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ABSTRACT. The aim of this study was to evaluate brand awareness, customer happiness, and customer
experience in relation to consumer loyalty to Aminda Skin Care at the Makassar Branch. The population
of the study consists of Aminda Skin Care customers. The sample for the study consisted of 96 individuals,
and information was gathered using a questionnaire. The data are analysed using SPSS 20 affer the
hypothesis is tested using multiple linear regression analysis. The results of this study indicate that
customer experience has little impact on loyalty. Brand recognition and customer satisfaction have a
significant impact on consumer loyalty.

Keywords: Customers Experiences, Brands Awareness, Customers Satisfaction, Customers
Loyalty

INTRODUCTION

Skin care is now crucial for everybody who desires healthy skin. Everyone should take
good care of their skin because modern women's lifestyles place a high value on aesthetics.
Consumers must still keep their looks to appear lovely and well-groomed. Customers who
operate in air-conditioned spaces must take good care of their skin on a regular basis. Clean and
well-groomed faces are important, as is having self-confidence, to use pleased consumers.
Finally, this gives the beauty sector a chance to expand and thrive in terms of commercial
skincare or skin maintenance. Body and facial care can be provided through the broad category
of beauty. There are many different beauty products available today, and with the advancement

of technology, cosmetics businesses have begun to introduce new, packed, medicine-shaped
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items that consumers wear on a regular basis. In order for beauty products to be accepted by the
market and consumers in general, more and more businesses in the sector of beauty are now
competing to build customer satisfaction through the use of beauty clinics.

Hospital beauty the promotion of media To use sell buy so that customers can
experience, brand awareness Additionally, satisfied customers will become more devoted ones.
Once a customer has used a product once and is satisfied with it, they will use it again.
Something that takes work to use, manufacture, and maintain When a customer is satisfied, they
provide the consumer with good service. National industry beauty increased by 20%, or four
times, compared to domestic development trading in 2017. progress Which go on This
encouraged by domestic market's height appeal Export and customer loyalty both result from
the customer experience, which involves both subjective experience with a brand and consumer
behaviour (Kelvin and Adiwijaya 2018). Experienced customer care or face maintenance at
Aminda Skin Care will always protect healthy skin. One of the suggested beauty treatment
facilities for women is Aminda Skins treatment. What advantages come with receiving care at
Aminda Skin Care? Every client attending Aminda Skin Care for treatment is necessary to talk
with a doctor so that the doctor can identify their skin type and use the most appropriate serum
or cream. Many discounts are offered to customers when performing facials.

Consumers' capacity to distinguish a brand from a product is known as brand awareness
(Chusniartiningsih and Andjarwati, 2019). Study Bashir (2021) makes the supposition that
customers who feel confident about their future purchase will order further goods from the
business are inadvertently aiding marketing through word of mouth. Customer loyalty will
result from Aminda Skin Care's ability to satisfy them. client satisfaction manifests itself in the
form of client loyalty. According to research by Yola and Main (2021), there is a correlation
between brand awareness and brand trust. The findings of the study by Andjarwati and
Chusniartiningsih (2018) also indicate a relationship between brand awareness and brand trust.

Along with brand awareness, consumer satisfaction and loyalty are linked. Customer
pleasure has been linked to an increase in customer loyalty in a number of earlier studies
(Pangestika and Hidayati 2020). Customer satisfaction, according to Nurhidayati and Yuliantari
(2018), is a sensation that a consumer has after eating a product that results in typical pleasure,
or the opposite. Because of this, consumer pleasure is a crucial component of building brand

loyalty.
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Customer loyalty is a vital factor in economic success, according to major studies.
Loyalty results from customer happiness with products that exceed consumer expectations.
Wardhana (2019) asserts that customer loyalty is a firm commitment on their part to repurchase
a specific item. According to Armayanti (2019), loyalty is a commitment that a customer firmly
holds in order to purchase or support a product, good goods, or service in the near future, despite
being influenced by external circumstances and marketing efforts that may lead a customer to
switch.

