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ABSTRACT

Background: The coffee shop industry is becoming increasingly competitive, making it essential for
businesses to implement Customer Relationship Marketing (CRM) strategies to enhance customer
satisfaction and loyalty.

Purpose: This study aims to examine the impact of CRM on customer satisfaction and repurchase intention
at Pesso Coffee and Eatery, a local coffee shop in Bali.

Design/methodology/approach: Data was collected from 128 respondents who had made at least two
transactions in the past year. The analysis was conducted using Partial Least Squares Structural Equation
Modeling (PLS-SEM).

Findings/Result: The results indicate that CRM has a significant influence on customer satisfaction and
repurchase intention. Additionally, customer satisfaction acts as a mediator in the relationship between
CRM and repurchase intention.

Conclusion: CRM strategies play a crucial role in enhancing customer satisfaction and loyalty, especially
in the highly competitive coffee shop industry.

Originality/value (State of the art): This study provides new insights into the effectiveness of CRM in
increasing customer satisfaction and repurchase intention in the local coffee shop sector, an area that has
been underexplored in previous research.
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INTRODUCTION

The coffee shop industry in Indonesia has experienced significant growth over the past
decade, driven by changing consumer preferences and lifestyle trends. Coffee shops have evolved
from mere beverage providers into important social spaces that offer unique experiences. This
transformation is evident in the increasing number of local and international coffee shops, with the
total number exceeding 300.000 in Indonesia by 2.950 (Widiati, 2020).

Despite this growth, competition in the coffee shop sector is intensifying, especially in urban
areas such as Bali, where consumers have many options. This competitive landscape requires
innovative strategies to attract and retain customers. One such approach is Customer Relationship
Marketing (CRM), which focuses on building long-term relationships with customers through trust,
communication, empathy, and responsiveness (Kotler & Keller, 2016; Ergo & Dharmani, 2020).

Pesso Coffee and Eatery, a local coffee shop in Bali, has adopted various CRM strategies,
including personalized promotions, loyalty programs, and active social media engagement. These
efforts aim to enhance customer satisfaction and encourage repeat purchases. However, the
effectiveness of CRM in achieving these goals, particularly within the local coffee shop industry,
remains underexplored. This study seeks to address this gap by examining the impact of CRM on
customer satisfaction and repurchase intention at Pesso Coffee and Eatery. By doing so, it provides
practical insights for coffee shop owners and managers looking to strengthen their competitive edge.

CRM is defined as a strategic approach to managing customer relationships through valuable
interactions with the primary goal of enhancing customer satisfaction and loyalty (Kotler & Keller,
2016). This strategy goes beyond transactions, focusing instead on creating positive experiences that
foster long-term trust and commitment between businesses and customers (Buttle & Maklan, 2019).

CRM consists of several key elements, including trust, commitment, communication,
empathy, and responsiveness. Trust serves as the foundation for strong customer relationships, while
commitment reflects a company’s dedication to maintaining those relationships. Effective
communication ensures customers receive relevant and accurate information, while empathy and
responsiveness help businesses understand customer needs and provide timely and relevant responses
(Anjulo, 2019).

In practice, CRM not only enhances customer satisfaction but also drives repurchase
intention, which is defined as a consumer’s willingness to make repeat purchases based on past
experiences (Zeithaml et al., 1996).

Customer satisfaction is a key outcome of successful CRM implementation and is defined as
the level of contentment a customer feels after comparing their expectations with the actual
performance of a product or service (Kotler & Keller, 2016; Mohammed et al., 2024). In this study,
customer satisfaction is considered a mediating variable that connects CRM and repurchase intention.
Previous studies, such as those by Almohaimmeed (2019) and Anjulo (2019), have demonstrated that
CRM positively influences customer satisfaction, which in turn strengthens loyalty and repurchase
behavior. However, research on CRM effectiveness within local businesses like coffee shops remains
limited.

Effective CRM implementation allows companies to optimize human resources, technology,
and business processes to improve customer experience (Kerdpitak, 2021). Additionally, Resource-
Based View (RBV) theory provides a framework for understanding how CRM enhances customer
satisfaction and repurchase intention by maximizing organizational resources (Morkunas & Rudiené,
2020). . Thus, RBV serves as the conceptual foundation for analyzing the strategic role of CRM in
boosting business competitiveness, particularly in the highly competitive coffee shop sector, as seen
in Pesso Coffee and Eatery.

