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ABSTRACT: The level of demand for cosmetics 

makes competition increasingly tight, requiring 

business actors to have a competitive advantage in 

order to survive and compete with other business 

competitors. One of the efforts made is to improve 

the quality of service to obtain consumer satisfaction.  

This study seeks to evaluate the impact of service 

quality on consumer satisfaction, employing a 

quantitative research approach. Data collection was 

conducted through questionnaires distributed via 

Google Forms, targeting a sample of 150 respondents 

selected using a probability sampling method, 

specifically proportionate stratified random 

sampling. The data analysis was performed using 

Partial Least Square Structural Equation Modelling 

(PLS-SEM). The findings reveal that Responsiveness 

has a positive and significant effect on consumer 

satisfaction, as do Assurance and Empathy. 

Additionally, Tangibles also positively and 

significantly affect consumer satisfaction, while 

Reliability demonstrates a negative and insignificant 

effect on consumer satisfaction 

 

KEYWORDS: Service Quality, West Sumatra and 

Consumer Satisfaction 

 

I. INTRODUCTION 
A modern lifestyle with an attractive 

appearance is a role model for today's millennial era. 

Something that is considered rare and only owned by 

certain groups, turns into something that is common 

and normal for anyone from any economic 

background to own, this is what causes businesses to 

grow rapidly. 

The modern world is forcing society to 

adapt to new ways of living. In addition to the 

constantly evolving and occasionally growing 

demands of humans. Not only do humans require 

clothing, food, and shelter, but they also have 

secondary and tertiary requirements. The 

requirement for high-quality beauty products is one 

of them. The demand for beauty goods by people will 

have a big impact on the cosmetics industry's 

expansion. Because of the high level of demand for 

cosmetics, there is fierce competition among business 

players, making it necessary for them to have a 

competitive edge in order to endure and take on other 

companies. 

One of the largest cosmetic retailers in 

Padang, West Sumatra, Indonesia is Miss Glam. This 

retailer is known for selling international brands for 

cosmetic and skincare products, such as Korean 

brands like COSRX, Innisfree, Pyunkang Yul, 

Cerave, La Roche-Posay, and others. 

Miss Glam is becoming increasingly 

popular and is able to meet consumer needs for 

beauty and self-care. Therefore, Miss Glam 

continues to strive to increase its sales by promoting 

on social media (Instagram, TikTok, Shopee) and 

offering discounts on all products for consumers 

shopping online and offline, as well as improving 

service quality for customers. With this concept, 

Miss Glam hopes to provide satisfaction to its 

customers and offer them a different experience 

compared to other cosmetic stores. 

 

II. LITERATURE REVIEW 
As stated by Kotler and Armstrong (2012) 

in Indrasari (2019), service quality encompasses all 

the attributes and features of a product or service that 

contribute to its ability to meet needs, both directly 

and indirectly. Furthermore, various studies indicate 

that high-quality service positively impacts customer 

satisfaction. Liung & Syah (2017) in Agiesta (2021) 

assert that superior service quality leads to customer 

satisfaction. 

According to Kotler and Keller (2016) as 

cited in Agiesta (2021), consumer satisfaction arises 

from customers’ assessments after making purchases. 

Consumers feel satisfied when the goods or services 

they acquire meet or exceed their expectations. 

Similarly, Tjiptono (2012) in Indrasari (2019) defines 

consumer satisfaction as the state experienced by 

consumers when their needs and desires align with 

their expectations and are effectively fulfilled. 
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III. METHOD 

Data collection was conducted by 

distributing questionnaires through Google Forms, 

targeting a sample of 150 respondents selected using 

a probability sampling technique known as 

proportionate stratified random sampling. For data 

analysis, Partial Least Square Structural Equation 

Modeling (PLS-SEM) was employed using the 

SmartPLS 3.0 application.  

 
Figure 1. framework of research 

 

IV. RESULTS AND DISCUSSIONS 
4.1. Respondent Profile 

This study aimed to assess the impact of 

service quality on consumer satisfaction at Miss 

Glam. Data collection was conducted by distributing 

questionnaires via Google Forms from June to July 

2024. The sample consisted of 150 consumers who 

had shopped at Miss Glam. The questionnaire 

comprised 21 statements related to independent 

variables and 6 statements pertaining to dependent 

variables, utilizing a 5-1 Likert scale (ranging from 

strongly agree to strongly disagree). 

