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Strategi Customer Relationship Management Terhadap Marketing Cost di Era 

Digital Dengan Root Cause Analysis Framework 

(Studi Kasus Brand HMNS) 

ABSTRAK 

Oleh 

Surahmi Salsabila Lubis 

Perkembangan teknologi informasi yang maju pesat dalam skala global semakin 

mempertajam persaingan bisnis. Pelaku bisnis perlu memikirkan langkah-langkah strategis 

dalam setiap rencana kegiatan bisnis terutama pada bidang marketing. Marketing menjadi 

salah satu aspek penting dalam sebuah bisnis. Salah satu upaya perusahaan untuk dapat 

bertahan adalah dengan menekan budget yang akan dikeluarkan dengan efisien. Upaya 

marketing yang efektif dan efisien menjadi kunci suksesnya sebuah bisnis dalam 

mempertahankan posisinya di pasar. Namun, marketing cost yang tinggi seringkali 

menjadi masalah bagi perusahaan, terutama bagi perusahaan kecil dan menengah. Salah 

satu solusinya adalah dengan mengimplementasikan Customer Relationship Management 

(CRM). CRM bertujuan untuk memperkuat hubungan dengan pelanggan melalui 

pengumpulan, analisis, dan penggunaan informasi pelanggan (Bhat, 2020). CRM 

memetakan status customer dan menganilsa kebutuhan dan pelayanan dengan tepat. 

HMNS mengaplikasikan CRM dengan tepat pada pengelolaan customernya dengan 

memetakan status dan kebutuhan customer. Memberikan pelayanan sebaik mungkin dan 

memberdayakan keberadaan customer serta menjadikannya sebagai brand ambassador. 

HMNS mengusung cerita dan kisah para customer sebagai advertise brand mereka. 

Melayani dengan sepenuh hati tanpa menggunakan AI atau bot penjawab otomatis. 

Menjadikan customer merasa istimewa dan memberikan solusi terbaik bagi komplain 

mereka. Penelitian ini telah berhasil mengetahui keberhasilan pengimplementasian strategi 

CRM pada perusahaan HMNS Parfum dalam menekan cost marketing sehingga 

mengurangi anggaran biaya pemasaran yang dikeluarkan, meningkatkan loyalitas 

pelanggan, mengoptimalkan penggunaan data pelanggan, dan meningkatkan efektivitas 

kampanye pemasaran. Dari penelitian ini juga diharapkan bahwa strategi marketing dengan 
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pengimplementasian CRM dapat dipakai dan diimplementasikan oleh pelaku bisnis yang 

lain dalam memaksimalkan Budget Marketing Cost. 

Kata Kunci: Marketing, Marketing Cost, Customer, Customer Relationship Management 
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Customer Relationship Management Strategy in Marketing Cost Efficiency at 

Digital Era by Root Cause Analysis Framework 

(Case Study of HMNS Brand) 

ABSTRACT 

By 

Surahmi Salsabila Lubis 

The rapid development of information technology on a global scale has sharpened business 

competition. Business people need to think about strategic steps in every business activity 

plan, especially in the field of marketing. Marketing is an important aspect of a business. 

One of the company's efforts to survive is reduce the budget that will be issued efficiently. 

Effective and efficient marketing efforts are the key to the success of a business in 

maintaining its position in the market. However, high marketing costs are often a problem 

for companies, especially for small and medium companies. One of the solutions is by 

implementing Customer Relationship Management (CRM). CRM aims to strengthen 

relationships with customers through the collection, analysis and use of customer 

information (Bhat, 2020). CRM maps customer status and analyzes needs and services 

appropriately. HMNS applies CRM appropriately managing its customers by mapping 

customer status and needs. Providing the best possible service and empowering the 

existence of customers and making them as the brand ambassadors. HMNS carries the 

histories and stories of customers in advertise their brand. Serve wholeheartedly without 

using AI or auto answering bots. Make customers feel privilege and provide the best 

solutions for their complaints. This research has succeeded in knowing the successful 

implementation of the CRM strategy at the HMNS Perfume company in reducing marketing 

costs, thereby reducing the marketing budget spent, increasing customer loyalty, 

optimizing the use of customer data, and increasing the effectiveness of marketing 

campaigns. From this research, it is also hoped that the marketing strategy by 

implementing CRM can be used and implemented by other Business people in maximizing 

the Budget Marketing Cost. 

