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ABSTRACT 

This study aims (1) to determine the effect of service quality on consumer satisfaction, (2) to 
know the effect of customer satisfaction on consumer loyalty, (3) to know the effect of service 
quality on consumer loyalty, (4) to determine the effect of mediating customer satisfaction on 
influence quality of service to consumer loyalty at the Palembang Horison Ultima Hotel. The 
population in this study were consumers of the Horison Ultima Palembang Hotel with a 
purposive sampling method sampling with 200 respondents. data collection techniques using a 
questionnaire. data analysis using path analysis. from this study it can be concluded that (1) 
service quality affects consumer satisfaction, (2) service quality affects consumer loyalty, (3) 
consumer satisfaction influences consumer loyalty, and (4) customer satisfaction can mediate the 
effect of service quality on consumer loyalty at the hotel horsion ultima palembang. 
 
Keyword: service quality, customer satisfaction, customer loyalty 
 
INTRODUCTION 

Rapid technological developments, which affect economic growth and business competition in 
all parts of the world. This also affects Indonesia, as the largest archipelagic country in the 
world. Economic development in Indonesia is also greatly increasing, especially in the service 
sector industry. One of the service sectors that is a mainstay of Indonesia is the tourism industry 
which is one of the industries that promises rapid economic growth. 

Hotels are companies or business entities that provide lodging services, food and 
beverage providers, and other service facilities where all services are intended for the general 
public, whether they stay overnight at the hotel or those who only use certain facilities owned by 
the hotel. described as one of the service companies that prioritizes service to customers. 

Increasing competition between hotels causes each hotel to try to provide the best quality 
and service to its customers. A hospitality service company can be said to be successful if it is 
able to provide services or services that can meet or exceed customer expectations (Kotler (2013: 
p.83). Service quality is an important matter to be considered by a hospitality business, because it 
is one service business that is not easy to manage in providing good facilities and services for its 
guests. 

Hotels have a very crucial role in supporting tourism activities in a region. Fast-growing 
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tourism supported by increasing numbers of tourists will encourage the construction of hotels. 
Hotels that currently exist, offer a variety of facilities that can be enjoyed by their guests, these 
facilities include swimming pools, fitness centers, spas, room services and so on. These facilities 
are given to hotel guests with the aim of providing services and meeting guests' needs. 

 
Table 1. Room Occupancy Rate (TPK), Number of Foreign Guests (Wisman) and 

Nusantara Guests (Wisnus) who Stay in Starred Hotels According to Hotel Classifications 

in South Sumatra July 2018- August 2018 (Number of Guests Staying) 

 

Qualification 
Star 
 

Foreign  Indonesia  Total  

Room 

Occupancy 

Rate (ROR) % 

July 

2018 

August 

2018 

July 

2018 

August 

2018 

July 

2018 

August 

2018 

July 

2018 

August 

2018 

Star 1 11 19 6.843 7.242 6.854 7.261 54,29 51,51 
Star 2 311 603 35.284 32.210 35.595 32.813 50,65 63,77 
Star 3 160 418 38.255 27.348 38.415 27.766 62,85 52,19 
Star 4 783 2.149 29.483 26.880 30.266 29.029 60,35 66,15 
Star 5 418 228 14.136 11.430 14.554 11.658 68,82 95,11 

 
The star-rated Room Occupancy Rate (TPK) in South Sumatra in August 2018 reached 

an average of 62.35%, up 3.82 points compared to the hotel TPK in July 2018 of 58.53%. 
Meanwhile, if observed according to hotel classification, it turns out that in August 2018 ROR 
for five-star hotels reached 95.11% and was the highest TPK compared to other star-rated hotels. 
While the lowest ROR for hotels is one-star hotels, which reached 51.51%. 

Horison Ultima Hotel Palembang has 172 rooms consisting of 10 floors. As a business 
hotel, Horison Ultima Hotel Palembang provides different facilities, namely the number of 
Business Centers & Banquet Amenities that is more than other hotels in Palembang. The total 
meeting rooms that we have are 22 meeting rooms, with 1 ballroom with a capacity of 2500 pax. 
To relax, guests can visit the restaurant and lounge. We also provide a fitness center such as a 
gym center, swimming pool, sauna and spa. 

 
Tabel 2. Guest response to the Horison Ultima Palembang Hotel in February 2019 

 

