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Abstract 

In today's digital era, the rapid development of information technology has a significant impact on various sectors, including 
business and commerce. Customer Relationship Management (CRM) is a strategy used by companies to manage interactions with 
customers that aim to improve relationships, satisfaction, and loyalty. However, Toko Berkah Jaya Khalisa faces challenges such 
as the absence of sales promotions, unrecorded income and expense reports, and a traditional transaction process where 
purchases are manually recorded on invoices. The purpose of this research is to implement web-based CRM at Toko Berkah Jaya 
Khalisa so that it can maintain and increase customer loyalty. This CRM system helps manage customer data, sales and 
promotions through the website. The results of this study indicate that implementing CRM at the Berkah Jaya Khalisa store makes 
it easier for customers to access product information and available goods. In addition, customers can place orders online without 
having to visit the store directly, thereby increasing convenience and accessibility in transactions. 
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I. INDTODUCTION 
Technological developments in the field of sales today have 

changed the way businesses interact with customers [1]. E-
commerce is growing with various platforms making it easier 
to transact and promote products online [2]. Technology is used 
to personalize product recommendations, while data analytics 
help understand consumer behavior [3]. Customer features and 
services also improve the efficiency of handling queries and 
complaints so as to maintain communication with customers. 
Overall, technology has brought about a revolution in the world 
of sales, creating a more efficient and engaging shopping 
experience [4]. 

Customer Relationship Management (CRM) has undergone 
a significant transformation thanks to technological 
developments [5]. With CRM systems in place, companies can 
now manage customer data more centrally and in real-time, 
allowing access to information from anywhere [6]. Technology 
has improved CRM's ability to analyze customer behavior, 
predict trends, and provide more personalized 
recommendations [7]. In addition, the integration of CRM with 
communication tools such as email, chat, and social media 
facilitates faster and more effective interaction with customers 
[8]. Automation in CRM also helps reduce manual tasks, 
improving the efficiency of sales and marketing teams [9]. With 
the support of technology, CRM is not only a tool to manage 

customer relationships, but also a strategic solution to increase 
customer loyalty and satisfaction in a competitive digital era 
[10]. 

Toko Berkah Jaya Khalisa, located in Dusun II, Sipaku area, 
is one of the businesses engaged in the sale of cosmetic 
equipment and accessories. The products sold in this shop have 
a potential market, considering that cosmetics and accessories 
are popular needs among the community, especially women. 
However, even though the products offered have good 
prospects, Toko Berkah Jaya Khalisa still runs a less efficient 
sales system. 

In marketing the products in the store, namely by promoting 
through social media and word of mouth by direct consumers. 
Currently, Toko Berkah Jaya Khalisa has not implemented 
CRM to assist in conducting sales and marketing in order to 
expand sales of cosmetic products and accessories at the store. 

The purpose of this research is to create a web-based CRM 
system that makes it easier for Toko Berkah Jaya Khalisa to 
make sales, product promotions, can manage customer 
relationships and also as a solution to increase customer loyalty 
and satisfaction in shopping.  

Research conducted by Sakharia et al [11] in his research 
explains that CRM has a significant impact on consumer 
loyalty at The Body Shop, meaning that CRM is getting better 
so that it will develop customer loyalty, because CRM is a need 
to be aware of because CRM can increase revenue obtained 
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from the fast information provided by the company using CRM 
and in order to create consumer loyalty; Brand Image has a 
significant impact on consumer loyalty at The Body Shop the 
results of these findings mean that the better the Brand Image 
built by the company, consumers will remember the company 
well and consumers believe that the company can be trusted. So 
it increases consumer loyalty, because Brand Image is the main 
key to sales and is highly considered by customers. 

Research conducted by Hasan et al [12] n their research 
explained that the implementation of Customer Relationship 
Management at Mr. Ong's Bangka Pangsit Noodle MSMEs in 
Batam City can show that using Customer Relationship 
Management can have a positive impact on Mr. Ong's Bangka 
Pangsit Noodle MSMEs by being able to know the wishes of 
customers and being able to promote products more widely. In 
the application of Customer Relationship Management in 
MSMEs spread across Batam City, there are inhibiting factors 
which are as follows: 1) People, it is considered that there is 
still a lack of understanding itself from MSME actors and this 
must continue to be improved so that MSMEs in Batam City 
can develop rapidly. 

Another research conducted by Anindira and Imran [13] is 
the implementation of Customer Relationship Management 
through the KAI Access application in increasing customer 
satisfaction of PT KAI, namely implementing a Customer 
Relationship Management strategy by providing promos or 
discounts when there are special offers, providing rewards and 
premium member loyalty programs for KAI Access users, and 
holding a give away or distributing tickets for free in order to 
welcome the holidays. 

The next research by Lubis et al [14] revealed that the 
application of Customer Relationship Management with K-
Means can build customer clustering to group customers who 
use services so that service providers can identify the 
characteristics of their customers. 

The next research researched by Ramadhani et al [15] with 
the E-CRM method at Toko Wati Collection, customers 
become easier to find product information and place orders 
directly without having to come directly to Toko Wati 
Collection. Then, making E-CRM at Toko Wati Collection, the 
author uses UML (Unified Modeling Language) diagram 
design such as Use Case Diagram, Class diagram and the 
programming language used is PHP and MySql as a database. 
Finally, the application of the E-CRM method to the marketing 
system of Toko Wati Collection is by implementing several 
features such as discounts, sending direct messages, seeing 
comments from customers who have ordered products and 
tracking product shipments. 

