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Revised Feb 02: 2023 Shampoo NR at districts of medan sunggal (student case study of
Accepted Feb 20, 2023 PT. Ikapharmindo Putramas Medan)”. The research method used

was exploratory research, where the variables were measured using
a Likert scale. Methods of data collection is done by interview
Keywords: (interview), with a list of questions (questionnaire). The population in
this study were all NR Shampoo customers totaling 57 people.
Sampling with the saturated sampling method or better known as the
census. In this study, the population was relatively small, as many as
57 people. Data processing using SPSS version 23 software, with
descriptive analysis and hypothesis testing with multiple regression
analysis. The results showed that: (1) partially customer bonding
variables affect customer loyalty NR Shampoo at PT. lkapharmindo
Putramas Medan sunggal ; (2) partially customer experience
variables affect customer loyalty NR Shampoo at PT. Ikapharmindo
Putramas Medan sunggal; (3) Simultaneously there is a positive and
significant influence between the variables of customer bonding and
customer experience of customer loyalty Shampoo NR at PT.
Ikapharmindo Putramas Medan sunggal.
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1. INTRODUCTION

Having clean and shining hair is everyone's dream, but in an era that continues to grow, people
must be smart in choosing the shampoo they use because the more sophisticated and modern the
world is, the more various kinds of shampoos circulating in the market are developing by building
consumer trust (customer bonding) and consumer experience (Customer experience) which is not
necessarily safe for our own health in the future due to the use of shampoo that we use for a long
time. There are so many types of shampoo nowadays, starting from conditioners that are specifically
used for hair that is damaged by painting or shampoos that are used for a variety of aromas and
uses. The increasing number of products offered in the market with customer loyalty in general and
being sold openly makes every customer tempted to look attractive in an instant way and not
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necessarily good for the future for scalp health and other impacts that will arise as a result use of the
shampoo. Customers generally use shampoo to appear more confident in carrying out any activities
that are busy or not, whether at home, office, campus/school environment, or while on vacation.
Customers must also be smart in managing their finances so they don't run out just to buy shampoo.
This is where the customer must be smart and shrewd in managing expenses and choosing the
shampoo he will use, because if he chooses the wrong shampoo, the worst effects will automatically
come to him in the future, such as reddish hair, dandruff, sores, even worse, cancer. skin on the
head. Loyal customers who are satisfied using the shampoo they choose, will want to continue the
buying relationship. Customer loyalty is a measure of the customer's closeness to a brand, customers
like the brand, the brand becomes top of mind (the first brand that comes to mind) when considering
a product category, deep brand commitment forces preference choices to make purchases, helps
customers identify quality differences , so when shopping will be more efficient.

According to (Tjiptono, 2014) customer loyalty is a customer's commitment to a brand, store or
supplier, based on a very positive attitude and is reflected in consistent repeat purchases. Based on
sales data from table 1.1 for the period 2019 to 2021, there were fluctuations in sales. Where sales
in 2019 compared to 2020 saw an increase in sales from more than 551 million to 563.5 million.
However, there was a decrease in sales from 2020 compared to 2021, namely from 563.5 million to
530 million. The decline was caused by several factors, including the lack of a strategy that could be
implemented by the company in an effort to maintain consumer loyalty. Whereas companies to bind
consumers to the products and services they offer need a strategy that aims to build and maintain
consumer relationships with the company's products. In short, customer bonding is a process to
build, convince and maintain a sense of consumer trust by marketers, so that between marketers
and consumers have a relationship of mutual trust. When viewed from the consumer side, customer
bonding is a comparison tool to choose the product that consumers want and the company to choose.
This is what PT. Ikapharmindo Putramas. Tbk. The company seems to leave customers without ever
trying to build relationships and trust that lead customers to remain loyal to NR Shampoo.

