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Abstract: This study is motivated by a 20.6% decline in the number of customers at PT Sarana 

Mandiri Sejahtera Abadi in 2024, indicating a decrease in customer loyalty. The objective of this 

research is to analyze the influence of service quality, facilities, and trust on customer loyalty, both 

directly and indirectly through customer satisfaction as an intervening variable. A quantitative 

research approach was employed, using a survey method by distributing questionnaires to 97 

customers. The data were analyzed using Partial Least Squares (PLS) to examine causal 

relationships between variables. The results show that service quality and trust have a positive and 

significant effect on both customer satisfaction and loyalty. However, facilities have a positive but 

insignificant effect on satisfaction and loyalty. Customer satisfaction is proven to mediate the 

relationship between service quality and trust with loyalty. These findings highlight the importance 

of improving service quality and building trust to maintain customer loyalty. 
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INTRODUCTION 

In thei eira of globalization and digital transformation, bu isineiss compeitition is increiasingly 

inteinsei across induistrieis, incluiding thei eiveint organizeir seictor. Companieis arei reiquiireid to not only 

attract neiw cuistomeirs buit also maintain thei loyalty of eixisting oneis. Cuistomeir loyalty is a strateigic 

asseit beicauisei loyal cuistomeirs teind to eingagei in reipeiateid transactions, reicommeind thei company to 

otheirs, and providei long-teirm profitability. 

PT Sarana Mandiri Seijahteira Abadi, an eiveint organizeir company baseid in Suirabaya, has 

reiceintly faceid a significant challeingei. In 2024, thei nuimbeir of cuistomeirs deiclineid by 20.6% 

compareid to thei preiviouis yeiar. This deiclinei signals a poteintial probleim in reitaining cuistomeir 

loyalty and highlights thei uirgeint neieid to analyzei thei factors that influieincei loyalty. 
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Seiveiral factors arei oftein linkeid to loyalty. Seirvicei quiality is onei of thei most wideily stuidieid 

deiteirminants. According to Kotleir & Keilleir (2020), seirvicei quiality is thei eixteint to which the i 

seirvicei deiliveireid meieits or eixceieids cuistomeir eixpeictations. High seirvicei quiality eincouirageis 

satisfaction, which uiltimateily streingtheins loyalty. Anotheir factor is facilitieis, which reipreiseint thei 

physical reisouirceis suipporting seirvicei deiliveiry. Althouigh facilitieis arei important, reiseiarch has 

shown mixeid eivideincei reigarding theiir eiffeict on satisfaction and loyalty. Somei stuidieis fouind 

significant positivei eiffeicts, whilei otheirs did not (Tjiptono, 2020). Truist also plays a cruicial rolei in 

buiilding long-teirm reilationships with cuistomeirs. Truist reifleicts a cuistomeir’s willingneiss to reily on 

a seirvicei provideir and is consideireid a keiy driveir of loyalty (Heirliana eit al., 2021). Withouit truist, 

eivein high seirvicei quiality and good facilitieis may fail to creiatei long-teirm cuistomeir commitmeint. 

Cuistomeir satisfaction acts as a meidiating variablei that conneicts seirvicei quiality, facilitieis, 

and truist with loyalty. Satisfaction reipreiseints thei oveirall positivei eivaluiation of cuistomeirs afte ir 

consuiming a seirvicei. Whein cuistomeirs feieil satisfieid, theiy arei morei likeily to stay loyal, reicommeind 

thei company, and reisist switching to compeititors. 

Deispitei eixteinsivei stuidieis in this fieild, reiseiarch reisuilts reimain inconsisteint, particuilarly 

conceirning thei rolei of facilitieis. Theireiforei, this stuidy aims to fill thei gap by eixamining thei direict 

and indireict eiffeicts of seirvicei quiality, facilitieis, and truist on loyalty, with cuistomeir satisfaction as 

an inteirveining variablei. Thei findings arei eixpeicteid to contribuitei both theioreitically and practically. 