The purpose of this study is to determine how customer happiness, brand awareness,
and customer experience affect customer loyalty. Research findings may help customers of
Aminda Skins Care. To date, we can observe how customer experience and brand awareness
can lead to satisfied customers, who then become loyal customers.

I'm interested in researching Skins Care Aminda with the title "Experience Customer,
Awareness Brand, And Satisfaction Customer to Customer loyalty on Aminda Skins Care"

because of the issues mentioned above.

STUDY LITERATURE AND DEVELOPMENT HYPOTHESIS
1. Experience Customer

Experience customers offer customers memories, and happy memories can help
businesses succeed and potential customers by encouraging them to tell others about their
positive experiences with a product and so become more interested in using it (Wardhana 2019).
Aminda Skin Care provides customers with face treatment or care that results in skin that is
always healthy. One of the suggested women's beauty salons is Aminda Skin Care. Lestari
(2017) asserts that customer experience may be observed from two factors: treatments, methods
for nurses with face skin problems, and suggested, customers who have used skin care.

Indicators of customer experience, as stated by Kristanto and Adiwijaya (2018) are:
1. Competence
2. Confessional client
3. personalization

4. Problem-solving

60 | TRANSFORMASI - VOLUME 2, NO. 2, JUNI 2023



Transformasi: Journal of Economics and Business Management
Vol.2, No. 2 Juni 2023
e-ISSN: 2964-0911; p-ISSN: 2964-1667, Hal 58-71

2. Awareness Brand

According to Chusniartiningsih and Andjarwati (2019), the definition of awareness
brand is "ability customer For marks a brand that is part of a product." A consumer with a need
to buy might be considered one of the fundamental components of brand equity (Baishir, 2021).
Can enhance decision purchase because of the brand's ability to become a customer's interest
in making a purchase, and can do so with serious consideration due to a high level of awareness.

According to (Pangestika and Hidayati 2020), the following is an indicator of brand awareness:
1. Memory product
2. Brand perception
3. The decision-maker
4. Consumption
3. Satisfaction Customer

According to the premise that satisfied customers would keep making repeat purchases
and be open to using various products or services from the business, they will also aid in
marketing efforts by spreading the word (Gusmita 2021). Service comparison: high calibre
When a buyer's expectations are not met, whether they are actual or expected, there is
dissatisfaction. The customer is extremely delighted when the expected consumer is happy and
the service quality exceeds expectations (Armayanti 2019). According to Nurhidayati and
Yuliantari (2018), customer satisfaction after using a product or service and general consumer
attitude are indicators of how well a firm can satisfy its customers' requirements. Gusmita

(2021) identifies three factors as customer satisfaction indicators:
1. Fulfilment of customer expectations;
2. Consistent use of products; and
3. Quality of services.
4. Loyalty
4. Loyalty Customer

Consumer happiness leads to the acquisition of consumer loyalty. loyalty, neither a good
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nor a service This has an influence on businesses in that devoted customers are more likely to
repurchase the brand's goods (Wardhan 2019). Customer loyalty indicator, as determined by
Yola and Main (2021), which is:

1. Do not repurchase;

2. Tell others;

3. Do not aim to reject

4. Discussing Positive Things
5. Hypothesis

1. A suspicious client experience There is no direct effect on Aminda Skins Care's devoted

customers at the Makassar branch.

2. Brand awareness is suspected to have its own favourable influence on devoted customers

of Aminda Skins Care at the Makassar branch.

3. Aminda Skins Care at the Makassar branch received great feedback from satisfied

customers who believed they had a hand in it.

