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Abstract. In an era of increasingly massive disruption, beauty MSMEs need to be able 

to optimize the resources they have. In the beauty industry, business competition is very 

tight, so consumer loyalty is very important to maintain a business to survive in a 

competitive market. The purpose of this study was to analyze the effect of brand equity, 

service quality, and customer bonding on consumer loyalty. This study used a sample 

size of 170 consisting of MSME beauty actors. Data analysis techniques using the SEM 

method with Partial Least Squares Modeling (PLS-SEM). The structural Equation 

Model (SEM) approach based on Partial Least Square is used for hypothesis testing. 

The results of the data analysis confirm brand equity, service quality, and customer 

bonding have a positive and significant effect on consumer loyalty. The implications of 

this research conclude that it is very important for beauty MSMEs to measure and 

evaluate the level of brand equity, service quality, and customer bonding regularly. 

MSME owners can use consumer surveys, online reviews, and data analysis to 

understand the extent to which these aspects influence consumer loyalty. This data can 

be used to make necessary changes and improvements. and data analysis to understand 

the extent to which these aspects influence consumer loyalty. This data can be used to 

make necessary changes and improvements. and data analysis to understand the extent 

to which these aspects influence consumer loyalty. This data can be used to make 

necessary changes and improvements. 

 

Keywords: Beauty MSMEs; Brand equity; Consumer loyalty; Customer bonding; 

Service quality. 

 

 

Abstrak. Dalam era disruptif yang semakin masif, para pelaku UMKM kecantikan 

penting memiliki kemampuan untuk mengoptimalkan sumber daya yang dimilikinya. 

Dalam industri kecantikan, persaingan bisnisnya sangat ketat, sehingga loyalitas kon-



 

 Jurnal Maksipreneur │ Vol. 13  No. 1 │ December 2023 93 

sumen sangat penting dimiliki untuk mempertahankan bisnis agar tetap bertahan di 

pasar yang kompetitif. Tujuan penelitian ini untuk menganalisis pengaruh ekuitas 

merek, kualitas layanan, dan customer bonding terhadap loyalitas konsumen. 

Penelitian ini menggunakan 170 sampel yang terdiri atas para pelaku UMKM 

kecantikan. Teknik analisis data dengan menggunakan metode SEM dengan Partial 

Least Squares Modelling (PLS-SEM). Pendekatan Structural Equation Model (SEM) 

berdasarkan Partial Least Square dilakukan untuk pengujian hipotesis. Hasil analisis 

data mengkonfirmasi ekuitas merek, kualitas layanan dan customer bonding 

berpengaruh positif dan signifikan terhadap loyalitas konsumen. Implikasi penelitian 

ini menyimpulkan sangat penting bagi pelaku UMKM kecantikan untuk mengukur dan 

mengevaluasi tingkat brand equity, service quality, dan customer bonding secara 

berkala. Pelaku UMKM dapat menggunakan survei konsumen, ulasan online, dan 

analisis data untuk memahami sejauh mana aspek-aspek ini memengaruhi loyalitas 

konsumen. Data ini dapat digunakan untuk melakukan perubahan dan perbaikan yang 

diperlukan. 

 

Kata kunci: Ekuitas merek; Customer bonding; Kualitas layanan; Loyalitas konsumen; 

UMKM kecantikan. 
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BACKGROUND 

Beauty MSMEs are a business that is growing rapidly in Indonesia. Along with 

increasing consumer interest in beauty and personal care products, many beauty SMEs 

are competing to win the hearts of their customers (Primary & Yulianthini, 2022; Na-

nan et al., 2015). However, amid increasingly fierce competition, many beauty SMEs 

are facing problems in maintaining the loyalty of their customers. The substance of this 

research problem is in the brand equity aspect, namely that beauty MSMEs often have 

limited marketing budgets to build their brands, so they often have difficulty promoting 

their brands widely. Apart from that, some beauty MSMEs do not understand how to 

build a brand effectively, so this can make it difficult for them to create a strong brand 

and attract consumer attention. Then another aspect that is also important to note in 

maintaining customer loyalty is the aspect of service quality (Robustin, 2022; Wang, 

2014). The second research problem in this research is that quite a few beauty MSMEs 

may not be able to meet consumer demand quickly and precisely. This can lead to 

consumer dissatisfaction and have an impact on consumer trust in the brand. 

