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ABSTRACT

To be a winner in competition a company required fo have
compelitive advantage. One of the ways to build competitive advantage is to
be different. A company can be different in customers retention and getting
new customers. Customers retention is an important thing because it is
easier and cheaper than effort to get new customers.

Photo companies also face this problem. Photo companies needs
precise information to achieve appropriate customers or new customers for
the company’s products. To gather the information is not easy, it is because
many problems; photo companies are usually careless in responding
customers and target customers feedback, there are too many customers
and target customers, no access to gather information from customers and
rarget customers. data about customers. target customers and compelitors.

This qualitative research is trying to solve photo companies’
problems throught designing customer relationship management database
based on marketing information system. This database designed to gather
various marketing data about customers and competitors. All the gathered
data processed 10 become meaningful information focused to support photo
company 0 retain customers and get new customers throught determine
appropriate customers for photo products.

This information system give advantages to photo companies. It will
be easier for photo company especially for marketing managers fo retain
customers and get new customers. This ease makes decission making
process more effective and efficient.

Keywords: Marketing  information  system,  customer  relationship
management, customer  relationship  management  database,
place subsystem.

X



DAFTAR ISI



DAFTAR ISI

Halaman Sampul Dalam.............o e i
Halaman Prasyarat GeIar............c...ooooivorooe oo e i
Halaman Persetujuan. .......cocooovoi oo e 1it
Halaman Penetapan Panitia Penguji... .......................... e e 1v
Halaman Lembar Persetujuan dan Pengesahan Tesis........... e v
Halaman Ucapan Terimakasih...............ccooooooiiivie e e vi
Halaman ADSIFACE. ..o ix
Halaman Daflar ISL. ..o e X
Halaman Daftar Tabel. ...t xvi
Halaman Daflar Gambar...............ciii xvili
Halaman Daftar Lampiran..........ococoooii et e XX
BAB 1. PENDAHULUAN. ...ttt e e e 1
1.1 Latar Belakang Permasalahan...................ccooooiiiici 1
1.2 Rumusan Masalah. ... 8
1.3 Tujuan Penelitian... ... ............ccoco e 8
1.4 Manfaat Peneltian....................o i 8
BAB 2. TINJAUAN KEPUSTAKAAN. ..ottt sttt 10
2.1. Penelitian terdahulu... ................. s 1O
2.2, KONSUMEI. .. ... ..ottt oo oo vt cee e e e e e e e e e 1
2.3, PrOAUSEI . . o oe et e e e e e e e e, 1

2 P aSAT o e e 12



2.5.1. Marketing Management.................... .. ... ..o

2.5.2. Marketing Strategy... ................. ...
253 Marketing Mix.... ...

253 1. Produk... ...

253 1.1 Fotografi.. ....................

2.5.3.1.2. Bentuk Fotograli........................ccooe e,

2532 Harga .. ...

2.5 3.3, PromOSI. ...

2.5.3.4. Jalur Distribust... ... ....oooo i

2.5.4. Differentiation SIrQIegIes... ...............cooiiiii i e

2.6. Customer Relationship Management... ... ..................c...occoc e,
2.6.1. Prinsip Dasar Dan Karakteristtk CRM... ............ ... ..........

2.6.2. Pertanyaan-pertanyaan Yang Mendasari CRM...............

2.0.3. Contact POINIS. ..ottt ettt

2.6.4. CRM Development Life~-Cycle..........c....ccoceiiooniiiioicaiiee e

27 8trategy. oo
2.7.1. Compelitive STAIBTY. .. ... ..ot e i e e e e e e
27.1.1. Keunggulan Biaya.... ...........ccoooi i

2.7. 1.2 DIfErensiasi. .. ... oot iiiee e it e e e

2.7.1.3. Generic Competitive SEFQIegY.. .. .......c.oooviiiie e,

2.7.1.3.1. Cost Leadership..........................oooo

2.7.1.3.2. Differentiation....................c oo coieie e inn

xi

.12

.13

14

14

15

16

17

19

20

. 20

21

22

24

25

26

27

. 30

31

31

31

32

33

34



27133 Focus............ 34

27134 Valwe Chain.........................cccoeeirn . 35

2.8. Sistem Informasi Pemasaran.................................... ... 37
2.3.1. Model Sistem Informasi Pemasaran.........................................37
2.8.1.1. Subsistem Quiput... ..o 38

