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ABSTRAK  

Tujuan penelitian ini adalah untuk mengetahui Pengaruh Relationship 

Marketing, Store Atmosphere dan Keanekaragaman Produk Terhadap Loyalitas 

Pelanggan dengan Kepuasan Pelanggan sebagai Variabel Intervening. Studi pada 

Toserba HR Cilongok Banyumas. Kuesioner digunakan sebagai alat pengumpulan 

data. Sampel dari penelitian ini merupakan pelanggan Toserba HR Cilongok 

Banyumas. Metode yang digunakan adalah Purposive Sampling  dengan 90 

sampel dengan berbagai kriteria yang ditentukan. Analisis data menggunakan 

Structural Equation Modeling dengan pendekatan Partial Least Square. Hasil 

penelitian menunjukkan Relationship Marketing berpengaruh negatif signifikan 

terhadap kepuasan pelanggan, dan tidak berpengaruh signifikan terhadap loyalitas 

pelanggan. Store Atmosphere berpengaruh positif signifikan terhadap kepuasan 

pelanggan, dan loyalitas pelanggan. Keanekaragaman Produk tidak berpengaruh 

signifikan terhadap Kepuasan Pelanggan, namun berpengaruh positif signifikan 

terhadap loyalitas pelanggan. Kepuasan tidak berpengaruh signifikan terhadap 

loyalitas pelanggan, dan kepuasan tidak bisa memediasi hubungan antara 

Relationship Marketing, Store Atmosphere dan Keanekaragaman Produk terhadap 

loyalitas pelanggan 

 

Kata Kunci: Relationship Marketing, Store Atmosphere, Keanekaragaman 

Peoduk, Loyalitas Pelanggan, Kepuasan Pelanggan.  
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ABSTRAK  

The purpose of this study was to determine the effect of Relationship 

Marketing, Store Atmosphere and Product Diversity on Customer Loyalty with 

Customer Satisfaction as an Intervening Variable Funded by Toserba HR 

Cilongok Banyumas. The questionnaire was used as a data collection tool. The 

sample of this study were customer Toserba HR Cilongok Banyumas. The method 

used was purposive sampling with 90 samples with various specified criteria. 

Data analysis using Structural Equation Modeling with Partial Least Square 

approach. The results showed that Relationship Marketing has a significant 

negative effect on customer satisfaction, and has no significant on customer 

loyalty. Store Atmosphere has a significant positive effect on customer satisfaction 

and customer loyalty. Produk Diversity has no significant on customer 

satisfaction, however has a significant positive effect on customer loyalty. 

Satisfaction has no significant on customer loyalty, and satisfaction cannot 

mediate the relationship between Relationship Marketing, Store Atmosphere and 

Diversity Product on loyalty. 

 

 

 

Kata Kunci: Relationship Marketing, Store Atmosphere, Diversity Product, 

Loyalty, Satisfaction  
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