Apart from aspects of brand equity and service quality, establishing bonds with 

customers and strengthening the brand through managing customer bonds is also very 

crucial to maintaining consumer loyalty (Shammout, 2020; Kotler & Keller, 2016). The 

problem for further research is that the majority of beauty SMEs may not provide 

sufficient personal interaction with their customers, such as asking for needs or 

providing appropriate suggestions. This can make customers feel devalued and less 

connected to the brand. In addition, some beauty SMEs may not utilize technology to 

build bonds with customers, such as sending emails or text messages to provide special 
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offers or ask their opinion on products. This can make customers feel less connected to 

the brand. 

Customer loyalty is an important factor in the beauty business because it can 

influence income and business growth. Overall, research on consumer loyalty to beauty 

SMEs shows that factors such as service quality, brand image, customer engagement, 

and customer trust are important factors in building consumer loyalty (Irwansyah et al., 

2021). The state of the art of this research is a model of increasing consumer loyalty 

through management of brand equity, service quality, and customer bonding. In 

addition, researchers added additional indicators to the customer bonding variable in the 

form of community bonding to strengthen the variable measurement model. The 

researcher also added an indicator to the brand equity variable in the form of brand 

association to strengthen the brand equity measurement model. 

Researchers realize that indicators of community bonding and brand association 

are important for beauty SMEs because they can help build long-term relationships with 

customers and the surrounding community, as well as increase consumer loyalty and 

public trust in the business. Furthermore, the novelty of this researcher with previous 

research lies in the data analysis model using the Structural Equation Model-Partial 

Least Square approach, which previous research used a linear regression data analysis 

model with SPSS software and analyzed in stages. Thus the formulation of the problem 

of this study is to analyze the effect of brand equity, service quality, and customer 

bonding on consumer loyalty MSMEs Beauty in Pematang Siantar City. 

 

THEORETICAL REVIEW 

Brand Equity and Consumer Loyalty 

Brand equity is the added value or value associated with the brand of a product or 

service (Ramdani, 2022; Kusuma et al., 2020). Brand equity is a valuable asset for a 

beauty business, including beauty salons (Yuniawati, 2022). This is because brand 

equity can help build consumer loyalty, influence purchasing decisions, and improve 

brand image and reputation (Gong et al., 2020; Sudarso et al., 2019). In addition, brand 

equity is very important for beauty SMEs because it can affect business success in the 

long term (Vijayakumar, 2018). A strong brand with high equity can help businesses 

differentiate themselves from competitors (Gong et al., 2020), as well as increase 

customer loyalty (Princess, et al., 2021; Tamara & Putra, 2021). Research results 

(Ayesh et al., 2021; Sudirman et al., 2021), revealed that brand equity contributes 

significantly to consumer loyalty. Therefore, based on several previous research results, 

we can develop the first hypothesis (H1; see Fig. 1): 

H1: Brand equity influences consumer loyalty. 

 

Service Quality and Consumer Loyalty 

Service quality can be defined as the level of conformity between customer 

expectations and the performance provided by the service provider (Tjiptono & 

Chandra, 2011; Robustin, 2022). Service quality is very important in the beauty 

business, including beauty MSMEs (Yuniawati, 2022), because it can affect customer 

satisfaction and business success (Na-nan et al., 2015). Good service quality can help 
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improve the business reputation of beauty SMEs (Pratiwi & Suparna, 2018). In addition, 

good service quality can increase customer satisfaction in beauty SMEs (Piri, 2013). 

When customers are happy with the service provided, they are more likely to return and 

recommend the business to others (Lai, 2015). The results of previous studies indicate 

that service quality has a significant influence on consumer loyalty (Vepha San et al., 

2022; Abdullah et al., 2022). Therefore, based on some of the results of previous studies 

led to the development of the second hypothesis (H2; see Fig. 1): 

H2: Service quality affects consumer loyalty. 

