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 Intense business competition urges companies to continually enhance their marketing strategies to 
retain and attract customers. Therefore, a profound understanding of factors influencing customer 
loyalty becomes crucial. Service quality, customer satisfaction, and supply chain value are 
considered key factors affecting customer loyalty. However, the relationships between these 
variables and the role of Customer Relationship Management (CRM) as a mediator need further 
investigation, especially in the context of Indonesian companies. Hence, this research aims to 
contribute a deeper understanding of the interconnection between service quality, customer 
satisfaction, supply chain value, and customer loyalty, as well as to explore the role of CRM as an 
essential link in this dynamic. The research methodology employed is quantitative, utilizing a 
Likert scale questionnaire distributed online to managers and employees in the automotive sector 
listed on the Indonesia Stock Exchange (IDX). Out of 400 distributed questionnaires, 261 were 
successfully collected, with 14 incomplete responses, resulting in a final sample size of 247. Data 
collection took place from June to August 2023. In data analysis, the study applied the Structural 
Equation Modeling (SEM) approach using the SmartPLS analysis tool. The research findings 
indicate that service quality significantly influences CRM, while it does not have a direct significant 
impact on customer loyalty. Customer satisfaction significantly affects both CRM and customer 
loyalty. Supply chain value significantly influences CRM but does not have a direct impact on 
customer loyalty. Customer Relationship Management proves to mediate the relationships between 
service quality and customer loyalty, customer satisfaction and customer loyalty, as well as supply 
chain value and customer loyalty.  
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1. Introduction 

Globalization and rapid technological development have been the primary drivers in transforming the business competition 
landscape. With the opening of international markets and global economic integration, companies are faced with increasingly 
fierce competition. Globalization enables companies to expand into broader markets, but at the same time, it forces them to 
compete with rivals from various corners of the world with diverse expertise and resources (Haeruddin et al., 2023). 
Technological advancements play a key role in shaping the dynamics of business competition. The information and 
communication technology revolution has changed how companies interact with customers, manage supply chains, and 
formulate marketing strategies (Lee & Yoo, 2019; Nyadzayo & Khajehzadeh, 2016; Hofacker et al., 2020). Companies that 
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can enhance operational efficiency and provide innovative products or services will gain a competitive advantage. In facing 
increasingly tight competition, marketing strategy becomes a key factor in achieving corporate goals, especially in building 
and maintaining customer loyalty (Azeem et al., 2021). Companies must utilize effective marketing methods to attract 
customer attention, differentiate themselves from other competitors, and build long-term relationships with consumers 
(Distanont & Khongmalai, 2020; Udriyah et al., 2019). 
 
Customer loyalty plays a crucial role in business success, forming a strong foundation for long-term growth and stability. A 
loyal customer is not only a steady source of income but also a key to reducing the cost of acquiring new customers (Khan et 
al., 2022). In increasingly competitive environments, retaining existing customers is often more economical and yields stable 
revenue. Furthermore, customer loyalty will impact the sustainability of the company because loyal customers engage in 
repeat purchases, expand the range of products or services, and contribute to positive promotion through recommendations to 
friends and family. Another advantage lies in the positive reputation impact brought by loyal customers (Dam & Dam, 2021; 
Sun et al., 2020). Positive reviews and recommendations from customers can be valuable assets, attracting new customers and 
building a strong brand image. Customer loyalty also creates resilience to competition because customers who feel 
emotionally connected to a brand tend to remain loyal even amid a wide range of market choices (Chang, 2020). Developing 
strong relationships with customers also allows companies to respond more effectively to customer feedback, facilitating 
customer-driven innovation that can enhance the relevance of products or services. By prioritizing and maintaining customer 
loyalty, companies can preserve competitive advantages, enhance business resilience, and create a solid foundation for 
sustainable growth (Kataria & Saini, 2020; Manzoor et al., 2020). 
 
