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Twenty Oktavia Pujiliana, 2022. Analisis Segmentasi Pelanggan Menggunakan 
Metode K-Means Clustering dengan Model Recency, Frequency, Monetary (RFM) 
(Studi Kasus: CV. Garden Cell Kediri). Skripsi ini di bawah bimbingan Purbandini, 
S.Si., M.Kom. dan Endah Purwanti, S.Si., M.Kom. Program Studi S1 Sistem 
Informasi. Fakultas Sains dan Teknologi, Universitas Airlangga.

ABSTRAK

Customer Relationship Management (CRM) menjadi salah satu komponen 
penting dalam membangun perusahaan. Karena dengan CRM, perusahaan dapat 
mengelola hubungan dengan pelanggan secara lebih terstruktur dan dapat mengikat 
pelanggan yang berpotensi memberikan keuntungan bagi kelangsungan bisnis. Di 
CV. Garden Cell Kediri, penerapan CRM hanya terfokus pada pemberian diskon, 
promo, dan bonus kepada pelanggan tanpa membedakan karakteristiknya. Sehingga 
perusahaan masih kesulitan untuk membedakan dan mengikat pelanggan potensial. 

Oleh karena itu, penelitian ini berusaha membentuk segmentasi pelanggan di 
CV. Garden Cell Kediri dengan teknik K-Means clustering dan model RFM. 
Tahapan penelitian meliputi business understanding, data understanding, data
preparation, modeling, evaluation, dan deployment. Business  understanding 
dilakukan untuk memahami dan mencari tahu hal-hal yang dibutuhkan dalam 
penelitian mengenai perusahan dengan menggunakan metode wawancara. Data 
understanding bertujuan untuk memahami data yang diperoleh dari hasil 
wawancara dan mendefinisikan data sesuai dengan kebutuhan penelitian. Data 
preparation bertujuan untuk mempersiapkan data sebelum proses segmentasi 
dilakukan. Dalam tahap ini dilakukan pembersihan data dan pemilihan atribut yang 
berguna untuk proses utama. Kemudian dilakukan proses pembobotan RFM dengan 
recency merupakan nilai keterbaruan pelanggan melakukan transaksi, frequency
adalah jumlah transaksi pelanggan, dan monetary adalah total biaya yang 
dikeluarkan pelanggan. Setelah pembobotan RFM berhasil dilakukan, dilanjutkan 
dengan normalisasi dan pengelompokan pelanggan berdasarkan nilai RFM. 
Modeling dilakukan untuk mengelompokkan pelanggan menggunakan metode K-
Means clusetering. Hasil akhir clustering menunjukkan bahwa data terbagi menjadi 
4 cluster , yaitu C1, C2, C3, dan C4. Evaluation bertujuan untuk menguji seberapa 
baik hasil clustering dengan menggunakan metode Silhouette Score dan Davies-
Bouldin Index. Sedangkan, Deployment digunakan untuk membuat pemprofilan 
perilaku pelanggan berdasarkan pembagian cluster dan membaginya dalam 
beberapa kelompok, yaitu Most Valuable Customer (MVC), Most Growable 
Customer (MGC), Below Zero (BZ), dan Migrator. Dari pembagian kelompok 
tersebut diperoleh persentase MVC sebesar 25,3%, MGC sebesar 26,32%, BZ 
sebesar 22,45%, dan migrator sebesar 25,93%. Hal tersebut menandakan lebih dari 
setengah pelanggan yang melakukan transaksi di tahun 2021 adalah pelanggan 
bernilai tinggi (MVC dan MGC). Oleh karena itu, perusahaan perlu memberikan 
perhatian lebih kepada kelompok pelanggan tersebut agar dapat mengikat 
pelanggan dan memperoleh keuntungan maksimal. 

Kata Kunci : Segmentasi Pelanggan, Data Mining, Analisis RFM, 
Clustering K-Means, Perlakuan Kelompok Pelanggan.
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Twenty Oktavia Pujiliana, 2022. Customer Segmentation Analysis Using K-Means 
Clustering Method with Recency, Frequency, Monetary (RFM) Model (Case Study: 
CV. Garden Cell Kediri). This undergraduate thesis was under guidance of 
Purbandini, S.Si., M.Kom. and Endah Purwanti, S.Si., M.Kom. Majors of S1 
Information System. Faculty of Science and Technology, Airlangga University.

ABSTRACT

Customer Relationship Management (CRM) is an important component in 
building a company. Because with CRM, companies can manage relationships with 
customers in a more structured manner and can bind customers that have the 
potential to provide benefits for business continuity. In CV. Garden Cell Kediri, 
CRM implementation only focuses on giving discounts, promos, and bonuses to 
customers without distinguishing their characteristics. So the company is still 
difficult to distinguish and bind potential customers.

Therefore, this study seeks to establish customer segmentation in CV. Garden 
Cell Kediri with K-Means clustering technique and RFM model. The research 
stages include business understanding, understanding data, data preparation, 
modeling, evaluation, and deployment. Business understanding is carried out to 
understand and find out what is needed in research about companies using the 
interview method. Data understanding aims to understand the data obtained from 
interviews and define the data according to research needs. Data preparation aims 
to prepare data before the segmentation process is carried out. In this stage, data 
cleaning and selection of attributes that are useful for the main process is carried 
out. Then the RFM weighting process is carried out with recency being the 
customer's recent transaction value, frequency is the number of customer 
transactions, and monetary is the total cost incurred by the customer. After the RFM 
weighting has been successfully carried out, it is continued with normalization and 
grouping of customers based on the RFM value. Modeling is done to group 
customers using the K-Means clustering method. The end results of clustering 
shows that the data can be divided into 4 clusters, which is C1, C2. C3, and C4. 
Evaluation is done for the purpose of testing how good the end results of 
clusterization are with both Silhouette Score and Davies-Bouldin Index methods. 
On the other hand, Deployment is used to profile the customer and group them 
according to their appropriate cluster division; Most Valuable Customer (MVC), 
Most Growable Customer (MGC), Below Zero (BZ), and Migrator. After dividing 
them, we know that the percentage of MVC is 25,3%, MGC is 26,32%, BZ is 
22,45%, and migrators are 25,93%. These percentages show that more than half of 
customers that did their transactions in 2021 are high valued customers (MVC and 
MGC), based on that, the company needs to give their more of their attention to 
previously mentioned customer group so that they can retain them and get 
maximized profits.

Keywords : Customer Segmentation, Data Mining, RFM Analysis, K-
Means Clustering, Customer Group Treatment.
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