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Abstract. Lifestylei changesi havei madei bodyi carei ai basici necessityi fori bothi womeni andi men.i Ati thisi 

timei thei needi fori beautyi carei fori meni calledi mens'groomingi isi noti inferiori toi women.i Researchi 

objectivesi regardingi buildingi customeri experiencei andi customeri valuei fori malei consumeri loyaltyi ati 

beautyi clinicsi ini Medani City.i Thisi researchi methodi isi associativei research.i Thei samplei ini thisi studyi 

wasi takeni usingi ani accidentali samplingi technique.i Ini thisi study,i thei samplei sizei wasi 90i malei 

customersi ati 3i beautyi clinics,i namelyi Wbeautyi Skincare,i Natashai Skincare,i andi Dr.i Geetai Aestheticsi 

usingi ai questionnaire.i Thei datai wasi analyzedi withi SPSSi 25.i Thei resultsi showedi thati customeri 

experiencei hasi ai significanti positivei effecti oni customeri loyalty,i whichi meansi thati ifi thei goodi 

experiencei thati consumersi havei increases,i customeri loyaltyi willi alsoi increase.i Iti cani bei concludedi thati 

H0i isi rejectedi andi Hai isi accepted.i Customeri Valuei hasi ai significanti positivei effecti oni customeri 

loyalty,i whichi meansi thati ifi consumeri assessmenti ofi thei brandi increases,i consumeri loyaltyi willi alsoi 

increase.i Iti cani bei concludedi thati H0i isi rejectedi andi Hai isi accepted.i Together,i customeri experiencei 

andi customeri valuei havei ai significanti positivei effecti oni customeri loyalty,i whichi meansi thati ifi 

consumersi havei ai goodi experiencei andi highi assessment,i consumeri loyaltyi willi increase.i Iti cani bei 

concludedi thati H0i isi rejectedi andi Hai isi accepted. 
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1. INTRODUCTION 

Lifestylei changesi havei madei bodyi carei ai basici necessityi fori womeni andi men.i Thisi 

hasi ledi toi thei proliferationi ofi beautyi clinicsi ini Indonesia,i makingi competitioni ini thisi 

industryi eveni morei intense.i Markedi byi thei increasingi numberi ofi newi beautyi clinicsi thati 

offeri variousi innovationsi byi providingi variousi typesi ofi treatments.i Accordingi toi thei Unitedi 

Statesi Foodi andi Drugi Administrationi (FDA)i definesi cosmeticsi asi ai producti (otheri thani 

soap)i intendedi toi cleanse,i beautify,i enhancei thei attractivenessi ori changei thei appearancei ofi 

thei humani bodyi (FDA,i 2021).i Reportedi byi Statistai Ini 2024,i revenuei ini thei Beautyi &i 

Personali Carei marketi ini Indonesiai isi expectedi toi reachi US$9.17i billion.i Projectedi toi growi 

annuallyi byi 4.02%i (CAGRi 2024-2029). 

Thei phenomenoni ofi beautyi carei fori meni hasi undergonei ai significanti transformationi 

ini recenti years,i alongi withi changingi sociali normsi andi perceptionsi ofi masculinity.i Meni arei 

nowi increasinglyi awarei ofi thei importancei ofi appearance,i whichi isi noti onlyi limitedi toi basici 

groomingi buti alsoi includesi variousi cosmetici proceduresi thati werei previouslyi consideredi toi 

bei thei domaini ofi women.i Researchi showsi thati meni arei nowi morei openi toi thei usei ofi skini 
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carei productsi andi cosmetici procedures,i includingi botulinumi toxini andi hyaluronici acidi 

fillers,i whichi werei previouslyi morei populari amongi womeni (Zarringami eti al.,i 2020). 

Onei ofi thei factorsi drivingi thisi phenomenoni isi increasingi sociali pressurei andi highi 

standardsi ofi beauty,i whichi ofteni stemi fromi mediai representationsi andi populari culture.i K-

pop,i asi ai globali culturali phenomenon,i hasi hadi ai significanti impacti oni men'si appearance,i 

bothi ini termsi ofi dressingi style,i grooming,i andi perceptionsi ofi masculinityi (Jungi &i Shim,i 

2014).i Asi K-popi increasesi ini popularityi worldwide,i manyi meni arei inspiredi byi thei looksi ofi 

K-popi idolsi whoi ofteni displayi boldi andi innovativei stylesi thati alsoi influencei men'si beautyi 

andi groomingi standards. 