METHOD STUDY

The consumer who maintains and utilises the product Aminda Skins Care is the
demographic that was used in this study, and it is not restricted to that location. sample size
used in the study This sample of 96. 2019 Armayanti explains If the number of respondents is
uncertain, the sample is calculated directly from the 96 respondents, since the 96 respondents
constitute a sizable portion of the population. Non-probability sampling with purposive
sampling is the research method used, and the responder must agree to the requirements
established by the researchers. Customers with members cards or Aminda Skin Care users are
the sample requirements for this study. data analysis performed using IBM SPSS Statistics 25.
Prior to assessing the hypothesis, an instrument test is performed. Next, the conventional test

assumptions of normality, multicollinearity, and heteroscedasticity are carried out.

RESULTS STUDY AND DISCUSSION
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1. Analysis Descriptive

After testing This was used to view the minimum, maximum, mean, and standard

deviation of each variable's score. Additionally, the results are as follows:

Table 4.1. Results Descriptive analysis Statistics

descriptive Statistics

N Minimum Maximum Means std. Deviation
Customer_Experience 96 4 20 16.84 2,407
Brand Awareness 96 4 20 16.80 2,551
Customer satisfaction 96 4 20 16.55 2,772
Customer loyalty 96 4 20 16.38 2,647
Valid N (listwise) 96

Source: Data Primary processed, 2023

Customer experience is measured on a scale of zero to twenty, with a minimum of four
points and a maximum of twenty. The mean score is one point, and the standard deviation is
two thousand four hundred seven. Brand awareness was measured with a minimum score of 4
and a maximum score of 20, with a mean value of 1.68, indicating that the entire parameter is
within a fairly narrow range (1.00-1.80), with a standard deviation of 2.551. All customer
happiness metrics are in the range of 1.00 to 1.80 with very low requirements, and the customer
satisfaction score ranged from 4 to 20, with a mean of 1.66. and a 2,772 standard deviation.
Because the total average point of customer loyalty is included in the extremely low category

with a standard deviation of 2.647, it ranged from 4 to 20 with a mean of 1.63.

2. Test Heteroscedasticity
Table 4.3. Results Test Heteroscedasticity

Model Sig.
(Constant) ,000
TOTAL X1 215
TOTAL X2 ,722
TOTAL X3 ,804

Source: Data Primary processed, 2021

Based on the results of the data processing, it can be said that there was no occurrence
of heteroscedasticity in the results of the significance of the independent variable, which

showed a significance score of the standardised score of 0.05.
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3. Test Regression linear Double

Table 4.4. Results Regression Test linear Double

Model Unstandardized CoefficientsB
(Constant) 1.396
Experience Customers 225
Awareness Brand 255
Satisfaction Customer ,A17

Source: Data Primary processed, 2023

The similarities table B contains the following information on acquisition regression

linear double: Y=1.396+0.225X 1 +0.255X 2 +0.417X 3 +e

64

1.The positive mark constant () on the table in the show is 1,396. Customer loyalty to skin

4.

care Aminda Makassar Branch is 1,396 if experience, brand awareness, and customer

satisfaction are all zero in this show.

. The regression X1 mark coefficient is 0.225. It implies that improving customer

experience variables can boost customer loyalty. If a customer's experience goes up by 1,

their loyalty goes up by 0.225.

. The X2 brand awareness regression coefficient value is 0.255. It implies that factors that

raise brand awareness might boost client loyalty. Loyalty customers can increase by as

much as 0.255 with 1 enhancement to brand awareness.

. The regression coefficient X3 has a value of 0.417. This implies that as the number of

variables increases, so too can client loyalty. Customer loyalty will rise by 0.417 times if

customer satisfaction rises by a factor of 1.

Test t

This t-test is excellent for evaluating customer happiness, brand recognition, and the impact

on customer loyalty.

