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ABSTRACT

Transportation services are a much needed
need today. But the pandemic has caused
all sectors to experience a tremendous
decline, including transportation. efforts are
needed to retain existing customers to

remain loyal to wusing transportation
services with a customer relationship
management  strategy. This  study

determined how satisfaction and customer
relationship management affect client
loyalty. The participants in this study are
people who have used online cab
transportation services for more than two
years in Medan that was started by 85
different people. An online survey that had
been verified for validity and reliability was
used in the data collection process. The
data analysis method employed traditional
assumption testing, hypothesis testing, and
multiple linear regression. The findings
indicate that, in part, customer relationship
management and satisfaction have a major
impact on customer loyalty, and that, in
part, customer relationship management
and satisfaction have a substantial impact
on customer loyalty for online cab
transportation services.

Keywords: Customer Loyalty, Customer
Relationship  Management,  Customer
Satisfaction, Marketing, Transportation.
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INTRODUCTION

Business competition is so extraordinary that it requires every company that is in the
competition to be able to make various efforts to be able to survive in the business that
has been initiated. To be able to survive, let alone develop, of course, requires an activity
that is not simple but must make an effort that moves simultaneously to be able to grab
part of a healthy competition. Companies must be able to attract as much market as
possible in order to use the products produced. But these efforts cost a lot because
retaining customers is much more profitable for any undertaking. Retaining customers
means that we expect our consumers to continue to use the products we produce
continuously, retaining customers is both a difficult part and a fun part of being able to
achieve it. Customer satisfaction shows confidence in the products offered to the market.
The market that is happy with the product will still use the product, here loyalty will be
created. A sense of satisfaction with the product will create customer loyalty.

Retaining customers means that we expect our consumers to continue to use the
products we produce continuously, so as to create loyalty from consumers. This can
happen when consumers have been satisfied with what we are giving to consumers.
Consumers are satisfied with the products they use, this will make them to continue to
use the products we produce. So here the loyalty has formed by itself. Loyalty is a
condition where the customer will always use the product produced by a company where
he has put trust in the product or brand of the product so that the consumer will buy not
one but two, three types of the same brand. Loyalty can be created by the existence of
many things including CRM, product quality, customer satisfaction. CRM or customer
relationship management is one form of business strategy that many companies use to
retain their customers. By combining human activities and technology to increase the
level of sales through existing consumers by maintaining them by providing relationships
through optimal service so as to make consumers feel satisfied and become loyal.
Currently, utilizing social media services is one of the easiest forms of establishing
relationships with customers, being able to provide a platform to connect companies with
consumers and sometimes between consumers and consumers to talk about the
products they receive (Supradono & Hanum, 2015). Consumers from various circles can
provide comments regarding the use of products and companies can provide feedback
to customers or consumers which can cause viral marketing effects as well as
promotions that benefit the company in increasing customer loyalty. Consumer
satisfaction is one of the important things to be able to maintain consumers to be loyal.
When consumers feel happy with the products or services they use, consumers will
automatically continue to use these service products and itis difficult to move. This needs
to be maintained by always paying attention to the needs of satisfied consumers so that
it will be easy to maintain it so that it remains loyal to use the services produced.
Customer satisfaction is one of the important things to be able to maintain consumers to
be loyal. When consumers feel happy with the products of goods and services they use,
consumers will automatically continue to use these service products and it is difficult to
move. This needs to be maintained by always paying attention to the needs of satisfied
consumers so that it will be easy to maintain it in order to remain loyal to using the
services produced. The customer relationship management approach with the service
and facilities provided to customers will provide a sense of satisfaction so that it will foster
loyalty to continue using it. Consumers feel satisfied when performance meets
expectations and when performance exceeds expectations, customers will be very
satisfied and happy so that loyalty is formed (Daulay & Rany, 2018). Likewise, online
taxi transportation companies have so much competition. Especially during the
pandemic, due to the decreasing activity of people outside the home, business activities
have also decreased greatly in various sectors, the impact of all this is a decrease in
turnover from online transportation services, especially online taxis.
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LITERATURE REVIEW

Customer Loyalty

Every company wants the sustainability of its business and tries to carry out various
strategies to be able to maintain its business. Meanwhile, the secret to long-term
corporate sustainability is the creation of customer loyalty. Customer loyalty became a
milestone in the establishment of the company to continue. Loyalty occurs in a
partnership that is represented beneficially between business and customers (Muna,
Pratiwi, & Yusriana, 2021). Every business wants the loyalty of their customers after
they use the items they have in the market. It is assumed that happy customers will stay
true to the brand by sticking with the product in the future, a circumstance is needed that
makes the customer feel the need to use the resulting product. Customer loyalty includes
customers who continue to make subsequent purchases of your business products
(Pradana, 2018).

