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ABSTRAK 

 

Winda Awlia, 1810412320019, 2022, Pengaruh Relationship Marketing 

dan Keputusan Pembelian terhadap Loyalitas Pelanggan di Arunika Coffee and 

Space Banjarmasin. Di bawah bimbingan M. Hasanur Arifin. 

Penelitian ini bertujuan untuk menguji seberapa besar Relationship 

Marketing dan Keputusan Pembelian terhadap Loyalitas Pelanggan. Penelitian ini 

menggunakan penelitian kuantitatif karena mengkaji kausalitas antar variabel. 

Sampel yang dipilih sebanyak 94 konsumen yang membeli produk di Arunika 

Coffee and Space Banjarmasin yang diambil dengan teknik sampel Ferdinand. Data 

dikumpulkan dengan menggunakan kuesioner dan analisis dengan regresi 

berganda.  

Hasil penelitian membuktikan bahwa Relationship Marketing  secara parsial 

berpengaruh signifikan terhadap Loyalitas Pelanggan, Keputusan Pembelian secara 

parsial berpengaruh signifikan terhadap Loyalitas Pelanggan, dan Relationship 

Marketing dan Keputusan Pembelian secara simultan berpengaruh signifikan 

terhadap Loyalitas Pelanggan di Arunika Coffee and Space Banjarmasin 

 

Kata kunci : Relationship Marketing, Keputusan Pembelian, Loyalitas Pelanggan 
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ABSTRACT 

 

Winda Awlia, 1810412320019, 2022, The Influence of Relationship 

Marketing and Purchase Decisions on Customer Loyalty at Arunika Coffee and 

Space Banjarmasin. Under the guidance of M. Hasanur Arifin. 

This study aims to examine how much Relationship Marketing and Purchase 

Decisions have on Customer Loyalty. This study uses quantitative research because 

it examines the causality between variables. The selected samples were 94 

consumers who bought products at Arunika Coffee and Space Banjarmasin which 

were taken using the Ferdinand sampling technique. Data were collected using a 

questionnaire and analyzed with multiple regression. 

The results of the study prove that Relationship Marketing partially has a 

significant effect on Customer Loyalty, Purchasing Decisions partially has a 

significant effect on Customer Loyalty, and Relationship Marketing and Purchase 

Decisions simultaneously have a significant effect on Customer Loyalty at Arunika 

Coffee and Space Banjarmasin 

 

Keywords : Relationship Marketing, Purchase Decision, Customer Loyalty 
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