Tabel 1. Profile respondent 

The following is a summary of the respondent 

profiles in this study. 

 

From data table 1. it can be concluded that 

the majority of Miss Glam customers are aged 21-25 

years with a percentage of 59.3 % (89 people). This 

shows that most respondents or customers who shop 

at Miss Glam are in the productive age range. 

 

4.2. Analysis Data 

This research uses PLS-SEM analysis. The 

following is a model that was designed before 

carrying out data analysis which can be seen in figure 

2. 

 
Figure 2. The model has been designed 

 

4.2.1. Measurement Model (Outer Model) 

 According to Hamid (2019), the first step in 

model evaluation is assessing the measurement 

model (outer model). In PLS-SEM, this phase is 

referred to as the construct validity test, which 

includes evaluating both convergent validity and 

discriminant validity. 

 

Validity Test 

Validity testing in SmartPLS can be 

conducted using two approaches: Convergent 

Validity and Discriminant Validity. 

a. Convergent Validity 

Convergent Validity measures the reflective 

model through indicators that are evaluated based on 

the correlation between item scores/component 

scores and construct scores. A reflective measure is 

considered strong if its correlation exceeds 0.7. 

However, in the early stages of research when 

developing a measurement scale, a loading value 

between 0.5 and 0.6 is deemed acceptable (Riefky 

and Hamidah, 2019). 
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Figure 3. First Loading Factor 

Source: Data processed smart PLS,2024 

 

Based on the data above, there are still 

invalid indicators. This is because the data obtained 

does not match the predetermined loading criteria, 

which is > 0.7. So, the indicator is said to be invalid 

and does not meet the validity test. The following are 

the loading factor values for each indicator of this 

study, which can be seen in table 2 below: 

 

Table 2 First Outer Loading Value 

 

Source: Data processed, 2024 

 

Based on table 2, there are outer loading 

value which is still worth less than 0.7, namely the 

statement X3.1 by producing a value of 0.592 and 

statement Y6 with a value of 0.683 and for other 

statements it has obtained a value above 0.7. This 

requires a second treatment by removing outer 

loading values that are less than 0.7.  

 

Table 3 Second Outer Loading Value 

 
Source: Data processed, 2024 

Based on the data above, the second estimated 

data is in accordance with the criteria, which is above 

0.7. So all statements in this study are said to be valid 

or have met the requirements of convergent validity. 

These results can be interpreted that each instrument 

in the service quality and customer satisfaction 

variables is valid because it has met the requirements 

above 0.7. Thus, this modified model has met the 

criteria for good convergent validity. 
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Table 4 Average Variance Extracted (AVE) Value 

 
Source: Data processed, 2024 

 

Based on the test results in table 4.3 It can 

be concluded that the AVE value for all variables 

produces a value above 0.5, which is the 

recommended criterion to indicate that the predictor 

is valid or has good convergent validity , so that the 

measurement tool used is considered appropriate. 

a. Discriminant Validity 

According to Hardisman (2021),Discriminant 

Validity is assessing the validity of a predictor by 

comparing its relationship with other variables. 

The indicator used to assess discriminant validity 

is cross loading. A predictor is declared valid if 

the cross loading value is > 0.7 or the cross 

loading of the predictor assessed is greater on its 

own latent variable compared to its loading value 

on other variables. The following are the cross 

loading values obtained from the test results at 

this stage which can be seen in table 5 below: 

 

Table 5 Fornell-Larcker criterion value 

 
Source: Data processed, 2024 

 

The correlation value of the reliability 

indicator has a value of 0.764, which is greater when 

compared to the latent indicators, namely 

responsiveness, assurance, empathy. (empathy), 

tangible (physical evidence), and consumer 

satisfaction variables, the correlation value of the 

responsiveness indicator has a value of 0.757 when 

compared to the assurance indicator, empathy. 

