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ABSTRAK 

Perekonomian global saat ini telah mengalami perubahan radikal yang 

mana perusahaan hanya dapat bertahan apabila mampu memberikan apa yang siap 

dibeli orang sehingga mendorong persaingan yang semakin meningkat dan 

tentunya bagi setiap pebisnis maupun perusahaan harus memiliki keunggulan 

kompetitif yang dapat menghasilkan nilai lebih bagi pelanggan. Dalam hal ini, 

mereka dapat menawarkan hubungan pelanggan sebagai upaya pemasaran untuk 

meningkatkan loyalitas merek pada pelanggannya. Perlunya hubungan pelanggan 

adalah untuk mempertahankan pelanggan yang sudah ada agar tetap setia terhadap 

perusahaan dan menambah pelanggan baru. Adapun hubungan pelanggan terdiri 

dari empat dimensi, yaitu kepercayaan, komitmen, komunikasi, dan conflict 

handling sebagaimana diutarakan oleh Ndubisi (2007). Namun, tidak hanya 

sebatas itu, perusahaan juga perlu melihat perbedaan sifat dan sikap antara wanita 

dan pria agar hubungan pelanggan yang diterapkan tepat bagi setiap gender. 

Sehingga, penelitian ini tidak hanya menguji hubungan pelanggan terhadap 

loyalitas merek saja, tetapi juga menguji gender sebagai variabel moderasi 

terhadap perusahaan kedai kopi, yaitu Starbucks Coffee di Kota Bandung. 

Penelitian ini menggunakan metode sampling yaitu purposive sampling dan 

metode analisis data menggunakan analisis regresi berganda serta analisis Chow 

Test untuk menguji variabel moderasi. Dari total 303 responden dengan responden 

pria berjumlah 143 dan responden wanita berjumlah 160 responden, hasil uji 

hipotesis menunjukkan trust, komunikasi, dan conflict handling berpengaruh 

langsung secara parsial terhadap loyalitas merek, customer relationship marketing 

berpengaruh langsung secara simultan terhadap loyalitas merek, sedangkan 

komitmen tidak berpengaruh langsung secara parsial terhadap loyalitas merek. 

Selain itu, gender juga terbukti memoderasi pengaruh customer relationship 

marketing terhadap loyalitas merek. 

 

Kata kunci: customer relationship marketing, kepercayaan, komitmen, 

komunikasi, conflict handling, loyalitas merek. 
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ABSTRACT 

 

In the global economics these days, many people have realized there is 

radical changing going on which companies can only survive if they are able to 

give something that is ready to buy and that causes larger competition among 

them where both entrepreneur and company need to have competitive advantage 

to create market value for their customers. In this case, they can offer customer 

relationship as their marketing program to increase brand loyalty in their 

customers. Customer relationship marketing is needed to sustain existing 

customers in order to keep them loyal and gain some new customers. According to 

Ndubisi (2007), customer relationship marketing contains of four dimensions, 

which are trust, commitment, communication, and conflict handling. 

Furthermore, company also needs to see the differences of characteristics and 

behaviour of each women and men so that the customer relationship marketing 

applied precise to each gender. Therefore, this research is not just examining 

customer relationship marketing toward brand loyalty, but also examine gender 

as moderating variable in coffee shop industry, which is Starbucks Coffee in 

Bandung city. The sampling method that has been used in this research is 

purposive sampling and data analyzed using multiple regression analysis with 

Chow Test to examine the moderation variable. Within total of 303 respondents, 

143 respondents are male and 160 respondents are female, resulted trust, 

communication, and conflict handling partially influence brand loyalty, customer 

relationship marketing simultaneously influence brand loyalty, as for the 

commitment does not influence brand loyalty partially. Furthermore, gender has 

been proved to moderate the influence of customer relationship marketing toward 

brand loyalty. 

 

Keywords: customer relationship marketing, trust, commitment, communication, 

conflict handling, brand loyalty. 
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