 

Customer Bonding and Consumer Loyalty 

Customer bonding is a very important concept in the beauty business, including 

beauty MSMEs (Shammout, 2020; Irwansyah et al., 2021). This concept refers to the 

interaction between customers and businesses, which can help build a strong long-term 

relationship between the two (Balci et al., 2019). In the context of beauty MSMEs, 

customer bonding can help strengthen customer loyalty and build a positive image that 

can bring profits to the business (Prihatinta et al., 2023). When customers feel engaged 

with a business and feel valued, they are more likely to become repeat customers 

(Gustini et al., 2022; Rezeki et al., 2021). The study (Hermawan & Junaidi, 2022; 

Oktaviani et al., 2021; Kereh et al., 2023), shows empirical evidence that customer 

bonding has a significant influence on consumer loyalty and supports creative economic 

activities. Therefore, based on some of the results of previous studies led to the 

development of the third hypothesis (H3; see Fig. 1): 

H3: Customer bonding affects consumer loyalty. 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Framework 
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RESEARCH METHODS 

This study used a library and field research design with a quantitative approach. 

The research was conducted from June 2023 to August 2023. The location selection was 

adjusted to the number of beauty MSMEs in the city of Pematang Siantar. According to 

(Hair, 2014), if the population size is unknown then the number of samples can be 

determined from 5-10 times the number of indicators used in a single construct. This 

study used 17 indicators from 4 variable dimensions so that the number of research 

samples obtained was 17 x 10 = 170 samples. Data collection in this study used the 

observation method by observing directly in the field and documentation derived from 

secondary data in the form of documents and structured interviews using a 

questionnaire instrument. Data analysis techniques using the SEM method with Partial 

Least Squares Modeling (PLS-SEM). Each hypothesis proposed in this study will be 

tested using SmartPLS Version 3.0 software. The structural Equation Model (SEM) 

approach based on Partial Least Square is used for hypothesis testing (Ghozali, 2014). 

 

RESULTS AND DISCUSSIONS 

 This research used 170 respondents as samples with different respondent 

characteristics. For the gender category, a sample of 75 men (44.12%) and 95 women 

(55.88%) were obtained. For the age range of respondents, the majority who filled in 

were aged 30-39 years with a total of 55 people (32.35%) and then followed by those 

aged 40-49 years with a total of 53 people (31.17%). For educational level, the majority 

had high school education with a total of 120 people (70.59%). Furthermore, for Types 

of Beauty MSMEs, the majority came from Fashion with a total of 60 people (35.29%) 

(for more details, see Table 1). 

Table 1. Descriptions of Research Respondents 

Categories Details Amount Percentage (%) 

Gender 
Men 75 44.12 

Woman 95 55.88 

Age (years) 

20-29 35 20.59 

30-39 55 32.35 

40-49 53 31.17 

50-59 27 15.89 

Level of education 

High school 120 70.59 

Bachelors 45 26.47 

Masters 5 2.94 

 

Types of Beauty 

MSMEs 

Barbershop 45 26.48 

Fashion 60 35.29 

Cosmetics Shop 41 24.12 

Spa beauty 24 14.11 

Source: Processed Data (2023). 

 

Outer Model Measurement 

The SmartPLS version 3.2.9 program was used to process the data from the study 

questionnaire following the processing criteria. The validity and reliability tests were 

run to measure the outer model. Convergent validity tests will be decided if the loading 

factor is more significant than 0.7 and the AVE value is 0.5 (Hair, 2014). The value of 
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Cronbach's alpha and composite reliability (CR), which has a value higher than 0.7, is 

an indicator of the model reliability test, (Hair, 2014). The measurement of the outer 

model, which is shown in Figure 2 and Table 2 will be explained as follows. 

 

 
 

Figure 2. Outer Model Display 

 

 

Table 2. Outer Model Measurement Results 

Constructs/items Code Outer Loading Cronbach's alpha CR AVE 

BrandEquity  0.870 0911 0.720 

Perceived Quality BE1 0.883    

Brand Awareness BE2 0.866    

Brand Loyalty BE3 0.861    

Brand Association BE4 0.781    

Service Quality  0.845 0.890 0.619 

Tangibles SQ1 0.714    

Realibility SQ2 0.780    

Responsiveness SQ3 0.817    

assurance SQ4 0.815    

Empathy SQ5 0.802    

Customer Bonding  0.893 0.926 0.759 

Awareness Bonding CB1 0892    

Relationship Bonds CB2 0.946    

Advocacy Bonding CB3 0.780    

Community Bonding CB4 0.858    

Consumer Loyalty  0.853 0.902 0.697 

Repeat Purchase CL1 0.806    

Provide references CL2 0.747    

Faithfulness CL3 0.896    

Line-to-line purchases CL4 0.882    

Source: Processed Data (2023). 
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The value of each loading factor on the indicators of brand equity, service quality, 

