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ABSTRAK

Tujuan adanya Penelitian ini untuk mengetahui pengaruh dari Relationship
Marketing, Perceived Quality dan Servicescape Terhadap Loyalitas Pelanggan De’
Kampung Cafe. Metode pada Penelitian ini dilakukan dengan teknik kuantitatif dan
pendekatan analisis deskriptif. Sampel yang digunakan adalah pelanggan De’
Kampung Café sebanyak 100 responden didapat dari perhitungan rumus Lemeshow
dengan ketentuan telah berkunjung minimal 2 kali. Teknik pengumpulan data yang
digunakan adalah kuesioner. Mengolah data menggunakan Software SPSS 26 serta
analisis dilakukan dengan teknik sampling non-probability. Hasil Penelitian
berdasarkan hasil uji regresi linier berganda koefisien X; yaitu Relationship
Marketing berpengaruh sebesar 26% atau (0,260) terhadap Loyalitas Pelanggan De’
Kampung Café, koefisien X yaitu Perceived Quality berpengaruh sebesar 21,9%
atau (0,219) terhadap Loyalitas Pelanggan De’ Kampung Café, dan koefisien X3
yaitu Servicescape berpengaruh sebesar 45,1% atau (0,451) terhadap Loyalitas
Pelanggan De’ Kampung Café. Berdasarkan hasil dari nilai R square sebesar 0,644
menjadi 64,4% sehingga Relationship Marketing, Perceived Quality dan
Servicescape berpengaruh secara simultan terhadap Loyalitas Pelanggan De’
Kampung Café. Berdasarkan hasil uji Hipotesis Relationship Marketing, Perceived
Quality dan Servicescape memiliki pengaruh positif dan signifikan terhadap
Loyalitas pelanggan De’ Kampung Café.

Kata kunci: Relationship Marketing, Perceived Quality, Servicescape, Loyalitas
Pelanggan.



ABSTRACT

The purpose of this study is to determine the influence of Relationship Marketing,
Perceived Quality and Servicescape on Customer Loyalty De' Kampung Cafe. The
methods in this study were carried out with quantitative techniques and a
descriptive analysis approach. The sample used was De' Kampung Café customers
as many as 100 respondents obtained from the calculation of the Lemeshow formula
with the provision that they had visited at least 2 times. The data collection
technique used is a questionnaire. Processing data using SPSS 26 Software and
analysis is carried out using non-probability sampling techniques. The results of
the study are based on the results of the multiple linear regression test of the X1
coefficient, namely Relationship Marketing has an effect of 26% or (0.260) on
Customer Loyalty De' Kampung Café, coefficient X2 is Perceived Quality has an
effect of 21.9% or (0.219) on Customer Loyalty De' Kampung Café, and coefficient
X3, namely Servicescape, has an effect of 45.1% or (0.451) on Customer Loyalty
De' Kampung Café. Based on the results of the R square value of 0.644 to 64.4%
so that Relationship Marketing, Perceived Quality and Servicescape have a
simultaneous effect on Customer Loyalty De' Kampung Café. Based on the results
of the Relationship Marketing Hypothesis test, Perceived Quality and Servicescape
have a positive and significant influence on customer loyalty of De' Kampung Café.

Keywords: Relationship Marketing, Perceived Quality, Servicescape, Customer
Loyalty.
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