSTRAK 

Relationship marketing adalah strategi yang menekankan pentingnya membangun 

hubungan jangka panjang untuk meningkatkan loyalitas pelanggan. Penelitian ini 

mengeksplorasi penerapan relationship marketing di KM Communication, sebuah 

event organizer (EO) di Jakarta. Dengan menggunakan metode kualitatif dengan 

pendekatan studi kasus, data dalam penelitian ini dikumpulkan melalui wawancara 

semi-terstruktur dengan empat informan, termasuk CEO, Senior Account 

Executive, serta pelanggan repeater dan non-repeater. Analisis data dilakukan 

menggunakan NVIVO, berfokus pada komponen trust, commitment, 

communication, conflict handling, satisfaction, serta manfaat relationship 

marketing yakni customer loyalty. Hasil penelitian menunjukkan bahwa KM 

Communication berhasil menerapkan relationship marketing melalui pendekatan 

personal, komitmen strategis, komunikasi terstruktur, penanganan konflik yang 

efektif, dan koordinasi yang efisien, meskipun masih perlu peningkatan dalam 

sensitivitas preferensi. Penelitian ini merekomendasikan beberapa langkah untuk 

meningkatkan strategi relationship marketing di KM Communication, termasuk 

peningkatan transparansi proyek, pengembangan program loyalitas, penerapan 

sistem tertulis, pembuatan contact person, dan survei kepuasan pelanggan. 

Diharapkan temuan ini dapat membantu KM Communication dalam 

mengoptimalkan strategi relationship marketing untuk memperkuat loyalitas 

pelanggan. 

 

Kata Kunci: relationship marketing, metode kualitatif, komponen keberhasilan 

relationship, loyalitas pelanggan, strategi relationship marketing 
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ABSTRACT 

Relationship marketing is a strategy that emphasizes the importance of building 

long-term relationships to enhance customer loyalty. This research explores the 

implementation of relationship marketing at KM Communication, an event 

organizer (EO) in Jakarta. Using a qualitative method with a case study approach, 

data in this study were collected through semi-structured interviews with four 

informants, including the CEO, Senior Account Executive, as well as repeat and 

non-repeat customers. Data analysis was conducted using NVIVO, focusing on 

components such as trust, commitment, communication, conflict handling, 

satisfaction, and the benefits of relationship marketing, namely customer loyalty. 

The findings reveal that KM Communication successfully implements relationship 

marketing through a personal approach, strategic commitment, structured 

communication, effective conflict handling, and efficient coordination, although 

there is still a need for improvement in sensitivity to customers preferences. This 

study recommends several steps to enhance the relationship marketing strategy at 

KM Communication, including increased project transparency, the development of 

loyalty programs, the implementation of written systems, the creation of contact 

persons, and client satisfaction surveys. These findings are expected to help KM 

Communication optimize its relationship marketing strategy to strengthen customer 

loyalty. 

Keywords: relationship marketing, qualitative method, components of relationship 

success, customer loyalty, relationship marketing strategy  
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