(empathy), tangible (physical evidence), and 

consumer satisfaction variables, the correlation value 

of the assurance indicator has a value of 0.868 when 

compared to empathy. (empathy), tangible (physical 

evidence), and consumer satisfaction variables, the 

correlation value of the empathy indicator (empathy) 

has a value of 0.813 when compared to tangible 

indicators (physical evidence), and consumer 

satisfaction variables, the correlation value of 

tangible indicators (physical evidence) is 0.745 when 

compared to consumer satisfaction variables. So it 

can be concluded that latent variables have a higher 

correlation value when compared to each latent 

variable and these values can be said to be valid. 

 

1. Reliability Test 

Reliability tests were conducted on Cronbach's 

Alpha and Composite 2. Reliability to test the 

reliability of this study. Cronbach Alpha of a 

construct can be said to be reliable if it is able to 

provide a Cronbach Alpha value> 0.70,  Basbeth 

(2018) in Musyaffi and Khairunnisa(2021), while 

other opinions explain that the minimum value of 

this test is 0.6 for all constructs in Wati's research 

(2018). The composite reliability value > than 0.7 

(Riefky and Hamidah 2019). 

 

Table 6. Cronbach's Alpha and Composite 

Reliability values 

 
Source: Data processed, 2024 

As shown in Table 6, the results of the 

composite reliability calculations for all constructs 

indicate values greater than 0.7. This suggests that 
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respondents were consistent in their answers, 

allowing us to conclude that all constructs 

demonstrate a good level of reliability and are 

considered reliable 

 

4.2.2. Structural Model Testing (Inner Model) 

This step employed the Coefficient of 

Determination (R-Square) as a testing tool. 

According to Hardisman (2021), the coefficient of 

determination, or R-Square, represents the proportion 

of variance in the endogenous construct that can be 

explained by the exogenous constructs. A higher R-

Square value indicates that the prediction model is 

more effective than the proposed research model. The 

R-Square value in SmartPLS is obtained alongside 

the validity and reliability analyses during the PLS-

Algorithm analysis phase. Based on the R-Square 

value, the influence (or relationship) between 

variables can be stated: 

a. R-Square value ≥ 0.75 strong model 

b. R-Square ≥ 0.50 – 0.75 model moderate 

c. R-Square value ≥ 0.25 – 0.50 weak 

model 

The results of the Coefficient of Determination 

test (R-Square) are presented in Table 7 below: 

Table 7.  R Square Value 

 

 
Source: Data processed, 2024 

 

Based on the results presented in Table 7, 

the R-Square value for the consumer satisfaction 

variable is 0.662. This indicates that the indicators of 

Reliability, Responsiveness, Assurance, Empathy, 

and Tangibles collectively account for 66.2% of 

consumer satisfaction, which is considered 

moderate. The remaining 33.8% is attributed to other 

variables or indicators that were not examined in this 

study. 

 

4.2.3. Hypothesis Testing  

In this study, a test was conducted to assess 

the impact of service quality variables on consumer 

satisfaction. The results of the hypothesis test are 

evaluated based on the significance values between 

constructs, the t-table, t-statistics (t-count), and 

probability values (p-values), which can be obtained 

from the bootstrapping results. The significance level 

used in this study is 0.05. 

Hypothesis testing is validated by confirming 

that the t-statistic value exceeds the t-table value, 

along with the path coefficient. These findings 

indicate a significant relationship between the 

research variables. The path coefficient values for 

this study are presented in Table 8 as follows: 

 

Tabel 8. Path Coefficient Value 

 
Source: Data processed, 2024 

 

H1: Reliability has a negative and insignificant 

effect on consumer satisfaction. 

According to the results of the first hypothesis test, 

the reliability indicator (X1) on consumer satisfaction 

shows an original sample value of -0.05, indicating a 

negative effect. The t-statistic value is 0.071, which 

is less than the t-table value of 1.656, and the p-value 

is 0.943, which is greater than 0.05, indicating a lack 

of significance. Therefore, it can be concluded that 

the reliability indicator (X1) has a negative but 

insignificant effect on consumer satisfaction (Y). 

H2: Responsiveness (X2) has a positive and 

significant influence on consumer satisfaction. 