Consumer loyalty is the commitment that customers give to companies that produce their
products by providing consumer satisfaction and so that consumers consistently buy
goods or services and have the mindset that encouraging others to do the same is good.
Loyalty shows the extent to which the customer demonstrates repeat business with the
service provider, by continuing to use the service, the tendency to see the service
provider well, to provide a tie, to hire this service provider when necessary for a service
While (Zulkarnaini & Fatmasari, 2021) expressing loyalty as a strong commitment to
buying back preferred goods or services in the future. Customers also recognize the
influence of external factors and marketers' efforts to change consumer behavior in order
to form opinions that will involve others in an effort to contribute to the products used.

A person's behavior that manifests itself as loyalty is their decision to make long-term
investments in goods or services. Repeated and ongoing purchasing activity is a sign of
loyalty. To keep customers, we must anticipate that they will continue to use the goods
we produce, fostering their loyalty (Daulay, 2021). Lai, Griffin, and Babin (2009) suggests
that the first sign of client loyalty is when they express satisfaction with the service
provider. Second, recommending to coworkers the usage of the services of the relevant
company. Third, there is a good chance the client will employ the business's services
once more. Fourth, rarely use different service providers for service delivery. Fifth, clients
generally choose the service provider their first option. The sixth, | think that loyalty is a
series of strongly held commitments to repurchase or support the return of a preferred
product or service in the future even though there is an influence of the situation and
conditions of the marketing environment has the potential to cause customers to move
to other products or services (Subagiyo & Adlan, 2017). Every company needs to
consider more about the creation of a loyal customer base for long-term relationships
(Leninkumar, 2017).

Customer Relationship Management (CRM)

CRM is a commercial strategy that combines technological and human operations. aids
in generating sales leads, turning them into clients, and keeping them as customers.
CRM is a tactic used to better understand the characteristics and demands of consumers
in order to forge stronger bonds with them. CRM can also be seen as a combined
strategy for sales, marketing, and customer service that strives to boost profits and
customer happiness. Additionally, CRM is also associated with customers in a business
that seeks to enhance the speed and caliber of a business process involving a number
of fields, including the fields of marketing (marketing), ordering (order), and customer
service (customers service) (Hakim, Pratama, & S, 2019). Customer Relationship
Management (CRM) is a strategy that companies use to find out later, learning more
about how custo&mer needs and nature. The company must be able to develop closer
relationships with customers. CRM can also be interpreted as an integrated function and
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sales, marketing and service strategy aimed at increasing revenue and customer
satisfaction. In addition, Customer Relationship Management is also related to the
customers of a company which aims to increase the speed of access better and the
quality of business processes involving several fields, namely marketing, ordering, and
customer service. Hakim et al. (2019). The synergy of several service areas will provide
more efficiency to customers. The convenience offered by the company will certainly add
satisfaction. Comfort will give birth to satisfaction from customers. Customers who are
satisfied with the service products they receive will always use them, creating customer
loyalty to the company.

According to Landrigan (2005) Customer Relationship Management or Customer
Relationship Management abbreviated as CRM basically focuses mainly on developing
a customer-oriented business culture. This culture is aimed at capturing the hearts of
consumers and maintaining their loyalty by creating and providing value for customers
who outperform competitors (Ahmad, 2012). In order to further deliver an optimal service
and sustain existing relationships, CRM aims to learn as much as possible about the
wants and behavior of customers. This is because customer knowledge and meeting
their demands are crucial to the success of any business. A firm finds it challenging to
attain and retain leadership and profitability if the CRM is not given the constant attention
it deserves. Value-based pricing bases the right price for a good or service on the needs,
resources, and expectations of the customer as well as the alternatives provided by
competitors (Jian et al., 2021).

Customer Satisfaction

According to Tse and Wilton (as cited in Pradana, 2018), customer satisfaction is a
response from customers to the incompatibility they feel between previous expectations
and the actual performance of the product felt after its use (Zeithaml, & Bitner, 2013)
stated, "Customer satisfaction is an evaluation of a product or service that can meet its
needs and expectations". If the product or service offered is very satisfactory, customers
will definitely use or buy the product or service. Conversely, if the product or service
offered is disappointing, customers can easily not glance at it (Kotler, 2005) states
"Satisfaction is the degree to which a level of product is perceived to match the
expectations of the buyer". So, customer satisfaction will occur when what the customer
expects of something he believes in (product / service) can be in accordance with reality
when consuming it. What customers expect can be found based on what is experienced
when consuming the product, stories from their colleagues, and various facts found from
the surrounding environment (billboards, promotions, and so on).

