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ABSTRAK 

 

 

 
Nama : Wanda Widya Ningrum 

NPM 193516416692 

Judul Skripsi : Optimalisasi Customer Relations dalam Menumbuhkan Kepuasaan dan 

Kepercayaan Customer PT Uangme Indonesia 

 
 

Kata Kunci : 

Customer Relations, 

Uangme, Customer atau 

Pelanggan, Kepuasaan 

dan Kepercayaan 

Penelitian ini bertujuan untuk mengetahui optimalisasi Customer 

Relations pada PT Uangme Indonesia perusahaan dalam aplikasi 

peminjaman online yang bersasis sistem platform PTP (Peer to 

peer) dan sudah bersertifikat langsung oleh OJK (Otoritas Jasa 

Keuangan) dan AFPI (Asosiasi Fintech Pendanaan Bersama 

Indonesia). Teori yang digunakan adalah teori Kepuasaaan dan 

Loyalitas Pelanggan pada Kotler dan Keller yang terdiri atas 

Switcher, Habitual Buyer, Satisfied Buyer, Likes the brand, 

Committed Buyer. Metode Penelitian yang digunakan adalah 

Kulitatif dengan pendekatan Deskriptif. Hasil penelitian 

menunjukan bahwa dari aspek Switcher perusahaan melakukan 

optimalisasi pelayanan sehingga kepercayaan dan kepuasaan 

menunjukan penilaian yang baik, dari aspek Habitual Buyer 

optimalisasi dilakukan agar pelanggan agar pelanggan yg 

menggunakan jasa Uangme merasa puas dan terus percaya pada 

Uangme, dari aspek Satisfied Buyer optimalisasi di lakukan 

meski biaya peralihan sering di pertanyakan namun mereka tetap 

loyal dan merasa puas, dari aspek Likes the brand optimalisasi 

dilakukan agar prespektif pelanggan terhadap produk sesuai 

dengan merek produk yang di buat secara serius. dan dari aspek 

Committed Buyer optimalisasi di lakukan agar pelanggan tetap 

loyal dan merekomendasikan ke pelanggan lain loyalitas 

pelanggan tidak perlu diragukan dengan penilaan terhadap 

penggunaan aplikasi Uangme. Hasil penelitian merujuk bahwa 

dari segi Switcher, Habitual Buyer, Satisfied Buyer, Likes the 

brand, Committed Buyer menunjukan bahwa melalui 

Optimalisasi Customer relations pada customer mencakup 

berbagai strategi dan taktik untuk meningkatkan interaksi, 

komunikasi, dan pelayanan Kepuasaan kepada pelanggan. 

Kesimpulan bahwa PT Uangme Indonesia telah melakukan 

Optimalisasi Customer relations sesuai dengan teori Kotler dan 

keller untuk menumbuhkan Kepuasaan dan Kepercayaan 

Customer. 

Pembimbing Drs. Adi Prakosa, M.Si. 
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Nama : Wanda Widya Ningrum 

NPM 193516416692 

Judul Skripsi : Optimizing Customer Relations in Growing Satisfaction and 

Customer Trust PT Uangme Indonesia 

Keyword : 

Customer Relations, 

Uangme, Customer, 

Satisfaction and Trust 

This study aims to determine the optimization of Customer 

Relations at PT Uangme Indonesia, a company in online lending 

applications based on the PTP (Peer to peer) platform system 

and has been directly certified by the OJK (Financial Services 

Authority) and AFPI (Indonesian Joint Funding Fintech 

Association). The theory used is the theory of Customer 

Satisfaction and Loyalty in Kotler and Keller which consists of 

Switcher, Habitual Buyer, Satisfied Buyer, Likes the brand, 

Committed Buyer. The research method used is Leatherative  

with a Descriptive approach. The results showed that from the 

Switcher aspect, the company optimized the service so that trust 

and satisfaction showed a good assessment, from the Habitual  

Buyer aspect, optimization was carried out so that customers 

who used Uangme services were satisfied and continued to 

believe in Uangme, from the Satisfied Buyer aspect, optimization 

was carried out even though switching costs were often 

questioned but they remained loyal and satisfied, from the Likes 

the brand aspect, optimization was carried out so that the 

customer's perspective on the product was in accordance with 

the product brand that was made seriously. and from the 

Committed Buyer aspect, optimization was carried out so that 

the customer's perspective on the product was in accordance 

with the product brand that was made seriously. and from the 

Committed Buyer aspect, optimization is carried out so that 

customers remain loyal and recommend to other customers, 

customer loyalty does not need to be doubted by assessing the 

use of the Uangme application. The results of the study refer that 

in terms of Switcher, Habitual Buyer, Satisfied Buyer, Likes the 

brand, Committed Buyer shows that through Optimization 

Customer relations on customers include various strategies and 

tactics to improve interaction, communication, and service 

Satisfaction to customers. The conclusion that PT Uangme 

Indonesia has optimized customer relations in accordance with 

Kotler and Keller's theory to foster customer satisfaction and 

trust. 

Advisor Drs. Adi Prakosa, M.Si. 
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