Apart from customer bonding, customer experience is also very important in maintaining
customer loyalty when using NR shampoo. Customer experience is needed to make it easy for
customers to interact to get information about the desired product and to get access to buy the
product. However, in practice, in the initial survey conducted by researchers at the company, the
company did not interact with customers with products or services from the company, both physically
and emotionally. Even though the results of this interaction can make an impression on the minds of
customers. Based on the explanation of the background above that has encouraged me to be
interested in conducting research on "The Influence of Customer Bonding and Customer Experience
on Customer Loyalty of NR shampoo in Medan Sunggal sub-district (CASE STUDY AT PT.
IKAPHARMINDO PUTRAMAS)".

Based on the description above, the problem in this study is formulated as follows:

a. Does Customer Bonding have a positive and significant effect on Customer Loyalty of NR
shampoo in Medan Sunggal sub-district. ?

b. Does customer experience have a positive and significant effect on customer loyalty for NR
shampoo in the Medan Sunggal sub-district?

c. Do Customer Bonding and Customer Experience together have a positive and significant effect
on Customer Loyalty for NR shampoo in the Medan Sunggal sub-district?

The objectives of this study are:

a. To find out whether Customer Bonding has a positive and significant effect on NR shampoo
customer loyalty in Medan Sunggal sub-district.
b. To find out whether Customer Experience has a positive and significant effect on Customer

Loyalty for NR shampoo in Medan Sunggal sub-district.

c. Tofind out whether Customer Bonding and Customer Experience together have a positive and
significant effect on NR shampoo customer loyalty in Medan Sunggal sub-district.
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2. RESEARCH METHOD

The type of research conducted in this research is causal associative research with quantitative
techniques. According to Sugiyono (2016: 55), causal associative research is research that aims to
determine the relationship between two or more variables. With this research, a theory can be built
that functions to explain, predict and control a phenomenon. A causal relationship is a causal
relationship, one variable (independent) affects another variable (dependent). Associative research
uses quantitative or statistical analysis techniques. Quantitative research is a type of research whose
specifications are systematic, planned, and clearly structured from the start to the creation of the
research design. Another definition states that quantitative research is research that requires a lot of
numbers, starting from data collection, interpretation of the data, and the appearance of the results.
Likewise, at the research conclusion stage, it would be better if it was accompanied by pictures,
tables, graphs, or other views.

3. RESULTS AND DISCUSSIONS

3.1 Customer Loyalitas
Loyalty is a measure of customer attachment to a product or service. This measure is able to

describe whether or not customers switch to another brand. The advantage and the existence of

customer loyalty is the reduced influence of attacks and competitors from similar companies, not only
competition in terms of perception. In addition, loyal customers can encourage the development of
the company. Because they often give ideas or suggestions to companies to improve the quality of
their services and products and in the end they will not really mind the price because they believe in

the services and products and the quality of the company, (Mullins, J. W., 2015).

3.2 Customer Loyalty Indicator
Customer loyalty has a commitment to shop for necessities and will ignore competitor activities

that try to attract customers. This will not inspire customers who are loyal to a brand to try or switch

to other similar products/services. There are some customers who have the courage to pay more to

a company they really trust because what is expected has been obtained or even exceeded, that is

what is called a loyal customer. According to Kotler & Keller (2016) indicators of customer loyalty

are:

a. Repeat Purchase (loyalty in purchasing products) Customers will always decide to purchase a
product or service on just one brand without any consideration.

b. Retention (resistance to negative influences on the company) The many opportunities for doing
business make companies have to always worry about competitors, many competitors that
appear result in improper ways of appearing such as one company with another company
dropping each other, it will be very detrimental because it will result in reduced or loss of
customers, but it's different with loyal customers, no matter how many negative issues about a
company he receives if he has full trust in the company or brand, it will not make him turn to
another brand or company.

c. Referrals (totally refer to the existence of the company) If the product or service is good, the
customer will promote it to others, and if the product or service is bad and far from expectations,
the customer will be silent or will not tell other people but the customer will tell the company so
the company can fix it. Retaining customers is more difficult than getting new customers, so
customers must be maintained so they don't switch to competitors. Loyalty can be formed if the
customer is satisfied with the brand/service level received and is interested in continuing the
relationship (Selnes in Mouren Margaretha 2014: 297).