The results of the second hypothesis test indicate that 

the responsiveness indicator (X2) has an original 

sample value of 0.174, suggesting a positive effect on 

consumer satisfaction. The t-statistic value is 1.999, 

which is greater than the t-table value of 1.656, and 

the p-value is 0.045, which is less than 0.05, 

indicating significance. Therefore, it can be 

concluded that the responsiveness indicator (X2) has 



 

  

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 4, Issue 5, Sep.-Oct., 2024, pp: 459-466                            ISSN: 3048-6874 

www.ijhssm.org                                                     

 

 

 

| Impact Factor value 7.52 |                             ISO 9001: 2008 Certified Journal                                       Page 464 

a positive and significant effect on consumer 

satisfaction (Y). 

H3: Assurance (X3) has a positive and significant 

influence on consumer satisfaction. 

The results of the third hypothesis test show that the 

assurance indicator (X3) has an original sample value 

of 0.253, indicating a positive effect on consumer 

satisfaction. The t-statistic value is 3.324, which 

exceeds the t-table value of 1.656, and the p-value is 

0.001, which is less than 0.05, indicating 

significance. Therefore, it can be concluded that the 

assurance indicator (X3) has a positive and 

significant influence on consumer satisfaction (Y). 

H4: Empathy (X4) has a positive and significant 

influence on consumer satisfaction. 

According to the results of the fourth hypothesis test, 

the empathy indicator (X4) shows an original sample 

value of 0.301, indicating a positive effect on 

consumer satisfaction. The t-statistic value is 3.751, 

which is greater than the t-table value of 1.656, and 

the p-value is 0.000, which is less than 0.05, 

indicating significance. Therefore, it can be 

concluded that the empathy indicator (X4) has a 

positive and significant influence on consumer 

satisfaction (Y). 

H5: Tangibles (X5) have a positive and significant 

influence on consumer satisfaction. 

Based on the results of the fifth hypothesis test, the 

tangibles indicator (X5) has an original sample value 

of 0.245, suggesting a positive effect on consumer 

satisfaction. The t-statistic value is 3.342, which is 

greater than the t-table value of 1.656, and the p-value 

is 0.001, which is less than 0.05, indicating 

significance. Therefore, it can be concluded that the 

tangibles indicator (X5) has a positive and significant 

influence on consumer satisfaction (Y). 

 

4.3. Discussion 

This discussion is made to explain the 

answers to the problems that have been formulated 

previously in this study. This study aims to determine 

how the influence of reliability (reliability) X1, 

responsiveness (responsiveness) X2, assurance 

(guarantee) X3, empathy (empathy) X4 and tangible 

(physical evidence) X5 on consumer satisfaction (Y) 

Miss Glam. The discussion of each indicator is as 

follows: 

1. Reliability has a negative and insignificant 

effect on consumer satisfaction. 

The statistical results of the study show that 

reliability indicator X1 has a negative and 

insignificant effect on consumer satisfaction. In 

the original sample -0.05 and the t-statistic 

value is 0.071 < t-table 1.656. The results of this 

hypothesis test are rejected with a p-value of 

0.943> 0.05. Based on these results, it can be 

concluded that reliability X1 has a negative and 

insignificant effect on consumer satisfaction 

(Y). 

 

2. Responsiveness has a positive and significant 

effect on consumer satisfaction. 

The statistical results of the study show that the 

responsiveness indicator X2 has a positive 

and significant influence on consumer 

satisfaction. In the original sample 0.174 and the 

t-statistic value of 1.999> t-table 1.656. The 

results of this hypothesis test are accepted with 

a p-value of 0.045 <0.05. Thus it can be 

concluded that the responsiveness indicator X2 

has a positive and significant effect on 

consumer satisfaction (Y). The results of this 

study are linear with Qomariah (2019) and 

Prihandoyo, (2019). Miss Glam responds to 

consumer complaints quickly, informs about 

promotions promptly, so this shows that the 

higher the responsiveness given, the higher the 

consumer satisfaction. So in the future, 

responsiveness must be a major concern 

because responsiveness is considered very 

much in increasing consumer satisfaction. If 

responsiveness decreases, it will affect 

consumer satisfaction. Therefore, Miss Glam 

must maintain responsiveness so that it is still 

considered right by consumers. 

