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Abstract. Cosmetics are a basic need for most women. Loyalty to purchase cos-
metics is much influenced by lifestyle, customer value, customer experience, and
brand image. Satisfaction with the product also affects the increase in consumer
loyalty to certain cosmetic products. This researchwas survey research using quan-
titative analysis which aims to analyze the effect of lifestyle (X1), customer value
(X2), customer experience (X3), and brand image (X4) on Oriflame cosmetics
customer loyalty (Y) which is moderated by satisfaction. The research population
was the company’s regular customers for the last 1 year, amounting to 2247 peo-
ple. The determination of the sample used the Slovin formula in order to obtain 96
research samples. The data collection instrument used was a questionnaire and the
datawere analyzed usingmultiple linear regression analysis and path analysis with
a residual test. The results showed that lifestyle directly had a significant positive
effect on customer loyalty (p < 0.05), customer value directly had a significant
positive effect on customer loyalty (p< 0.05), customer experience directly had a
significant positive effect on customer loyalty (p< 0.05), and brand image directly
had a significant positive effect on customer loyalty of Oriflame cosmetics at PT
Orindo Alam Ayu Medan Branch (p < 0.05). Customer satisfaction managed to
moderate the direct influence of lifestyle, customer value, customer experience,
and brand image on Oriflame cosmetics customer loyalty at PT Orindo Alam Ayu
Medan Branch.
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1 Introduction

Cosmetics is one of the products offered to fulfill secondary needs and consumer desires
in order to appear more beautiful and attractive. Each cosmetic has a different ability to
meet the needs and desires of consumers. Therefore, consumers are required to be careful
in buying the products (cosmetics) offered in order to obtain maximum satisfaction.
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The cosmetic industry in Indonesia is experiencing rapid development. Therefore,
companies are competing to improve their brand image to make consumers give more
value to the products and services produced in order to compete in the market. The
increased competition resulted in the mindset of competitors to maintain the product
in the company. Therefore, every company is required to be able to meet consumer
needs and try to innovate or create products that are different from competitors, have
advantages in each product, and develop brands for the future. The company has made
various efforts to meet customer satisfaction.

One of the multi-level marketing companies that strive to create good quality cos-
metic products is PT Orindo Alam Ayu, which is a pioneer in the network marketing
industry (MLM)combinedwith direct selling.Thedirect selling systemallows customers
to get advice and inspiration from people they know and trust. Given the importance of
managing a product quality, PT Orindo Alam Ayu always updates previous products,
prioritizes innovation, creativity, pays attention to product quality, and keeps the appear-
ance of the product in order to stay ahead of the competition and can maintain customer
satisfaction.

Competition between the personal care and cosmetic industrymarkets is increasingly
competitive. This is evidenced by themany types of cosmetics circulating, both domesti-
cally and internationally produced. The flood of cosmetic products on the market affects
a person’s attitude toward the purchase and use of goods. The purchase of a product is no
longer to fulfill a need, but a desire. Coupled with the discovery of consumers deciding
to choose to use certain products in order to clarify their identity so that they are seen
as good in certain communities. If consumers feel the product can meet their needs and
desires, they will definitely buy the product. Mars (2011) stated that the competition in
the cosmetic industry today is getting tougher, indicated by the increasing growth of the
cosmetic industry every year.

Lifestyle is part of consumer behavior in making a purchase. Lifestyle is an individ-
ual’s active adaptation to social conditions in order to meet people’s needs to integrate
and socializewith others, especiallywith regard to self-image to reflect their social status.
Especially how he wants to be perceived by others so that his lifestyle is closely related
to the social status he bears. To reflect this image, certain status symbols are needed that
play a very important role in influencing consumption behavior (Sari, 2014). Lifestyle
factors can also influence a person’s behavior or decisions because this factor is very
influential in determining customer loyalty. Often a person chooses a product because
he wants to show his status in society.

Many factors can affect customer loyalty to a product such as personal factors
(lifestyle, customer value, customer experience), social factors, product quality, and
product prices. Personal factors include age and stage in the buyer’s life cycle, occupa-
tion and economic circumstances, personality and self-concept, and lifestyle and values
(Ketler, 2014).

The phenomenon of the decline in sales of PT Oriflame occurred because Oriflame
products did not display products that were able to keep pace with the development of
lifestyle, consumer experience, and brand image. The same thing was also stated by
Ulyadi and Saktiawati (2013) and Yasri and Sylvia (2014) in their research which stated
that brand personality had an influence on customer loyalty.
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Another phenomenon is the inconsistency of some previous research results where
there are studies stated that lifestyle, customer value, customer experience, and brand
image had a significant effect on customer loyalty.However, someother findings revealed
that lifestyle, customer value, customer experience, and brand image had no significant
effect on customer loyalty. Therefore, it needs to be re-examined and developed in
conditions, times, and places that are certainly different considering the many factors
that influence customer loyalty to a product such as Oriflame cosmetics.

