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ABSTRACT

The objectives of this research were: (1) to study customer relationship management.
Service quality and repeat purchases of goods and services of telecommunications
equipment, (2) to study how customer relationship management affects repeat
purchases of goods and services of telecommunications equipment; and (3) to study
how service quality affects repeat purchases of products and services. Services of
telecommunication equipment.

This research is quantitative research. The population is those who use the
services and who have used the products and services of telecommunications
equipment. The exact number of the population is unknown. Therefore, the
calculation was used from a formula with an unknown sample size, resulting in a
sample size of 400 people using purposive sampling. and purposive sampling the
tool used in the study was a questionnaire. Statistics used in data analysis included
percentages, means, and standard deviations. and linear regression analysis

Major findings: (1) overall customer relationship management has opinions on
customer relationship management at a very good level when considering each
aspect in order: Understanding customers in terms of creating interactions customer
retention development and response to customer specific needs as for the overall
service quality, their opinions on the service quality were at a very good level. When
considering each aspect in order, it is concrete services in terms of speed or response
aspects of care confidence and reliability and trustworthiness as for repeat purchases
of goods and services of telecommunications equipment is at a very good level, (2)
the results of the multiple linear regression analysis of the relationship between

customer management and repeat purchases of products and services of



telecommunications equipment found that the correlation coefficient (R) was equal
to 0.485; and (3) the results of the multiple linear regression analysis of the
relationship between service quality and repeat purchases of telecommunications
equipment products and services found that the correlation coefficient (R) is equal to

0.639.

Keywords: Customer Relationship Management, Quality Service, Repurchasing of

Product, Service at Telecommunication Equipment
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