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ABSTRAK 

 
Di era globalisasi saat ini, perilaku manusia semakin konsumtif dan sering 

menghabiskan waktunya di mal. Saat berbelanja di mall ada beberapa faktor yang 

mempengaruhi kita untuk berbelanja kembali dan melakukan pembelian berulang 

atau biasa disebut loyalitas pelanggan (customer loyalty). Penelitian ini bertujuan 

untuk mengetahui pengaruh mall atmosphere dan service quality terhadap customer 

loyalty melalui customer satisfaction. Penelitian ini menggunakan teknik analisis 

SEM dengan bantuan Partial Least Square (PLS). 

Objek penelitian ini adalah konsumen Mal Ciputra World Surabaya yang 

berusia diatas 17 tahun dengan jumlah sampel 148 responden. Hasil penelitian ini 

menunjukkan bahwa mall atmosphere berpengaruh positif terhadap customer 

loyalty, mall atmosphere berpengaruh positif terhadap service quality, customer 

loyalty berpengaruh positif terhadap customer satisfaction, dan service quality 

berpengaruh positif terhadap customer satisfaction. 

 

 

Kata Kunci: Mall Atmosphere, Service Quality, Customer Loyalty, Customer 

Satisfaction 
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ABSTRACT 

 
In the current era of globalization, human behavior is becoming 

increasingly consumptive and often spends their time in malls. When shopping 

at the mall there are several factors that influence us to shop again and make 

repeat purchases or commonly called customer loyalty. This study aims to 

determine the effect of mall atmosphere and service quality on customer loyalty 

through customer satisfaction. This study uses SEM analysis techniques with the 

help of Partial Least Square (PLS). 

The object of this research is the consumers of Ciputra World Mall 

Surabaya, with the age above 17 years and with a sample size of 148 respondents. 

The results of this study indicate that mall atmosphere has a positive effect on 

customer loyalty, mall atmosphere has a positive effect on service quality, 

customer loyalty has a positive effect on customer satisfaction, and service 

quality has a positive effect on customer satisfaction. 

 

 

Keywords: Mall Atmosphere, Service Quality, Customer Loyalty, Customer 

Satisfaction 
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