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ABSTRAK 

Persaingan industri ritel kesehatan dan kecantikan yang semakin ketat 

menuntut perusahaan untuk berfokus pada pembentukan loyalitas pelanggan. 

Guardian sebagai salah satu ritel kesehatan dan kecantikan terbesar di Indonesia 

secara aktif menerapkan berbagai strategi pemasaran untuk mempertahankan 

pelanggan. Penelitian ini bertujuan menganalisis pengaruh sales promotion, service 

quality, dan customer experience terhadap customer loyalty melalui customer 

satisfaction sebagai variabel mediasi pada pelanggan Guardian di Surabaya.  

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. 

Teknik pengambilan sampel menggunakan purposive sampling. Data dikumpulkan 

dari 196 responden dan dianalisis menggunakan Partial Least Squares–Structural 

Equation Modeling (PLS-SEM).  

Hasil penelitian menunjukkan bahwa sales promotion, service quality, dan 

customer experience berpengaruh positif dan signifikan terhadap customer 

satisfaction. Selain itu, customer satisfaction berpengaruh positif dan signifikan 

terhadap customer loyalty. Pengujian efek tidak langsung membuktikan bahwa 

customer satisfaction memediasi pengaruh sales promotion, service quality, dan 

customer experience terhadap customer loyalty.  

Penelitian ini memberikan kontribusi teoritis dalam pengembangan kajian 

pemasaran ritel. Temuan penelitian ini juga memberikan implikasi praktis bagi 

manajemen Guardian dalam merancang strategi pemasaran yang efektif. Strategi 

tersebut mencakup penguatan promosi penjualan, peningkatan kualitas layanan, 

dan pengelolaan pengalaman pelanggan guna mempertahankan loyalitas 

pelanggan.   

Kata kunci: Promosi Penjualan, Kualitas Layanan, Pengalaman Pelanggan, 

Kepuasan Pelanggan, Loyalitas Pelanggan  
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ABSTRACT 

The increasingly fierce competition in the health and beauty retail industry 

demands that companies focus on building customer loyalty. Guardian, as one of 

the largest health and beauty retailers in Indonesia, actively implements various 

marketing strategies to retain customers. This study aims to analyze the influence 

of sales promotions, service quality, and customer experience on customer loyalty, 

using customer satisfaction as a mediating variable among Guardian customers in 

Surabaya. 

This study employed a quantitative approach with a survey method. The 

sampling technique used purposive sampling. Data were collected from 196 

respondents and analyzed using Partial Least Squares–Structural Equation 

Modeling (PLS-SEM).  

The results of the study indicate that sales promotion, service quality, and 

customer experience have a positive and significant effect on customer satisfaction. 

Furthermore, customer satisfaction has a positive and significant effect on 

customer loyalty. Testing for indirect effects demonstrates that customer 

satisfaction mediates the influence of sales promotion, service quality, and 

customer experience on customer loyalty. 

This research provides theoretical contributions to the development of retail 

marketing studies. The findings also offer practical implications for Guardian 

management in designing effective marketing strategies. These strategies include 

strengthening sales promotions, improving service quality, and managing the 

customer experience to maintain customer loyalty.   

Keywords: Sales Promotion, Service Quality, Customer Experience, Customer 

Satisfaction, Customer Loyalty  
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