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Abstracts

The literature review revealed that most of the research was quantitative. (Quantitative
Research) using survey research (Survey Research Method) with an emphasis on studying the
impact of customer relationship management. service quality brand awareness with the loyalty
of customers. It was found that there were academics who brought customer relationship
management service quality and perceived brand value to study the impact on customer loyalty.
When studying the research of those academics, it was found Customer relationship
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management service quality and perceived brand value to study the impact on customer loyalty.
When studying the research of those academics, it was found Customer relationship
management factors affect customer loyalty. in terms of repeat purchase intention and customer
purchase intent including service quality factors that is an important factor It was found to have
an impact on customer loyalty. and affects the perception of brand value and brand recognition
factors It has an impact on customer loyalty.

Keywords: Customer Relationship; Management Service; Quality Brand Awareness;
Customer Loyalty.
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