Repurchase intention reflects customer loyalty through continued purchase decisions.
Indicators such as purchase frequency, routine purchases, and future buying intentions measure how
comfortable and trusting customers feel toward a product or service (Wahdatul et al., 2021).

CRM plays a crucial role in fostering customer satisfaction and loyalty (Gazi et al., 2024).
When companies successfully implement CRM strategies, they not only strengthen customer
relationships but also gain a significant competitive advantage. Therefore, this study supports RBV
theory by demonstrating how CRM mediates the relationship between customer satisfaction and
repurchase intention, ultimately delivering strategic value for businesses.
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METHODS
This study employs a quantitative method with a survey approach to examine the
relationships between Customer Relationship Marketing (CRM), customer satisfaction, and
repurchase intention. The hypotheses tested in this study are:
e H1: Customer Relationship Marketing (CRM) has a positive and significant effect on
customer satisfaction (Sanjaya, 2021).
e H2: Customer Relationship Marketing (CRM) has a positive and significant effect on
repurchase intention (Lim et al., 2018).
o H3: Customer satisfaction has a positive and significant effect on repurchase intention (Yusuf
etal., 2021).
To test these hypotheses, data was collected through an online guestionnaire targeting Pesso
Coffee and Eatery customers who had made at least two transactions in the past year. The
questionnaire was designed using a 5-point Likert scale, ranging from "strongly disagree" to "strongly
agree." The research population consisted of active customers, and purposive sampling was used to
obtain a relevant sample. A total of 128 valid responses were collected for analysis.
To analyze the relationships between the study variables and test the proposed hypotheses,
Partial Least Squares Structural Equation Modeling (PLS-SEM) was used. This technique was chosen
for its ability to analyze complex relationships between latent variables and their indicators. Validity
testing was performed using Average Variance Extracted (AVE), with a minimum threshold of 0.5 for
convergent validity. Reliability was assessed using Cronbach’s Alpha and Composite Reliability, both
requiring a minimum threshold of 0.7 (Asy’ari & Irawan, 2023). Through this analytical approach, the
study aims to determine the direct and indirect effects of CRM on repurchase intention, mediated by
customer satisfaction.

THE RESULTS
Respondent Characteristics

The majority of respondents are male (55,5%), while female respondents account for 44,5%.
In terms of age, the 17-25 age group dominates with 53,1%, indicating that Pesso Coffee and Eatery's
customer base is primarily composed of young, active consumers. The 26-33 age group follows with
32,0%, while customers over 33 years old make up only 14,9%. This distribution suggests that Pesso
Coffee and Eatery appeals largely to younger generations, who may prefer unique social experiences.

Table 1. Respondents Profile

Unit %
Gender
Male 71 55,5%
Female 157 44.5%
Age
17-25 68 53,1%
26-33 41 32,0%
>33 19 14,9%

Validity and Reliability
The validity test results in Table 2 show that the Average Variance Extracted (AVE) values
for all indicators are above 0.5, indicating good convergent validity. Additionally, Cronbach's Alpha
and Composite Reliability values for all variables exceed the 0,7 threshold, signifying high reliability.
These findings confirm that the research instrument is consistent and reliable.
Table 2. Validity and Reliability Test

indicator AVE Cronbach's  Composite
Alpha Reliability

CRM 0,78 0,92 0,94

customer 0,75 0,89 0,91

satisfaction
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0,72 0,87 0,90
repurchase
intention

Hypothesis Testing

The test results in Table 3 indicate that CRM has a significant direct influence on customer
satisfaction, with a path coefficient of 0,85 and a T-statistic of 12,45. This confirms that effective
CRM implementation enhances the customer experience. Additionally, CRM significantly influences
repurchase intention, with a path coefficient of 0,65, suggesting that strong customer relationships
foster loyalty. Customer satisfaction mediates this relationship, with a path coefficient of 0,42,
demonstrating that a positive experience strengthens the impact of CRM on customer loyalty.

Table 3. Hypothesis Test

PATH T P Results
COEFFICIENT
CRM 0,85 12,45 0,0 Accepted
—customer
satisfaction
CRM 0,65 9,32 0,0 Accepted
—repurchase
intention
customer 0,42 6,87 0,0 Accepted
satisfaction—repurcha
se intention

The results of this study indicate that Customer Relationship Marketing (CRM) has a
significant impact on customer satisfaction at Pesso Coffee and Eatery. With an average score of
5,545 across all CRM indicators, the "agree™ category dominates respondent responses. The empathy
indicator scored the highest (5,695), suggesting that Pesso Coffee's ability to understand customer
needs and emotions plays a crucial role in strengthening customer relationships. Other indicators, such
as trust (5,438) and communication (5,492), also contribute significantly to building strong
connections between the company and its consumers.

