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ABSTRACT

At present, entrepreneurs face constant and never-ending challenges in
this highly competitive business market. Those skilled enough will survive and thrive,
resulting in market saturation and success. One of the biggest parts that drives business
is the satisfaction of customers or consumers. The important strategies to win
customers from the competitors are those business needs for a technology to be
applied within the business which can define the attractive and effective strategies to
the customer. In this research, the researcher uses Cloud CRM as a customer
satisfaction technology to study of Expectation-Confirmation Theory including factors
of Expectation, Perceived Performanced, Confirmation and Satisfaction. Also apply
Task-Technology fit factor of Task-Technology fit theory. Besides from those factors,
the Collaboration and User Adaptation factors are new included in this research as
well.

This research is quantitative research on an online survey with the 210
sample sizes that gathered from the person who have used the Cloud CRM System
before. The data analytical using Simple Regression and Multiple Regression to get the

result of Direct Effect and Indirect Effect for those factors above.
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As a result, the Satisfaction, Collaboration and Task-Technology fit leads
to direct influence of Continuance intention to use Cloud CRM factor as well as
Expectation and Confirmation leads to indirect influence of that factor. In the other
hand, the User Adaptation factor is not effect to that factor. Additional result, we found
that the Perceive Performanced factor is indirect influence to Satisfaction factor.

The benefit of this research are theoretical benefit and practical benefit.
The theoretical benefits is to bring the research’s conceptual model to continue
education and study in-dept user’s behavior and practical benefits for such as, the
company where implement CRM systems to use the result for improve the better
system and for the entrepreneurs who interested in and making decision to applying
the CRM systems in the organization, and using this information for management to

force user continuously using the system.
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