ABSTRAK

Kondisi dunia pariwisata saat ini telah berkembang dengan sangat cepat
sehingga kepariwisataan dapat digunakan sebagai lahan bisnis yang menguntungkan,
selain itu kepariwisataan telah turut mendorong perbaikan di bidang Ekonomi.
Perbaikan dibidang perekonomian didukung dari bisnis perhotelan yang merupakan
penunjang kepariwisataan. Perhotelan merupakan salah satu sarana penunjang dalam
bidang kepariwisataan, namun peranan hotel dalam kepariwisataan sangat tinggi.
Prama Grand Preanger Hotel Bandung yang berada di Kota Bandung merupakan
salah satu hotel bintang lima. Prama Grand Preanger Hotel Bandung menawarkan
kenyamanan menginap dan jaminan keamanan baik untuk jangka waktu pendek
maupun panjang. Tingkat penggunaan produk meeting package dan business
package pada perusahaan-perusahaan sangat tinggi mengingat banyak perusahaan
yang membutuhkan jasa hotel sebagai fasilitator pendukung kesuksesan bisnis
perusahaan tersebut.

Penelitian ini bertujuan untuk mengetahui “Analisis Pengaruh Program
Customer Relationship Management Terhadap Loyalitas Pelanggan Bisnis (Studi
Kasus: Prama Grand Preanger Hotel Bandung)”. Selain melakukan kajian
literatur dan penyusunan hipotesis, sampel yang dikumpulkan melalui kuesioner
pada 80 responden pelanggan bisnis yang diperoleh menggunakan metode teknik
purposive sampling. Kemudian dilakukan analisis data yang diperoleh dengan
menggunakan analisis regresi berganda. Analisis ini mencakup: pengujian validitas
dan reliabilitas, analisis regresi berganda, pengujian hipotesis melalui uji F. Dari
analisis tersebut diperoleh analisis regresi:

Y =3,156 + 0,092 X, + 0,095 X, + 0,140 X3

Dimana variabel loyalitas pelanggan bisnis (Y), continuity marketing (X,),
one to one marketing (X,), dan partnering programs (X3) diuji menggunakan uji F
menunjukkan bahwa adjusted R square sebesar 0,028. Hal ini berarti 2,8% loyalitas
pelanggan bisnis yang dapat dijelaskan oleh variabel-variabel independen yaitu
variabel program customer relationship management. Sedangkan sisanya sebesar
97,2% dijelaskan oleh variabel-variabel diluar model yang tidak dijelaskan dalam
penelitian ini. Maka dapat dinyatakan bahwa variabel independen yang meliputi
continuity marketing, one to one marketing,dan partnering programs secara simultan
atau bersama-sama tidak memiliki pengaruh secara signifikan terhadap variabel
loyalitas pelanggan bisnis.
Kata Kunci : Customer Relationship Management, Continuity Marketing, One to
One Marketing, Partnering Programs, Loyalitas Pelanggan Bisnis
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ABSTRACT

The current condition of the world tourism has been expanding rapidly so
that tourism can be used as a profitable business field, furthermore tourism has
driven improvements in Economics. It is supported from the hospitality business
which is supporting tourism. Hospitality is one of supporters in the field of tourism,
however the role of hotels in the tourism is very high. Prama Grand Preanger Hotel
Bandung is one of the five star hotels that located in Bandung. Prama Grand
Preanger Hotel Bandung offers the convenience of staying and security guarantees
for the short-term and long period. Product package and a business meeting package
for companies are high usage rates, considering the many companies that require the
hotel services as a facilitator of the company's business success

Therefore this study is an attempt to provide a value conceptual model that
explains the theoretical linkages existing “The Effect of Analysis Customer
Relationship Management Programs toward Business Customer Loyalty (Case
Study: Prama Grand Preanger Hotel Bandung)'". In addition to reviewing the
literature and formulation of hypotheses, the samples were collected through
questionnaires in 80 respondents acquired business customers using purposive
sampling method. The analysis of data obtained by using multiple regression
analysis. This analysis includes: testing the validity and reliability, multiple
regression analysis, hypothesis testing through F test analysis of the obtained
regression analysis:

Y =3,156 + 0,092 X, + 0,095 X, + 0,140 X,

The business customer loyalty variable (Y), continuity marketing (X,), one to
one marketing (X,), and partnering programs (X3) were tested using the F test has
been deduce that the adjusted R-square of 0.028. This means that 2.8% of business
customer loyalty can be explained by the independent variables are variables
customer relationship management program. While the remaining 97.2% is
explained by variables beyond the model that is not described in this study. Then it
can be stated that the independent variables include the continuity of marketing, one
to one marketing, and partnering programs simultaneously do not have a significant
influence on the business customer loyalty variable.

Keywords: Customer Relationship Management, Continuity Marketing, One to
One Marketing, Partnering Programs, Business Customer Loyalty
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