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ABSTRACT:This study aims to analyze the effect of service quality and price on customer loyalty with customer 

satisfaction as a mediating variable for Cakra Kembang Hotel Yogyakarta's customers. The sampling method 

used was incidental sampling. The analysis of the measurement model uses a reflective indicator test consisting 

of convergent validity, discriminant validity, individual item reliability, and internal consistency reliability, 

while the formative indicator test uses collinearity statistics. The structural analysis uses path coefficient, 

indirect effect, and coefficient of determination. The results showed that: service quality does not affect 

customer satisfaction, the price has a positive effect on customer satisfaction, service quality does not affect 

customer loyalty, customer satisfaction has a positive effect on customer loyalty, the price does not affect 

customer loyalty, customer satisfaction does not mediate service quality on customer loyalty, and customer 

satisfaction mediates the effect of price on customer loyalty. 
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I. INTRODUCTION  

Yogyakarta is one of the cities in Indonesia which is known by various names, such as the city of 

education, the city of artists, the city of batik, the city of tolerance, and others. In addition to these various 

designations, the city of Yogyakarta is also a city with a good economic growth in Indonesia. According to the 

Central Bureau of Statistics, the economy of the Special Region of Yogyakarta grew 6.20% during 2018, 

moving faster than 2017 when they grew by 5.26%. One of the contributors to this fast economic growth rate of 

Yogyakarta is the hotel business which was able to grew by 67.86% on July 2019, even though the rate of 

foreign tourist arrivals decreased by 22.80% (Central Bureau of Statistics of the Special Region of Yogyakarta, 

2019). 

In its development, the hospitality business, especially in Yogyakarta, has experienced significant 

growth. The influence of the city of Yogyakarta as a city of education, culture and tourism is one of the factors 

that boost the growth of the hospitality business. Based on data from The Central Bureau of Statistics of the 

Special Region of Yogyakarta, the Room Occupancy Rate (TPK) for star hotels in the Special Region of 

Yogyakarta in July 2019 was 67.86%, an increase of 3.55 percent compared to the previous month's TPK which 

was recorded at 64.31%. Meanwhile, the TPK for non-star hotels grew by 33.78%, a decrease of 1.15 percent 

compared to the TPK in June 2019. One of the hotels that is growing in Yogyakarta is Hotel Cakra Kembang. In 

2018 it managed to grow by 51.30%, higher than 2017 which was only 46.99% based on room sales data 

(Central Bureau of Statistics for the Special Region of Yogyakarta, 2019). 

The high rate of growth of the hospitality business certainly also creates an increasingly fierce 

competition. To overcome this fierce competition, a lot of effort is needed. One thing that can be done is to 

create a customer-oriented marketing strategy. Customer-oriented marketing strategy is a marketing strategy that 

emphasizes the satisfaction of consumers' emotional needs and wants (McDonald & Keegan, 1999). According 

to Parasuraman (in Alaan's research, 2016), service quality has five dimensions that consists of tangible, 

empathy, reliability, responsiveness and assurance. In addition, according to Zeithaml (in Caroline & Chandra, 

2013) price is also one of the factors that determines customer satisfaction, because they will see the price first 

before knowing the quality of the service provided. If the provided services are comparable to the price offered, 

then the customer will be satisfied. This needs to be considered because according to Kotler et al. (2019), 

satisfied customers will have an emotional bond with the products or services they consume and tend to be loyal 

to the company.  

A lot of different researches on service quality have been carried out, such as the research conducted by 

Sepriliana (2016) with the results that the tangible, assurance, and empathy dimensions affect customer 

satisfaction, whereas reliability and responsiveness does not. Alaan's research (2016) found that the assurance 
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variable does not affect customer satisfaction, same with reliability and responsiveness. Meanwhile, based on 

research conducted by Harianto and Hartono (2013), all dimensions of service quality have a significant effect 

on customer satisfaction and customer satisfaction has a significant effect on customer loyalty. These results are 

different from research conducted by Aryani and Rosinta (2011) which shows that service quality does not 

affect customer loyalty. Research conducted by Thungasal and Hotlan (2019) found that service quality and 

price had a significant effect on customer satisfaction, while Caroline and Chandra's (2013) research stated that 

quality had an effect on consumer satisfaction but the price did not affect customer satisfaction. 