customer bonding, and consumer loyalty was above 0.7 and 0.5 for the average variance 

extracted (AVE) values in the validity test shown in Table 2 above. Additionally, each 

variable's value for Cronbach's alpha value and composite reliability was above 0.7, 

demonstrating the high reliability levels of all research variables. These positive results 

can be utilized to indicate that the condition of the connection between the variables was 

also positive, allowing for the execution of additional tests. 

Inner Model Measurement 

SmartPLS 3.2.9 was used to bootstrap research data to measure the inner model. 

Bootstrapping produced two outcomes, the first of which was the study's R-square and 

the importance of the two associated variables. The R-square value demonstrates how 

well exogenous factors may create endogenous variables. There are three categories of 

R-square values, according to Ghozali (2014), if the value is 0.19, the relationship 

between exogenous variables and endogenous variables is weak; if it is 0.33, the 

relationship is moderate; and if it is 0.67, the relationship is strong. The association 

between endogenous and exogenous variables is influential, according to Sarwono 

(2016), if the R-square value is more than 0.67. 

 

Table 3. Calculation Results of the R-Square Value 

Notes R Square R Square Adjusted 

Consumer Loyalty 0.608 0.601 

 Source: Processed Data (2023). 

 

According to the calculated R-square value for the Consumer Loyalty endogenous 

variable, which ranges from 0.33-0.67 (see Table 3), the capacity of exogenous 

variables to explain endogenous variables is generally moderate. A significance test was 

also conducted to establish the association between the exogenous and endogenous 

variables to demonstrate the hypothesis testing. The p-value reveals the essential 

criteria. If the p-value between the exogenous and endogenous variables is less than 

0.05 with a significance level of 5%, it indicates that the exogenous variable has a 

significant impact on the endogenous variable; On the other hand, if the value is more 

significant than 0.05, it indicates that the exogenous variable has no significant impact 

on the endogenous building variable. 

 

Table 4. Hypothesis Test Results 

Hypothesis Coefficient t-count P-Value Conclusion 

Brand Equity → Consumer Loyalty 0.468 6,764 0.000 Accepted 

Service Quality → Consumer Loyalty 0.286 3,777 0.000 Accepted 

Customer Bonding → Consumer Loyalty 0.187 4,604 0.000 Accepted 

 Source: Processed Data (2023). 

 

According to the findings of the data processing shown in Table 4, the 

relationship between brand equity and consumer loyalty has produced positive and 

significant results with a p-value of 0.000, which is less than 0.05. A p-value of 0.000, 

which is less than 0.05, further demonstrates customer bonding's favorable and 

substantial effects on consumer loyalty. Similar results were reached for the impact of 
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service quality on consumer loyalty, with a p-value of 0.000, which is less than 0.05, 

indicating that the relationship is positive and significant. Overall, it was determined 

that all three of the hypotheses that were constructed to examine the direct relationship 

between variables were accepted. 

Discussions 

The results of the research developed through the first hypothesis (H1) show that 

brand equity has a positive and significant effect on consumer loyalty. These results 

prove that brand equity creates a higher level of trust among consumers in products or 

services from beauty SMEs. When consumers trust a brand, they tend to feel more 

comfortable and confident in continuing to buy products or use the services offered by 

these MSMEs. Brand equity is often associated with better quality perceptions. If 

beauty SMEs have built a positive reputation for their products or services, consumers 

will tend to feel that they are getting better value with every purchase, which in turn 

increases loyalty (Basoeky et al., 2021). Brand equity also creates a positive experience 

for consumers. Well-recognized brands are more likely to provide satisfying 

experiences, including good customer service, quality products, and pleasant shopping 

experiences. All of these factors can affect consumer loyalty. In addition, good brand 

equity can affect the reputation of beauty MSMEs in the consumer community. When 

consumers are satisfied with a product or service, they are more likely to provide 

positive recommendations to their friends, family, and colleagues. This can result in 

customer growth through word-of-mouth (Suryani et al., 2021). 