Customer loyalty is the result of a combination of several key factors integrated well by a company. One of the most dominant 
key factors is the quality of service, which plays a primary role in building a bond between the company and customers (Vuong 
et al., 2021; Alzoubi et al., 2022). When customers perceive that the service provided is of high quality, responsive, and meets 
their expectations, they feel valued and satisfied with the interaction. According to Supriyanto et al. (2021), service quality 
creates a positive experience that can enhance customer loyalty as customers feel emotionally connected to the company. This 
can lead to customer satisfaction reflected in the fulfillment of expectations regarding the provided products or services. 
Customers who are satisfied with their experience, whether related to products, the purchasing process, or services received, 
are more likely to become repeat customers (Kurdi et al., 2020; Fida et al., 2020). In addition to service quality and customer 
satisfaction, the company's supply chain value also plays a crucial role in building loyalty. Customers will appreciate the 
added value provided by the company through operational efficiency, product or service reliability, and availability. 
Companies that can manage their supply chain well, consistently provide products or services, and offer significant added 
value can enhance trust and strengthen customer attachment (Aburayya et al., 2020; Asnawi et al., 2020). 
 
To remain relevant and competitive amid intense business competition, companies must pay special attention to service quality 
that can create customer satisfaction. In a dynamic and changing business environment, customer satisfaction is not just a goal 
but a key to building and maintaining a loyal customer base (Hallencreutz & Parmler, 2021). By providing high-quality 
services, companies can create a positive experience for customers, strengthen emotional bonds, and evoke preferences for 
the company (Pakurár et al., 2019). Therefore, a focus on service quality not only enhances customer satisfaction but also 
creates a strong foundation for building loyalty. Although some previous studies have investigated the influence of service 
quality and customer satisfaction on customer loyalty, the supply chain value factor has been less discussed. Hence, this study 
aims to fill that gap by analyzing the impact of service quality, customer satisfaction, and supply chain value on customer 
loyalty. Furthermore, this research makes an additional contribution by considering the role of Customer Relationship 
Management (CRM) as a mediator, helping explain how the relationship between service quality, customer satisfaction, and 
supply chain value influences customer loyalty. 

 
2. Literature Review and Hypothesis Development 

Providing superior service compared to competitors is a primary strategy for companies aiming to position themselves as 
market leaders and create strong customer loyalty. Superior service quality includes aspects such as responsiveness to 
customer needs, speed in problem resolution, ease of interaction, and delivering an overall positive customer experience 
(Asnawi et al., 2020; Nyadzayo & Khajehzadeh, 2016; Shen & Yahya, 2021). Companies that can exceed customer 
expectations by providing better services than their competitors can build emotional bonds and deep trust. Moreover, 
delivering high-quality services not only creates customer satisfaction but also forms a solid foundation for building long-
term loyalty. Satisfied customers are more likely to return for future purchases and consistently choose that company 
(Ricardianto et al., 2023). Customers who trust and are loyal to a company will also recommend it to others, generating 
positive effects in promotion and brand image formation. By focusing on excellent service, companies can create sustainable 
competitive advantages, enhance customer retention, and ensure they remain the preferred choice in the eyes of consumers 
(Shah et al., 2020; Pakurár et al., 2019). 
 
There is a close connection between service quality and Customer Relationship Management (CRM), where service quality 
can directly influence the effectiveness and success of CRM implementation. Aburayya et al. (2020) state that good service 
quality creates a strong foundation for building a positive relationship between the company and customers. According to 
Hallencreutz & Parmler (2021), service quality plays a crucial role in shaping customer loyalty with a significant positive 
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impact. Similar statements are also affirmed by Dam & Dam (2021), emphasizing that the higher the service quality provided 
by a company, the closer the emotional attachment of customers to that company. Optimal service quality creates a positive 
experience that can build a stronger relationship between the company and customers. Excellent service quality can be a 
primary trigger for customers to transact repeatedly with the company, driving the formation of sustainable loyalty. Supriyanto 
et al. (2021) also state that customer loyalty is considered an indicator of the strength of the relationship between customer 
attitudes and loyalty in conducting repeated business with a company. Good service quality not only creates customer 
satisfaction but also becomes a primary determinant in forming enduring relationships and producing loyal customers (Fida 
et al., 2020). Therefore, a company's focus on improving service quality can be an effective strategy in creating customer 
loyalty and strengthening the company's position. 