The importance of knowing the effect of service quality and price on customer loyalty through 

customer satisfaction and the finding of gaps/differences in the results of several previous studies on the same 

variable is one of the reasons this research was conducted. The results of the study are expected to be used as an 

input for management to increase customer loyalty. 

 

II. LITERATURE REVIEW 

According to John J. Sviokla (in Tjiptono, 2014), one of the factors that determine the level of success 

and quality of the company is the company's ability to provide services to customers, the company's success in 

providing quality services to its customers, high market achievement, and profit improvement. Meanwhile, 

according to Zeithaml (in Lupiyoadi, 2018) the service quality improvements of a product has an important 

influence for companies to defend themselves and achieve success in the face of competition.  

One approach to service quality that is widely used as a reference in marketing research is the 

SERVQUAL (Service Quality) model developed by Parasuraman et al. The SERVQUAL model is built by 

comparing two main factors, which are the customer's perception of the service they receive with their expected 

service. In one of the studies on SERVQUAL by Parasuraman et al. (in Lupiyoadi, 2018) which involves 800 

customers (divided into four companies) aged 25 years and over, it is concluded that there are five dimensions 

of SERVQUAL as follows: 

a. Tangible, which is the ability of a company to show its existence to external parties. The appearance of the 

company's physical facilities and infrastructure that can be relied on by the surrounding environment is 

tangible evidence of the services provided by service providers, which includes physical facilities (e.g. 

buildings, warehouses, etc.), equipment and equipment used (technology), and the appearance of the staff. 

b. Reliability, which is the company's ability to provide services as promised accurately and reliably. 

Performance must be in accordance with customer expectations which means timeliness, the same service 

for all customers without errors, a sympathetic attitude, and with high accuracy. 

c. Responsiveness, which is an obligation to help and provide fast and appropriate service to customers, by 

conveying clear information. Letting customers wait for a long time without certainty creates a negative 

perception of service quality. 

d. Assurance, consists of knowledge, courtesy, and the ability of company employees to foster customer trust 

in the company. This includes several components, which is communication, credibility, security, 

competence, and courtesy. 

e. Empathy, which is giving genuine individual or personal attention given to customers with the intention of 

understanding their needs and wants. This is done with the hope that the company understands the 

customer's personality, understands the customer's specific needs, and has a comfortable operating time for 

the customer. 

According to Tjiptono (in Caroline & Chandra, 2013), the process of determining the maximum price 

will be limited by customer demand, especially purchasing power. Djati and Darmawan (in Caroline & Chandra, 

2013), state that a high price level indicates the high quality or high status and some target customers want the 

best. If prices are lowered a little below this price level, they can see a bargaining opportunity, but if the price 

listed is too low, they start to worry about the quality and stop buying.  

According to Zeithaml (in Caroline & Chandra, 2013) when customers choose between several existing 

brands, customers will evaluate prices in absolute terms but still compare several price standards as a reference 

for making purchases. Price is an extrinsic factor that functions as a substitute for quality when customers do not 

have sufficient information about intrinsic attributes, so customers only use price to measure quality (if only the 

price is known). But when the intrinsic quality of the product is known, then this assumption becomes less 

convincing. 

Satisfaction is the level of one's feelings after comparing the performance of the product or service 

received with what they expect (Kotler & Keller, 2009). There are many benefits for the company by achieving 

a high level of customer satisfaction, including increasing customer loyalty and preventing turnover. According 

to Fornell (in Lupiyoadi, 2018) service companies reduce customer sensitivity to price, reduce marketing failure 

costs, reduce operating costs caused by increasing customer numbers, increase advertising effectiveness, and 

improve business reputation. 
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According to Zeithaml and Bitner (in Lupiyoadi, 2018), the main determinant of customer satisfaction 

is customer perception of service quality. For example, in mobile telecommunication services, service quality is 

measured by call/telephone quality, device price, service value-added, procedure convenience, and customer 

service. 

