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Abstract. This study aims to analyze the effect of consumer value, customer
experience, service quality to customer loyalty trhrought customer satisfaction. This
study uses a purposive sampling technique with 84 respondents who are beauty clinic
patients who have changed services from previous beauty clinics and are currently
using beauty care for 1 year at the current beauty clinic. Questionnaire data were
processed using Partial Least Square (PLS) analysis with testing measurement model
(outer) model and inner model with path coefficient. The results of the analysis show
that consumer value and service quality have a positive effect on customer satisfaction.
The consumer experience variable has a positive effect on customer loyalty. However,
the consumer value of customer service quality and customer satisfaction does not
affect to customer loyalty. While consumer experience has no effect on customer
satisfaction. The variable customer satisfaction is not able to mediate consumer value,
consumer experience and service quality to beauty care loyalty.

Keywords: consumer value, customer experience, service quality, customer
satisfaction,customer loyalty.

1. Introduction

The cosmetics market industry is currently growing. Consumer attention to beauty
treatments is increasing as the times develop. Beauty care is a necessity for women to support
an increasingly attractive and perfect appearance. The beauty care clinic business is becoming
increasingly popular with entrepreneurs. Intense competition offers a wide range of quality
products and convenience facilities. The consumer is the most important asset in a company.
A good company is one that maintains its relationship with consumers or customers.
Maintaining customers by fostering good relationships will create loyalty. To realize customer
loyalty the company must know the value desired by consumers. Value is the comparison
between the benefits obtained by consumers from a product or service with the sacrifice of
consumers to obtain and use these products[1].

Consumer experience is a growing phenomenon in marketing research and a priority
because consumer experience is a quality perceived by consumers in competitive competition.
Consumer experience is interpreted as a real response to consumers as a whole of consumer
perceived results on company performance[2]. A good experience that is felt by consumers
will make consumers want to buy back which is the beginning of a loyalty. Quality is the
fulfillment of customer expectations from a service [3]. Customers have a variety of
expectations for various types of services. Maintaining quality and customer satisfaction is the
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key to being able to retain customers and increase profitability. Consumer satisfaction is a
complex phenomenon that involves the expectations and experiences of consumers [4]. Good
service quality and positive customer experience is the beginning of the formation of a
customer satisfaction.

Consumer loyalty is a company's main goal to be able to keep customers loyal to use the
company's products or services and not switch to other brands. The company will make
consumers as loyal customers by trying to increase value and quality and provide an
interesting experience for consumers.

Based on the description above, researchers are interested in designing models that cause
consumers to become loyal. Is the consumer value, customer experience, service quality and
customer satisfaction that affect customer loyalty?

2. Literature Review

2.1 Customer Loyalty

Loyalty is the attitude of consumers' willingness to buy and use a company's product or
service for a long period of time [5]. Customer loyalty is a continuation of the attitude of
consumers who are satisfied in using the facilities and services provided by the company with
the aim that consumers remain customers in the company [3]. The definition of a loyal
consumer is someone who does the activity of buying goods or services repeatedly, has a
positive attitude towards the company and considers to buy back the product or service when
the consumer needs the same product or service [6].

2.2 Consumer Value

Marketing is closely related to efforts to create and deliver value to customers. Kotler
(2007) defines customer value as the difference or comparison between the total value
received by the customer and the total cost incurred by the customer. Value of the customer
(customer value) is determined by the difference in total benefits and the total costs incurred
by customers to obtain and use the product [3]. Customer's value is the difference between the
total value of the benefits received by the customer divided by the total costs incurred by the
customer [1]. The value received can direct directly to the formation of feelings of overall
satisfaction. The research results of Hijjah et al show that customer value variables have a
positive effect on customer loyalty[7]. The results of Mokoagouw's et al show that customer
value has a positive effect on satisfaction [8]. The statements of the researchers that have been
described above; it can be concluded that a business venture that pays attention to customer
value will produce a customer loyalty.

From the description above it can be proposed the following hypothesis:
H1: Consumer value has a positive effect on customer loyalty.
H2: Consumer value has a positive effect on customer satisfaction.



2.3 Consumer Experience

Real experiences that are positive and meaningful will influence consumer behavior in the
life of a consumer. Providing good or positive experience to customers can provide benefits
such as minimizing negative communication and adding positive product or service
information. Customer experience is interpreted as the result of interactions that occur
between consumers and products or services that have been purchased from a company,
causing positive or negative reactions [9]. Research conducted by Hijjah and Ardiansari shows
that there is a positive effect of customer experience on customer loyalty and the results in
customer experience research have a positive effect on customer satisfaction .

