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The Effect of Service Quality and Price Perception on 
Customer Satisfaction and Loyalty: A Study on Beauty 

Centers Operating in Erzurum 

ABSTRACT 

Nowadays, not only women but also men pay attention to their personal care. This 
situation affects the importance of beauty centers regarding personal care. Companies 
in the sector will increase their competitiveness if they offer quality services to the 
relevant market at low prices, ensuring customer satisfaction and gaining customer 
loyalty. In this direction, the aim of the study is to determine the effect of service 
quality and price perception on customer satisfaction and loyalty in beauty centers 
located in Erzurum city center. Service quality and price perception, which have been 
discussed many times in the literature in the context of their positive effects on 
customer loyalty, were determined as the independent variables of the research. In 
order to reveal this relationship in a more clear and purified way, the main problematic 
of the study was determined as whether the customer satisfaction variable, which is 
assumed to form the basis for customer loyalty, has an effect on this relationship. In 
this context, investigating the mediating effect of the customer satisfaction variable 
on the effect of service quality and price perception on customer loyalty constitutes 
the main research subject of the study. 400 surveys created for this purpose were 
applied online and face to face to consumers benefiting from beauty centers in 
Erzurum city center in December 2022 and February 2022. The obtained data were 
subjected to frequency analysis, reliability analysis, Wann Whitney U test, Kruskal 
Wallis test and regression analysis with the help of SPSS 28.00 package program and 
the results were interpreted. Additionally, a mediation analysis was conducted in the 
study to determine mediation effects. As a result of the analyses, it was determined 
that customer satisfaction has separate mediating effects on the effect of service 
quality and price perception on customer loyalty. 

Keywords: Service Quality, Price, Customer Satisfaction, Customer Loyalty, Beauty 
Centers 
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1.2. Fiyat 

Fiyat, 

2004). Fiyat, bir mal veya 

edilmektedir (Kotler ve Armstrong, 2010).  

 

1.3.  

nel 
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Tablo 1:  

  Kaynak 

Hizmet Kalitesi 22 Parasuraman vd., 1994 

Fiyat 5 Grewal vd., 1998 

 3 Oliver, 1980 

Sadakati 5 Zeithaml vd., 1996 
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Tablo 2:  

-

 

 

 

  

  Frekans N=400  

 

18-24 183 45,8 
25-31 87 21,8 
32-38 69 17,3 
39-44 18 4,5 

 43 10,8 

Cinsiyet 
 299 74,8 

Erkek 101 21,3 

 

 25 6,3 
 153 38,3 

 182 45,5 
 40 10,0 

Meslek 

 166 41,5 
 86 21,5 

 99 24,8 
Emekli 19 4,8 

 30 7,5 

 

 180 45,0 
5501-8000 TL 64 16,0 
8001-12000 TL 104 26,0 

 52 13,0 
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Tablo 3:  

Hizmet Kalitesi Ortalama Standart 
Sapma 

 4,70 ,988 

 
4,66 ,995 

 4,71 ,979 

 4,67 ,993 

o  
4,64 1,014 

 
4,63 1,037 

 4,66 1,018 

 
4,67 1,032 

 4,69 ,983 

 
4,67 1,009 

 
4,64 1,037 

isteklidir. 
4,66 1,003 

isteklerine cevap verir. 
4,50 1,033 

verir. 
4,68 1,016 

 
4,64 1,043 
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 4,69 1,007 

verebilecek yeterli bilgi seviyesine sahiptir. 
4,68 1,015 

 
4,69 ,999 

 4,68 1,000 

 
4,67 ,995 

yapar. 
4,65 1,005 

zaman diliminde olur. 
4,67 ,994 

   

 
4,50 1,060 

 
4,52 1,067 

 
4,47 1,052 

 
4,48 1,060 

 4,49 1,060 

   

 
4,57 1,028 

 
4,56 1,051 

 4,55 1,044 
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4,51 1,060 

 
4,49 1,052 

 
4,35 1,041 

 4,50 1,045 

 
4,49 1,038 

ortalamaya sahip olan ifade 4,71 
 

sahip ifade ise 4,50 
 

4,52 ortalama 

 4,47 

ifadesidir. 