 
H1: Service quality has a positive effect on Customer Relationship Management (CRM). 
H2: Service quality has a positive effect on customer loyalty. 

 
Customer satisfaction has become a primary focus in the marketing world as it is considered a key factor in business success. 
The understanding that customer satisfaction results from the comparison between actual performance and customer 
expectations forms the primary basis for meeting needs and enhancing the customer experience (Hofacker et al., 2020). With 
increasing competition across various industry sectors, companies tend to prioritize a customer satisfaction-focused marketing 
orientation to differentiate themselves from competitors (Hayati et al., 2020; Soliha et al., 2021). The creation of customer 
satisfaction brings several significant benefits, including establishing a harmonious relationship between the company and 
customers, where customer needs and expectations are effectively met. Customer satisfaction provides a strong foundation 
for repeat purchases and the creation of consumer loyalty (Khairawati, 2020; Almohaimmeed, 2019). Satisfied customers tend 
to select products or services from a company that has provided a positive experience. Customer satisfaction can trigger 
positive word-of-mouth effects. Satisfied customers are likely to recommend to friends, family, or business associates, creating 
sustainable and convincing promotion for the company (Lee, 2019). 
 
Manzoor et al. (2020) state that customer satisfaction has an influence on consistent consumer loyalty, consistent with the 
view that the higher the level of customer satisfaction, the higher the level of customer loyalty to the products or services 
provided by the company. Azeem et al. (2021) add a new dimension by stating that customer satisfaction can increase the 
purchasing intensity of the customer. In other words, satisfied customers not only remain loyal but can also increase the 
frequency and volume of purchases. Regarding the concept of customer loyalty, Abror et al. (2020) agree that satisfaction has 
a positive influence. However, Gopi & Samat (2020) highlight the importance of realizing that the increase in satisfaction 
does not always equate to an increase in loyalty in the same proportion. Thus, marketing strategies focused on customer 
satisfaction are not only an essential need but also a smart strategy in managing and maintaining strong business relationships. 
Improving customer satisfaction can play a crucial role in shaping sustainable loyalty, creating a strong foundation for repeat 
purchases, and supporting long-term business growth. 

 
H3: Customer satisfaction has a positive effect on Customer Relationship Management (CRM). 
H4: Customer satisfaction has a positive effect on customer loyalty. 

 
Supply chain value refers to the concept where each stage in a supply chain contributes to the final value of the product or 
service provided to customers. The importance of supply chain value is to enhance competitiveness and overall business 
efficiency. Othman et al. (2020) state that supply chain value has a significant impact on customer loyalty through several 
mechanisms that focus on the overall customer experience. By efficiently managing the supply chain, companies can ensure 
consistent availability of products or services, provide customer satisfaction, and establish a foundation for strong 
relationships (Kataria & Saini, 2020). Speed and responsiveness in product delivery are key, where a well-managed supply 
chain can expedite delivery times, increase customer satisfaction, and shape a positive perception of the company (Lee & Yoo, 
2019; Khan et al., 2022). Additionally, the consistent and high quality of products or services is also a positive impact of an 
optimal supply chain value, forming a strong basis for maintaining customer loyalty (Udriyah et al., 2019). Product or service 
innovation supported by an efficient supply chain can be an additional attraction, while effective management also creates a 
pleasant customer experience. This contributes to the creation of added value and differentiation that plays a role in shaping 
and maintaining customer loyalty, creating a favorable environment for business growth and sustainability (Haeruddin et al., 
2023). 

 
H5: Supply chain value has a positive influence on Customer Relationship Management (CRM). 
H6: Supply chain value has a positive effect on customer loyalty. 