From the description above it can be proposed the following hypothesis:
H3: Consumer experience has a positive effect on customer loyalty.
H4: Consumer experience has a positive effect on customer satisfaction.

2.4 Quality of Service

One important factor in shaping customer satisfaction is quality service. Quality is the
company's effort to meet customer expectations presented in a service [3]. Consumers assess
the quality of a product or service by comparing an existing internal standard before using the
product or service. Service quality as an activity in an effort to provide what customers need in
terms of products or services [10]. Research conducted by Rachelia [11] shows the results that
service quality has a positive effect on customer loyalty. Research Muzammil et al shows the
results of service quality have a positive effect on customer satisfaction [12].

From the description above it can be proposed the following hypothesis:
HS5: Service quality has a positive effect on customer loyalty.
H6: Service quality has a positive effect on customer satisfaction.

2.5 Consumer Satisfaction

Satisfaction is a feeling of pleasure that consumers arise as a result of comparing the
impression of reality received because the performance of the product or service used is in line
with expectations [13]. Consumer satisfaction can influence desirable behavior, one of which
is customer loyalty. Consumer satisfaction is the impression that arises in the form of a
response to feelings due to the experience of consuming products or services, consumers feel
the difference in expectations and real performance [14]. Research conducted by Muzammil et
al shows the results of the positive influence of customer satisfaction on customer loyalty [12].
From the description above it can be proposed the following hypothesis:

H7: Consumer satisfaction has a positive effect on customer loyalty.
H8: Consumer satisfaction mediates the relationship of consumer value, consumer
experience and service quality to customer loyalty



3. Method

3.1 Respondents

Respondents are beauty clinic patients who have changed services from previous beauty
clinics and are currently using beauty care for 1 year at the beauty clinic now.

3.2 Data analysis

The data in this study were analyzed using structural equation modeling with the Partial
Least Square (PLS) approach.

3.3 Research Actions

PLS-SEM analysis usually consists of two sub-models, namely the measurement model or
often called the outer model and the structural model or often called the inner model.
Evaluation of the model using SmartPLS 3.2.8 can be done by assessing the results of the
measurement model, namely through confirmatory factor analysis (CFA) by testing the
validity and reliability of latent constructs (see table 1). Then proceed with structural model
evaluation and significant testing to test the effect between constructs or variables.

Table 1. Evaluation Rules for the Success of the Measurement Model

Validity and Parameter Rules of success
Reliability
Convergent Validity = Loading Factor 1.>0.70 for confirmatory research

2.0.50 - 0.60 is still acceptable for the
development stage

Average Variance > 0.50 for confirmatory and exploratory research.
Extracted (AVE)
Reliability Composite Reliability 1. 1> 0.70 for confirmatory research
2.>0.60 is still acceptable for the initial stages
of development.

Sources: Ghozali and Latan [15]

After the outer model meets the criteria the next step is to test the inner model.

4. Result And Discussion

4.1 Response Rate

The response rate of the questionnaire in this study was 92.4%. The total number of
respondents was 84 people. Respondents are beauty clinic patients who have changed services
from previous beauty clinics and are currently using beauty care for 1 year at the beauty clinic
now.



4.2 Outer Model

The measurement model can proceed to the next stage, namely the inner model if the outer
model results meet valid and reliable criteria. In table 2 can be seen the measurement model of
the study. All indicators can be accepted because it has a loading factor above 0.5. This model
can be said to be reliable if the value of composite reliability is more than 0.6. In the table it
can be seen that all variables meet the criteria that can be relied upon.

Table 2. Variables, Indicators, Loading Factors, AVEs and Composite Reliability

Variables Indicators Loading AVEs®  Composite
Factors® Reliability®

Customer Value Performance value (NK1) 0.807 0.555 0.831
(Tjiptono,2014) Sosial value (NK2) 0.693

Emotional value (NK3) 0.835

Price value (NK4) 0.625
Consumer Experience  Sense (PK1) 0.598 0.546 0.856
(Schmitt, 2005) Fell (PK2) 0.739

Think (PK3) 0.799

Act (PK4) 0.736

Relate (PK5) 0.803
Service Quality Reliability(KL1) 0.719 0.555 0.861
(Kottler&Keller,2018)  Responsiveness (KL2) 0.786