If further reviewed, customer satisfaction (through service quality) can be improved with these 

following approaches (Kotler & Keller, 2009): 

a. Minimizing the gap between management and customers. For example, conducting research using the 

customer focus method by distributing questionnaires over several periods to determine customer service 

perceptions. In addition, research using the observation method for company employees regarding the 

implementation of services. 

b. Companies must be able to build a shared commitment to create a vision for service improvement, which 

includes improving the way of thinking, behavior, abilities, and knowledge of all existing human resources. 

For example, using the brainstorming method or the management by walking around method to maintain 

employee commitment. 

c. Provide opportunities for customers to submit complaints by creating a complaint and suggestion system, 

such as a toll-free hotline. 

d. Develop and implement accountable, proactive, and marketing partnerships according to the marketing 

situation. Companies contact customers after the service process occurs to find out customer satisfaction 

and expectations (accountable). Companies contact customers from time to time to find out the 

development of its services (proactive). Meanwhile, partnership marketing is an approach where companies 

build closeness with customers which is beneficial to improve the company's image and position in the 

market. 

According to Sheth& Mittal (in Lupiyoadi, 2018), customer loyalty is a customer's commitment to a 

brand, store, or supplier, based on a very positive attitude and reflected in consistent repeat purchases. 

Meanwhile, customer loyalty in the context of service marketing is defined by Bendapudi& Berry (in Lupiyoadi, 

2018) as a response that is closely related to a pledge or promise to uphold the commitment that underlies the 

continuity of the relationship and is usually reflected in continuous purchases from the same service provider 

based on dedication and pragmatic constraints. 

Kotler (in Japarianto&Komariyah, 2007) says "the long term success of a particular brand is not based 

on the number of customers who purchase it only once, but on the number who become repeat purchases". In 

this case, it can be concluded that loyal consumers are not measured by how much they buy, but by how often 

they make repeat purchases, including recommending other people to buy. According to Fornell (in Lupiyoadi, 

2018), the significance of customer loyalty is closely related to the continuity of the company and the strong 

growth of the company in the future. Thus, in order for a company to be able to maintain a stable level of profit 

when the market is maturing and business competition is intense, a defensive strategy that seeks to retain current 

customers is more important than an aggressive strategy that expands the size of the market by attracting 

potential customers. Meanwhile, according to Zeithaml et. Al. (in Japarianto&Komariyah, 2007), the ultimate 

goal of a company's success in establishing relationships with its customers is to form strong loyalty. Indicators 

of strong loyalty are: 

a. Customers said positive things about the product that they bought. 

b. Customers recommend the products that they bought to friends. 

c. Customers continue to purchase the products that they bought. 

The relationship between service quality and customer satisfaction based on Sepriliana's research 

(2016) shows that service quality has a positive effect on customer satisfaction, as well as in the research of 

Harianto and Hartono (2013) where service quality has a significant effect on customer satisfaction, so that if 

service quality increases, customer satisfaction also increased. According to Kotler and Keller (2009) this needs 

to be considered because satisfied customers will have an emotional bond with the products or services 

consumed and tend to be loyal to the company. Based on the theory and previous research, the first hypothesis is 

as follows:  

H1: Service quality has a positive effect on customer satisfaction. 

According to Zeithaml (in Caroline & Chandra, 2013) price is an extrinsic factor as a substitute 

function of quality when customers do not have sufficient information about intrinsic attributes, so customers 

use price to estimate quality when only price is known. Thungasal and Hotlan (2019) showed that service 

quality and price had a significant effect on customer satisfaction, while Caroline and Chandra (2013) stated that 

price had no effect on customer satisfaction. The differences in the results of the two studies indicate that there 

are other factors that influence customer satisfaction besides the location difference, so it is worthy of research. 

Based on this, the second hypothesis is formulated as follows: 
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H2: Price has a positive effect on customer satisfaction. 

