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PENGARUH PROGRAM POIN TRAVELOKA SEBAGAI 

KEGIATAN CUSTOMER RELATIONSHIP 

MANAGEMENT TERHADAP LOYALITAS 

PELANGGAN 

ABSTRAK 

Oleh : Richard Wijaya 

 

Perkembangan dan persaingan bisnis yang semakin kuat, menjadikan loyalitas 

pelanggan sebagai nilai yang tinggi. Perkembangan dalam bisnis yang diikuti oleh 

perkembangan teknologi informasi komunikasi telah membuat perusahaan yang 

semula berfokus pada penjualan, mulai beralih kepada pengelolahan hubungan 

pelanggan. Salah satu strategi komunikasi pemasaran yang dapat dilakukan yaitu 

dengan melakukan kegiatan Customer Relationship Management berupa program 

Poin Traveloka. Penelitian dengan judul “Pengaruh Program Poin Traveloka sebagai 

Kegiatan Customer Relationship Management terhadap Loyalitas Pelanggan” 

bertujuan untuk mengetahui ada tidaknya pengaruh Poin Traveloka terhadap loyalitas 

pelanggan dan seberapa besar pengaruh Customer Relationship Management yaitu 

Poin Traveloka terhadap loyalitas pelanggan. Paradigma penelitian ini yaitu positivis 

dan pendekatan kuantitatif bersifat eksplanatif. Instrumen penelitian yang digunakan 

adalah survey dengan menyebarkan kuesioner kepada 370 responden. Responden 

pada penelitian ini yaitu followers dari Instagram Traveloka. Hasil penelitian 

menunjukkan bahwa terdapat pengaruh yang kuat antara Poin Traveloka sebagai 

kegiatan Customer Relationship Management terhadap loyalitas pelanggan. Variabel 

Customer Relationship Management memberikan kontribusi sebesar 60,2% terhadap 

loyalitas pelanggan, dan memiliki nilai koefisien korelasi sebesar 0,780. 

 

Kata Kunci : Poin Traveloka, Customer Relationship Management, Loyalitas 

Pelanggan  
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THE IMPACT OF TRAVELOKA POINT PROGRAM AS 

A CUSTOMER RELATIONSHIP MANAGEMENT 

ACTIVITY TO THE CUSTOMER LOYALTY 

 

ABSTRACT 

 
By: Richard Wijaya 

 

 

 Stronger business development and competition, making customer loyalty 

becomes a high value. Developments in business followed by the development of 

information communication technology have made the company which originally 

focused on sales, began to switch to managing customer relations. One of  marketing 

communication strategy that can be done is by conducting Customer Relationship 

Management activities in the form of Traveloka Points program. This research with 

title "The Impact of Traveloka Points Program as a Customer Relationship 

Management Activity to the Customer Loyalty" aims to determine whether there is 

impact of Traveloka Points on customer loyalty and how big the impact Customer 

Relationship Management has on Traveloka Points to the customer loyalty. The 

paradigm of this research is positivist and quantitative explanative approach. The 

research instrument used was a survey by distributing questionnaires to 370 

respondents. Respondents in this research is instagram followers of Traveloka. The 

results showed that there was a strong impact between Traveloka Points as a 

Customer Relationship Management activity on customer loyalty. Customer 

Relationship Management variables contribute 60.2% to customer loyalty, and have 

a correlation coefficient of 0.780. 

 

 

 

 

Keywords: Traveloka Points, Customer Relationship Management, Customer Loyalty 
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