The theory above can be concluded that customer loyalty is customer loyalty after experiencing
the service which is expressed in the behavior to use the service. Customers also provide behavior
that can benefit the company in the company's promotion process without any coercion from the
company. This behavior reflects the existence of a long-term bond between the company and its
customers.
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3.3 Customer Bonding Definition of Customer Bonding
Marketing is done not solely to get consumers or customers. A good marketing activity is one
that can simultaneously aim to retain existing customers and win back customers who have left the
marketer. There are various strategies for maintaining long-term relationships with customers,
namely strategies that not only try to satisfy their customers but also keep them from turning to other
companies by carrying out various activities to bind their customers. This kind of marketing strategy
is known as a customer bonding strategy. Customer bonding indicators, according to (Sudaryono,
2016) indicators of customer bonding are:
a. Advertising promotion through:
1) Print and electronic media advertisements
2) Posters
3) Card design
Carry out the recycling process
Giving gifts (Rewards)
Support for an activity
Provide opportunities for customers to find out about new products
Customer Experience
According to (Sudaryono, 2016) in his book Customer Experience Management, which is a
continuation of his book entitled Experiential Marketing. Experience is a personal event that occurs
in response to several stimuli that give rise to an experience. The experience is based on the whole
of every event in the life of each individual. In other words, marketers must choose the right
environment for the customer and what the customer wants. Through the right experience, it can
make consumers feel different sensations or things when consuming a product or service. Customer
Experience indicators, according to (Sudaryono, 2016), there are three types of aspects or
dimensions of customer experience, namely as follows:
1) Sensory Experience
Sensory experience is an experience that is created related to the five senses which include
sight, sound, smell, taste and touch. Sensory experience can be applied to both the product and the
store environment in the following ways:
a) Product design and appearance that is unique and attractive to consumers.
b) The distinctive taste of food and beverages can stimulate the consumer's sense of taste.
c) Interior which includes functional, efficient and comfortable interior design and restaurant
furniture.
d) Lighting, namely the use of natural and artificial light which is combined or gives a cheerful and
open impression.
e) Sound, the level of noise must allow conversation by consumers.
f)  Scent (smell or aroma) in the restaurant area affects the consumer's sense of smell.
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Figure 1. Conceptual Framework

b. Hypothesis
The research hypothesis is an important question because this hypothesis is a temporary
answer from a study, as suggested by Sugiyono (2012: 73) "Hypothesis as a temporary answer to
the research problem formulation”. It is said temporarily because the answers given are only based
on relevant theories, not yet based on empirical facts obtained from data collection. Based on the
understanding of the hypothesis, the research hypothesis is:
1) Customer Bonding has a positive and significant effect on loyalty. customer of NR Shampoo at
PT. Ikapharmindo Putramas Medan Sunggal.
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2) Customer Experience has a positive and significant effect on customer loyalty of NR Shampoo
at PT. Ikapharmindo Putramas Medan Sunggal.

3) Customer Bonding and Customer Experience together have a positive and significant effect on
loyalty. customer of NR Shampoo at PT. Ikapharmindo Putramas Medan Sunggal.

c. Analisis Linear Berganda

Coefficients?

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error |Beta t Sig.
(Constant) 2.409 1.468 1.641 107
Customer 021 057 023| 3.359| .001
Bonding
Customer 011 063 907| 4.207| .000
Experience I

a. Dependent Variable
consumer loyalty

Based on Table 1. Multiple linear analysis obtained a multiple linear regression equation
model in this study, namely:

Y =2409+ 0,21X1 + 0,011 Xz +

Based on these equations can be described as follows:

a. A constant value of 2409 indicates that if there is no influence from the independent variables
(X1, X2) hence loyalty (Y) will be worth 2409.

b. Coefficient X1 (B1) = 0,021, This shows that every time there is an increase in the customer
bonding variable by one unit, it will increase loyalty by 21%. If other variables are considered
constant.

c. Coefficient X2 (B2) = 0,011, This shows that every time there is an increase in the customer
experience variable by one unit, it will increase loyalty by 11%. If other variables are considered
constant.