Good service quality will make customers have the desire to make repeat purchases. The creation of 

customer satisfaction can provide benefits for the company, one of which is the creation of harmonious relations 

between the company and its customers. This relationship is the basis for the emergence of repeat purchases and 

the creation of customer loyalty, as well as forming word of mouth recommendations that are profitable for the 

company (Sigit&Euis, 2017). In their research, Thungasal and Hotlan (2019) obtained results where service 

quality has a positive and significant effect on customer loyalty. This shows that the better service quality will 

cause customers to be satisfied and loyal. The third hypothesis is formulated as follows: 

H3: Service quality has a positive effect on consumer loyalty. 

Customer satisfaction has a great influence in creating customer loyalty. Customers will be loyal to a 

product or service if the customer gets satisfaction from the product or service. To increase satisfaction, 

companies need to set a marketing strategy so that customers are interested in the services offered (Sigit&Euis, 

2017).Research by Harianto and Hartono (2013) and Thungasal and Hotlan (2019), shows that customer 

satisfaction has a positive and significant effect on customer loyalty. Research conducted by Riswanto and 

Yohanes (2014) found that customer satisfaction had no effect on customer loyalty. These differences underlie 

this research and the fourth hypothesis is formulated as follows: 

H4: Customer satisfaction has a positive effect on customer loyalty. 

Customer loyalty describes the commitment given by the customer to reuse the services that will be 

provided in the future. Thungasal and Hotlan's (2019) research results show that there is a positive and 

significant relationship between price and customer loyalty. If the price is comparable to the services provided, 

the customer will feel satisfied and want to return to use the service, then the fifth hypothesis is formulated as 

follows: 

H5: Price has a positive effect on customer loyalty. 

According to Sigit and Euis (2017) customer satisfaction is the main cause of high customer loyalty, so 

providing services with good quality is the key to achieving customer satisfaction. Even so, the company may 

have provided good service quality and customers are satisfied with the service quality, but customers have not 

been loyal to the company. This can happen because customer loyalty has not reached a certain level of 

satisfaction. Based on this, the sixth hypothesis is formulated as follows: 

H6: There is an indirect effect of service quality on consumer loyalty mediated by customer satisfaction. 

According to Djati and Darmawan (in Caroline & Chandra, 2013), states that a high price will indicate 

high quality or high status. Some target customers want the best, so that if there is not a big difference between 

the price and the services provided, satisfaction will arise. Satisfied consumers tend to be loyal, because it has 

been proven from previous purchase experience. To achieve this satisfaction, the company must synergize the 

price with the services provided properly and maintain it regularly. Based on this theory, the seventh hypothesis 

is formulated as follows: 

H7: There is an indirect effect of price on consumer loyalty mediated by consumer satisfaction. 
 

III. RESEARCH METHOD 

This study uses interval continuum data, which is continuum quantitative data that is the same distance, 

but does not have an absolute zero value. According to Cooper and Schindler (in Sugiyono, 2014) suggest that 

the attitude measurement scale (very good, good, not good, not good) with a score of 4, 3, 2, 1 is interval data 

because the distance is the same. The sampling technique used in this research is Non-probability Sampling with 

Incidental Sampling technique. The criteria for respondent data that can be accepted in this study are 

respondents with a minimum of 2 stays, this is done to help measure customer loyalty variables. 

This study uses multivariate analysis (correlation or multiple regression), and according to Roscoe (in 

Sugiyono, 2014) the number of samples used is 10 times the number of variables studied. There are 4 research 

variables (2 independent + 1 dependent + 1 mediation), so the minimum number of sample members is 40. Data 

collection in this study used a questionnaire with a Likert scale. 

The analysis used in this research is partial least square (PLS). According to (Hair et al., 2013) there is 

no identification problem so the model can still be estimated with a small sample size (30-50). This convinced 

researchers to use PLS because the sample size of 41 people used in this study was under the small sample size. 

The PLS analysis used in this study was carried out using the SmartPLS program (v.3.2.8). 