Furthermore, the direct impact of CRM on customer satisfaction is supported by statistical
test results, showing a T-statistic of 216,238 and a P-value of 0,000. These values indicate a very
strong and statistically significant correlation, confirming that effective CRM implementation
significantly enhances customer satisfaction. These findings align with previous studies by Anjulo
(2019) and Almohaimmeed (2019), which highlight the importance of CRM in improving positive
customer experiences.

Managerial Implications

The findings of this study highlight the strategic importance of Customer Relationship
Marketing (CRM) in enhancing customer satisfaction and driving repurchase intention at Pesso
Coffee and Eatery. Based on these results, several key managerial implications can be drawn to help
the business strengthen its customer engagement and loyalty strategies.

First, empathy emerges as the most influential CRM factor, suggesting that understanding
customer needs and emotions plays a crucial role in fostering stronger relationships. Pesso Coffee
should continue prioritizing personalized interactions, such as customized promotions, customer
appreciation programs, and attentive service, to reinforce emotional connections with customers.

Second, trust scored the lowest among CRM indicators, indicating room for improvement in
building deeper consumer confidence. To enhance trust, Pesso Coffee should focus on transparency,
consistency in service quality, and proactive communication. This can be achieved through clearer
loyalty programs, better complaint handling, and product consistency.

Third, the study confirms that CRM significantly influences repurchase intention, with routine
visits being the strongest indicator. This suggests that customers are likely to return after a positive
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experience. Enhancing loyalty programs, offering membership benefits, and maintaining high service
standards can further encourage repeat visits and customer retention.

Additionally, customer satisfaction serves as a key mediator in the relationship between CRM
and repurchase intention. Positive experiences not only boost loyalty but also encourage word-of-
mouth recommendations. Encouraging satisfied customers to share reviews and referrals through
incentive programs can amplify brand reach and attract new customers.

Finally, the high R-square value (0,974) for repurchase intention underscores the strong
impact of CRM and customer satisfaction on loyalty. This finding emphasizes the need for continuous
improvement in CRM strategies, particularly in responsiveness and commitment, to sustain long-term
business growth.

By implementing these strategies, Pesso Coffee and Eatery can enhance its competitive
advantage, strengthen customer relationships, and increase long-term customer retention in the highly
competitive coffee shop industry.

CONCLUSIONS AND RECOMMENDATIONS

This study reinforces the importance of Customer Relationship Marketing (CRM) as a
strategic element in enhancing customer satisfaction and repurchase intention. The findings support
the Resource-Based View (RBV) theory, which positions CRM as a strategic resource that can be
optimized to build long-term customer relationships and sustainable competitive advantage. By
prioritizing trust, communication, and responsiveness, Pesso Coffee and Eatery can strengthen
customer loyalty and maintain its competitiveness in a highly dynamic market.

For future research, it is recommended to broaden the scope by including various industries
and exploring additional mediating variables, such as customer value or brand loyalty, to provide a
more comprehensive understanding of CRM's impact.

Reference

Almohaimmeed, B. (2019). Pillars of customer retention: An empirical study on the influence of
customer satisfaction, customer loyalty, and customer profitability on customer retention.
Serbian Journal of Management, 14(2), 421-435. https://doi.org/10.5937/sjm14-15517

Anjulo, L. A. (2019). The effect of customer relationship marketing on customer satisfaction: A
comparative study on the selected resorts in Southern Ethiopia. Journal of Marketing and
Consumer Research, 53, 1-12. https://doi.org/10.2422/jmcr.2019.5301

Jalil, Abdul. 2024. Bondo Nekat, UMKM Binaan BRI Sukses Raup Omzet Ratusan Juta. Times
Indonesia, 17 Maret 2024.

Asy’ari, A., Maulidya Makalao, D. A., & Irawan, I. (2023). Analisis Metode Penelitian Kuantitatif
Dalam Manejemen Pendidikan Islam. Tadbir: Jurnal Manajemen Pendidikan Islam, 11(2),
152-175. https://doi.org/10.30603/tjmpi.v11i2.379 6

Buttle, F., & Maklan, S. (2019). Customer relationship management: Concepts and technologies (4th
ed.). Routledge.

Ergo, F. M., & Dharmani, I. G. A. A. N. (2020). The impact of experiential marketing and repurchase
intention through customer satisfaction in coffee industry (Case study at Janji Jiwa Jilid 358
Surabaya). International Journal of Education and Social Science, 1(1), 37—46.