 

Keywords: Marketing, Marketing Cost, Customer, Customer Relationship Management  



 

x 

 DAFTAR ISI 

 

LEMBAR PENGESAHAN SKRIPSI .......................................................................... ii 

SURAT PERNYATAAN KEASLIAN SKRIPSI ........................................................ iii 

KATA PENGANTAR ................................................................................................. iv 

UCAPAN TERIMA KASIH ......................................................................................... v 

ABSTRAK .................................................................................................................. vii 

ABSTRACT ................................................................................................................... ix 

DAFTAR ISI ................................................................................................................. x 

DAFTAR TABEL ....................................................................................................... xii 

DAFTAR GAMBAR ................................................................................................. xiii 

DAFTAR LAMPIRAN .............................................................................................. xiv 

BAB I PENDAHULUAN ............................................................................................. 1 

1.1. Latar Belakang Penelitian .............................................................................. 1 

1.2. Rumusan Masalah Penelitian .......................................................................... 3 

1.3. Tujuan Penelitian ............................................................................................ 3 

1.4. Manfaat Penelitian .......................................................................................... 4 

1.5. Sistematika Penulisan ..................................................................................... 4 

BAB II KAJIAN PUSTAKA ........................................................................................ 6 

2.1. Marketing ....................................................................................................... 6 

2.1.1. Digital Marketing .................................................................................... 7 

2.2. Biaya Pemasaran / Marketing Cost ................................................................ 8 

2.3. Customer Relationship Management (CRM) ................................................. 9 

2.3.1. Word of Mouth ...................................................................................... 10 

2.3.2. Loyalitas Konsumen.............................................................................. 10 

2.3.3. Pengumpulan Data Konsumen .............................................................. 11 

2.3.4. Perencanaan Keuangan ......................................................................... 11 

2.4. Root Cause Analysis ..................................................................................... 12 



 

xi 

2.5. Penelitian Terdahulu ..................................................................................... 14 

2.6. Kerangka Pemikiran ..................................................................................... 21 

BAB III METODE PENELITIAN.............................................................................. 22 

3.1. Subjek Penelitian .......................................................................................... 22 

3.2. Desain Penelitian .......................................................................................... 22 

3.3. Sumber Data Penelitian ................................................................................ 23 

3.4. Tahap Analisa Data ...................................................................................... 24 

3.4.1. Tahap Awal / Initiation ......................................................................... 24 

3.4.2. Tahap Kedua / Establishing  Facts ....................................................... 25 

3.4.3. Tahap Ketiga / Analysis and Validation ................................................ 27 

3.4.4. Tahap Akhir / Presentation of Result .................................................. 28 

BAB IV HASIL DAN PEMBAHASAN .................................................................... 29 

4.1. Gambaran Umum Perusahaan Parfum Brand HMNS .................................. 29 

4.2. Upaya Perusahaan Terhadap Penekanan Marketing Cost ............................ 33 

4.3. Strategi CRM Terhadap Penekanan Marketing Cost ................................... 46 

BAB V SIMPULAN, IMPLIKASI DAN REKOMENDASI ..................................... 49 

5.1. Simpulan ....................................................................................................... 49 

5.2. Implikasi Dan Rekomendasi ......................................................................... 50 

DAFTAR PUSTAKA ................................................................................................. 51 

LAMPIRAN ................................................................................................................ 56 

RIWAYAT HIDUP PENULIS ................................................................................. 145 

 

  



51 

 

DAFTAR PUSTAKA 

Ahmadi, A. (2018). Thai Airways: Key Influencing Factors on Customers' Word of 

Mouth. International Journal of Quality and Reliability Management. 36 (1), 

40-57, https://doi.org/10.1108/IJQRM-02-2018-0024. 

Andersen, B., & Fagerhaugh, T. (2006). Root Cause Analysis: Simplified Tools and 

Techniques. USA: ASQ Quality Press. 

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing Paper Type: - 

Review and Viewpoint. International Journal of Management, IT & 

Engineering, 8(10),, 321 - 339. 

Bhat, A. (2020). Marketing Analysis of Marygold in Jammu Subtropics of Jammu 

and Kashmir. Economic Affairs, 65(1), 69 - 76, https://doi.org/10.30954/0424-

2513.1.2020.10. 

Brad, F., & Keller, E. (2012). Recommendations are What Drives Your Business. 