 

Reflective Indicator 

The reflective indicator test tests indicators that have the characteristics of the direction of a causal 

relationship from latent variables to indicators, between indicators are expected to be correlated (the instrument 

must have consistency reliability), so that if one indicator is missing it will not change the meaning of the 

variable being measured and the measurement error is at indicator level (Haenlein& Andreas, 2004). The 
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reflective indicator test consists of convergent validity, discriminant validity, individual item reliability, and 

internal consistency reliability (Henseler et al., 2009). 

 

1) Convergent Validity Test 

This test is done by looking at the average variance extracted (AVE), where this value describes the 

amount of variance or diversity of manifest variables (indicators) that can be contained by latent variables 

(constructs). An AVE value of at least 0.5 indicates a good measure of convergent validity 

(Afthanorhan&Asyraf, 2013), which means that the latent variable (construct) can explain on average more 

than half the variance of the indicators. 

From the test, it is known that all AVE values have a value greater than 0.5, so it can be said that all 

variables meet the requirements for use and there is no problem in the convergent validity test. 

2) Discriminant Validity Test 

This test is carried out by cross loading examination (Subiyakto, 2017). The cross loading examination 

of each indicator is carried out by comparing the relationship of the indicator with its construct and other 

block constructs. If the correlation between the indicator and its construct is higher than the correlation with 

other block constructs, this indicates that the construct predicts the size of their block better than other 

blocks (Afthanorhan&Asyraf, 2013). 

After testing, the result shows that all loadings on the intended construct are greater than the loading 

values with other constructs, so it can be said that there is no problem in testing discriminant validity. 

3) Item Reliability Individual Test 

This test is done by looking at the standardized loading factor value. This value describes the 

magnitude of the relationship between each indicator and its construct. If the loading factor value is above 

0.7, then the loading factor value can be said to be valid as an indicator that measures the construct 

(Yamin& Kurniawan, 2011). 

After testing, it is known that all items have a loading factor above 0.7 so it can be said that all 

indicators are valid for use in the research model. These results are obtained after deleting the indicators 

X1.1, X1.2, and X1.3 because the indicators are worth 0.427, 0.444, and 0.669, respectively, which means 

they are not reliable because the value is less than 0.7. Retesting was carried out without indicators X1.1, 

X1.2, and X1.3 both convergent validity, discriminant validity, and internal consistency reliability because 

the analysis of measurement models consisting of reflective indicator tests and formative indicator tests 

were calculated together through the PLS algorithm in smartPLS. 

4) Internal Consistency Reliability Test 

This test is carried out by looking at the composite reliability (CR) value with a threshold above 0.7 

(Afthanorhan&Asyraf, 2013). After testing, the result shows that all composite reliability values are above 

0.7 so it can be said that all variables meet the requirements for use and there are no problems in the 

composite reliability test. 

 

Formative Indicator 

The formative indicator test examines indicators that have a causal relationship from indicators to 

latent variables, between indicators are assumed to be uncorrelated (no internal consistency reliability test is 

needed), so eliminating one indicator will result in changing the meaning of the latent variable and measurement 

error is at the level of the latent variable. The formative indicator test was carried out by collinearity statistics 

test (Haenlein& Andreas, 2004). 

This statistical collinearity test was conducted to determine the relationship between indicators, 

whether the formative indicators experienced collinearity by knowing the VIF value. The VIF value between 5 – 

10 means that the indicator has collinearity (Haenlein& Andreas, 2004). 

After testing, it is known that all indicators of VIF value are below 5, so it can be said that there is no 

collinearity. These results were obtained after removing the X1.5 indicator which previously had a VIF value of 

6.670 which means collinearity occurs. Because X1.5 is deleted, the reflective indicator test automatically also 

uses data without X1.5 indicators, both of which (reflective indicator test and formative indicator test) are 

calculated together through the PLS algorithm in SmartPLS. 