Indicators for measuring customer satisfaction according to Taylor & Baker include first,
based on experience, customers feel happy using the service. Second, the fulfillment of
customer expectations for the services or products offered. Third, customer trust in the
satisfaction of using the services offered. Fourth, the pleasures related to the use of INE
(Fakhrana, 2020).

RESEARCH METHOD

Research falls within the subject of quantitative causal research. The goal of causal study
is to determine whether a free variable has an impact on other variables becoming
constrained (Juliandi, Irffan, & Manurung, 2013). Approach The associative method will
be used in this study to explain any relationships or the effects of free variables on bound
variables. Quota sampling is used in the sampling method. 85 individuals who had used
online transportation services over the previous two years made up the research sample.
Multiple Linear Regression, the Classical Assumption Test, and Hypothesis Testing are
data analysis approaches.

327



Journal of International Conference Proceedings (JICP) Vol.5 No.4, pp. 324-332,
November, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

RESULTS
The following are the results of tests that have been carried out based on the results of
existing questionnaires of customer satisfaction variables, customer management

relationships to customer loyalty.

Table 1. Multiple Equations for Linear Regression

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 |(Constant) 6.747 3.813 1.769 .080
CRM 528 .098 449 5.376 .000
Customer .398 .105 .315 3.776 .000
Satisfaction

The above multiple linear regression equation shows the values of the equation as
follows

Y =6.747 + 0.528 + 0.398

Can be explained:

1) A value of 6,747 indicates if the independent variable is of fixed value then customer
loyalty is worth 6,747.

2) B1 worth 0.528 positive indicates if customer relationship management is improved
then customer loyalty rises by 0.528 assuming other independent variables are
constant.

3) B2 worth 0.398 positive indicates if customer satisfaction increases then customer
loyalty will rise by 0.398 assuming other independent variables are constant.

Table 2. T test

Coefficients?

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 6.747 3.813 1.769|.080
CRM .528 .098 .449|5.376|.000
customer .398 .105 3151 3.776|.000

satisfaction

From table 2, it looks at the calculated t value of 5,376 >t of table 2,133 with a sig of
0.00< 0.05, it is concluded that customer relationship management influences customer
loyalty. For customer satisfaction obtained t count 3,776 >t table 2,133 with sig 0.00<
0.05, it can be concluded that satisfaction has an influence on the loyalty of transportation
customers in Medan.

Table 3. F Test

Mean
Model df Square F Sig.
1 Regression 2 466.338 23.947 .000"
Residual 97 19.474
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| | Total | 99| | | |

From the table above, it can show F count 23,947 > F table 3.09 and sig 0.000 < 0.05, it
can be concluded that customer relationship management and satisfaction have a
synchronous and significant influence on transportation customer loyalty. in the city of
Medan

Table 3. Coefficient Determination

Model Summary®

Std. Error of the
Model R | R Square | Adjusted R Square Estimate
1 5752 331 317 4.41292

From the table above, the R-Square value of 0.331 means that CRM and customer
satisfaction contribute to customer loyalty by 33.1% and Adjusted R Square is worth
31.7%, indicating the ability that customer loyalty can provide from independent variables
that affect it. Meanwhile, 65.9% described other variables that were not studied.

DISCUSSION

From the results of the study, it is known that the management of customer relationships
affects customer loyalty significantly. Maintaining customer relationships is very
important so that they feel the attention and are needed by the business being run and
on the other hand customers also need the resulting service products. The CRM system
was born out of necessity and for the handling of customer complaints (Daulay &
Saputra, 2020). A study of Korean consumers, on the other hand, reports brand image,
quality of service and relationships provided and perceived by customers, and
perception of cost switching are better at determining loyalty (Kim, Park, & Jeong, 2004).
The company's image describes how the company treats its customers, the sense of
pleasure provided by the company shows that the management of customer
relationships provided by the company shows is positive. Good customer relationships
provide a sense of satisfaction and give rise to customer loyalty to the company.