From some of the research that has been done, CRM can help 
improve service and loyalty to customers. Therefore, 
information technology is needed using web-based CRM at 
Toko Berkah Jaya Khalisa so that customers do not move to 
other stores in shopping so that customers become comfortable 
and loyal in shopping with the features offered. 

 
 
 
 

II. METHODOLOGY  
This is the stage carried out in this research.   
 

 
  Figure 1. Stage of Research 
 
The explanation of figure 1 is: 
A. Problem Identification 

At this stage the researcher identifies what problems occur 
at Berkah Jaya Khalisa Store. So that by finding the problem, 
researchers can continue the next process of building a system. 

 
B. Collecting Data Method 

Here the author uses several data collection methods, 
namely by means of direct observation and interviews with the 
owner of Berkah Jaya Khalisa Store. 

 
C. Analysis Data 

At this stage, problem identification is carried out on the 
current system. Thus, it is hoped that researchers can find 
obstacles and problems that occur in the sales process at Berkah 
Jaya Khalisa Store so that researchers can find solutions to 
these problems. 

 
D. Design System  

System design is an activity of designing and determining 
how web-based sales so that it can facilitate users and 
customers including designing user interface data and process 
activities. The design process carried out is to observe the flow 
of promotion and sales systems that are running and change an 
old sales system into a new sales system that has been proposed 
using a design tool, namely the Unified Modeling Language 
(UML). 

 
E. Builiding System 

In the system development stage at Berkah Jaya Khalisa 
Store, software is needed to support this research and the 
software used to assist in system development at Berkah Jaya 
Khalisa Store, such as PHP, XAMPP, Sublime Text, MySQL 
Database, and Web Browser. 
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F. Testing System 
System testing is a process of verifying or testing a system 

that is well built to meet the needs of the store, can work 
consistently without any obstacles. 

 
G. Implementation System 

System implementation is an activity after system testing is 
complete and in accordance with the needs of the store, the 
system will be implemented so that it can help the store in 
increasing product sales and services. 

 

III.  RESULT AND DISCUSSION 
Berkah Jaya Khalisa Store needs a website that functions as 

a marketing and product sales platform. Where this website 
must provide complete information about products, prices and 
ordering features that make it easy for customers to transact 
without having to come directly to the store. On the marketing 
side, the system needed must be able to integrate between the 
website and social media so that the promotion strategy is more 
effective [16]. 

A. Analysis Data 
This stage is carried out to be able to understand sales 

patterns, the effectiveness of marketing strategies and also the 
needs of customers at Berkah Jaya Khalisa Store. This process 
begins with the collection of sales transaction data, including 
the number of products sold, demand trends and periods of 
increase and decrease in turnover. After the data is collected, 
the marketing methods used, especially through social media, 
will be analyzed to assess the extent of their reach and impact 
on sales. The data obtained is then processed and analyzed to 
find obstacles and opportunities for improvement. The results 
of this analysis will be the basis for designing a system that is 
more effective and in accordance with the needs of the store: 
 
B. Design System 

Design system using use case diagram. Use case diagram is 
a diagram used in system modeling to describe the interaction 
between users (actors) and the system being developed [17]. 
This diagram shows how actors interact with various functions 
or use cases in the system. Each use case represents a goal or 
activity performed by the actor in terms of system development 
[18]. 

 
Figure 2. Use Case Diagram 

C. Implementation System 
Customers can view products from the home page, to make 

transactions customers must register first. After the customer 
has registered, the customer logs in using the account that was 
created in the login menu.  

This is the display page that shows all the product lists 
available in the store. Customers can select a product category 

 

 
Figure 3. List Product 

 
By selecting a product, the system will display detailed 

information about the selected product as shown in Figure 4. 
 

 
Figure 4. Detail Product 

 
After selecting some products, the customer will be 

redirected to the order cart page. 
 

 
Figure 5. Order Cart 

 
After entering the cart then proceed to the checkout page to 

continue payment 
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Figure 6. Checkout Page 

 
After payment is made, the customer uploads proof of 

payment. 
 

 
Figure 7. Upload Evidence Payment 

 
After the customer receives the product that has been 

ordered, the customer fills in the product review page to 
provide ratings and comments on the service and quality of the 
product that has been ordered. 

 

 
Figure 8. Review Product 

 
IV. CONCLUSSION 

Based on the research that has been done, it is concluded that 
with the application of the CRM method at the Berkah Jaya 
Khalisa Store, it is easier for customers to find information 
about what products and goods are available in the store. As 
well as customers can place orders online without having to 
come directly to the Berkah Jaya Khalisa Store and through this 
system the store no longer needs to be confused to do 
promotions, because through the new marketing system the 
store just posts the results of the design of the new marketing 
system to social media owned by the store, if there are 
customers who access the system the customer can find out 
some important information related to the store and also other 
social media information owned by the Berkah Jaya Khalisa 
Store.  

 

V. SUGGESTION 
The following are some suggestions that can be put forward 

so that they become input and consideration, namely the system 
can be developed again to be better, one of which is to be able 
to add in the form of an Android application to make it easier 
for smartphone users because they can access directly without 
the help of a browser application (Mozila, Google Chrome). 
This is needed to improve customer service that is more 
optimal. 
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