Manyi meni arei inspiredi toi payi attentioni toi theiri skincarei andi physicali appearance,i 

followingi thei trendsi seti byi K-popi idolsi whoi ofteni havei flawlessi skini andi well-groomedi 

looks.i Researchi showsi thati meni exposedi toi K-popi culturei arei morei likelyi toi usei skincarei 

productsi andi followi morei complexi beautyi routines.i (Limi eti al.,i 2020).i Toi deali withi thisi 

phenomenon,i entrepreneursi arei lookingi toi openi beautyi clinics.i Manyi beautyi clinicsi havei 

spreadi ini bigi citiesi andi onei ofi themi isi ini Medani City.i Medan,i whichi isi thei thirdi largesti cityi 

ini Indonesia,i alsoi hasi ai veryi rapidi growthi ini thei beautyi industry.i Somei ofi thei beautyi clinicsi 

ini Medani includei Wbeautyi Skincare,i Geetai Aesthetici Beautyi Clinic,i Natashai Skini Clinic,i 

ZAPi Clinic,i Erhai Clinic,i Dr.i Leei Clinic,i Dr.i Cheni Skincare,i andi manyi more. 

Everyi typei ofi businessi expectsi goodi andi sustainablei growthi ini itsi business.i Therefore,i 

beautyi clinici businessi ownersi tryi toi increasei customeri loyalty,i byi presentingi competenti 

skini andi genitali specialisti doctors,i producingi ai varietyi ofi innovativei productsi andi 

treatments,i providingi comfortablei facilities,i andi providingi friendlyi service.i Thisi aimsi toi 

buildi ai pleasanti customeri experience.i Customersi cani bei saidi toi bei loyali ifi thesei customersi 

repeatedlyi comei toi thei samei placei toi satisfyi theiri desiresi byi owningi ai producti andi payingi 

fori thei producti (Alifi &i Engkur,i 2020). 

Thei combinationi ofi customeri valuei andi experience,i whichi isi ai perceptioni thati 

stimulatesi customeri motivationi (Cheni &i Lin,i 2014),i affectsi customeri satisfactioni andi theiri 

willingnessi toi usei thei samei producti ori servicei duei toi customeri loyaltyi (Akoglui &i Özbek,i 

2022).Oni thei otheri hand,i strongi customeri valuei isi onei ofi thei maini keysi toi buildingi ai 

reputationi andi attractingi customersi byi generatingi customeri loyalty. 

Asi fori thei Researchi gap,i accordingi toi researchi (Tui eti al.,i 2024;i Thii Khuei Thui eti al.,i 

2023;i Saputrai eti al.,i 2023;i Lien,i 2023;i Zarei &i Mahmoudi,i 2020),i customeri experiencei 

significantlyi affectsi customeri loyalty,i buti ini contrasti toi thei resultsi ofi researchi byi (Tobingi &i 

Yuliati,i 2022)i whichi showsi thati customeri experiencei doesi noti havei ai significanti effecti oni 
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customeri loyalty.i Ini additioni toi customeri experience,i customeri valuei hasi ai significanti effecti 

oni customeri loyaltyi accordingi toi thei resultsi ofi researchi (Indahi Febriyantii &i Tuti,i 2023;i 

Amrili eti al.,i 2019;i Donnyi eti al.,i 2018)i whichi showsi thati customeri valuei hasi ai significanti 

effecti oni customeri loyalty,i ini contrasti toi thei resultsi ofi researchi byi (Thielemanni eti al.,i 2018;i 

Kaurai eti al.,i 2015)i whichi showsi thati customeri valuei hasi noi significanti effecti oni customeri 

loyalty.i i  

Basedi oni thei explanationi thati hasi beeni stated,i researchersi arei interestedi ini 

researchingi “Buildingi men'si groomingi consumeri loyaltyi throughi thei influencei ofi customeri 

experiencei andi customeri valuei ati beautyi clinicsi ini Medani City”. 

