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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh antara relationship marketing 

terhadap loyalitas pelanggan di PT Genesia Dwi Mitra menggunakan metode 

deskriptif dengan pendekatan kuantitatif. Relationship marketing merupakan 

strategi pemasaran yang berfokus pada pemeliharaan serta peningkatan hubungan 

perusahaan dengan pelanggan yang telah terjalin sebelumnya dengan harapan dapat 

meningkatkan loyalitas pelanggan. Data untuk penelitian ini dikumpulkan melalui 

penyebaran kuesioner kepada 21 pelanggan PT Genesia Dwi Mitra. Teknik analisis 

yang digunakan adalah pengujian Regresi Linear Sederhana untuk mengukur 

hubungan antara variabel relationship marketing dan loyalitas pelanggan. Hasil 

penelitian ini menunjukkan bahwa terdapat hubungan signifikan yang positif antara 

relationship marketing terhadap loyalitas pelanggan. Komponen-komponen 

relationship marketing seperti trust, commitment, dan communication memiliki 

kontribusi yang berarti terhadap peningkatan loyalitas pelanggan. Berdasarkan 

hasil tersebut, ditemukan beberapa rekomendasi untuk PT Genesia Dwi Mitra untuk 

meningkatakan strategi relationship marketing guna mempertahankan dan 

meningkatkan loyalitas pelanggan antara lain: 1) program jaminan kepuasan, 2) 

survey kepuasan pelanggan, 3) serta memberikan penawaran menarik bagi 

pelanggan lama. Penelitian ini diharapkan dapat memberikan masukan agi PT 

Genesia Dwi Mitra dalam mengoptimalkan penerapan relationship marketing 

untuk meningkatkan loyalitas pelanggan. 

Kata kunci: pengaruh, relationship marketing, loyalitas pelanggan, penelitian 

kuantitatif, regresi linear sederhana. 
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ABSTRACT 

This study aims to analyze the influence between relationship marketing on 

customer loyalty at PT Genesia Dwi Mitra using a descriptive method with a 

quantitative approach. Relationship marketing is a marketing strategy that focused 

on maintaining and enhancing the company’s relationships with existing customers 

with the hope of increasing customer loyalty. Data for this study were collected 

through the distribution of questionnaires to 21 customers of PT Genesia Dwi 

Mitra. The analysis technique used is the Linear Regression test to measure the 

relationship between each variables. The result of this study indicate that there is a 

significant positive relationship between relationship marketing and customer 

loyalty. Components of relationship marketing such as trust, commitment, and 

communiciation have meaningful contribution to the increase in customer loyalty. 

Based on the result, several recommendations were made for PT Genesia Dwi Mitra 

to enhance their relationship marketing strategies to maintain and increase 

customer loyalty, including: 1) satisfaction guarantee programs, 2) customer 

satisfaction surveys, and 3) offering attractive deals for long-term customers. This 

study expected to provide input for PT Genesia Dwi Mitra in optimizing the 

implementation of relationship marketing to improve customer loyalty. 

Keywords: influence, relationship marketing, customer loyalty, quantitative 

research, linear regression. 
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