Then satisfaction also has a significant influence on customer loyalty. A business is not
expected to be run only for the short term, every business wants its business to be able
to run in the long term. Therefore the role of the customer is important to pay attention
to who will continue to use the resulting product. Customer satisfaction according to
(Srinivasan, Anderson, & Ponnavolu, 2002) contributes to a number of important aspects
such as customer loyalty, increased reputation, decreased price elasticity and other
advantages. The results of subsequent studies are in line with the results of this study
the Service Quality variable has a positive and significant effect on Satisfaction. This
means that the better the quality of service provided, it will be able to increase Passenger
Satisfaction (Daulay, Hafni, Nasution, & Jufrizen, 2022). The results of simultaneous
tests show that customer management relationships and satisfaction simultaneously and
significantly affect customer loyalty. When the services offered to the market provide high
benefits, the sense of satisfaction with the service product becomes high, this of course
makes customers feel satisfied and if this is maintained, customer loyalty will be created
by itself. CRM has a level that provides sophistication at every level, namely knowledge-
based data processing customer service and is driven by the value of relationship
management by increasing competence and competitiveness (liew, 2008). Service
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quality is significantly benefited by internal marketing. This suggests that more effective
internal marketing will be able to raise the caliber of services (Rihayana, Salain, &
Rismawan, 2021) The image of the company refers to how the company's management
establishes relationships with its customers. The image of the company will be reflected
in the company's relationship to customers and reflected by the customer's satisfaction
with what the company provides (Aydin; & Gokhan, 2005). It comes from the customer
relationship management that delivers from all the customer consumption experiences,
and the quality of service that the company provides becomes a consumer experience
of what is perceived and this will give birth to customer satisfaction. Satisfied consumers
will return to use the services offered and this will give birth to customer loyalty.
Therefore, the perception of service quality directly affects the perception of the
company's image reflected in the management of the company's customer relations that
give rise to loyalty.

CONCLUSION

From the results of this study, customer relationship management partially and
significantly affects the loyalty of transportation service customers. Satisfaction has a
partial and significant effect on customer satisfaction of transportation service customers.
Simultaneously relationship management and customer satisfaction have a significant
influence on the loyalty of customers of transportation services. Customer management
relationships have a greater influence on customer loyalty. Then followed by customer
satisfaction. The implication of this research is that customer relationship management
provides an important role in establishing personal communication of a company to its
customers. The better the customer relationship carried out by the company, the higher
the level of satisfaction felt by consumers. The higher the consumer's satisfaction with
the services he receives, the maximum level of loyalty. Companies must be able to
maintain a good relationship with their customers so that customer satisfaction with the
products or services used can still be received in the form of loyalty, namely receiving
and using the products produced continuously continuously

ACKNOWLEDGMENT

This research has been carried out together with a team of several students and the
funding is carried out independently but the funding on publications is financed by the
University of Muhammadiyah North Sumatra. For this reason, | would like to thank the
University of Muhammadiyah North Sumatra for funding this proceeding and LPPM
UMSU as a facilitator in this research next to online Taxi customers in Medan who have
been willing to help as respondents to this research, as well as all parties who have
contributed

DECLARATION OF CONFLICTING INTERESTS
The writing of this article has followed the template set by the committee. This study does
not contain provocations or similar things. This study has differences with other studies.

REFERENCES

Ahmad, M. (2012). Analisis manajemen hubungan pelanggan. Jurnal Manajemen
Pemasaran, 66, 37-39.

Aydin, S., & Gokhan, O. (2005). The analysis of antecedents of customer loyalty in the
Turkish mobile telecommunication market. Ship Technology Research, 52(4), 194—
200. doi: 10.1179/str.2005.52.4.006

Daulay, R. (2021). Analysis of the effectiveness of information communication
technology and the service marketing mix to customer loyalty Indihome. Journal of
International Conference Proceedings, 4(2), 510-517. doi: 10.32535/jicp.v4i2.1284

Daulay, R., Hafni, R., Nasution, S. M. A., & Jufrizen. (2022). The determinant model of

330



Journal of International Conference Proceedings (JICP) Vol.5 No.4, pp. 324-332,
November, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

passenger satisfaction with low-cost carrier airlines in Indonesia during the Covid-
19 Pandemic. Retrieved from file:///C:/Users/Raptor/Downloads/125971249.pdf

Daulay, R., & Rany, M. Al. (2018). Analysis of service quality factors on customer
satisfaction on taxi online in Medan  City. Retrieved  from
file:///C:/Users/Raptor/Downloads/678.pdf

Daulay, R., & Saputra, R. (2020). Analysis of customer relationship management and
marketing strategies against competitive advantage on the company’s distributor in
Medan City. Retrieved from https://eudl.eu/pdf/10.4108/eai.8-10-2018.2288694

Fakhrana, Z. (2020). Peran kualitas layanan dan kepercayaan dalam membangun
kepuasan dan loyalitas pelanggan. Keberlanjutan: Jurnal Manajemen dan Jurnal
Akuntansi, 5(2), 157-171. doi: 10.32493/keberlanjutan.v5i2.y2020.p157-171