 

2. LITERATUREi REVIEWi  

1. Thei Effecti ofi Customeri Experiencei oni Customeri Loyalty 

Developingi ai modeli thati connectsi customeri experiencei withi loyalty,i ai goodi customeri 

experiencei willi resulti ini loyalty,i wherei loyaltyi keepsi consumersi lookingi fori customersi 

(Nugrohoi eti al,i 2020).i Customeri experiencei includesi physicali momentumi thati thei strongeri 

thei customeri experiencei felti byi thei customer,i thei higheri thei leveli ofi customeri loyalty,i fromi 

thei lowesti leveli toi thei highesti level. 

H1:i Hasi Positivei andi Significanti Effecti ofi Customeri Experiencei oni Customeri 

Loyalty. 

2. Thei Effecti ofi Customeri Valuei oni Customeri Loyalty 

Thei valuei receivedi cani leadi directlyi toi thei formationi ofi overalli feelingsi ofi 

satisfaction.i Overalli satisfactioni isi thei feelingsi ofi customersi ini responsei toi thei evaluationi ofi 

onei ori morei consumeri experiencesi ini usingi ai servicei producti (Sumardii &i Soliha,i 2015).i Byi 

achievingi ani optimali leveli ofi customeri satisfaction,i iti encouragesi thei creationi ofi loyaltyi ini 

thei mindsi ofi satisfiedi customers.i  

H2i :i Hasi Positivei andi Significanti Effecti ofi Customeri Valuei oni Customeri Loyalty. 

3. Simultaneousi Effecti ofi Customeri Experiencei andi Customeri Valuei oni Customeri 

Loyaltyi  

Basedi oni thei resultsi ofi researchi byi (Fahimai eti al.i 2023),i Customeri Experiencei andi 

Customeri Valuei simultaneouslyi havei ai significanti effecti oni customeri loyalty,i thisi isi 

becausei ai goodi customeri experience,i thei customer'si assessmenti ofi ai producti willi alsoi bei ai 

good,i andi willi affecti customeri loyaltyi toi ai product. 

H3:i Hasi Simultaneousi Effecti betweeni Customeri Experiencei andi Customeri Valuei oni 

Customeri Loyalty 
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3. METHODSi  

Thisi researchi isi associativei research.i Accordingi toi Sugiyonoi (2019),i associativei 

researchi isi ai formulationi ofi researchi problemsi thati asksi abouti thei relationshipi betweeni twoi 

ori morei variables.i Thisi showsi thati researchi focusesi oni thei effecti ofi customeri valuei andi 

customeri experiencei asi independenti variablesi oni customeri loyaltyi asi thei dependenti 

variable.i Thei samplei ini thisi studyi wasi takeni usingi ani accidentali samplingi technique,i 

namelyi takingi respondentsi asi samplesi basedi oni chance,i thati is,i anyonei whoi happensi toi 

meeti thei researcheri cani bei usedi asi ai samplei ifi thei personi whoi happenedi toi bei meti isi suitablei 

asi ai datai sourcei withi thei maini criteriai beingi malei customersi ofi beautyi clinicsi ini thei cityi ofi 

Medan.i Ini determiningi thei numberi ofi samples,i thei researcheri usedi Hair'si approach,i namelyi 

fivei respondentsi fori eachi questioni askedi (Hair,i Ortinau,i andi Harrisoni 2021).i Thusi thei 

researcheri usesi 18i indicators,i toi determinei thei numberi ofi samplesi asi follows,i 18i xi 5i =i 90i 

respondents.i Ini thisi study,i thei samplei sizei wasi 90i malei customersi usingi ai questionnaire.i 

Thisi researchi wasi conductedi ati 3i beautyi clinicsi ini Medani City,i namely:i i Wi Beautyi 

Skincare,i Natashai Skincare,i andi Dr.i Geetai Aesthetics.i Researchi Timei Octoberi 2024i toi 