Table 4.5. Test results Q

Model Q Sig
(Constant) 1,287 ,201
Experience Customer 1,722 .088
Awareness Brand 2,278 .025
Satisfaction Customer 4,277 ,000
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Source: Data Primer Treated, 2023

Experienced client Customer loyalty is unaffected. Is known to have a score Sig of 0.088
> (.05 with a point t count of 1,722 1984. H1 was thus dismissed, indicating that there were no
influential or devoted experience customers. With a Sig score of 0.025 to 0.05 and a t score of
2,278 to 1,984, brand awareness has a significant impact on consumer loyalty. We can therefore
conclude that H2 proved, which indicates that brand awareness influences customer loyalty.
Customer loyalty is impacted by customer satisfaction. The t-count score is 4.277 > 1.984 and
the Sig value is known to be 0.000 0.05. Consequently, it may be said that H3 is supported,

indicating that customer happiness has an impact on customer loyalty.
5. Test Coefficient Determination (R)

Adjusted R-square analysis yields a coefficient of determination score of 0.679.
Therefore, customer experience happiness, brand recognition, and customer loyalty have a
combined 67.9% influence. the remaining 32.1% have influences on variables outside the

research's purview.

DISCUSSION
1. Influence Experience Customer To Loyalty Customer

Results of the study indicate that considerable customer loyalty is not impacted by
customer experience. This is due to the fact that it is based on experience customers, there are
Aminda Skin Care products, and the acne variant is unable to manage skin that is acne with
Good, so that matter That Not yet capable build loyalty from customers to products from
Aminda Skin Care, this is evidenced in results data questionnaire, which means experience

customers have no impact on loyalty Amin's customer Skin Care.
2. Influence Awareness Brand To Loyalty Customer

The findings of earlier research by Pangestika and Hidayati (2020) are studied. This
indicator's varied fulfilment suggests that Eagle Glue's brand recognition has the highest

possible impact on customer loyalty. Four indicators make up the awareness of this brand:
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recall, introduction, buying decision, and consumption. Customers who are aware of a brand
and are already familiar with it are more likely to purchase it and use it. This is more beneficial
for raising brand awareness by providing high-quality services and generous discounts to

customers.
3. Influence Satisfaction Customer To Loyalty Customer

The findings of the study demonstrate how customer loyalty is impacted by customer
pleasure. because users of the product can feel satistfied. Customers' needs may be met, which
demonstrates that customer satisfaction has an impact on customer loyalty for Aminda Skin

Care.

Results of the prior research carried out by Gusmita (2021) The degree of customer
satisfaction has an effect on how loyal the consumer is, hence customer satisfaction is
important. Customer satisfaction is measured by four factors: loyalty, continued usage of the
product, high-quality services, and fulfilment of customer expectations. Changing consumer
attitudes about customer loyalty is difficult when it comes to customer pleasure. Customers are
pleased with the service provided by Aminda Skins Care since it can meet their needs and there
is no hesitation to use or return the goods. Customer loyalty and immunity are related.
Customers won't see other products with the expectation that they will be able to achieve their
highest expectations by using other, comparable goods or services. Customers are not reluctant
to speak highly of or promote a high-quality service or product to others. In this situation, it is

still important to maintain and enhance a high standard of customer service.

CONCLUSION, LIMITATIONS, AND SUGGESTION

Customer experience does not significantly affect customer loyalty, while brand
awareness significantly affects customer loyalty and customer satisfaction significantly
influences customer loyalty, according to research results on customer experience, brand
awareness, and customer loyalty at Aminda Skin Care. There are a number of restrictions with
this study, including the fact that the questionnaire was only distributed via Google, making it

impossible for researchers to provide a comprehensive explanation of each answered question.

Following are a few recommendations based on research on Aminda Skin Care's
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customer loyalty:

1. The Makassar branch's skincare goods can increase brand recognition among clients and

encourage them to think of Aminda Skin Care first when selecting skincare products.

2. Aminda Skin Care at the Makassar branch can continue to provide customers with
services and goods that are of high quality, without ever letting them down, and by

always making them feel at ease and confident in doing so.

It is crucial to increase product quality, so Aminda Skin Care must pay attention to the
right consumer requirements. Customers who already feel good about themselves should be

able to support that feeling.
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