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ABSTRAK 

 

PRATIWI WULANDARI. Analisis Loyalitas Online Travel Agent di Kota 

Jakarta: Bagaimana Peran Social Media Marketing, Customer Relationship 

Management serta Customer Value?. Skripsi. Jakarta. Program Studi Manajemen. 

Fakultas Ekonomi dan Bisnis. Universitas Negeri Jakarta. 2025. 

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing, 

customer relationship management (CRM), dan customer value terhadap customer 

loyalty, dengan customer satisfaction sebagai variabel mediasi pada layanan online 

travel agent di Jakarta. Metode penelitian yang digunakan adalah pendekatan 

kuantitatif dengan teknik pengumpulan data melalui penyebaran kuesioner kepada 

226 responden yang merupakan pengguna aktif Traveloka. Pengolahan data 

dilakukan dengan menggunakan Structural Equation Modeling (SEM) melalui 

bantuan software AMOS dan SPSS. Hasil penelitian menunjukkan bahwa ketiga 

variabel independen memiliki pengaruh positif dan signifikan terhadap customer 

satisfaction dan customer loyalty, serta customer satisfaction juga terbukti 

berpengaruh signifikan terhadap customer loyalty. Temuan ini menekankan 

pentingnya integrasi strategi pemasaran digital, pengelolaan hubungan pelanggan, 

serta penciptaan nilai pelanggan yang optimal dalam meningkatkan loyalitas 

pelanggan di era layanan digital. 

Kata kunci: Social Media Marketing, Customer Relationship Management, 

Customer Value, Customer Satisfaction, Customer Loyalty, Online Travel Agent. 
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ABSTRACT 

 

PRATIWI WULANDARI. Analysis of Customer Loyalty of Online Travel Agents 

in Jakarta City: What is The Role of Social Media Marketing and Customer 

Relationship Management and Customer Value?. Thesis. Jakarta. Management 

Study Program. State University Jakarta. 2025. 

This study aims to analyze the influence of social media marketing, customer 

relationship management (CRM), and customer value on customer loyalty, with 

customer satisfaction as a mediating variable in the context of online travel agent 

services in Jakarta. The research employed a quantitative approach, with data 

collected through a questionnaire distributed to 226 respondents who are active 

users of Traveloka. Data analysis was conducted using Structural Equation 

Modeling (SEM) with the support of AMOS and SPSS software. The results indicate 

that all three independent variables have a positive and significant effect on both 

customer satisfaction and customer loyalty, while customer satisfaction also has a 

significant impact on customer loyalty. These findings highlight the importance of 

integrating digital marketing strategies, effective customer relationship 

management, and the creation of perceived customer value in enhancing customer 

loyalty in the digital service era. 

Keywords: Social Media Marketing, Customer Relationship Management, 

Customer Value, Customer Satisfaction, Customer Loyalty, Online Travel Agent. 
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