Novemberi 2024.i  

Thisi researchi analysisi usesi SPSSi 25i withi instrumenti testsi toi testi validityi andi 

reliabilityi andi associativei testsi toi testi thei influencei betweeni variables.i Thei associativei testi 

isi ai researchi problemi formulationi thati asksi abouti thei relationshipi betweeni twoi ori morei 

variables.i Thei researchi associativei testi usesi ai comparisoni ofi thei counti valuei withi thei criticali 

valuei foundi ini thei t-distributioni table.i Ifi thei counti valuei isi greateri thani thei criticali value,i thei 

independenti variablei hasi ani influencei oni thei dependenti variablei (Ghozali,i 2016). 

Tablei 1.i Definitioni ofi Variablei Operationalization 

No. Dimensions Indicator Source 

1.  Customeri Experiancei 

(X1) 

1. Sense 

2. Feel 

3. Think 

4. Act 

5. Relate. 

1.i Sensesi ownedi byi humansi asi 

ai tooli toi feeli thei productsi andi 

servicesi offered.i 

Schmitti (1999) 

2.i Flavori isi displayedi throughi 

ideas,i fun,i andi ai reputationi fori 

customeri service. 
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No. Dimensions Indicator Source 

3.i Experiencesi demandi 

intelligencei toi createi cognitivei 

andi problem-solvingi 

experiencesi byi creativelyi 

engagingi consumers.i 

4.i Designedi toi createi ai 

physicali body-relatedi 

consumeri experience.i 

5.i Connectionsi toi otheri 

people,i otheri sociali groupsi 

(suchi asi occupations,i 

lifestyles),i ori broaderi sociali 

identities. 

2 Customeri Valuei (X2)i 

i1.i Emotionali value 

2.i Sociali value 

3.Quality/performancei 

valuei 

4.Price/value ofi 

money 

 

 

 

1.i Emotionali value,i whichi 

refersi toi thei positivei feelingsi 

ori emotionsi thati arisei wheni 

usingi thei product.i 

 

(Soutari &i 

Sweeney,i 2001) 

2.i Sociali valuei refersi toi thei 

product'si abilityi toi improvei 

consumers'i sociali self-concept. 

 

3.i Quality/performancei valuei 

refersi toi thei benefitsi derivedi 

fromi thei producti throughi bothi 

short-termi andi long-termi costi 

reduction.i 

 

4.i Thei indicatori ini thisi studyi isi 

thei price/valuei ofi money,i 

whichi refersi toi thei benefitsi 

obtainedi fromi thei perceptioni 

ofi thei expectedi producti 

performancei abouti price. 
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No. Dimensions Indicator Source 

3 Customeri Loyalty 

1.Attitudinali Loyalty 

 

 

 

 

 

2.i Behaviorali Loyalty 

1.i Willingi toi Recommendi Toi 

Othersi 

2.i Wouldi likei toi sayi positivei 

thingsi 

3.i Willingnessi Toi Bei Ai Loyali 

Customer 

 

1.i Switchingi intentions 

(Amin,i 2016;i 

Sainii dani Singh,i 

2020) 

 

4. i RESULTS 

Multiplei Lineari Regressioni Analysis 

Tablei 2.i Multiplei Lineari Regressioni Analysis 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.525 3.180  1.737 .086 

Customer Experiance .343 .121 .274 2.824 .006 

Customer Value .412 .112 .358 3.685 .000 

a. Dependent Variable: Customer Loyalty 

 

Y= 5,525 + 0,343 X1 + 0,412 X2 + e 

a. Thei constanti (β0)i isi 5.525.i Thisi valuei cani bei interpretedi ifi thei valuei ofi Customeri 

Experiencei (X1)i andi Customeri Valuei (X2)i isi 0,i theni thei valuei ofi thei dependenti 

variablei Consumeri Loyaltyi (Y)i isi 5.525,i assumingi otheri variablesi remaini thei same.i  

b. Thei coefficienti (β1)i isi 0.343.i Thisi valuei meansi thati wheni thei Customeri Experiencei 

(X1)i variablei increasesi byi onei unit,i thei Consumeri Loyaltyi (Y)i variablei increasesi byi 