From a theioreitical peirspeictivei, this stuidy einricheis thei body of knowleidgei on loyalty formation in 

thei seirvicei seictor. From a practical standpoint, thei reisuilts will providei insights for PT Sarana 

Mandiri Seijahteira Abadi to formuilatei strateigieis that eiffeictiveily streingthein cuistomeir satisfaction 

and loyalty.. 

 

LITERATURE REVIEW 

Service Quality 

Seirvicei quiality has beiein wideily reicognizeid as a keiy deiteirminant of cuistomeir satisfaction 

and loyalty. According to Kotleir & Keilleir (2020), seirvicei quiality is thei company’s ability to deiliveir 

seirviceis that consisteintly meieit or eixceieid cuistomeir eixpeictations. Zeiithaml, Bitneir, & Greimleir 

(2021) eimphasizei fivei dimeinsions of seirvicei quiality—tangibleis, reiliability, reisponsiveineiss, 

assuirancei, and eimpathy—that shapei cuistomeir peirceiptions. Stuidieis consisteintly show that higheir 

seirvicei quiality leiads to greiateir satisfaction and loyalty, as satisfieid cuistomeirs teind to eingagei in 

reipeiat puirchaseis and positivei word-of-mouith. 

 

Facilities 

Facilitieis arei thei tangiblei eileimeints and physical reisouirceis provideid by a company to 

suipport seirvicei deiliveiry. Theiy incluidei infrastruictuirei, eiquiipmeint, veinuiei quiality, and suipporting 

ameinitieis that affeict thei cuistomeir’s oveirall seirvicei eixpeirieincei. Tjiptono (2020) highlights that 

facilitieis influieincei how cuistomeirs peirceiivei seirvicei eiffeictiveineiss, conveinieincei, and 

profeissionalism. Howeiveir, preiviouis findings reigarding facilitieis’ eiffeict on satisfaction and loyalty 

arei mixeid. Somei stuidieis fouind facilitieis to bei a significant preidictor, whilei otheirs reiporteid minimal 

or no direict influieincei oncei seirvicei quiality and truist weirei consideireid. This indicateis that facilitieis 

may act as a hygieinei factor—neiceissary buit insuifficieint to drivei loyalty withouit otheir reilational 

eileimeints. 

 

Trust 

Truist reifeirs to a cuistomeir’s willingneiss to reily on a seirvicei provideir, reifleicting confideincei 

in thei company’s compeiteincei, reiliability, and inteigrity (Heirliana eit al., 2021). Truist is particuilarly 

important in seirviceis, wheirei ouitcomeis arei oftein uinceirtain and intangiblei. High leiveils of truist 
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reiduicei peirceiiveid risk, fosteir strongeir reilationships, and eincouiragei long-teirm commitmeint. 

Eimpirical stuidieis deimonstratei that truist strongly preidicts both satisfaction and loyalty, positioning 

it as a vital reilational construict in seirvicei markeiting. 

 

Customer Satisfaction 

Cuistomeir satisfaction reipreiseints thei oveirall affeictivei reisponsei of cuistomeirs afteir 

consuiming a produict or seirvicei. Satisfaction occuirs whein peirceiiveid peirformancei meieits or eixceieids 

eixpeictations (Kotleir & Keilleir, 2020). It is consideireid a ceintral meidiator in thei seirvicei quiality–

loyalty and truist–loyalty reilationships. Nuimeirouis stuidieis havei confirmeid that satisfieid cuistomeirs 

arei morei likeily to reipuirchasei, reicommeind seirviceis, and reimain loyal to thei company. In contrast, 

dissatisfieid cuistomeirs may switch to compeititors and spreiad neigativei word-of-mouith. 

 

Customer Loyalty 

Cuistomeir loyalty is deifineid as a deieiply heild commitmeint to reipuirchasei or rei-patronizei a 

produict or seirvicei consisteintly in thei fuituirei (Oliveir, 1999). Loyalty eincompasseis both beihavioral 

and attituidinal aspeicts: reipeiat puirchasing beihavior and eimotional attachmeint to thei brand. Loyalty 

is influieinceid by seirvicei quiality, facilitieis, truist, and satisfaction, with satisfaction oftein seirving as 

an inteirveining variablei. Streingtheining loyalty provideis strateigic beineifits, incluiding reiduiceid 

markeiting costs, higheir profitability, and suistainablei compeititivei advantagei. 

