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Abstract

The aim of this research is to 1) To examine the variables of transmitting visual content
via customer relationship management that influence customer loyalty. 2) In order to foster client
loyalty, it is important to examine the mechanism of conveying a desired perception through the
practice of customer relationship management. 3) In order to foster customer loyalty, it is
essential to create novel methods of image communication by utilizing customer relationship
management. 4) Assess the loyalty of clients who utilize customer relationship management by
means of unique image communication. Utilize a format for conducting qualitative research. The
cohort of 15 key informants comprised of 9 individuals who were interviewed and 6 participants
who took part in focus group discussions, selected using a unique sampling methodology.
Qualitative data analysis involved the utilization of data triangulation. And data synthesis analysis
with the 6' C technique (6' C. Technical Analysis)

The results of the research indicated that 1) there are 4 aspects in communicating image
through customer relationship management that respond to customer loyalty: organizational
behavior, relationship system, customer relationship, and management process. 2) The method
of transmitting image through customer relationship management to create client loyalty was
found The OSMCRF Model Communication Process is a communication model that may be
applied to both internal and external communications inside the company. Because it is
comprehensive communication from defining the objective of communication, determining the
sender, composing the message, selecting the communication channel, and receiving the
message, to reply to information 3) Innovation in communicating image through customer
relationship management to increase customer loyalty There are five crucial factors:
communication, customer relationship management (DEAR Model), communication innovation,
and communication processes. And communication results 4) Evaluate the loyalty of customers
who receive services using innovative image communication with customer relationship
management consisting of 4 issues: satisfaction levels of customers in both the public and private
sectors, response to suggestions and improvements, cooperation and confidence of both the

private and public sectors, and reliability.

Keywords: Communication innovation; Organizational image; Customer relationship management;

Customer loyalty
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