0.343.i  

c. Thei coefficienti (β2)i isi 0.412.i Thisi valuei meansi thati wheni thei Customeri Valuei (X2)i 

variablei increasesi byi onei unit,i thei Consumeri Loyaltyi (Y)i variablei increasesi byi 0.412.i  

Tabel 3. Testi Coefficienti ofi Determinationi R2 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .518a .268 .252 2.63245 2.038 

a. Predictors: (Constant), Customer Value, Customer Experience 

b. Dependent Variable: Customer Loyalty 

 

Iti isi knowni thati thei Adjustedi Ri Squarei valuei isi 0.268.i Thisi valuei meansi thati thei 

Customeri Experiencei andi Customeri Valuei variablesi arei ablei toi influencei Consumeri 
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Loyaltyi byi 26.8i percent,i thei remainingi 74.2i percenti isi explainedi byi otheri variablesi ori 

variablei factorsi noti explainedi ini thisi study. 

Tablei 4.i Simultaneousi Significancei Testi (Fi Test) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 221.210 2 110.605 15.961 .000b 

Residual 602.890 87 6.930   

Total 824.100 89    

a. Dependent Variable: Customer Loyalty 

b. Predictors: (Constant), Customer Value, Customer Experience 

 

Iti isi knowni thati thei Fcounti valuei isi 15.961i andi thei Sigi value.i Isi 0.000.i Iti isi knowni thati 

Fhitungi 15.961>i Ftabeli 3.10i andi sigi value,i 0.000i <0.05,i iti isi concludedi thati thei Customeri 

Experiencei andi Customeri Valuei variablesi simultaneouslyi havei ai positivei andi significanti 

effecti oni consumeri loyaltyi ini beautyi clinics. 

Tabeli 5.i Partiali Significancei Testi (t-test) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.525 3.180  1.737 .086 

Customer Experiance .343 .121 .274 2.824 .000 

Customer Value .412 .112 .358 3.685 .000 

a. Dependent Variable: Customer Loyalty 

 

Basedi oni Tablei 6,i iti isi knowni thati thei Customeri Experiencei counti isi 2.824.i thei tablei 

isi soughti withi thei ti distributioni tablei usingi ai =i 5%:i 2i =i 2.5%i (2-sidedi test)i withi degreesi ofi 

freedomi dfi =i n-k-2i wherei ni isi thei numberi ofi respondentsi andi ki isi thei numberi ofi independenti 

variablesi soi thati iti isi obtainedi ori 90-2-1i =i 87.i Thei t-tablei resulti obtainedi isi 1.662.i Thusi thei 

counti isi greateri thani thei tablei (2.824>i 1.662),i andi iti isi concludedi thati H0i isi rejectedi andi Hai 

isi accepted.i  

Basedi oni thei resultsi ofi thei study,i iti isi knowni thati customeri experiencei hasi ai 

significanti positivei effecti oni customeri loyalty,i whichi meansi thati ifi thei experiencei ofi goodi 

consumersi hasi increased,i consumeri loyaltyi toi thei clinici willi increase.i Thisi isi becausei 

consumeri experiencei wheni makingi ai purchasei cani shapei ai behavior.i Wheni gettingi goodi 

service,i thei consumeri willi repeati thei purchasingi behavior.i  

Thisi isi ini linei withi researchi showingi thati customeri experiencei hasi ai significanti 

positivei partiali effecti oni customeri loyaltyi withi customeri experiencesi suchi asi easei ofi use,i 

comfort,i andi enjoymenti (Saputrai eti al.,i 2023),i ini linei withi researchi (Tui eti al.,i 2024)..i  
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Basedi oni Tablei 6,i iti isi knowni thati thei counti isi 3.685.i thei tablei isi soughti withi thei ti 

distributioni tablei usingi ai =i 5%:i 2i =i 2.5%i (2-sidedi test)i withi degreesi ofi freedomi dfi =i n-k-2i 

wherei ni isi thei numberi ofi respondentsi andi ki isi thei numberi ofi independenti variablesi soi thati iti 

isi obtainedi ori 90-2-1i =i 87.i Thei t-tablei resulti obtainedi isi 1.662.i Thusi thei counti isi greateri thani 

thei tablei (3.685>i 1.662),i andi iti isi concludedi thati H0i isi rejectedi andi Hai isi accepted. 