 
Customer Relationship Management (CRM) is a strategic approach that focuses on managing interactions and relationships 
between a company and its customers. Through the effective implementation of CRM systems, companies can collect, 
analyze, and leverage customer data to understand preferences, needs, and consumer behavior (Ngelyaratan & Soediantono, 
2022). With an in-depth understanding of customers, companies can formulate more targeted marketing strategies and tailor 
product or service offerings specifically to meet customer expectations. Sofi et al. (2020) emphasize that the role of CRM in 
shaping customer loyalty cannot be overlooked. By engaging customers more personally and providing customized 
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experiences, companies can build stronger relationships with customers. CRM enables companies to provide more responsive 
services and empowers sales teams to quickly respond to customer needs (Guerola-Navarro et al., 2021; Nyadzayo & 
Khajehzadeh, 2016; Nuseir & Refae, 2022). Additionally, through loyalty systems and incentive programs, companies can 
encourage repeat purchases, offer special discounts, or provide rewards to loyal customers. Thus, CRM is not just a data 
management tool but also a strategic key in building and maintaining customer loyalty, strengthening a company's position in 
the market, and improving customer retention (Alshurideh, 2022). 

 
H7: Customer Relationship Management (CRM) has a positive effect on customer loyalty. 
H8: Customer Relationship Management (CRM) mediates the relationship between service quality and customer loyalty. 
H9: Customer Relationship Management (CRM) mediates the relationship between customer satisfaction and customer 
loyalty. 
H10: Customer Relationship Management (CRM) mediates the relationship between supply chain value and customer loyalty. 

 

 
 

Fig. 1. Theoretical Framework 
 
3. Research methods 

The research method employed in this study is quantitative, and data collection was conducted through questionnaires. The 
questionnaire utilized a Likert scale with a range of 1 to 7 points, reflecting the respondents' agreement level from strongly 
disagree to strongly agree. In an effort to obtain a representative sample, a simple random sampling technique was applied in 
this research. The population of respondents focused on managers and employees working in automotive sector companies 
listed on the Indonesia Stock Exchange (IDX). A total of 400 questionnaires were distributed to respondents online. Out of 
the total questionnaires given to respondents, 261 were successfully collected, indicating a questionnaire return rate of 65.25%. 
However, in the initial screening stage, 14 questionnaires were found to be incomplete, rendering them ineligible for further 
analysis. Therefore, the final sample for this study consists of 247 questionnaires considered valid and reliable for analysis. 
The data collection process took place from June to August 2023. In analyzing the collected data, this study applied the 
Structural Equation Modeling (SEM) approach using the SmartPLS analysis tool. This approach was chosen for its ability to 
provide an in-depth understanding of the complexity of relationships among variables within the research framework. Thus, 
through this method, the study aims to offer profound insights into the influence of service quality, customer satisfaction, 
supply chain value, and CRM's role on customer loyalty in the automotive sector in Indonesia. 

 
4. Research Result 

In this study, the analysis was conducted using SmartPLS software to test the influence of independent variables (service 
quality, customer satisfaction, supply chain value) and the mediating variable (Customer Relationship Management (CRM)) 
on the dependent variable (customer loyalty). In the initial analysis stage, a construct reliability test was performed to ensure 
that the constructs used to measure latent variables have an adequate level of reliability. A total of 3 constructs were used to 
measure the service quality variable, 4 constructs for measuring customer satisfaction and supply chain value variables, 3 
constructs for measuring the CRM variable, and 4 constructs for measuring the customer loyalty variable. The standard loading 
factor obtained from the testing must exceed 0.6 to ensure the reliability of constructs in measuring latent variables. The 
construct reliability test aims to assess the extent to which the constructs used can be relied upon in measuring the latent 
variables under investigation. A loading factor above 0.6 indicates that the construct has a strong relationship with the 
measured latent variable. These results are crucial to ensure that the measurement tools used in the study are valid and reliable. 

Service Quality 
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Supply Chain 
Value 

Customer 
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The testing results can be seen in Fig. 2, and the details are presented in Table 1, providing a visual and detailed overview of 
the construct reliability testing, which serves as the initial step in validating the research framework used in this study. 