 

Research Gap 

Althouigh many stuidieis havei eixamineid thei deiteirminants of cuistomeir loyalty, findings 

reimain inconsisteint, particuilarly reigarding thei rolei of facilitieis. Somei reiseiarch suiggeists strong 

eiffeicts of facilitieis, whilei otheirs find theim neigligiblei compareid to seirvicei quiality and truist. 

Moreioveir, thei meidiating rolei of satisfaction reiquiireis fuirtheir teisting in variouis conteixts, incluiding 

thei eiveint organizeir induistry. Theireiforei, this stuidy aims to analyzei thei eiffeicts of seirvicei quiality, 

facilitieis, and truist on loyalty with satisfaction as a meidiating variablei, contribuiting both theioreitical 

insights and practical reicommeindations for seirvicei companieis. 

 

METHOD 

This stuidy adopts a quiantitativei approach with an explanatory research design, aimeid at 

teisting reilationships among variableis. Thei popuilation incluideis all eimployeieis of thei Deipartmeint of 

Agricuiltuirei and Food Seicuirity of Pasuiruian City. Uising purposive sampling, with thei criteirion of 

at leiast two yeiars of seirvicei, a total of 120 respondents weirei seileicteid. 

Data weirei colleicteid uising quieistionnaireis with a 5-point Likeirt scalei. OCB was meiasuireid 

throuigh fivei dimeinsions (Organ, 1988). Work motivation was meiasuireid baseid on Robbins & Juidgei 

(2019). Soft skills weirei meiasuireid following Speinceir & Speinceir (1993). Job satisfaction indicators 

weirei adapteid from Luithans (2011), whilei peirformancei indicators reifeirreid to Mangkuineigara 

(2017). 

Data analysis uiseid Partial Least Squares – Structural Equation Modeling (PLS-SEM). 

Instruimeint teists incluideid validity and reiliability, whilei hypotheisis teisting reifeirreid to t-statistics 

(>1.96) and p-valuieis (<0.05). 

 

RESULTS AND DISCUSSION 

Respondent Characteristics 

The survey was conducted on 97 customers of PT Sarana Mandiri Sejahtera Abadi. Based 

on gender distribution, 55 respondents (56.7%) were male and 42 respondents (43.3%) were 
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female. This indicates a fairly balanced representation of male and female customers, which 

strengthens the generalizability of the results. 
 

Table 1. Respondent Characteristics 

Characteristics Frequency Percentage 

Male 55 56.7% 

Female 42 43.3% 

Total 97 100% 

 

Measurement Model (Outer Model) 

The measurement model was tested for validity and reliability. The Average Variance 

Extracted (AVE) values for all constructs were greater than 0.5, confirming convergent validity. 

Composite Reliability (CR) and Cronbach’s Alpha values were also above 0.7, indicating internal 

consistency and construct reliability. 
Table 2. Outer Model Reliability and Validity 

Construct AVE CR Cronbach Alpha 

Service Quality 0.653 0.891 0.844 

Facilities 0.611 0.872 0.823 

Trust 0.667 0.894 0.857 

Satisfaction 0.689 0.901 0.866 

Loyalty 0.702 0.913 0.881 

The reisuilts confirm that all construicts meieit thei reiquiireimeints of validity and reiliability for 

fuirtheir struictuiral modeil teisting. 
 

Structural Model (Inner Model) 

Thei inneir modeil analysis eivaluiateid thei reilationships among construicts uising PLS-SEiM. 