3.4 Hypothesis testing

a. Partial Test (Uji t)

1) Predictors: (Constant), Customer Experience, Customer Bonding
Based on ANOVA (Table 4.15) value is obtained Fcount as big 147.232 with a significant level

(Sig.) as big 0.0002. Jadi Fcount > Franle (147.232> 3,168) or significance (Sig.) <5 % (0.000 < 0.05)
meaning that the variable customer bonding and customer experience have a positive and significant
effect on customer loyalty NR Shampoo at PT. Ikapharmindo Putramas Medan which means that Ho
is rejected Ha is accepted. Thus there is an effect of customer bonding and customer experience on
customer loyalty of NR Shampoo at PT. Ikapharmindo Putramas Medan (the fourth hypothesis is
accepted).
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b. Uji F (Partial)

ANOVAP

Sum of Mean
Model Squares  |df Square |F Sig.
1 (Constant) 2.409| 1.468 1.641 .107
2
Customer 021 057 .0233.359 [001
Bonding
3
Customer 011l  .063907 |4.207 000
Experience

a. Predictors: (Constant), Product Quality, Brand Image
b. Dependent Variable: Consumer
Loyalty

In Table 2. F (Partial) test (t test results) it can be seen that:

1) Value teount variabel customer bonding as big 3.359 and ttavie value 2.004 SO teount > trabie (3.359 >
2.004) and a significant value (sig) (0.01 <0.05) so that it can be concluded that the customer
bonding variable has a positive and significant effect on customer loyalty of NR Shampoo at PT.
Ikapharmindo Putramas Medan (first hypothesis accepted).

2) Value tcount the customer experience variable is 4,207 and ttanle as big 2.004 S0 tcount > ttavle (4.207
> 2.042) and a significant value (0.00 <0.05) so that it can be concluded that the customer
experience variable has a positive and significant effect on NR Shampoo customer loyalty at
PT. Ikapharmindo Putramas Medan (the second hypothesis is accepted).

Table 3. Coefficient of Determination.

Model Summary®

Adjusted R | Std. Error of the
Model R R Square Square Estimate

1 9192 .845 .839 77656
Predictors: (Constant), Product Quality, Brand Image.
b. Dependent Variable: Consumer Loyalty

Based on Table 3. The coefficient of determination can be interpreted that the R number is 0.845
indicating that the level of correlation or relationship between customer bonding, customer
experience and loyalty has a fairly close relationship. The results of this study indicate that the value
adjusted (R?) as big 0,839 or 83,9%. This means that NR Shampoo customer loyalty to PT.
Ikapharmindo Putramas Medan can be explained by the variables of leadership style, customer
experience, while the remaining 16.1% is explained by other causes not examined in this study, for
example promotion, knowledge and others.

4. CONCLUSION

Based on the results of the analysis discussed in the previous chapter, the following conclusions
is the results showed that partially the customer bonding variable affected customer loyalty of NR
Shampoo at PT. Ikapharmindo Putramas Medan. The results showed that partially the customer
experience variable affected the customer loyalty of NR Shampoo at PT. Ikapharmindo Putramas
Medan. The results showed that there was a positive and significant influence between customer
bonding and customer experience variables on customer loyalty to NR Shampoo customers at PT.
Ikapharmindo Putramas Medan.

REFERENCES

AL ALI, M. (2022). Sense of Place and Customer Experience: Cast Study in the State of Alaska.

Al Amrie, S. M. A. Z., Jatmiko, R. D., & Handayanto, E. (2021). The Influence of Product Attributes
and Customer Experience on Customer Loyalty:(Study on Café Customers in Malang City).
Jurnal Manajemen Bisnis Dan Kewirausahaan (JAMANIKA), 1(04), 256—266.