 

 
Fig. 2. Analysis Results 

 
Table 1  
Std. Loading Factor 

Variable Service Quality Customer Satisfaction Supply Chain Value CRM Customer Loyalty 
SQ1 0.779     
SQ2 0.846     
SQ3 0.742     
CS1  0.697    
CS2  0.846    
CS3  0.858    
CS4  0.824    

SCV1   0.656   
SCV2   0.788   
SCV3   0.852   
SCV4   0.796   
CRM1    0.895  
CRM2    0.808  
CRM3    0.805  
CL1     0.833 
CL2     0.865 
CL3     0.857 
CL4     0.844 
 

Table 1 above presents the results of the standard loading factor test for each variable in the study. Service quality produced 
satisfactory standard loading factor results, with SQ1 (0.779), SQ2 (0.846), and SQ3 (0.742). These figures indicate that each 
indicator has a significant contribution to measuring the service quality variable. Customer satisfaction also shows positive 
results with high standard loading factors for CS1 (0.697), CS2 (0.846), CS3 (0.858), and CS4 (0.824). These values confirm 
that each indicator is reliable in measuring customer satisfaction. Furthermore, supply chain value is supported by strong 
standard loading factors on SCV1 (0.656), SCV2 (0.788), SCV3 (0.852), and SCV4 (0.796). These results indicate that each 
indicator has a good contribution to measuring the supply chain value variable. Customer Relationship Management (CRM) 
shows high standard loading factors on all indicators, namely CRM1 (0.895), CRM2 (0.808), and CRM3 (0.805). This 
confirms that each CRM indicator can be relied upon as a measurement tool for the mediation variable. The customer loyalty 
variable also shows high standard loading factors on CL1 (0.833), CL2 (0.865), CL3 (0.857), and CL4 (0.844). These figures 
indicate that customer loyalty indicators make a significant contribution to measuring the variable. Thus, the results of the 
standard loading factor test provide confidence that each indicator in the variable constructs has sufficient validity and 
reliability, strengthening the basis for structural analysis and interpretation of results within the research framework. 
 
The next step in this study involves validity and reliability analysis to ensure that the constructs used are reliable and valid. 
The validity test aims to evaluate the extent to which a construct can be considered valid in measuring related latent variables. 
The results of the validity test depend on the value of Average Variance Extracted (AVE), which is considered adequate if its 
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value is higher than 0.6. In the reliability test, the focus is given to proving that the constructs used can be considered reliable 
in measuring latent variables. Reliability criteria are measured with the Cronbach's Alpha value, considered adequate if its 
value is higher than 0.7. A high Cronbach's Alpha value indicates that the indicators in a construct correlate well and are 
reliable in measuring the same variable. The results of the validity and reliability analysis are a critical step to ensure that the 
measurement tools used in this study have good measurement capabilities and can be relied upon to describe the relationships 
between the variables under investigation. By confirming the validity and reliability of constructs, this study strengthens its 
methodological foundation, providing higher confidence in the results of the structural analysis to be conducted in the next 
stage. 

 
Table 2 
Validity and Reliability Analysis Test 

Variable Cronbach's Alpha Average Variance Extracted (AVE) 
Service Quality 0.716 0.625 
Customer Satisfaction 0.824 0.654 
Supply Chain Value 0.785 0.603 
CRM 0.786 0.701 
Customer Loyalty 0.872 0.722 