Thei resultsi ofi customeri valuei arei supportedi byi researchi thati statesi thati customeri valuei 

hasi ai significanti positivei effecti oni customeri satisfactioni (Mardikawatii &i Farida,i 2013).i 

Customeri valuei isi neededi soi thati visitorsi whoi comei noti onlyi geti productsi ini thei formi ofi 

tourismi servicesi buti visitorsi alsoi geti valuei ini thei formi ofi fulfillingi expectationsi ati thei costi 

thati hasi beeni incurred,i andi ini linei withi thei resultsi ofi researchi byi (Indahi Febriyantii &i Tuti,i 

2023;i Amrili eti al.,i 2019;i Donnyi eti al.,i 2018). 

 

5. DISCUSSION  

Thisi studyi aimsi toi explorei thei effecti ofi independenti variables,i namelyi customeri 

experiencei andi customeri valuei variablesi oni customeri loyalty.i Alli initiali hypothesesi 

presentedi ini thisi paperi havei beeni confirmed.i Thisi studyi foundi thati customeri experiencei andi 

customeri valuei significantlyi andi positivelyi affecti customeri loyaltyi andi alsoi thesei twoi 

variablesi togetheri affecti customeri loyalty.i Thus,i thei findingsi ofi thisi studyi answeri thei 3i 

maini researchi questionsi posed.i Thesei findingsi cani enrichi researchi findingsi oni customeri 

loyalty.i Ini addition,i basedi oni thei resultsi ofi thisi researchi paperi providesi recommendationsi toi 

entrepreneursi toi focusi morei oni customeri experiencei andi assessmenti ofi theiri businessi 

activities. 

 

6. CONCLUSION  

Afteri ai thoroughi analysisi andi discussion,i thei followingi arei somei conclusionsi fromi 

thisi study:i  

a. Customeri experiencei hasi ai significanti positivei effecti oni customeri loyalty,i whichi meansi 

thati ifi thei goodi experiencei thati consumersi havei increases,i consumeri loyaltyi willi alsoi 

increase.i Iti cani bei concludedi thati H0i isi rejectedi andi Hai isi accepted. 

b. i Customeri Valuei hasi ai significanti positivei effecti oni customeri loyalty,i whichi meansi thati 

ifi consumeri assessmenti ofi thei brandi increases,i consumeri loyaltyi willi alsoi increase.i Iti 

cani bei concludedi thati H0i isi rejectedi andi Hai isi accepted.i  

c. Together,i customeri experiencei andi customeri valuei havei ai significanti positivei effecti oni 

customeri loyalty,i whichi meansi thati ifi consumersi havei ai goodi experiencei andi highi 
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assessment,i consumeri loyaltyi willi increase.i Iti cani bei concludedi thati H0i isi rejectedi andi 

Hai isi accepted. 

 

LIMITATIONi  

Thisi studyi hasi severali limitations,i amongi others,i thei firsti isi thati thisi studyi onlyi testsi 2i 

independenti variables,i namelyi Customeri Experiencei andi Customeri Loyalty,i whilei otheri 

factorsi suchi asi customeri satisfaction,i trust,i andi brandi image,i arei noti analyzedi wherei thesei 

factorsi mayi alsoi contributei toi Customeri Loyalty,i thei secondi isi thati thisi studyi usesi ai researchi 

samplei thati includesi 90i malei customeri respondentsi whoi usei 3i beautyi clinicsi ini Medan,i soi thei 

resultsi mayi noti bei generalizablei toi alli malei skincarei usersi ini otheri regions.i Thisi limitationi cani 

providei opportunitiesi fori futurei researchersi toi examinei differenti variables,i providei ai morei 

comprehensivei insighti intoi thei factorsi thati influencei customeri loyalty,i andi providei 

opportunitiesi fori futurei researchersi toi expandi samplei coverage. 
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