Insurance(KL3) 0.848

Empathy (KL4) 0.721

Tangible Objects (KL5) 0.631
Kepuasan Konsumen  Tratment experience (KK1) 0.844 0.665 0.856
(Astuti&Nagase, Feeling happy or dissapointed (KK2)  0.792
2016) Recommended to others (KK3) 0.809
Loyalitas Pelanggan Firmness (LP1) 0.709 0.631 0.836
(Astuti&Nagase, Defense (LP2) 0.858
2014) Repeat purchase (LP3) 0.809

AVE: Average Varian Extract

2Acceptable value of Loading Factor is greater than 0.5
Acceptable value of AVE is greater than 0.5

°Acceptable value of Composite Reliability is greater than 0.6

4.3 Inner Model

Evaluation of structural models aims to predict relationships between latent variables. The
inner model is evaluated by looking at the percentage variance that is by looking at the R-
Square value for the endogenous latent construct. Based on Figure 1, it can be seen that the
value of R-square adjusted for customer satisfaction 0.472 means the contribution of consumer
value, customer experience and service quality to customer satisfaction by 47.2%. While
consumer value, customer experience, service quality and customer satisfaction can explain
the relationship with customer loyalty of 38.9%.
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Fig.1. Structural equation of customer Loyalty in Beauty care

Based on the literature review that builds hypotheses, by looking at table 3 which explains
the results of the relationship between the path coefficient and the P value, there are 3
accepted hypotheses and 7 rejected hypotheses. The table clearly shows a positive relationship
between consumer value and customer satisfaction with a coefficient of 0.276 and a P value of
0.000 <0.05, which means the hypothesis is accepted. Consumer experience also has a positive
effect on customer loyalty with a coefficient of 0.343 and a p value of 0.008 <0.05 means that
the hypothesis is accepted. Service quality has a positive effect on customer satisfaction with a
coefficient of 0.485 and a value of 0.000 p <0.05 so that the hypothesis is accepted. Consumer
value has no effect on customer loyalty with a coefficient of 0.102 but a value of P-value
0.391> 0.05 so the hypothesis is rejected. Consumer experience has no effect on customer
satisfaction with a coefficient of 0.043 and P-value 0.732 so the hypothesis is rejected. Quality
of service does not affect customer loyalty with a coefficient of 0.113 and a value of 0.437 P-
value. Consumer satisfaction does not affect customer loyalty with a coefficient of 0.209 and a
value of 0.093 so that the hypothesis is rejected.

Table 3. Relationships, Path Coefficients, P Values, Results

Relationships Original P Results
Sample  values

Customer Value = Customer Loyalty (H1) 0.102 0.391 Rejected
Customer Value =»Customer Satisfaction (H2) 0.276 0.018  Accepted
Customer Experience=» Customer Loyalty (H3) 0.343 0.008  Accepted
Customer Experience =» Customer Satisfaction (H4) 0.043 0.732  Rejected
Service Quality =» Customer Loyalty (H5) 0.113 0.437  Rejected
Service Quality =» Customer Satisfaction (H6) 0.485 0.000  Accepted
Customer Satisfaction =» Customer Loyalty (H7) 0.209 0.093  Rejected
Customer Value =» Customer Satisfaction =» Customer Loyalty 0.058 0.172  Rejected
(H3)

Customer Experience = Customer Satisfaction =» Customer 0.009 0.768  Rejected
Loyalty (H9)

Service Quality =» Customer Satisfaction =» Customer Loyalty 0.101 0.150  Rejected
(H10)




4.4 Consumer value has a significant positive effect on customer satisfaction

This shows that the value of a beauty care clinic has a close relationship with customer
loyalty. Value indicators consisting of performance value, social value, emotional value and
price value need to be the company's attention to form good perceptions so as to create
customer loyalty. Customer loyalty can be created by increasing the value of beauty care
performance, which is complete service and facilities, a comfortable place and competitive
prices with competitors. It is important for companies that at this time social value is a
consideration for consumers to remain loyal or loyal to the company. Feelings are accepted in
a social group because using beauty care products or services can form loyal attitudes of
consumers.

4.5 Consumer experience has a significant positive effect on customer loyalty

Consumer experience has a close relationship with customer loyalty. Positive experiences
of consumers while enjoying beauty care clinic services can influence consumers to come
back when they need it again and end up being loyal customers. But conversely if consumers
have a negative experience with beauty care services, it is likely that they will not come back
when they need the same service. Companies need to pay attention to how to provide a
memorable experience for consumers so that it can foster customer loyalty or loyalty.