The results of the research developed through the second hypothesis (H2) show 

that service quality has a positive and significant effect on consumer loyalty. Good 

service creates a sense of trust among consumers. When consumers feel that beauty 

SMEs are reliable and provide services that meet or even exceed their expectations, they 

are more likely to remain loyal to the business. Consumers will feel satisfied if they 

receive high-quality services from beauty MSMEs. These satisfying experiences create 

a strong positive impression in consumers' minds, which can increase their loyalty. In 

the competitive beauty market, high-quality service can be a significant differentiator. If 

beauty SMEs can provide a better experience than their competitors, consumers will 

tend to choose them repeatedly (Marpaung et al., 2021). Good service can help build a 

positive reputation for beauty MSMEs. Consumers who are satisfied with the service 

will tend to give positive reviews and recommend the business to others. This can have 

a positive impact on business growth and increase consumer loyalty. Good service can 

also create an emotional attachment with consumers. When consumers feel well-treated 

and valued, they are more likely to develop an emotional bond with a business and 

remain loyal (Sudirman et al., 2020). 

The results of the research developed through the third hypothesis show that 

customer bonding has a positive and significant effect on consumer loyalty. These 

results prove that customer bonding creates an emotional attachment between 

consumers and businesses. When consumers feel that they have a closer relationship 

with beauty MSMEs, they tend to feel more emotionally connected and more loyal. 

Relationships built through customer bonding are usually more sustainable (Sinaga et 

al., 2020). Consumers who feel emotionally connected to beauty MSMEs will tend to 

consider remaining loyal in the long term, even if there are other competitors. Customer 

bonding can increase the level of consumer satisfaction. When consumers feel a deep 
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connection with a business, they tend to be more satisfied with the products or services 

they receive, which can strengthen loyalty (Sherly et al., 2020). Furthermore, customer 

bonding often involves consumers actively engaging in interactions with the business, 

such as participating in loyalty programs, providing feedback, or interacting with the 

brand on social media. This creates deeper bonds and increases consumer engagement. 

Through customer bonding, beauty MSMEs can show consumers that they are valued 

and important. This can be done through warm personal interactions, responsive to 

consumer needs, and recognition of consumer loyalty. 

 

CONCLUSIONS AND RECOMMENDATIONS 

The results of this research conclude that brand equity has a positive and 

significant influence on consumer loyalty in beauty MSMEs because it creates trust, 

recognized quality, positive experiences, brand identification, good reputation, 

emotional attachment, brand consistency, and positive recommendations. All these 

factors together contribute to maintaining and increasing consumer loyalty. Then, good 

brand equity management will create a satisfying experience, build trust, help 

differentiate from competitors, build a positive reputation, create emotional attachment, 

and provide good quality products and services. All these factors together contribute to 

maintaining and increasing consumer loyalty in the beauty business. This research also 

concludes that customer bonding has a positive and significant effect on consumer 

loyalty in beauty MSMEs because it can create emotional attachment, increase satis-

faction, build long-term loyalty, promote positive recommendations, actively involve 

consumers, increase resistance to competitors, and respond positively to change. All 

these factors together contribute to strengthening consumer loyalty in the MSME beauty 

business. 

The practical implications of this research state that beauty MSME owners need to 

understand the importance of building strong brand equity. This includes identifying 

brand elements that are unique and attractive to consumers, such as brand values, brand 

story, and brand image. MSME owners must invest in developing and strengthening 

their brands to positively influence consumer perceptions and loyalty. Service quality is 

a key aspect in maintaining and increasing consumer loyalty. MSME owners must 

ensure that the products and services they offer are of consistent quality and meet or 

exceed consumer expectations. This can include staff training, the use of high-quality 

materials, and attention to detail. Customer bonding must be the main focus in 

marketing and business development strategies. Beauty MSME owners can create 

emotional attachments with consumers through personal interactions, responsiveness to 

consumer needs, and appreciation for customer loyalty. A well-designed loyalty 

program can also help strengthen customer bonds. Social media can be an effective tool 

for building and maintaining customer bonds. Beauty MSME owners must be active in 

communicating with consumers via social media platforms, responding to questions or 

input, and sharing relevant and interesting content. 