 
Table 2 reveals the results of the validity and reliability analysis for each variable in this study. The validity test is conducted 
by considering two main parameters, namely Cronbach's Alpha and Average Variance Extracted (AVE). The service quality 
variable obtains a Cronbach's Alpha value of 0.716 (> 0.7), reflecting adequate reliability, while the AVE value obtained is 
0.625 (> 0.6), indicating good construct validity in measuring service quality. The validity test for the customer satisfaction 
variable shows positive results with a Cronbach's Alpha value of 0.824, indicating good reliability. The AVE value obtained 
is 0.654, meeting the threshold value criteria of 0.6, which means it is considered valid in measuring customer satisfaction. 
The supply chain value variable also shows good reliability with a Cronbach's Alpha value of 0.785. The AVE value obtained 
is 0.603, indicating that this variable is valid in measuring the supply chain value. Furthermore, the Customer Relationship 
Management (CRM) variable obtains a Cronbach's Alpha value of 0.786, indicating good reliability, and an AVE value of 
0.701, indicating adequate construct validity. The customer loyalty variable shows excellent test results with a Cronbach's 
Alpha value of 0.872, reflecting high reliability. The AVE value of 0.722 confirms the construct validity in measuring customer 
loyalty. 
 
In this research process, two forms of hypothesis testing are used to examine the relationships between the involved variables: 
direct hypothesis testing and indirect hypothesis testing (involving mediation factors). Direct hypothesis testing aims to 
evaluate the direct impact of independent variables on dependent variables without involving mediating variables. On the 
other hand, hypothesis testing using mediation factors aims to identify whether the relationship between independent variables 
and dependent variables can be influenced by the designated mediation variables. In hypothesis testing, significance is 
determined by the T-statistic and P-value generated. A T-statistic value above 1.96 or a P-value less than 0.05 indicates that 
the proposed hypothesis has a significant and acceptable effect. A T-statistic value of 1.96 is the critical threshold at a 95% 
confidence level, which can be used to determine statistical significance. The significance conclusion of hypothesis testing 
serves as the foundation for this research to formulate recommendations and practical implications that can be drawn from 
the statistical analysis results. Thus, through this approach, the research can contribute valuable insights into understanding 
the relationships between the variables under investigation. 

 
Table 3  
Hypothesis test 

Hypothesis T statistics P values Information 
H1 Service Quality → CRM 2.039 0.027 Significant 
H2 Service Quality → Customer Loyalty 1.552 0.124 Not Significant 
H3 Customer Satisfaction → CRM 2.768 0.007 Significant 
H4 Customer Satisfaction → Customer Loyalty 7.631 0.000 Significant 
H5 Supply Chain Value → CRM 3.559 0.001 Significant 
H6 Supply Chain Value → Customer Loyalty 1.262 0.210 Not Significant 
H7 CRM → Customer Loyalty 1.951 0.044 Significant 

 
The results of the hypothesis testing presented in Table 3 above provide an overview of the relationships between the tested 
variables. Service quality has proven to have a significant impact on Customer Relationship Management (CRM), as 
evidenced by the T-statistics of 2.039 (> 1.96) and P-values of 0.027 (< 0.05). This finding aligns with Aburayya et al. (2020), 
indicating that companies need to pay special attention to service quality to enhance customer relationship management. 
However, the relationship between service quality and customer loyalty is not found to be significant, with T-statistics of 1.552 
and P-values of 0.124. This finding contradicts the results of Hallencreutz & Parmler (2021), where service quality does not 
directly influence the level of customer loyalty. Furthermore, customer satisfaction is proven to significantly influence CRM, 
with the T-statistics obtained being 2.768 and P-values being 0.007. Moreover, customer satisfaction also proves to have a 
significant impact on customer loyalty, with T-statistics of 7.631 and P-values of 0.000. These results support the findings of 
Gopi & Samat (2020) and Abror et al. (2020), emphasizing the importance of ensuring customer satisfaction to enhance 
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customer relationship management and create strong loyalty. Supply chain value also proves to have a significant impact on 
CRM, evidenced by T-statistics of 3.559 and P-values of 0.001, but not on customer loyalty, as the T-statistics obtained are 
1.262 and P-values are 0.210. In line with the findings of Othman et al. (2020), this study's results indicate that values in the 
supply chain can contribute to improving customer relationship management but not always directly impact the level of 
customer loyalty. Furthermore, the direct role of CRM in customer loyalty is proven to be significant, with T-statistics of 1.951 
and P-values of 0.044. This value indicates that companies with effective customer relationship management have higher 
levels of customer loyalty. 