Remember to Ask For Them. Forbes, 

https://www.forbes.com/sites/kellerfaygroup/2012/07/25/recommendations-

are-what-drives-your-business-remember-to-ask-for-

them/?sh=672711039c65. 

buildd. (2022). Tesla marketing strategy - How Tesla advertising runs on a $0 budget. 

buildd, https://buildd.co/marketing/tesla-marketing-strategy#product-T. 

Buttle, F., & Maklan, S. (2019). Customer Relationship Management: Concept and 

Technologies. New York: Routledge. 

Cavallone, M. (2017). Marketing and Customer Loyalty: The extra Step Approach. 

Bergamo: Springer Int. 

Conick, H. (2018). Read This Story to Learn How Behavioral Economics Can 

Improve Marketing. American Marketing Association, 

https://www.ama.org/marketing-news/read-this-story-to-learn-how-

behavioral-economics-can-improve-marketing/. 

Dean, T. (2017). How to Sell Without Selling. United Stated: MyMarketingCoach, 

LLC. 



52 

 

 

Deighton, J. (2021). Why Digital Advertising Cost Keep Rising. Harvard Business 

Review, https://hbr.org/2021/01/why-digital-advertising-costs-keep-rising. 

Doskocil, R., & Lacko, B. (2019). Root Cause Analysis in Post Project Phases as 

Application of Knowledge Management. Multidisciplinary Digital Publishing 

Institute (MDPI). 11(6), https://www.mdpi.com/2071-1050/11/6/1667. 

Gildin, S. Z. (2022). Understanding The Power of Word of Mouth. Sao Paulo: Revista 

de Administracao Mackenzie. 

Golden-Biddle, K., & Locke, K. (2007). Composing Qualitative Research: Second 

Edition. USA: Sage Publication Ltd. 

Grozdanovska, V., Bojkovka, K., & Jankulovski, N. (2017). Financial Management 

and Financial Planning in The Organization. European Journal of Business 

and Management Vol.9, No.2, 

https://core.ac.uk/download/pdf/234627714.pdf. 

Hani, L. Y. (2020 ). A Study of Financial Planning and Investment of Individual. 

International Journal of Science and Research (IJSR) 9(11):5, 

https://www.researchgate.net/publication/352642751_A_Study_of_Financial_

Planning_and_Investment_of_Individual. 

Haryandika, D., & Santra, I. (2021 ). The Effect of Customer Relationship 

Management on Customer Satisfaction and Customer Loyalty. SINTA 2, 7(2) , 

https://journal.ipb.ac.id/index.php/ijbe/article/view/33005/21830. 

Jhonston, G. (2019). Effective Root Cause Analysis: Looking at control, 

responsibility, process improvement and making the whole activity more 

effective. Jarrow: Amazon Digital Services LLC. 

Koetsier, J. (2019). Tesla Spends Zero On Ads. Here's Where BMW, Toyota, Ford, 

and Porsche Spend Digital Ad Dollars. Forbes, 

https://www.forbes.com/sites/johnkoetsier/2019/05/06/tesla-spends-zero-on-

ads-heres-where-bmw-toyota-ford-and-porsche-spend-digital-ad-

dollars/?sh=44e1cf8811d4. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving From 

Traditional to Digital. New Jersey: John Wiley & Sons, Inc. 

Kumar, V., & Reinartz, W. (2018). Customer Relationship Management: Concept, 

Strategy, and Tools. Third Edition. Berlin: Jhon Wiley & Sons, Inc. 



53 

 

 

Ledro, C., Nosella, A., & Vinelli, A. (2022). Artificial intelligence in customer 

relationship. 37 (13). Journal of Business & Industrial Marketing, 

https://www.emerald.com/insight/content/doi/10.1108/JBIM-07-2021-

0332/full/pdf?title=artificial-intelligence-in-customer-relationship-

management-literature-review-and-future-research-directions. 

Maggon, M., & Chaudhry, H. (2018). Exploring Relationships Between Customer 

Satisfaction and Customer Attitude from Customer Relationship Management 

Viewpoint: An Empirical Study of Leisure Travellers. FIIB Business Review, 

https://doi.org/10.1177/2319714518766118. 

McKinsey, & Company. (2020). The State of Marketing: Insights from Our 2020 

Global Marketing Survey. McKinsey & Company, 

https://www.mckinsey.com/business-functions/marketing-and-sales/our-

insight/the-state-of-marketing-insight-from-our-2020-global-marketing-

survey. 

Merriam, S., & Tisdel, E. (2016). Qualitative Research: A Guide to Design and 

Implementation. Fourth Edition. San Francisco: Jossey-Bass. 