This research has suggestions to be used as a reference for research and reference 

for decision-making for parties who have a relationship with improving the performance 

of the beauty MSME business. First, conducting case studies on several different beauty 

SMEs can provide deep insight into how brand equity, service quality, and customer 

bonding affect consumer loyalty in different contexts. Comparative analysis between 
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MSMEs with various characteristics can also help identify the key factors that influence 

loyalty. Second, combining qualitative and quantitative research methods can provide a 

more comprehensive understanding of how brand equity, service quality, and customer 

bonding impact consumer loyalty. Then the last one, Future research can develop more 

complex measurements and models to understand deeper levels of loyalty, including 

high, low, and medium levels of loyalty. This can help MSME owners identify different 

customer segments and design strategies accordingly. 

 

ACKNOWLEDGMENT 

On this occasion, the writing team would like to express their deepest gratitude to the 

DRPM for the funding budget for the National Competitive Research Scheme for Masters 

Thesis Research in 2023. The writing team would also like to express their deepest gratitude to 

all parties involved in the research completion process. and writing of articles, for Sultan Agung 

College of Economics and to the editorial team and reviewers of Maksipreneur Journal: 

Management, Cooperative, and Entrepreneurship managed by the Universitas Proklamasi 45 

which always provide constructive input to improve this article. 

 

 

REFERENCES 

Abdullah, O., Sufi, T., & Kumar, S. (2022). Service Quality and its Influence on Customer 

Satisfaction and Customer Loyalty in the Restaurants of Five-Star Hotels. African 

Journal of Hospitality, Tourism and Leisure, 11(6), 2173–2189. 

https://doi.org/10.46222/ajhtl.19770720.349 

Ayesh, L., Abu-Ghazaleh, T., & Al Zyoud, M. F. (2021). The Influence of Brand Equity on 

Customer Loyalty in Starbucks Chain in Jordan Lina Ayesh Tala Abu-Ghazaleh 

University, College for Innovation Mohammad Fahmi Al-Zyoud Al-Ahliyya Amman 

University – Jordan. International Journal of Business and Social Science Vol., 12(2), 

56–69. https://doi.org/10.30845/ijbss.v12n2p5 

Balci, G., Caliskan, A., & Yuen, K. F. (2019). Relational Bonding Strategies, Customer 

Satisfaction, and Loyalty in The Container Shipping Market. International Journal of 

Physical Distribution and Logistics Management, 49(8), 816–838. 

https://doi.org/10.1108/IJPDLM-02-2019-0051 

Basoeky, U., Panggabean, S., Manu, G. A., Wardhana, A., Hoeronis, I., Adnan, Y., 

Maisarah, & Sudirman, A. (2021). Pemanfaatan Teknologi Digital: Dalam Berbagai 

Aspek Kehidupan Masyarakat. Bandung: Media Sains Indonesia. 

Ghozali, I. (2014). Structural Equation Modeling, Metode Alternatif dengan Partial Least 

Square (PLS). Semarang: Badan Penerbit Universitas Diponegoro. 

Gong, X., Cheung, C. M. K., Zhang, K. Z. K., Chen, C., & Lee, M. K. O. (2020). Cross-

Side Network Effects, Brand Equity, and Consumer Loyalty: Evidence from Mobile 

Payment Market. International Journal of Electronic Commerce, 24(3), 279–304. 

https://doi.org/10.1080/10864415.2020.1767427 

Gustini, S., Suryani, A. N., & Mahendri, A. (2022). Pengaruh costumer bonding terhadap 

loyalitas konsumen pada Kedai Remaja Sekayu. Jurnal Manajemen Kompeten, 5(1), 

13–26. 

Hair, J. F. (2014). Multivariate Data Analysis 7th Edition. NJ: Pearson-Prentice Hall. 

Hermawan, D. J., & Junaidi, J. (2022). Loyalitas Pelanggan Ditinjau dari Customer 

Bounding dan Citra Merek Pada PT Surya Inti Putra Pahlawan Probolinggo. 



Jurnal Maksipreneur │ ISSN (printed) 2089-550X │ ISSN (online) 2527-6638 102 

Yudishtira Journal: Indonesian Journal of Finance and Strategy Inside, 2(1), 43–56. 

https://doi.org/10.53363/yud.v2i1.22 

Irwansyah, R., Syahputra, D., Ningsih, S., Hasan, M., Kristanto, T., Nugroho, L., Marwan, 

D., Febrianty, Sudirman, A., & Sudarmanto, E. (2021). Marketing Digital Usaha 

Mikro. Bandung: Widina Bhakti Persada. 