Hakim, A. A., Pratama, S., & S, F. P. (2019). Sistem informasi manajemen hubungan
pelanggan berbasis web pada PT. Arya Media Tour & Travel. JATISI (Jurnal Teknik
Informatika Dan Sistem Informasi), 5(2), 123-136. doi: 10.35957/jatisi.v5i2.142

Jian, O. Z., Utama, A. A. G. S., Wan Musa, W. N. A,, Hasly, W., Al-Rifae, R. F., Mohamad
Hussa, N. S. A, & Andriawan, N. (2021). Effective marketing strategies of
McDonald’s in Malaysia and Indonesia. International Journal of Applied Business
and International Management, 6(2), 33—-46. doi: 10.32535/ijabim.v6i2.1167

Juliandi, A., Irfan., & Manurung, S. (2013). Metodologi penelitian bisnis konsep dan
aplikasi. Medan: UMSU Press.

Kim, M. K., Park, M. C., & Jeong, D. H. (2004). The effects of customer satisfaction and
switching barrier on customer loyalty in Korean mobile telecommunication services.
Telecommunications Policy, 28(2), 145-159. doi: 10.1016/j.telpol.2003.12.003

Kotler, P. (2005). Manajemen pemasaran (1% ed.). Jakarta: Salemba Empat.

Lai, F., Griffin, M., & Babin, B. J. (2009). How quality, value, image, and satisfaction
create loyalty at a Chinese telecom. Journal of Business Research, 62(10), 980—
986. doi: 10.1016/j.jbusres.2008.10.015

Landrigan, M. (2005). Customer relationship management: Concepts and tools. Journal
of Consumer Marketing, 22(4), 237—-238. doi: 10.1108/07363760510605380

Leninkumar, V. (2017). The relationship between customer satisfaction and customer
trust on customer loyalty. International Journal of Academic Research in Business
and Social Sciences, 7(4), 450-465. doi: 10.6007/ijarbss/v7-i4/2821

Liew, C. B. A. (2008). Strategic integration of knowledge management and customer
relationship management. Journal of Knowledge Management, 12(4), 131-146.
https://doi.org/10.1108/13673270810884309

Muna, N., Pratiwi, M. R., & Yusriana, A. (2021). Celebrity endorsement dan citra produk
halal dalam membangun loyalitas merek: Studi pada kosmetik Wardah. Mix: Jurnal
llImiah Manajemen, 11(2), 285-300. doi: 10.22441/jurnal_mix

Pradana, F. (2018). Pengaruh manajemen hubungan pelanggan, kualitas pelayanan,
dan kualitas pengalaman terhadap loyalitas pelanggan dengan kepuasan
pelanggan sebagai variabel intervening pada nasabah PT Fac Sekuritas Indonesia
di Yogyakarta. Jurnal Manajemen Bisnis, 9(2), 193-212. doi: 10.18196/mb.9262

Rihayana, I. G., Salain, P. P. P., & Rismawan, P. A. E. (2021). Internal marketing as a
basic in building job satisfaction and service quality in non-star hotel in Denpasar.
International Journal of Applied Business and International Management, 6(2), 13—
24. doi: 10.32535/ijabim.v6i2.1146

Srinivasan, S. S., Anderson, R., & Ponnavolu, K. (2002). Customer loyalty in e-
commerce: An exploration of its antecedents and consequences. Journal of
Retailing, 78(1), 41-50. doi: 10.1016/S0022-4359(01)00065-3

Subagiyo, R., & Adlan, M. A. (2017). Pengaruh service quality, marketing mix dan
kepuasan mahasiswa terhadap customer loyalty. Jurnal Ekonomi Modernisasi,
13(1), 1-15. doi: 10.21067/jem.v13i1.1567

Supradono, B., & Hanum, A. N. (2015). Peran sosial media untuk manajemen hubungan
dengan pelanggan pada layanan e-commerce. Value added: Majalah Ekonomi dan
Bisnis, 76(1), 33-45. doi: 10.1016/j.cyt0.2015.08.063

331



Journal of International Conference Proceedings (JICP) Vol.5 No.4, pp. 324-332,
November, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2013). Services marketing: Integrating
customer focus across the firm (6" ed.). New York: Mc.Graw-Hill.

Zulkarnaini, Z., & Fatmasari, R. (2021). Pengaruh layanan akademik dan citra institusi
terhadap loyalitas mahasiswa Universitas Terbuka. Aksara: Jurnal limu Pendidikan
Nonformal, 7(3), 1285-1294. doi: 10.37905/aksara.7.3.1285-1294.2021

332



