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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh dari service 
quality, customer to customer interaction dan store atmosphere terhadap 
kepuasan, kemudian dapat memicu terciptanya loyalitas pada Miracle
aesthetic centre di Surabaya. Penelitian ini dilakukan dengan menyebarkan 
kuesioner sebagai data primer baik secara langsung pada lokasi ataupun 
secara online. Sampel dari responden pada penelitian ini berjumlah 100 
orang, yang kemudian dianalisis dengan menggunakan metode analisis 
structural equation modeling untuk mengetahui pengaruh antar variabel 
penelitian melalui program LISREL 8.70.

Hasil dari penelitian memperlihatkan bahwa service quality dan 
customer to customer interaction memberikan pengaruh yang signifikan 
terhadap kepuasan yang dirasakan konsumen di Miracle aesthetic centre
Surabaya. Sedangkan store atmosphere yang disajikan tidak memberikan 
pengaruh yang signifikan terhadap kepuasan yang dirasakan konsumen. 
Kemudian dari kepuasan yang dirasakan tersebut, terbukti memberikan 
pengaruh yang signifikan terhadap terciptanya loyalitas terhadap Miracle
aesthetic centre.

Kata kunci: service quality, customer to customer interaction, store 
atmosphere, kepuasan konsumen, loyalitas konsumen.  
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The Influence of Service Quality, Customer to Customer Interaction and 
Store Atmosphere To Satisfaction in Creating Customers’ Loyalty in 

Miracle Aesthetic Centre Surabaya

ABSTRACT

This study aimed to determine the effect of service quality, 
customer to customer interaction and store atmosphere on satisfaction, 
which in turn can create loyalty for the Miracle aesthetic center in
Surabaya. The research was conducted by distributing questionnaires as the 
primary data either directly on site or online. The sample of respondents in
this research were 100 people, which then analyzed using structural 
equation modeling method to determine the effect between the study 
variables through LISREL 8.70.

The results of the study showed that the service quality and
customer to customer interaction have a significant influence toward
consumer perceived satisfaction in Miracle aesthetic center Surabaya. And 
whereas for the store atmosphere, has presented that there is no significant
influence towards consumer perceived satisfaction. As for the perceived
satisfaction, proved has a significant influence towards the creation of
loyalty to the Miracle aesthetic center.

Keywords: service quality, customer to customer interaction, store
atmosphere, customer satisfaction, customer loyalty.