Kereh, G., Bogar, W., & Pandowo, A. (2023). Efek Customer Bonding dan Kepuasaan 

Terhadap Loyalitas Pelanggan Produk Scarlett di Tondano. JRMA (Jurnal Riset 

Manajemen dan Akuntansi), 10(03), 179–189. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (Global Edition) (15th ed.). 

Pearson Education. 

Kusuma, A. H. P., Sudirman, A., Purnomo, A., Aisyah, S., Sahir, H. S., Rumondang, A., 

Salmiah, Halim, F., Wirapraja, A., Napitupulu, D., & Simarmata, J. (2020). Brand 

Management: Esensi, Posisi dan Strategi (Cetakan 1). Medan: Yayasan Kita Menulis. 

Lai, I. K. W. (2015). The Roles of Value, Satisfaction, and Commitment in the Effect of 

Service Quality on Customer Loyalty in Hong Kong–Style Tea Restaurants. Cornell 

Hospitality Quarterly, 56(1), 118–138. https://doi.org/10.1177/1938965514556149 

Marpaung, F. K., Dewi, R. S., Grace, E., Sugiat, M., & Sudirman, A. (2021). Behavioral 

Stimulus for Using Bank Mestika Mobile Banking Services : UTAUT2 Model 

Perspective. Golden Ratio of Marketing and Applied Psychology of Business, 1(1), 

61–72. 

Na-nan, K., Sanamthong, E., & Sulong, M. (2015). Employee Engagement, Quality of 

Service and Customer Satisfaction Affecting Customer Loyalty to Hair and Beauty 

Salon Business. IJABER, 13(5), 3409–3421. 

Oktaviani, N., Yusnita, I., & Sudirman. (2021). Pengaruh Customer Bonding dan Harga 

terhadap Loyalitas Pelanggan di CV Tiga Putra Padang. Jurnal Point Equilibrium 

Manajemen & Akuntansi, 3(1), 170–178. 

Piri, H. (2013). Kualitas Pelayanan Jasa Pengaruhnya terhadap Loyalitas Pelanggan pada 

Steiner Salon Manado. Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 

1(4). 

Pratama, & Yulianthini. (2022). Pengaruh Kualitas Pelayanan dan Lokasi terhadap 

Loyalitas Pelanggan di Salon Agata. Jurnal Manajemen, 8(1), 228–235. 

Pratiwi, K. W., & Suparna, G. (2018). Peran Kepercayaan Memediasi Kualitas Pelayanan 

dengan Kepuasan Pelanggan pada Camely Salon di Kota Denpasar. E-Jurnal 

Manajemen Unud, 7(9), 4947–4970. 

Prihatinta, T., Lisdiantini, N., & Lestariningsih, T. (2023). The Influence of Perception of 

Customer Bonding on Customer Loyalty of Naavagreen Products in Madiun City. 

East Asian Journal of Multidisciplinary Research (EAJMR), 2(3), 969–976. 

Putri, D. E., Sudirman, A., Suganda, A. D., Kartika, R. D., Martini, E., Susilowati, H., 

Bambang, & Handayani, T. (2021). Brand Marketing. Widina Bhakti Persada. 

Ramdani, C. S. (2022). Pengaruh Kualitas Produk dan Ekuitas Merek terhadap Loyalitas 

Pelanggan PT Lotte Indonesia. Scientific Journal of Reflection: Economic, 

Accounting, Management and Business, 5(4), 969–977. 

https://doi.org/10.37481/sjr.v5i4.572 

Rezeki, F., Lubis, A., Anggriani, R., Zuliestiana, D. A., Sinaga, O. S., & Sudirman, A. 

(2021). Decision Makers for Online Purchases of Fashion Products on Reebonz 

Online Shopping Sites. Universal Journal of Business and Management, 1(1), 62–71. 

https://doi.org/10.31586/ujbm.2021.010105 



 

 Jurnal Maksipreneur │ Vol. 13  No. 1 │ December 2023 103 

Robustin, T. P. (2022). Dimensions of Service Quality in Creating Customer Satisfaction 

Humaira Beauty. Jurnal Ilmu Manajemen Advantage, 6(2), 161–171. 