2 Methods

This type of research was causal descriptive with an associative quantitative approach.
The research was conducted at PT Orindo Alam Ayu Medan. The population in this
study was 2247 people. The sampling technique in this study was carried out using a
simple random sampling technique using the Slovin formula.

n = N

N (d)2 + 1
(1)

Note:
n = Number of samples N = Total population
d = Slovin accuracy constant (0.1)

The number of samples can be calculated as follows:

n = 2247

2247(d)2 + 1
= 95.73 ≈ 96 (2)

3 Results and Discussion

The normality test was conducted to determine whether the research data were normally
distributed using the Kolmogorov-Smirnov test with the following results: the residual
probability value (asymp.sig. 2-tailed) is 0.710, greater than sig-α (0.05), so it can be
concluded that the research data is normally distributed.

The first substructure path analysis includes the direct influence of lifestyle on sat-
isfaction, the direct influence of customer value on satisfaction, the direct influence of
customer experience on satisfaction, and the direct influence of satisfaction on loyalty
with the results are shown in Table 1.

The second substructure path analysis includes the direct and indirect effects of
lifestyle on loyalty, customer value on loyalty, customer experience on loyalty and brand
image on loyalty (Table 2).
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Table 1. Results of the First Substructure Path Analysis

Independent Variable Influence Conclusion

t- count Sig-p R-
square

Lifestyle to
Satisfaction

4.363 0.000 0.168 Significant

Customer Value on
Satisfaction

3,217 0.002 0.118 Significant

Customer Experience
on satisfaction

3,720 0.001 0.116 Significant

Brand image on
satisfaction

2,751 0.007 0.075 Significant

The effect of satisfaction on loyalty 4.673 0.000 0.189 Significant

Table 2. Results of the Second Substructure Path Analysis (Direct and Indirect Effects)

Independent Variable Influence Conclusion

Direct Indirect

Sig-p R-
square

Sig-p R-
square

Lifestyle towards loyalty
moderated satisfaction

0.000 0.459 0.000 0.488 Significant and moderate

Customer value on loyalty
moderated satisfaction

0.001 0.103 0.003 0.261 Significant and moderate

Customer Experience on
loyalty moderated satisfaction

0.000 0.247 0.000 0.406 significant and moderate

Brand Image on loyalty
moderated satisfaction

0.000 0.207 0.000 0.311 significant and moderate

4 Conclusion

Based on the results of data analysis on the influence of lifestyle, customer value, cus-
tomer experience, and brand image loyalty through satisfaction at PT Orindo Alam Ayu,
it can be concluded that:

1. (Lifestyle) had a significant positive effect on loyalty (p = 0.000 < 0.05)
2. Customer values had a significant effect on loyalty (p = 0.002 < 0.05)
3. Customer experiences had a significant effect on loyalty (p = 0.001 < 0.05)
4. Brand image had a significant effect on loyalty (p = 0.007 < 0.05)
5. Satisfaction managed to moderate the influence of lifestyle on loyalty. This was

indicated by an increase in r-square from 45.9% to 48.8%
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6. Satisfaction managed to moderate the influence of customer value on loyalty. This
was indicated an increase in r-square from 10.3% to 26.1%

7. Satisfaction managed to moderate the influence of customer experience on loyalty.
This was indicated by an increase in r-square from 24.7% to 40.6%

8. Satisfaction managed to moderate the influence of brand image on loyalty. This was
indicated by an increase in r-square from 20.7% to 31.1%

Bibliography

Assauri, Sofjan. 2018. BasicMarketingManagement, Concepts And Strategies. Jakarta: Erlangga.
Chan, Syafrudin. 2016. Relationship Marketing: Marketing Innovations That Bring Customers To

Their Knees. grammar. Jakarta
Ghozali. 2017. Application of Multivariate Analysis With SPSS Program. Semarang: Dipenogoro

University Publishing Agency.
Gitosudarmo Indiryo, 2017, Operation management. Yogyakarta. BPFE Yogyakarta.
Gremler and Brown in Hasan Ali, 2016, Marketing, Medpress (member of IKAPI), Yogyakarta.
Griffin, W Ricky and Ronald J Ebert. 2016. Business, Eighth Edition. Jakarta: Erlangga.
Heizer, Jay and Render, Barry. 2016. Operations Management, Seventh Edition, translated

by Dwianoegrahwati Setyoningsih, M.Eng.Sc and Indra Almahdy, M.Sc. Salemba Empat
Publisher. Jakarta