 

Structural Analysis 

1) Path Coefficient Test 

The Path Coefficient test is the magnitude of the relationship or influence of the latent construct which 

is carried out by the Bootstrapping procedure. In the results of this path coefficient, there is a P-value that is 

used to determine whether the hypothesis is accepted or rejected by comparing the significance value (P-

value) with a significance level of 0.05 or 5%, so that if the significance value is 0.05 then the hypothesis is 

accepted (Wiyono, 2011). 
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2) Indirect Effect Test 

The Indirect Effect Test is used to determine the indirect effect of the independent variable on the 

dependent variable through intervening variables or mediation. Decision-making is done by comparing the 

significance value (P-value) with a significance level of 0.05 or 5%, so that if the significance value is 0.05 

then the hypothesis is accepted (Wiyono, 2011). 

3) Coefficient of Determination Test 

The Coefficient of Determination Test (R2) is used to measure how far the model's ability to explain 

variations in the dependent variable is. The analysis of the coefficient of determination can be seen in the 

Model Summary table which can be seen from the Adjusted R Square (Kuncoro, 2011). 

 

IV. RESULTS AND DISCUSSION 

The measurement of the model (outer model) is carried out through two test stages, namely the 

reflective indicator test and the formative indicator test. The reflective indicator test consists of convergent 

validity, discriminant validity, individual item reliability, and internal consistency reliability (Henseler et al., 

2009). Meanwhile, the formative indicator test was carried out by a collinearity statistics test (Haenlein& 

Andreas, 2004). Both tests were performed using the PLS algorithm in smartPLS. 

 
Figure 1. Model Measurement Results 

 

From Figure 1, it can be seen that all items have a loading factor value above 0.7 so it can be said that 

all indicators are valid for use in the research model. These results were obtained after deleting the indicators 

X1.1, X1.2, and X1.3 because these indicators each had a value of 0.427, 0.444, and 0.669, which means they 

are not reliable because the value is less than 0.7. Retesting was carried out without indicators X1.1, X1.2, and 

X1.3, both tests of convergent validity, discriminant validity, and internal consistency reliability because the 

analysis of measurement models consisting of reflective indicator tests and formative indicator tests were 

calculated together through the PLS algorithm in smartPLS. 

 

Path Coefficient Test 

Table 1. Path Coefficient Test Results 

 Original 

Sample (O) 
Sample 

Mean (M) 
Standard 

Deviation (STDEV) 
T Statistics 

(|O/STDEV|) 

P Values  

X1 → Y 0.043 0.085 0.155 0.277 0.782 

X1 → Z 0.191 0.275 0.259 0.737 0.461 

X2 → Y 0.045 0.041 0.164 0.272 0.786 

X2 → Z 0.57 0.501 0.254 2.244 0.025 

Z → Y 0.831 0.792 0.126 6.577 0.000 

 

Table 1 shows that of the five hypotheses tested, there are only 2 hypotheses that have a P-value below 

0.05, which are hypothesis X2 to Z (price to customer satisfaction) and hypothesis Z to Y (customer satisfaction 

to loyalty) with the original sample value of 0.570 and 0.831 so that both hypotheses can be accepted. 

Meanwhile the three rejected hypotheses are X1 to Y (service quality to customer loyalty), X1 to Z (service 

quality to customer satisfaction) and X2 to Y (price to customer loyalty). 
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Indirect Effect Test 

Table 2. Indirect Effect Test Results 

 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation (STDEV) 

T Statistics 

(|O/STDEV|) 

P Values  

X1→Z → Y 0.159 0.206 0.191 0.833 0.405 

X1→Z→ Y 0.474 0.408 0.221 2.147 0.032 

It can be seen from table 2 above that of the two hypotheses tested, there is only one hypothesis that 

has a significance level of ≤0.05, which is the hypothesis X2→Z→Y (price on consumer loyalty through 

customer satisfaction) meaning that the hypothesis is accepted or there is an indirect effect between X2 to Y 

which is mediated by Z. While the hypothesis X1→Z→Y (quality of service on customer loyalty through 

customer satisfaction) is rejected or there is no indirect effect between these variables. 