Shammout, A. B. (2020). An Empirical Investigation of Relational Bonds on Attitudinal 

and Behavioral Customer Loyalty for Arabic Luxury Hotel Customers. International 

Journal of Hospitality and Tourism Administration, 21(3), 221–241. 

https://doi.org/10.1080/15256480.2018.1464420 

Sherly, S., Halim, F., & Sudirman, A. (2020). The Role of Social Media in Increasing 

Market Share of MSME Products in Pematangsiantar City. Jurnal Manajemen dan 

Bisnis, 9(2), 61–72. 

Sinaga, O. S., Putri, D. E., Banjarnahor, A. R., Halim, F., Sudirman, A., Ilmu, T., Sultan, E., 

& Utara, S. (2020). Mampukah Citra Merek, Fasilitas dan Kepercayaan 

Meningkatkan Kepuasan Pengunjung Taman Hewan Kota Pematangsiantar. Inovbiz: 

Jurnal Inovasi Bisnis, 8(1), 151–157. 

Sudarso, A., Kurniullah, A. Z., Halim, F., Purba, P. B., Dewi, I. K., Simarmata, H. M., 

Purba, B., Sipayung, R., Sudirman, A., & Manullang, S. O. (2019). Manajemen 

Merek. In Journal of Chemical Information and Modeling (Vol. 53, Issue 9). Yayasan 

Kita Menulis. 

Sudirman, A., Halim, F., Sinaga, O. S., & Marpaung, F. K. (2021). Reflection on Customer 

Satisfaction Using the Jaket Application in Terms of Aspects of E-Service Quality, 

Price, and Brand Awareness. Target : Jurnal Manajemen dan Bisnis, 3(1), 37–48. 

Sudirman, A., Sherly, S., Butarbutar, M., Nababan, S. T., & Puspitasari, D. (2020). 

Loyalitas Pelanggan Pengguna Gojek Ditinjau dari Aspek Kualitas Pelayanan dan 

Kepuasan Konsumen. Procuration: Jurnal Ilmiah Manajemen, 8(1), 63–73. 

Suryani, N. K., Riswandi, P., Hasbi, I., Rochmi, A., Hasan, M., Sudirman, A., Yuniarti, R., 

& Arta, I. P. S. (2021). Pengantar Manajemen dan Bisnis. Widina Bhakti Persada. 

Tamara, S. Y., & Putra, T. A. E. (2021). Pengaruh Kepercayaan Merek, Ekuitas Merek, dan 

Harga terhadap Loyalitas Konsumen pada Pasta Gigi Merek Pepsodent di Kota 

Padang. Jurnal Manajemen Universitas Bung Hatta, 16(1), 68–74. 

https://doi.org/10.37301/jmubh.v16i1.18326 

Tjiptono, F., & Chandra, G. (2011). Service Quality & Satisfaction (Edisi 3). Yogyakarta: 

Andi Offset. 

Vepha San, Ploypailin Kijkasiwat, & Ali Abbasi. (2022). Understanding Service Quality 

and Price Fairness to Customer Loyalty in the Coffee Shop Industry in Thailand. 

International Journal of Social Science Research (IJSSR), 4(1), 505-518,. 

https://myjms.mohe.gov.my/index.php/ijssr/article/download/18077/9495 

Vijayakumar, J. (2018). Impact of Retailer Brand Equity on Customer Loyalty with 

Customer Satisfaction in Selected Retail Outlets in Bangalore City. Journal of 

Management, 5(5), 23–31. 

Wang, H.-L. (2014). Theories for competitive advantage. In H. Hasan (Ed.), Being 

Practical with Theory: A Window into Business Research (pp. 33–43). Wolongong, 

Australia: Theori. 

Yuniawati, Y. (2022). Analisis Pengaruh Kualitas Layanan, Kualitas Produk dan Harga 

terhadap Tingkat Kepuasan Pelanggan Salon Johnny Andrean. Arbitrase: Journal of 

Economics and Accounting, 3(2), 377–382. 

https://doi.org/10.47065/arbitrase.v3i2.519 

 