4,57 

ifade ise 4,55 
ifadesidir. 

4,51 

 4,35 

ifadesidir. 
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Tablo 4:  

  
Hizmet Kalitesi 0,998 
Fiyat 0,993 

 0,988 
 0,991 
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Tablo 5:  

  Ortalama p 

Hizmet Kalitesi 18-24 4,730 ,219 
25-31 4,500 
32-38 4,689 
39-44 4,969 

 4,515 
 18-24 4,606 ,001 

25-31 4,250 
32-38 4,510 
39-44 4,744 

 4,353 
 18-24 4,677 ,014 

25-31 4,314 
32-38 4,584 
39-44 4,722 

 4,449 
 18-24 4,582 ,061 

25-31 4,227 
32-38 4,484 
39-44 4,622 

 4,376 

9-
-

 

- Whitney U 
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Tablo 6:  

 Cinsiyet Ortalama p 
Hizmet kalitesi Erkek 4,593 0,301 

 4,860 
 Erkek 4,384 0,000 

 4,807 
 Erkek 4,463 0,000 

 4,844 
 Erkek 4,357 0,000 

 4,794 

n erkek 
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Tablo 7: 
 

  Ortalama p 

Hizmet Kalitesi       4,552 0,481 
      4,835 

      4,645 
      4,129 

       4,256 0,000 
      4,721 

      4,471 
      3,850 

Memnuniyeti 
      4,240 0,000 

      4,784 
      4,545 

      3,966 
       4,112 0,000 

      4,704 
      4,459 

      3,825 

durumu 

 

 Wallis test 
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Tablo 8:  

 Meslek Ortalama p 
Hizmet Kalitesi  4,738 0,355 

 4,724 
  4,432 

Emekli  4,964 
 4,612 

  4,622 0,000 
 4,511 

 4,272 
Emekli  4,884 

 4,180 
  4,700 0,000 

 4,604 
 4,286 

Emekli  5,000 
 4,266 

  4,626 0,000 
 4,516 

 4,181 
Emekli  4,863 

 4,146 

 

A
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Tablo 9:  

 Gelir                          Ortalama p 

Hizmet Kalitesi  4,699 0,012 
5501-8000 TL 4,456 
8001-12000 TL 4,720 

 4,663 
  4,557 0,012 

5501-8000 TL 4,256 
8001-12000 TL 4,586 

 4,361 

Memnuniyeti 
 4,607 0,357 

5501-8000 TL 4,468 
8001-12000 TL 4,557 

 4,512 
  4,545 0,444 

5501-8000 TL 4,275 
8001-12000 TL 4,507 

 4,357 

-
12000TL gelire sahip o

-

 

3.5.Hipotezlerin Test Edilmesi 
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ifade edilebilir.  

nun 
 

 
 

Tablo 10:  

  
F B T p R2 

Hizmet 
kalitesi sadakati 

2531,535
  

,930 50,314
  

,000 ,864 

Hizmet 
kalitesi memnuniyeti 

3373,624
  

,989
  

58,083
  

,000 ,894 

memnuniyeti sadakati 
6251,638
  

,970 79,067
  

,000 ,940 
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Tablo 11:  

 B BootLLCI BootULCI 

HK MM MS ,0548 ,7317 ,9472 

 

Tablo 12:  

  ss pp 

HK MM MS 21.51932972 ,039 ,000 

edilebilir. 

7
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Tablo 13:  

  
F B T p R2 

 
sadakati 

5144,347
  

,948 71,724
  

,000 ,928 

 
memnuniyeti 

4017,331
  

,939 63,382
  

,000 ,910 

memnuniyeti sadakati 
6251,638 ,970 79,067 ,000 ,940 

 

5
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Tablo 14:  

 B BootLLCI BootULCI 

FA MM MS ,0602 ,4096 ,6499 

 

Tablo 15:  

  ss pp 

FA MM MS 15.55362367 0.033 ,000 

 

il merkezinde 

ket yolu 

 

-
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ik 

 

 

sarfetmelidirler. 

-
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-12000TL gelire 

 

 ve fiyat 

benzerlik arz etmektedir.  

e uygulamaya 
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