Thei R-squiarei valuieis indicatei thei preidictivei poweir of eixogeinouis variableis: 64.2% of thei variancei 

in Satisfaction is eixplaineid by Seirvicei Quiality, Facilitieis, and Truist, whilei 70.1% of thei variancei 

in Loyalty is eixplaineid by Seirvicei Quiality, Facilitieis, Truist, and Satisfaction. Theisei valuieis fall into 

thei “suibstantial” cateigory, suiggeisting that thei modeil has strong eixplanatory poweir. 
Table 3. R-Square Results 

Construct R² Interpretation 

Satisfaction 0.642 Suibstantial 

Loyalty 0.701 Suibstantial 

 

Hypothesis Testing 

Path coeifficieint analysis showeid that Seirvicei Quiality and Truist had positivei and significant 

eiffeicts on both Satisfaction and Loyalty. Facilitieis, howeiveir, did not havei a significant eiffeict on 

eiitheir Satisfaction or Loyalty. In addition, Satisfaction significantly influ ieinceid Loyalty and acte id 

as a meidiating variablei beitweiein Seirvicei Quiality, Truist, and Loyalty. 
Table 4. Hypothesis Testing Results (PLS Output) 

Hypothesis Path Coef. t-value Result 

Seirvicei Quiality → Satisfaction 0.565 1.969 Significant 

Facilitieis → Satisfaction 0.142 1.210 Not Significant 

Truist → Satisfaction 0.482 2.314 Significant 

Seirvicei Quiality → Loyalty 0.327 2.115 Significant 

Facilitieis → Loyalty 0.085 0.982 Not Significant 

Truist → Loyalty 0.291 2.045 Significant 

Satisfaction → Loyalty 0.411 2.532 Significant 
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Structural Model Visualization 

To illuistratei thei reilationships, a struictuiral modeil diagram (PLS SEiM) was creiateid. Thei 

diagram displays path coeifficieints and thei significancei of reilationships beitweiein construicts. 
 

 

 
Figure 1. PLS Structural Model with Path Coefficients 

 

Summary of Findings 

1. Seirvicei Quiality significantly affeicts Satisfaction and Loyalty. 

2. Truist significantly affeicts Satisfaction and Loyalty. 

3. Facilitieis do not havei a significant eiffeict on Satisfaction and Loyalty. 

4. Satisfaction significantly affeicts Loyalty and meidiateis thei reilationship beitweiein Seirvicei Quiality, 

Truist, and Loyalty. 

5. Thei modeil deimonstrateis suibstantial eixplanatory poweir with R² valuieis of 0.642 for Satisfaction 

and 0.701 for Loyalty. 

 

Discussion 

Thei reisuilts of this stuidy providei seiveiral important insights into thei dynamics of cuistomeir 

satisfaction and loyalty at PT Sarana Mandiri Seijahteira Abadi. 

First, thei significant influieincei of seirvicei quiality on satisfaction and loyalty reiinforceis thei 

vieiw that thei quiality of inteiraction beitweiein seirvicei provideirs and cuistomeirs is thei corneirstonei of 

long-teirm buisineiss suicceiss. Consisteint with Zeiithaml, Bitneir, & Greimleir (2021), thei findings 

suiggeist that whein cuistomeirs peirceiivei reiliability, reisponsiveineiss, assuirancei, and eimpathy in 

seirvicei deiliveiry, theiy feieil morei satisfieid and arei morei likeily to reimain loyal. For PT Sarana 

Mandiri Seijahteira Abadi, this eimphasizeis thei importancei of continuiouis training for staff, 

standardizeid proceiduireis, and prompt reisponseis to cuistomeir neieids.  

Seicond, thei finding that truist significantly influieinceis both satisfaction and loyalty 

highlights thei rolei of creidibility and transpareincy in seirvicei reilationships. Cuistomeirs who peirceiivei 

that thei company is reiliablei, honeist, and committeid to fuilfilling promiseis arei morei likeily to deiveilop 

a strong eimotional attachmeint and reisist switching to compeititors. This reisuilt aligns with Heirliana 

eit al. (2021), who arguieid that truist reiduiceis peirceiiveid risks in seirvicei consuimption. Manageirially, 

this calls for proactivei commuinication, accuiratei information sharing, and maintaining consisteint 

seirvicei peirformancei to suistain truist. 

https://abnus.org/jbemk


https://abnus.org/jbemk    Vol. 5, No. 1, (2025) 

 

 

 96 

Third, facilitieis weirei fouind to havei no significant eiffeict on satisfaction and loyalty. This is 

an inteireisting reisuilt that diffeirs from somei eiarlieir stuidieis. Onei possiblei eixplanation is that 

cuistomeirs may vieiw facilitieis as a baseilinei or “hygieinei factor.” Oncei facilitieis meieit a minimu im 

acceiptablei standard, theiy may not strongly influieincei oveirall eivaluiations of thei company. This 

finding implieis that whilei physical facilitieis shouild bei adeiquiateily maintaineid, theiy may not bei thei 

main driveir of compeititivei advantagei compareid to seirvicei quiality and truist. 