Miles, M. B., Huberman, A. M., & Saldana, J. (2014). Qualitative Data Analysis. A 

Method Sourcebook. Third Edition. USA: Sage Publication Inc. 

Minieri, T. (2022). How Much Should You Spend On Marketing. Forbes, 

https://www.forbes.com/sites/theyec/2022/04/13/how-much-should-you-

spend-on-marketing/?sh=1ff729a58f99. 

Moleong, L. j. (2011). Metodologi Penelitian Kualitatif : Edisi Revisi. Bandung: 

Remaja Rosda Karya. 

Moorman, P. C. (2022). The CMO Survey: Just One-Third of Marketers Say Brand 

Strategies Address Climate Change. Duke University's Fuqua School of 

Business, https://www.fuqua.duke.edu/duke-fuqua-insights/cmo-survey-just-

one-third-marketers-say-brand-strategies-address-climate-change. 

Nabila, A., & Tuasela, A. (2021). Strategi Pemasaran Dalam Upaya Meningkatkan 

Pendapatan Pada DIVA KARAOKE Rumah Bernyanyi di Kota Timika. Kritis 

(Kebijakan, Riset dan Inovasi), 5(2). 

http://ejournal.stiejb.ac.id/index.php/jurnal-kritis/article/view/178. 

Opele, A., Tongo, N., & Ajayi, M. (2021). The Impact of Electronic Customer 

Relationship Management on Customer Retention. Global Research Journal 



54 

 

 

of Accounting and Finance 2(1):150-161, 

https://www.researchgate.net/publication/361923822_THE_IMPACT_OF_EL

ECTRONIC_CUSTOMER_RELATIONSHIP_MANAGEMENT_ON_CUST

OMER_RETENTION/link/62cd0c40d7bd92231fac3c2c/download. 

Polner, M., & Bottorff, C. (2022). Creating A CRM Strategy That Will Help Your 

Business Thrive. Forbes, https://www.forbes.com/advisor/business/creating-

a-crm-

strategy/#:~:text=CRM%20Strategy%20Definition,hand%20with%20CRM%

20software%20systems. 

Putra, N. L. (2010). Penerapan Strategi Customer Relationship Management (CRM) 

Pada Sistem Informasi Perhotelan : (Studi Kasus: Hotel Mutiara Merdeka). 

RIAU: UNIVERSITAS ISLAM NEGERI SULTAN SYARIF KASIM . 

Schwager, A., & Meyer, C. (2007). Understanding Customer Experience. Harvard 

Business Review, https://hbr.org/2007/02/understanding-customer-experience. 

Stamford, C. (2022). Gartner Survey Reveals Marketing Budgets Have Increased to 

9.5% of Overall Company Revenue in 2022. Gartner, 

https://www.gartner.com/en/newsroom/press-releases/gartner-survey-reveals-

marketing-budgets-have-increased-to-9-5--. 

Suharto, & Yuliansyah. (2023). The Influence of Customer Relationship Management 

and Customer Experience on Customer Satisfaction. Integrated Journal Of 

Business and Economic, 

https://www.researchgate.net/publication/369469892_The_Influence_of_Cust

omer_Relationship_Management_and_Customer_Experience_on_Customer_

Satisfaction/link/641c714e66f8522c38cb030a/download. 

Ulagammal, P., & Chellam, K. C. (2022). Customer Relationship in Retail Sector. 

UGC CARE Journal 47(02)-6, 

https://www.researchgate.net/publication/363881265_CUSTOMER_RELATI

ONSHIP_MANAGEMENT_IN_RETAIL_SECTOR. 

Vaidya, D. (2021). Marketing Cosnt. Wallsteetmojo, 

ttps://www.wallstreetmojo.com/marketing-cost/. 

Yang, Q., Wiredu, J., Bo, Y., & Agyemang, S. A. (2021). Customer Satisfaction on 

the Impact of I.C.T Based Products on Rural Banks: A Case Study of 

Anyinam-Rural Bank Limited in Ghana. 9(4):192-204. Journal of Business 

and Management Sciences, 



55 

 

 

https://www.researchgate.net/publication/356927773_Customer_Satisfaction_

on_the_Impact_of_ICT_Based_Products_on_Rural_Banks_A_Case_Study_of

_Anyinam-

Rural_Bank_Limited_in_Ghana/link/61fbed44007fb50447336cf3/download. 

 