28.1.2. DAIABASE. ..o, 39

2.8.12.1. Database Management System..............c.....c.c........ 39

2.8.1.2.2 Jenis-jenis Database.........................ccccecreen..... 40

2.8.1.2.3. Merancang Database. .................................45

2.8.1.3. SubSIStem JAPUL ........ccoooooieiiee e 47

2.9. Decision SUDPOFE SYSIEM.........c.....c.ccooiiiiiiiiic it 50
2.9.1. Model Decision Support SYStem....................cccoocociioececreeee e, 51

2000 NEIWOPK. ..ottt et 53
2 J0. 1 INTEIMEL. ... e e 53

2 Y02 JRIPQREIS ...t e 54

20030 FEXIFANCLS ...t s 55

2.10.4. Corporate IRICTREL..............cccc..ooi i e e 56

BAB 3. KERANGKA ALUR PENELITIAN. ... 59
3.1, Kerangka Alur PenelItian. ... ......coooiiiiiee it eraen e 59
3.2 OUIDUL oottt ettt 60
33 . CRM SOfIWAre... .........ccooi it e e e e e e e . 60
34, DAIADASE. ... s 61
38, TP e b 61

xii



3.6. Marketing Research SubSyStem...... ..o 61
3.7 Marketing Intelligence SubsySIem. ..................cocccc.ococoemmrororeeeeees o1 62

3.8. Sumber Internal

4.1 Jenis PenelItin.............ccooiiiiiiiiie et e e 65
4.2, Tempat Penelitian.............cooooooi i e e 66
4.3. Instrumen Penelitian. ... ..ot 66
4.4. Populasi, Sampel, dan SumberData...................... ... 66
4.5, Teknik PengumpulanData........................... oo i ... 68
4.5.1. Observasi Patisipatif......................... ... ... ... 68
4.5.2. Wawancara Mendalam.....................o ... O8
4.53. Dokumen... ... e 09
4.6. Teknik Analisis Data.................coco i i e 10
BAB 5. ANALISIS HASIL PENELITIAN
S1.Latar Belakang. .. ... e 12
511 LOKASI . cco it e e el 12
5.1.2. Struktur OrGaniSaSL.......cceeoveieeeiir et sr e st ieee e reae e ee et 72
5.0, ProdUK ..o e s 75
5.1.5. Konsumen................. OOV VPN UUUTRURUUUTUUUUUPOPSOPPPUINt 79
5.2, SISTOIML oo it itee ettt ettt et es bbb ettt 80
5.2.1. Sistern Sales Order............cocoiiioiiiiic e 80

5.2.2, SISIEIMN RUSCL.. oo oottt e s ee et e ettt et et rae e e 80

Xiil



5.2.3. Sistem Distribusi Produk. ..o 80

5.3. 8istem INFOrMASL...........o. oottt e 81
5.4, DalAbASE. ...t 81
5.5. Customer Relationship Management..........................ccoceuivvieveceieeniiecneeae 81
BAB 6. PEMBAHASAN. . . it e 82

6.1. Penerapan CRM Berbasis Sistem Informasi Pemasaran............................ 82

6.2. Rancangan CRM Berbasis Sistem Informasi Pemasaran........................... 84

G2 L IAPUL. ... 84
6.2.1.1. Transaction Processing SYSI@M...............cccccorvovcvcriiiinsnnsnn: 84
6.2.1.1.1. Master Jenis FOtO.......cooivieeiiiiiieec et 84

6.2.1.1.2. Master Pemasok.........c....occoivriinccon e 85

6.2.1.1.3. Master Pembelian.....................cce i, 85

6.2.1.1.4. Master Harga FO10......c....ooovoi i 87

6.2.1.1.5 Master Member..............c..cccoeviiecieiiniiiiiiie 88

6.2.1.1.6. Login Member.. ... 88

6.2.1.1.7. Master Jalur DiStribust. ............ccocooiniiiin 88

6.2.1.1.8. Master Pembayaran.............ccccocoooiin, 90

6.2.1.1.9. Master Penjualan.. ... 93

6.2.1.2. Marketing Research SubSystem. ...............cocovivieieinne 92
6.2.1.2.1. Master Responden.............cccooooeiiiiciiiniinne. 92