Al Ansori, A., & Andjarwati, A. L. (2022). PENGARUH SERVICE QUALITY DAN CUSTOMER
EXPERIENCE TERHADAP CUSTOMER LOYALTY (STUDI PADA PENUMPANG FIRST

ProBisnis, Vol.14, No. 1 February 2023: pp 89-96



ProBisnis : Jurnal Manajemen ISSN 2086-7654 a 95

CLASS DOUBLE DECKER BUS ROSALIA INDAH). Jurnal lImu Manajemen, 10(1), 370-381.

Al Khoury, G., Thrassou, A., Papasolomou, I., & Vrontis, D. (2022). The requisite role of emotional
intelligence in customer service in the retail banking sector. International Journal of
Organizational Analysis, ahead-of-print.

Bove, L. L., & Johnson, L. W. (2000). A customer-service worker relationship model. International
Journal of Service Industry Management, 11(5), 491-511.

Buttle, F. A., Ahmad, R., & Aldlaigan, A. H. (2002). The theory and practice of customer bonding.
Journal of Business-to-Business Marketing, 9(2), 3-27.

Cowgill, M. A. (2002). Drivers of client satisfaction: A study of financial advisors and client service
technigues. Argosy University/Sarasota.

Efni, Y., & others. (2016). Pengaruh Strategi Customer Bonding Terhadap Customersatisfaction Dan
Customer Loyalty Padapt. Bank Rakyatindonesia (PERSERO) TBK.(Survey Pada Nasabah
Tabungan Britama KantorCabang Teluk Kuantan). Jurnal Tepak Manajemen Bisnis, 8(2).

Harahap, B., Al Qohirie, M. I., Masri, D., & Apriyandi, A. (2022). Sosialisasi Penggunaan Digital
Marketing Bagi Usaha Mikro, Kecil dan Menengah di Era Digitalisasi Pada Mahasiswa
Program Studi Kewirausahaan. Mejuajua: Jurnal Pengabdian Pada Masyarakat, 2(2), 35—42.

Hasan, G. (2021). Effect of Develop Strategy, Ethical Climate, on Quality Service to Customer
Experience With Local Wisdom as a Moderating Variable.

Hasan, R., Thaichon, P., & Weaven, S. (2021). Are we already living with Skynet? Anthropomorphic
artificial intelligence to enhance customer experience. In Developing digital marketing (pp.
103-134). Emerald Publishing Limited.

Huda, M. (2020). THE EFFECT OF CUSTOMER INTIMACY, CUSTOMERS EXPERIENCE,
CUSTOMER SATISFACTION AND CUSTOMER BONDING ON CUSTOMER LOYALTY AT
BANK BRI SYARIAH KCP PANDA’AN PASURUAN. Ad-Deenar: Jurnal Ekonomi Dan Bisnis
Islam, 4(02), 244-262.

lhwan, I. (2021). Marketing Communication as a Moderate Variable Between Consumer Experience
and Trust to Grab Service User Loyalty in Makassar City. Palakka: Media and Islamic
Communication, 2(2), 129-144.

K-Means Analysis in Grouping Abilities of Battuta University Informatics Study Program Students.
(n.d.).

Kuuru, T.-K. (2022). Embodied knowledge in customer experience: reflections on yoga. Consumption
Markets \& Culture, 25(3), 231-251.

Masri, D., Apriyandi, A., & Harahap, B. (2022). Implementation of K-Means for Analysis of Factors
Causing Consumer Satisfaction at Madani Hotel Medan City. Bulletin of Computer Science
and Electrical Engineering, 3(2), 66—72.

Mullins, J. W., & W. J. O. C. (2015). Marketing Management: A Strategic Decision-Making Approach
(8th ed.). McGraw-Hill International Edition.

