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PRODUCT EXPERIENCE, OUTCOME FOCUS,
MOMENTS OF TRUTH, PEACE OF MIND TOWARDS
CUSTOMER SATISFACTION AND CUSTOMER
LOYALTY SKIN CARE erhaclinic SURABAYA

Randy Aprilianto

ABSTRACT

In the service industry field, building an experience will create an
extraordinary power because the things that has been sold doesn’t only a product
or service but also an unforgettable experience. erhaclinic is a service industry skin
clinic specialist serving the needs of consumer field services cosmetics, skin care
and other skin problems.

The purpose of this research is to analyze the influence of Product
FExperience, Qutcome Focus, Moments Of Truth towards Customer Satisfaction
and Customer Loyalty Skin Care erhaclinic Surabaya.

The technique of sampling, who used in this study in non-probability
sampling. Meanwhile, the analytical techniques used are using Structural Equation
Modeling (SEM) with a program of LISREL 8.70. Respondents were drawn from
consumer erhaclinic Surabaya who have experienced the services and products
offered skin care erhaclinic Surabaya.

The results showed that there is influence between Product Experience,
QOutcome Focus, Moments Of Truth, Peace Of Mind towards Customer
Satisfaction and there is no influence between Product Experience, Outcome
Focus, Moments Of Truth, Peace Of Mind and Customer Loyalty. There 1s also,
there influence of Customer Satisfaction towards Customer Loyalty

Keywords: Skin Care, Product Experience, Qutcome Focus, Moments Of Truth,
Peace Of Mind, Customer Satisfaction, Customer Loyally.



PRODUCT EXPERIENCE, OUTCOME FOCUS,
MOMENTS OF TRUTH, PEACE OF MIND
PENGARUHNYA TERHADAP CUSTOMER
SATISFACTION DAN CUSTOMER LOYALTY SKIN
CARE erhaclinic SURABAYA

Randy Aprilianto

ABSTRAK

Dalam industri jasa, membangun sebuah pengalaman akan menciptakan
kekuatan yang sangat luar biasa karena yang dijual bukan lagi hanya sekedar
produk atau jasa yang ada melainkan pengalaman yang tidak akan terlupakan.
erhaclinic adalah industri jasa klinik spesialis kulit yang melayani kebutuhan
konsumen dibidang jasa kosmetik, perawatan serta masalah kulit lainnya.

Tujuan dalam penelitian ini adalah untuk menganalisis pengaruh Product
Experience, Outcome Focus, Moments Of Truth tethadap Customer Satisfaction
dan Customer Loyalty Skin Care erhaclinic Surabaya.

Teknik yang digunakan dalam pengambilan sampel penelitian ini adalah
non — probability sampling. Sedangkan, teknik analisis yang digunakan adalah
menggunakan metode Structural Equation Modeling (SEM) dengan bantuan
program LISREL 8.70. Responden diambil dart konsumen skin care erhaclinic
Surabaya yang telah merasakan layanan jasa dan produk yang ditawarkan skin
care erhaclinic Surabaya.

Hasil penelitian menunjukkan bahwa terdapat pengaruh antara Product
Experience, Outcome Focus, Moments Of Truth, Peace Of Mind terhadap
Customer Satisfaction, dan tidak terdapat pengaruh antara Product Experience,
Outcome Focus, Moments Of Truth, Peace Of Mind terhadap Customer Loyaity,
serta terdapat pula pengaruh antara Customer Satisfaction terhadap Customer
Loyaity.

Kata Kunci : Skin Care, Product Experience, Outcome Focus, Moments Of Truih,
Peace Of Mind, Customer Satisfaction, Cusiomer Loyally.
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