6.2.1.3. Marketing Intelligence Subsystem....................coovns 94

0.2.2. Place SUDSYSICIL ... oo 94
6.2.2.1. Member Yang Paling Setia..............coooooiiiniiiin 95

X1v



6.2.2.2. Member Yang Memberikan Keuntungan Terbanyak............. 97

6.2.2.3. Pendistribusian Produk.................cc.ocoocooiiioiv, 99

6.2.2.4. Outpur Pembelian Member Melalui Internet......................... 103

BAB 7. SIMPULAN DAN SARAN ..o et e 105
T L SHMPULAIL ..o et et et 106

T2 SATANL oottt 106

DAFTAR KEPUSTAKAAN .. ... ... i 107

LAMPIRAN. e e 112

XV



DAFTAR TABEL
Tabel Halaman

1.1 Dampak Kenaikan Retensi Konsumen....................................cccocciiiic . 6
2.1 Contoh Sales Order... ... 48
2.2 Contoh Form Survei Kepuasan Pelanggan. .. ... ............................................. 49
2.3 Simulast Form Marketing Intelligence SubSYSIENt..............cc.cccoooo oo, 50
5.1. Daftar Harga Paket FOO...........c.ocoiiiiiiii et 79
6.1 Master Jenis FOtO... ..........coooii i, 85
6.2 Master PEMasOK. ... 86
6.3 Master PEMBELIAN....._......coco oo e 87
6.4 Master Harga FOT0..... ..o ettt et e 87
6.5 Master Member... ... e 89
6.6 Master Login Member ... e 90
6.7 Master Jalur DISTIIDUSI ..ocoooiiiiiiii ettt 91
6.8 Master Pembayaran... ... e 9
6.9 Master Penjualan................cccocvrnvinin i, ST RTORORTOPSRPN 92
6.10 Master Responden... ..o i 93
O.11 MaSICr PESAINE. ..ottt ettt 95
6.12 Member Yang Paling Seliol......ooco s 97
6.13‘ Member Yang Memberikan keuntungan Terbanyak.............c.ooocviiiiiinnniiiieee 99

6.14 Pendistribusian Produk Ke Member, . ... ... e 10

xvi



6.16 Output Untuk Pembelian Member. ... 104

xvil



DAFTAR GAMBAR

Gambar

1.1. Orientast Bisnis 150 tahun terakhir..............cco.coiiee i

1.2. Kesadaran Dan Persiapan CRM

2.1 A Simple Marketing SySIem. ..o

2.2 Marketing MIX............ooooiiiieieoee e

2.3 Customer Relationship Management.............................
2.4 Three Generic SQIEGICS................cc.c.cc.ooe oot

2.5 Generic Strategies Value Chain .......... ... ... .. .. .. ... ...
2.6 A Model of a Marketing Information System................... ... ..
27 TheRelarz‘onalDazaModel.............‘,..,.,....,.....:.....,.....‘...,,.‘...,,.H,..,..,...
2.8 The Three Basic Operations of a Relational DBMS................................ ...
2.9 A Hierarchical Database For a Human Resource System... ...............c...oo oo e,
2.10 The Neftwork Data Model........... ... i
2.11 An Unnormalized Relation For ORDER......................cocoiiii i,
2.12 Normalized Tables Created From Order.....................cc.cco o iii it e
2.13 A Model Decisions SUpport SYSIEM.........c.cc.ccuvveeein e i i
2.14 How A Company Uses Internet, Intranet, And Ekstranefs.................c.cc ..o
3.1 Kerangka Alur Penelitian. ...
4.1 SHUASE SOSIAL ..ottt

4.2 Macam-macam Teknik ObServasi... ... e e e e

Xvill

Halaman

....................... 15

........................ 32

35

38

41

42

43

46

46

46

........................ 51

57

......................... 59

......................... 67

69



4.3 Macam-macam Wawancara Mendalam... ..o v 70

5.1 Memori Foto Tampak Depan.................co.coooiiiiiiioiie et 72
5.2 MEMOTT FOUO......coiiiioiiiii i oot 73
5.3. Grafik Komposist Karyawan. ... 73
5.4. Struktur Organisasi Memori FOIO...............coiiiiii et e, 76
6.1 Jaringan Komputer Yang Dapat Diterapkan Di Memori Foto...............c.ocoeeieee, 83
6.2 Relasi Member Yang Paling Setia.............cc.cooiiiiiiiiiaot ot s 96
6.3 Relasi Member Yang Memberikan Keuntungan Terbanyak...........c.cocooniniinn 98

6.4 Relasi Pendistribusian Produk Ke Member...... ... oo 100
6.5 Relasi Pendistribusian Produk Ke Calon Konsumen.............occcooooviiiioiiiiee e 102

6.6 Relasi Output Untuk Pembelian Member Melalui Internet. ... 104

XIX



DAFTAR LAMPIRAN

LAMPIRAN Halaman

1 Daftar Pertanyaan... ..............c.coioii i cin e e e 112

XX