Nasution, A. A., Harahap, B., Ritonga, Z., & others. (2022). The Influence of Product Quality,
Promotion and Design on Purchase Decisions for Yamaha Nmax Motor Vehicles SPSS
Application Based. International Journal of Economics (IJEC), 1(1), 1-13.

Nasution, R. A., Fauzi, A., & Lubis, A. N. (2023). THE EFFECT OF CUSTOMER CO-CREATION
AND CUSTOMER EXPERIENCE ON ELECTRONIC WORD OF MOUTH (EWOM)
THROUGH CUSTOMER SATISFACTION ON SHARIA INDONESIAN BANK IN MEDAN
CITY. International Journal of Economic, Business, Accounting, Agriculture Management and
Sharia Administration (IJEBAS), 3(1), 296—-309.

Peppers, D., & Rogers, M. (2016). Managing customer experience and relationships: A strategic
framework. John Wiley \& Sons.

Robertson, T. S., Gatignon, H., & Cesareo, L. (2018). Pop-ups, ephemerality, and consumer
experience: the centrality of buzz. Journal of the Association for Consumer Research, 3(3),
425-439.

Rogers, M., & Peppers, D. (2022). Managing customer experience and relationships: a strategic
framework. John Wiley \& Sons.

Salim, K. F., Catherine, C., & Andreani, F. (2015). Pengaruh Customer Experience Dan Kepercayaan
Terhadap Kepuasan Konsumen Di TX Travel Klampis. Jurnal Hospitality Dan Manajemen

Finta Aramita, The Influence of Customer Bonding and Customer Experience on Customer Loyalty of
NR Shampoo, Medan Sunggal District (Case Study at PT. Ikapharmindo Putramas)



96 a ISSN 2086-7654

Jasa, 3(1), 322-340.

Santoso, A. F. (2021). Pengaruh Penerapan Customer Bonding Terhadap Loyalitas Konsumen Di
(Him Barbershop. Universitas Komputer Indonesia.

Simanullang, B., & Manurung, H. (2020). PENGARUH FASILITAS DAN PELAYANAN TERHADAP
KEPUASAN KONSUMEN PADA SALON RIA PASAR DOLOKSANGGUL. Tapanuli Journals,
3(1), 54-59.

Situmorang, S. H., Mulyono, H., & Azmi, A. (2018). Effect Of Servicescape And Customer Experience
On Social Location Marketing (Case Study At Caf, In Medan). 1st Economics and Business
International Conference 2017 (EBIC 2017), 546-552.

SM, D. (2018). Pengaruh Strategi Customer Bonding Terhadap Loyalitas Nasabah PT. BANK
Negara Indonesia (PERSEO) Tbk (Studi pada Nasabah Taplus Bisnis Kantor Cabang
Pekanbaru). Menara limu, 12(80).

Sudaryono. (2016). Manajemen Pemasaran: Teori dan Implementasi. aNDI.

Tjandra, W. W. (2021). Pengaruh Customer Experience dan Customer Bonding terhadap Loyalitas
Nasabah (Studi pada Nasabah Bank BNI KCU USU). Universitas Sumatera Utara.

Tjiptono, F. (2014). Pemasaran Jasa, Prinsif dan Penelitian. Yogyakarta Penerbit Andi Publisher.

Van Bennekom, F. C. (2002). Customer surveying: A guidebook for service managers. Customer
Service Press.

Wagas, M., Hamzah, Z. L., & Salleh, N. A. M. (2020). A typology of customer experience with social
media branded content: a netnographic study. International Journal of Internet Marketing and
Advertising, 14(2), 184-213.

Wibowo, L. A. (2011). Experiential Marketing dan Branded Customer Experience Kaitannya dengan
Loyalitas Pelanggan Restoran Dan Cafe Serta Dampaknya Pada Citra Bandung Sebagai
Destinasi Pariwisata Indonesia. Strategic: Jurnal Pendidikan Manajemen Bisnis, 11(1), 48—
60.

ProBisnis, Vol.14, No. 1 February 2023: pp 89-96