 

Coefficient of Determination Test 

Table 3. Coefficient of Determination Test Results 

 

 R Square R Square Adjusted 

   Y 0.791 0.774 

Z 0.509 0.483 

 

It can be seen from Table 3 that the value of R square adjusted variable Y (Customer Loyalty) is 0.774 

(77.4%) and the value of R square adjusted variable Z (Customer Satisfaction) is 0.483 (48.3%) which indicates 

that the service quality variable and price contributed 77.3% influence on the consumer loyalty variable, while 

the remaining 22.6% was explained by other variables not included in this study. Likewise, the variable of 

consumer satisfaction that received the influence of service quality and price variables was 48.3%, while the 

remaining 51.7% was explained by other variables not included in this study. 

Based on the results of structural analysis X1→Z, obtained a P-value of 0.461 > 0.05 which means that 

service quality does not affect customer satisfaction. Thus H1 which states that service quality has a positive 

effect on customer satisfaction is not proven in this study. This is in line with previous research conducted by 

Sepriliana (2016), as well as other previous research conducted by Alaan (2016) where service quality 

consisting of several dimensions does not affect hotel customer satisfaction. While the P-value obtained from 

the structural analysis X2→Z is 0.025 <0.05 and the original sample is 0.570 indicating that the price has a 

positive effect on consumer satisfaction. Thus, H2 which states that price has a positive effect on consumer 

satisfaction is proven in this study. This is in line with previous research conducted by (Thungasal&Hotlan, 

2019). 

Based on the results of structural analysis, obtained P-value X1→Y is worth 0.782 > 0.05, which 

means that service quality does not affect consumer loyalty. Thus H3 which states that service quality has a 

positive effect on consumer loyalty is not proven. This is in line with previous research conducted by 

(Aryani&Rosinta, 2011). Meanwhile, the P-value at X2→Y is 0.786 > 0.05, which means that the price does not 

affect consumer loyalty. Thus H5 which states that price has a positive effect on consumer loyalty is not proven 

in this study. This is in line with previous research conducted by Suwarni and Septina (2011) which stated that 

there was no effect of price on customer loyalty. 

The P-value at Z→Y is 0.000 < 0.05 and the original sample is 0.831, indicating that customer 

satisfaction has a positive effect on customer loyalty. Thus, H4 which states that customer satisfaction has a 

positive effect on consumer loyalty is proven in this study. This is in line with previous research conducted by 

Harianto and Subagio (2013), where if the customer is satisfied to a certain level, the possibility of being loyal 

tends to be greater. 

For the analysis of mediating variables, the results of the indirect effect test X1→Z→Y obtained a P 

value of 0.405 > 0.05 which indicates that there is no indirect effect between service quality and consumer 

loyalty mediated by consumer satisfaction. Thus, H6 which states that there is an indirect effect of service 

quality on consumer loyalty mediated by customer satisfaction is not proven, this is in line with previous 

research conducted by Lusiah and Adhitya (2019). Meanwhile, the results of the indirect effect test X2→Z→Y 

produced a P value of 0.032 < 0.05, which means that there is an indirect effect of price and customer loyalty 

mediated by customer satisfaction. Thus, H7 which states that there is an indirect effect of price and consumer 

loyalty mediated by consumer satisfaction is proven. This is in line with previous research conducted by 

(Fangessa, 2017). 
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V.   CONCLUSION 

The results of this study concludes that: (1) service quality does not affect Hotel Cakra Kembang 

customer’s satisfaction, (2) price has a positive effect to Hotel Cakra Kembang customer’s satisfaction, (3) 

service quality does not affect Hotel Cakra Kembang customer’s loyalty, (4) price does not affect Hotel Cakra 

Kembang customer’s loyalty, and (5) customer satisfaction has a positive effect to customer loyalty. While there 

is no indirect effect of service quality on customer loyalty (mediated by customer satisfaction), there is an 

indirect effect of price to customer loyalty (mediated by customer satisfaction) at Cakra Kembang Hotel. 

 

Cakra Kembang Hotel management should pay close attention to product pricing, to make sure that the 

product pricing correctly represents the quality of services provided, and the customer becomes satisfied with 

the amount of the price they paid. Since the data used in this research are limited, the writer suggests that the 

next researchers should increase the number of samples used in their research to make the result more 

representative. 
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