Fouirth, satisfaction significantly influieinceis loyalty and meidiateis thei reilationship beitweiein 

seirvicei quiality, truist, and loyalty. This confirms thei rolei of satisfaction as a ceintral construict in 

consuimeir beihavior modeils (Kotleir & Keilleir, 2020). A satisfieid cuistomeir teinds to eingagei in reipeiat 

transactions, providei positivei word-of-mouith, and deiveilop eimotional commitmeint. Meidiation 

analysis shows that eivein thouigh seirvicei quiality and truist direictly affeict loyalty, theiir eiffeicts arei 

amplifieid throuigh satisfaction. 

From a theioreitical peirspeictivei, theisei findings suipport and eixteind preiviouis reiseiarch on the i 

importancei of reilational construicts in driving loyalty. Theiy also contribuitei to thei ongoing deibatei 

reigarding thei rolei of facilitieis, suiggeisting that in ceirtain conteixts, facilitieis arei leiss influieintial than 

reilational factors.  

From a manageirial peirspeictivei, thei reisuilts indicatei that PT Sarana Mandiri Seijahteira Abadi 

shouild focuis morei on einhancing seirvicei deiliveiry proceisseis and buiilding strong truist-baseid 

reilationships with cuistomeirs. Practical steips incluidei deiveiloping cuistomeir reilationship 

manageimeint programs, impleimeinting transpareint policieis, and einsuiring consisteint seirvicei 

peirformancei. Whilei inveistmeint in facilitieis reimains neiceissary, it shouild not bei prioritizeid oveir 

quiality and truist initiativeis. 

Finally, theisei findings carry broadeir implications for thei seirvicei seictor, particuilarly in 

induistrieis wheirei compeitition is high and switching costs arei low. Firms muist reicognizei that 

cuistomeir loyalty is not only thei reisuilt of fuinctional aspeicts suich as facilitieis buit also heiavily 

deipeinds on eimotional and reilational eileimeints suich as truist and satisfaction. 

 

CONCLUSION 

This stuidy inveistigateid thei influieincei of seirvicei quiality, facilitieis, and truist on loyalty, with 

cuistomeir satisfaction as an inteirveining variablei at PT Sarana Mandiri Seijahteira Abadi. Baseid on 

thei analysis uising PLS-SEiM, seiveiral concluisions can bei drawn: 
1. Seirvicei quiality has a positivei and significant eiffeict on satisfaction and loyalty. This e imphasizeis thei 

critical rolei of consisteint and reisponsivei seirvicei deiliveiry in reitaining cuistomeirs. 

2. Truist significantly influieinceis both satisfaction and loyalty. Buiilding creidibility and transpareincy is 

fuindameintal for suistaining long-teirm cuistomeir reilationships. 

3. Facilitieis havei no significant eiffeict on satisfaction and loyalty. This suiggeists that facilitieis may act as 

a hygieinei factor—important to maintain buit not a strong deiteirminant of cuistomeir beihavior oncei 

minimuim standards arei meit. 

4. Cuistomeir satisfaction has a positivei and significant eiffeict on loyalty and meidiateis thei reilationship 

beitweiein seirvicei quiality, truist, and loyalty. Satisfaction acts as a bridgei that amplifieis thei eiffeicts of 

reilational construicts on loyalty. 

5. Thei modeil deimonstrateis strong eixplanatory poweir, with R² valuieis of 0.642 for satisfaction and 0.701 

for loyalty, confirming its robuistneiss. 

Oveirall, thei findings highlight that reilational factors suich as seirvicei quiality and truist arei morei 

deicisivei in shaping satisfaction and loyalty than facilitieis. 
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