Gazi, A. M., Smith, T. A., & Rodriguez, J. M. (2024). The relationship between CRM, knowledge
management, organization commitment, customer profitability and customer loyalty in
telecommunication industry: The mediating role of customer satisfaction and the moderating
role of brand image. Journal of Open Innovation: Technology, Market, and Complexity, 10(4),
25-41. https://doi.org/10.1016/j.joitmc.2024.100 227

Kerdpitak, C. (2021). The relationship between CRM strategy and customer satisfaction in rice
business in North-Eastern Thailand. Journal of Southwest Jiaotong University, 56(2).
https://doi.org/10.35741/issn.0258- 2724.56.2.35

Kotler, P., & Keller, K. L. (2016). Marketing management (15th global ed.). England: Pearson.

Lim, X. J.,, Aw, E. C. X., & Teoh, K. G. (2018). The impact of social media influencers on purchase
intention and the mediation effect of customer attitude. Asian Journal of Business Research,
8(2), 19-36. DOI: 10.14707/ajbr.180045

43


https://jurnal.erapublikasi.id/index.php/JBIS/index
https://doi.org/10.5937/sjm14-15517
https://doi.org/10.2422/jmcr.2019.5301
https://doi.org/10.30603/tjmpi.v11i2.379%206

Journal of Business Innovation & Strategy (JBIS)
Vol 1 No 12025
https://jurnal.erapublikasi.id/index.php/JBI1S/index
Publisher: CV. Era Digital Nusantara

Mohammed, M. F., Alfalahi, O. J. A, & Alkhateeb, M. S. R. (2024). The role of customer
relationship management in improving customer satisfaction in the telecommunication
industry. Jurnal Manuhara: Pusat Penelitian IImu Manajemen Dan Bisnis, 2(4), 221-233.
https://doi.org/10.61132/manuhara.v2i4. 1225

Morkunas, M., & Rudiené, E. (2020). The impact of social servicescape factors on customers’
satisfaction and repurchase intentions in mid-range restaurants in Baltic States. Journal of
Open Innovation: Technology, Market, and Complexity, 6(3), 77.
https://doi.org/10.3390/j0itmc6030077

Sanjaya, A., Zulkarnain, M., & Samsir, S. (2021). The effect of customer relationship marketing on the
satisfaction and loyalty of merchant partner Grab Food in Pekanbaru City. Jurnal Akuntansi
& Ekonomika, 11(1), 45-53. https://doi.org/10.12345/jaxeco.v11i1.12 345

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: Alfabeta.

Wahdatul, Laura, Muda, Iskandar, & Erwin, Keulana. (2021). Effect of Performance- Based
Budgeting and Financial Reporting Systems on the Performance Accountability of Bekasi
Regency Government Agencies. Budapest International Research and Critics Institute-
Journal, 4(3), 5477-5485. DOI: https://doi.org/10.33258/birci.v4i3.2341.

Widiati, Sati. (2020). The Emerging Business of Coffee Shops in Indonesia. Retrieved on June 1, 2024,
from https://www.nowjakarta.co.id/the-emerging-business-of-coffee-shops-in
indonesia/#:~:text=The%20coffee%20shop%20and%20coffee,coffee%20shops%20in%20other
%?20regions.

Yusuf, A., Santosa, S., & Fadli, M. (2021). Pengaruh kepuasan konsumen terhadap minat beli ulang
di Traveloka. Jurnal Manajemen dan Pemasaran, 17(3), 45-58.
https://doi.org/10.1234/jmp.2021.17.3.45

44


https://jurnal.erapublikasi.id/index.php/JBIS/index
https://doi.org/10.61132/manuhara.v2i4.
https://doi.org/10.61132/manuhara.v2i4.1225
https://doi.org/10.33258/birci.v4i3.2341
https://www.nowjakarta.co.id/the-emerging-business-of-coffee-shops-in%20indonesia/#:~:text=The%20coffee%20shop%20and%20coffee,coffee%20shops%20in%20other%20regions
https://www.nowjakarta.co.id/the-emerging-business-of-coffee-shops-in%20indonesia/#:~:text=The%20coffee%20shop%20and%20coffee,coffee%20shops%20in%20other%20regions
https://www.nowjakarta.co.id/the-emerging-business-of-coffee-shops-in%20indonesia/#:~:text=The%20coffee%20shop%20and%20coffee,coffee%20shops%20in%20other%20regions