4.6 Consumer value does not affect customer loyalty

The hypothesis is rejected; in this study the value of consumers has no effect on consumer
loyalty. This research differs from Griffin's theory that companies must improve, improve or
even change products or services to get loyal customers . The results of this study are different
from previous research, Fawaidurrahman et al. [1] shows that customer value has an influence
on customer loyalty. This research shows that increasing or decreasing consumer value does
not guarantee consumers to remain loyal to beauty care. Companies must have other strategies
to get loyal customers who continue to use their products and not switch to other brands when
they get offers or promotions for other products or services that are more attractive.

4.7 Consumer experience does not affect consumer satisfaction

The hypothesis is rejected, in this study the experience of consumers has no effect on
customer satisfaction. This shows that consumer satisfaction is not influenced by positive or
negative impressions of the experience of beauty care clinic consumers. The results of this
study different from the research by Foster [16] which show that customer experience has a
positive effect on customer satisfaction. Beauty care consumers in this case do not consider it
important to sense, feel, think, act and relate to get satisfaction. The level of customer
satisfaction that is different between one customer to another is also one of the factors, for
example consumers who have negative or positive experiences the previous beauty care was
satisfied because it was close to the office or residence of the consumer or the beaty care clinic
partnered with the company where the consumer worked.



4.8 Service quality has no effect on customer loyalty

The hypothesis is rejected, in this study the quality of service has no influence on customer
loyalty beauty care. This shows that whether or not a loyal customer is not affected by the
quality of service in beauty care. This study is different from the result of research Muzammil
et al which show that service quality has a positive effect on customer loyalty [12]. Basically,
good service quality will affect customer loyalty. But in this study, it can be seen that service
quality does not affect customer loyalty. This can happen because consumers do not really
care about the level of service quality provided by beauty care clinics, but customers pay
attention to other factors. Beauty care customers, in this case, may not underestimate the level
of reliability, responsiveness, assurance, empathy and physical aspects to remain loyal and
loyal customers.

4.9 Consumer satisfaction does not affect customer loyalty

The results showed that customer satisfaction did not affect customer loyalty. This shows
that loyalty is not influenced by the high or low level of beauty care consumer satisfaction.
This study is different from the results of research conducted by Muzammil et al [12] which
show the results of the positive influence of customer satisfaction on customer loyalty.
Basically, customers who are satisfied with the services of a company. However, in this study
it can be seen that customer satisfaction does not affect changes in customer loyalty. This can
happen because consumers do not really consider treatment experience, feeling happy or
dissapointed and recommended to others to remain loyal to beauty care clinics, but have other
factors. It could be that the consumer does not feel satisfaction in the service but remains loyal
because the customer is a club member in a social group who uses the same beauty care
service or because of the close distance.

4.10 The influence of consumer experience on customer loyalty through customer
satisfaction

The results showed that consumer experience indirectly had no effect on customer loyalty.
Customer satisfaction does not mediate customer experience with customer loyalty. This may
imply that the level of consumer loyalty is not influenced by positive or negative consumer
experiences. Consumers who have had both negative and positive experiences remain loyal
customers. Consumers do not really care about their experiences and impressions of beauty
care clinics to remain loyal or loyal customers.

4.11 The influence of service quality on customer loyalty through customer
satisfaction

The results showed that service quality indirectly had no effect on customer loyalty to
beauty care. Customer satisfaction does not mediate service quality on customer loyalty. It can
be stated that the increase and decrease in customer loyalty is not influenced by the quality of
beauty care consumer services. Consumers who feel the level of service with high quality
should be satisfied with the beauty care and with that satisfaction the customer will become



loyal. However, this research is not the case because consumers do not attach importance to
the level of service quality to be loyal to beauty care.

5. Conclusion

The conclusions from the results of the research and discussion above are: (1) Consumer
value has a positive effect on customer satisfaction. (2) Consumer experience has a positive
effect on consumer loyalty. (3) Service quality has a positive effect on customer satisfaction.
(4) Consumer value has no effect on customer loyalty. (5) Customer experience has no effect
on customer satisfaction. (6) Service quality has no effect on customer loyalty. (7) Customer
satisfaction has no effect on customer loyalty. (8) Consumer satisfaction does not mediate the
relationship between consumer value, consumer experience and service quality.
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