Herlambang, 2016. Basic Marketing (Basic Marketing). Gosyen Publishing, Yogyakarta.
Hidayat, 2016), Organizational factors and their influence on Organizational Citihenzip Behavior

(OCB), Surabaya.
Kertajaya, Hermawan. 2016. Grow with Character: The Marketing Model. Jakarta: PT Gramedia

Pustaka Utama.
Kotler Philip and Kevin L. Keller. 2017.MarketingManagement. 15th Edition. Pearson Education

Limited Publishers
Kotler, Philip, and Gary Armstrong 2017. Marketing Principles. Edition 13. Volume Erlangga:

Jakarta.
Kotler and Keller. 2017. Marketing Management., Boston, Pearson Education
Kertajaya, H. 2017. On Marketing. Jakarta: PT Gramedia Pustaka Utama
Lovelock, Christopher H. and Lauren K. Wright. 2012. Service Marketing Management. Mold II.

Index. Jakarta.
Oliver, RL 2016. Satisfaction: ABehavioral Perspective on The Customer. 2nd Edition. NewYork.

M.E Sharpe, Inc.
Lupiyoadi, Rambat. 2016. Service Marketing Management. Jakarta: Salemba Empat
McCarthy. 2013. Basic Marketing, 16th edition. New York: McGraw-Hill
Riannto Al Arif, Fundamentals of Marketing for Islamic Banks, Bandung: Alfabeta Publishers,

2014, p. 7.
Setiadi, J. 2014. Consumer Behavior Concepts and Implications for Marketing Strategy and

Research. Kencana, Jakarta
Sugiyono. 2014. Qualitative Quantitative Research Methods and R&D. Bandung: Alphabeta.
Stanton. 2016. Marketing Management. Jakarta: Rineka Cipta.
Tjiptono, 2016, Strategic Marketing, latest edition, third printing, Andi Publisher, Yogyakarta.
Sugiyono. 2016. Qualitative Quantitative Research Methods and R&D. Bandung: Alphabeta.
Santoso, Slamet 2016. Economic Statistics plus SPSS Application, Ponorogo: Umpo Press
Private and Irawan. 2014. Modern Marketing Management. Yogyakarta: Liberty Journal:
Anggreni (2018) The Effect of Brand Image on Loyalty Consumers With Consumer Satisfaction

as a Mediation on Viva Cosmetics Products in the City of Surabaya



An Analysis of the Influence of Lifestyle 725

Aulia (2021) The Effect of Consumer Experience on the Loyalty of Tadulako University Students
Using Marcks Powder Cosmetics

Darmiati (2016) The Effect of Lifestyle and Customer Values on Customer Loyalty through
Customer Satisfaction as an Intervening Variable (In Consumers of Larissa Aesthetic Center
Beauty Clinic Semarang

Dharmayanti (2016) The Influence of Customer Experience Quality on Customer Satisfaction &
Customer Loyalty at Excelso Cafe Tunjungan Plaza Surabaya: B2C Perspective

Mania (2019) The Effect of Brand Image on Consumer Loyalty on the Use of Wardah Lipstick in
Pontianak City

Munizu (2016) The Effect of Customer Value and Experiential Marketing on Customer Loyalty
with Customer Satisfaction as an Intervening Variable (Case Study on Go- Jek Makassar
Consumers)

Prabawani (2017) The Effect of Lifestyle and Customer Values on Customer Loyalty through
Customer Satisfaction as an Intervening Variable (In Consumers of Larissa Aesthetic Center
Beauty Clinic Semarang)

Riswidyanto (2016) The Role of Brand Image, Customer Value, and Perceived Quality on
Customer Satisfaction: A Case Study

Rusandy (2018) The Effect of Brand Image on Customer Loyalty Mediated by Customer
Satisfaction at Titin Trenggalek Restaurant

Samuel (2016) The Influence of CustomerValue onConsumer Loyaltywith Customer Satisfaction
as an Intervening Variable for Shinjuku Salon

Suarsi (2022) Analysis of the Effect of Customer Experience and Customer Value on Customer
Satisfaction at Starbucks in Makassar City

Susanta (2016) The Effect of Brand Image and Consumer Experience on Consumer Loyalty
of Converse Brand Sneaker Shoes (Case Study on Converse Brand Sneaker Shoes Users in
Semarang City)

Suwono (2013)CustomerExperienceAnd ItsRelationWithHoka-HokaBentoConsumerLoyalty:
B2C Perspective

Wolandari (2018) The Effect of Customer Experience and Trust on Online Repurchase Intentions
Through Customer Satisfaction (Study on the Berrybenka.com Online Site)

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.
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