 
Table 4  
Indirect Effect 

Hypothesis T statistics P values Information 
H8 Service Quality → CRM → Customer Loyalty 2.705 0.013 Significant 
H9 Customer Satisfaction → CRM → Customer Loyalty 5.239 0.000 Significant 
H10 Supply Chain Value → CRM → Customer Loyalty 4.013 0.000 Significant 

 
The results of the mediation test show significant findings related to the role of Customer Relationship Management (CRM) 
in connecting several independent variables with the level of customer loyalty (Table 4). The mediation test results show that 
CRM mediates the relationship between service quality and customer loyalty, obtaining T-statistics of 2.705 and P-values of 
0.013. This finding confirms that the influence of service quality on customer loyalty can be explained through the mediating 
role of CRM. Therefore, companies focusing on improving service quality can leverage customer relationship management 
to strengthen customer loyalty. Furthermore, the mediation test results show that CRM also mediates the relationship between 
customer satisfaction and customer loyalty, obtaining high T-statistics of 5.239 and P-values of 0.000. This finding provides 
evidence that the critical role of CRM in shaping customer loyalty is further reinforced through the level of customer 
satisfaction. Thus, companies need to effectively manage customer satisfaction to stimulate strong customer relationship 
management and, ultimately, high levels of loyalty. CRM also plays a role as a mediator between supply chain value and 
customer loyalty, where with T-statistics of 4.013 and P-values of 0.000, this finding confirms that increasing values in the 
supply chain can enhance customer loyalty through customer relationship management. Therefore, companies can optimize 
the values in their supply chain to support the development of stronger customer relationships and, ultimately, enhance 
customer loyalty. 

 
5. Conclusion 

The results of this research conclude that service quality, customer satisfaction, and supply chain value play crucial roles in 
shaping and influencing Customer Relationship Management (CRM) as well as customer loyalty towards the company. The 
research findings indicate that service quality has a significant impact on Customer Relationship Management (CRM), 
highlighting the importance of companies paying special attention to improving service quality to strengthen customer 
relationships. However, there is no direct significant influence between service quality and customer loyalty. This emphasizes 
the need for mediating variables such as CRM to explain this relationship. Customer satisfaction is proven to have a significant 
impact on Customer Relationship Management (CRM) and also has a strong direct influence on customer loyalty. This 
underscores that improving customer satisfaction can be an effective strategy to strengthen customer relationship management 
and, in turn, enhance customer loyalty. Supply chain value proves to have a significant impact on Customer Relationship 
Management (CRM), but it does not have a direct significant influence on customer loyalty. Nevertheless, supply chain value 
can increase customer loyalty through the mediation of customer relationship management. The direct role of customer 
relationship management in customer loyalty is proven to be significant, indicating that companies with effective customer 
relationship management can achieve higher levels of customer loyalty. 
 
The implications of the research findings have significant impacts on companies across various sectors in Indonesia, especially 
in the context of increasing business competition. Companies in Indonesia need to pay greater attention to improving the 
quality of services offered to customers. High service quality is not only key to building customer satisfaction but also plays 
a crucial role in shaping positive customer perceptions of the company. Moreover, companies also need to understand the 
importance of customer satisfaction as a primary element in the company's marketing strategy. Improving customer 
satisfaction will not only create a more harmonious relationship between the company and customers but also provide a strong 
foundation for repeat purchases and the creation of consumer loyalty. Furthermore, efficiency in the supply chain value is also 
an essential aspect that companies need to consider. Optimizing the supply chain can improve operational performance, reduce 
costs, and ultimately contribute to the improvement of service quality. Thus, companies can achieve higher competitive 
differentiation in the market. The implementation of effective Customer Relationship Management (CRM) systems is 
considered a key success factor in maximizing the positive influence of these variables on customer loyalty. A good CRM 
system can help companies understand individual customer needs, provide personalized services, and build meaningful 
interactions. Therefore, investing in CRM technology and training employees to manage customer data effectively can be a 
highly valuable long-term investment. 
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