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ABSTRACT 

The topic of this research is to analyze Customer Relationship Marketing (CRM) impact toward 
satisfaction at Astra Credit Company (ACC). The background of this research is to analyze whether 
CRM including relationship, retention, referrals and recovery collectivity or partially influence 
customer satisfaction at ACC. The research use descriptive method involves collecting the primary 
data. This process is done using questionnaires. The result obtained processed with statistical 
software to answer the hypothesis. The sample was randomly selected based on criteria 
predetermined, relevant to the objectives of the research. The study uses Multiple Regression 
Analysis instrument to test if each variable is significantly affecting the decision when tested 
individually. The population consists of ACC's customers. 40 customers are randomly selected. In 
simple random sampl ing, every element in the population has a known and equal chance of being 
selected as a subject. As the result of this research process, the research findings are stated. Each 
concludes some samples which are appropriate with the characteristic of research. 
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1.� INTRODUCTION products could meet the consumer 
demands. 

1.1. Background� An alternative approach for 
comp anies is the Relationship Marketing 

Competition has been rampant in the global (RM). This principle emph asizes the 
market. Fast changes in communication and establishment of long term relationship with 
information technology creates new consumer, supplier and distributor. It is a 
opportunities for industries worldwide. In mark eting stra teqy widely' used in 
order for a company to be competit ive, the transactional marketinq. In the early years, 
understanding and implementation of this compan ies and organizations frequ ently 
new trend must be fully done. used transacti onal marketing that 

Today , market is well divided , emphasized direct marketing which uses 
product lifecycle is getting shorter and means such as catalogue, advertisin g, direct 
shorter. The presence of consumer selling. Latter, companies started to use RM 
behavioral changes makes marketing roles and then developed to become Customer 
more important than ever . Consumers now Relationship Marketing (CRM) approach. 
have excellent opportunity to get products of RM illustrated by several researches 
choices tailored to their needs and demands. as a long term attachment (long term 
Marketing must then focused on whether relat ionship) between two parties. The 

relatio nship could be a relationship between 
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