3. Assurance has a positive and significant effect 

on consumer satisfaction.  

The statistical results of the study show that 

assurance (guarantee) X3 on consumer 

satisfaction has an original sample value of 

0.253 and a t-statistic value of 3.324> t-table 

1.656. The results of this hypothesis test are 

accepted with a p-value of 0.001 <0.05. Thus, it 

can be concluded that the assurance indicator 

(guarantee) X3 has a positive and significant 

effect on consumer satisfaction (Y). The results 

of this study are linear with the research of 
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Qomariah (2019) and Prihandoyo, (2019). Miss 

Glam consumer needs can be met, employees 

are polite when serving and providing comfort 

to consumers, this shows that the higher the 

assurance (guarantee) given, the more it 

increases consumer satisfaction. So in the 

future, assurance must be a major concern 

because assurance is very much considered in 

increasing consumer satisfaction. If assurance 

decreases, it will affect consumer satisfaction. 

Therefore, Miss Glam must maintain that 

assurance is still considered true by consumers. 

4. Empathy has a positive and significant effect 

on consumer satisfaction. 

The statistical results of the study show that the 

empathy indicator X4 on consumer satisfaction 

has an original sample value of 0.301, meaning 

it has a positive effect. Then the t-statistic value 

of 3.751> t-table 1.656. The results of this 

hypothesis test are accepted with a p-value of 

0.000 <0.05. Thus, it can be concluded that the 

empathy indicator X4 has a positive and 

significant effect on consumer satisfaction (Y). 

The results of this study are linear with 

Qomariah (2019) and Prihandoyo, (2019). Miss 

Glam employees serve consumers in a friendly 

manner, give more attention, and do not look at 

the social status of consumers. This shows that 

the higher the assurance (guarantee) X3 given, 

the more it increases consumer satisfaction. So 

in the future empathy must be a big concern 

because empathy is very much considered in 

increasing consumer satisfaction. If empathy 

decreases, it will affect consumer satisfaction. 

Therefore, Miss Glam must maintain that 

empathy is still considered right by consumers. 

5. Tangible (physical evidence) has a positive and 

significant effect on consumer satisfaction. 

The statistical results of the study show that the 

tangible indicator (physical evidence) X5 on 

consumer satisfaction has an original sample 

value of 0.245 and a t-statistic value of 3.342> 

t-table 1.656. The results of this hypothesis test 

are accepted with a p-value of 0.001 <0.05. 

Thus, it can be concluded that the tangible 

indicator (physical evidence) X5 has a positive 

and significant effect on consumer satisfaction 

(Y). The results of this study are linear with the 

research of Qomariah (2019) and Prihandoyo, 

(2019). Miss Glam has a clean place, Miss 

Glam employees are neat and clean, and the 

facilities provided are adequate. This shows that 

the higher the tangible (physical evidence) 

provided, the more it increases consumer 

satisfaction. 

So in the future tangible (physical evidence) 

must be a major concern because tangible 

(physical evidence) is very much considered in 

increasing consumer satisfaction. If tangible 

(physical evidence) decreases, it will affect 

consumer satisfaction. Therefore, Miss Glam 

must maintain that tangible (physical evidence) 

is still considered true by consumers. 

 

V. CONCLUSION 

Based on the results and data processing 

regarding the influence of service quality on 

consumer satisfaction at Miss Glam, it can be 

concluded that Responsiveness, Assurance, 

Empathy, Tangibles have a positive and significant 

effect on consumer satisfaction, while Reliability has 

a negative and insignificant effect on consumer 

satisfaction. 

The results of this research will provide a 

new contribution for owners and policymakers in 

West Sumatra to continuously enhance consumer 

satisfaction with the tested dimensions that show a 

significant influence, namely Responsiveness, 

Assurance, Empathy, and Tangibles. On the other 

hand, Reliability must still be considered by owner 

because it is also an important dimension in assessing 

customer satisfaction, for example, by conducting 

post-purchase surveys. From the survey, they 

understand the desires of consumers and the 

performance assessments given by consumers to 

them. Thus, in the future, these consumer 

expectations can be met well by the owners. 
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