No. Name 
Number 

Room 

Period of Stay 
Positive comment Negative Comment 

C/I C/O 

1 Santi 528 2/2/19 3/2/19 It's fun, it can be a 
reference to friends 
when going to 
Palembang 

But please see the 
cleanliness more 

2 Andry K 807 2/2/19 3/2/19 Spacious room, good 
and best food 

Unfriendly service 

3 Ridho S 524 3/2/19 4/2/19 Good Job. I really like 
and comfortable 

- 

4 William  903 4/2/19 5/2/19 
- 

Parking for hotel 
guests and guest 
guests please separate 

5 Surtam 1020 6/2/19 7/2/19 Strategic location, 
ciukup deposit paid 

Only one room key 
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Based on Table 2, it can be seen that some consumers were satisfied with the facilities and 
services provided by the Palembang Horison Ultima Hotel, but there were also several 
consumers who commented negatively about some of the lack of facilities and services provided 
by the Palembang Horison Ultima Hotel. Therefore, Palembang Horison Ultima Hotel must pay 
attention and improve what the hotel consumers think is for the continuity and progress of the 
Palembang Ultima Horison Hotel to be better for the future. 
       Consumer satisfaction is an important thing and must be considered every response they 
give, because they are the ones who are the preferred marketing target in the continuity and 
progress of the Palembang Horison Ultima Hotel for the better. 
       Based on the background of the problem described above, the research problem formulation 
is Service Quality carried out on customers of Palembang Horison Ultima Hotel and the results 
or conclusions of several different studies on factors that influence performance (research gap). 
This is indicated by the findings that have not been uniform regarding the differences in the 
effect of Service Quality on Customer Satisfaction and Customer Loyalty. 
       Service Quality Factors have an effect on Customer Loyalty through Customer Satisfaction 
as a mediating variable shown in Anthony's research (2019); Adhitya (2018) and Afifa (2018) 
which shows that Service Quality influences Customer Loyalty through Customer Satisfaction. 
       The Service Quality factor is also very important for creating customer satisfaction. Anthony 
(2019) and Brigitte (2019) in their research show that there is a positive and significant influence 
between Service Quality on Customer Satisfaction. 
       Based on the background above, encouraging researchers to conduct research with the title 
Effect of Service Quality on Customer Loyalty with Customer Satisfaction as a Mediation 
Variable at Palembang Horison Ulitima Hotel. 

200 thousand, big and 
clean akmar, strong 
wifi, quite varied 
breakfast menu 

6 Ahmad 
Romaddon 

802 9/2/19 10/2/19 Overall good Room service little bit 
slow, little bit move 
proactive 

7 Tri Anggraini 627 11/2/19 13/2/19 Food has many 
variations and tastes 
good 

- 

8 Iin Parlina 806 14/2/19 16/2/19 Strategic location, 
quite varied food, 
friendly staff 

- 

9 Sukamto 906 17/2/19 18/2/19 The rooms are clean, 
breakfast is relatively 
ordinary. Friendly 
service especially Nisa 
and Anis as their top 
friendly FO. 

- 

10 Gea Andini 904 23/2/19 25/2/19 

- 

Fun, only less close to 
the mall and have to 
turn around. Muslim 
prayer equipment such 
as prayer mats, 
sarongs or mukena are 
not held 
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       The objectives to be achieved in this study are: To find out whether service quality and 
customer satisfaction affect the customer loyalty of the Palembang Horison Ultima Hotel and to 
find out whether customer satisfaction mediates service quality on customer loyalty in the 
Horison Ultima Palembang Hotel. 
 
LITERATURE REVIEW 

a.  Service Quality 
       Service Quality is a measure of how well the level of service provided is able to match 
customer expectations (Tjiptono, 2012: 157). Based on this understanding, it can be concluded 
that service quality is an economic activity whose output is not a consumer product, together 
with production time and providing added value (such as enjoyment, entertainment) that is 
intangible and if services received by the customer are as expected, quality service is perceived 
as good (ideal) and vice versa if the service received is lower than expected by consumers, then 
service quality and perceived bad (less ideal) so that the needs and desires of consumers feel 
beben fulfilled. 
b.  Customer Loyalty 
       According to Griffin (2013: 15), loyalty is a form of behavior of decision-making units to 
make continuous purchases of goods for the services of a selected company. 
c.  Effect of Service Quality on Customer Satisfaction 
       Consumer satisfaction is the level of one's feelings after comparing (performance or results) 
that is felt compared to expectations (Kotler in Sunyoto's book (2013: 35)). Service quality is a 
benchmark in determining customer satisfaction or not a service user, because through service 
quality will be able to assess performance and feel satisfied or not consumers with services 
provided by service providers. Good service quality, the decisions of many consumers will have 
a positive impact because the quality of service can provide more value to customer satisfaction. 
d.  Effect of Service Quality on Customer Loyalty 
        Customer loyalty is a manifestation of the behavior of decision-making units to make 
continuous purchases of goods for the services of a selected company (Griffin, 2013: 15). 
Customer loyalty is one factor that can benefit marketers. This loyalty is a post-purchase or 
product usage behavior. The form of loyalty that can be seen empirically is the re-purchase and 
recommendation. Customer Loyalty to a service does not necessarily arise. Then it takes effort to 
build and maintain that loyalty. Some things that are of concern in building and maintaining 
customer loyalty are the quality of services provided to customers. 
e.  Effect of Service Quality on Customer Loyalty at Mediation by Customer Satisfaction 
       Customers who decide to be loyal to a product or service are often caused because they feel 
the services provided by the company are not only in accordance with their needs, but also 
satisfying and pleasant. Types of marketing services that are often called excellent services are 
always expected by customers. 
 
RESEARCH METHODS 
a. Types and Data Sources 
       The data sources used in this study are primary data. Primary data is data obtained directly 
from observation (observation) and the results of questionnaires given to respondents (Sekaran, 
2013). Sources of data used in this study are primary data, namely data collected by researchers 
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when conducting research. 
b. Population and Samples 
       The data sources used in this study are primary data. Primary data is data obtained directly 
from observation (observation) and the results of questionnaires given to respondents (Sekaran, 
2013). Sources of data used in this study are primary data, namely data collected by researchers 
when conducting research. 
c. Path Analysis Method 
       Path analysis is a technique for analyzing causal relationships that occur in multiple 
regression if the independent variable influences variables depending not only directly but also 
indirectly. The purpose of path analysis according to Pardede (2014: 17) is to determine the 
magnitude of the direct effect of a number of variables based on beta regression coefficient (beta 
/ β coefficient). The coefficient in the system path analysis equation is the standardized 
coefficients. Path analysis techniques are used in testing the magnitude of the contribution 
(contribution) indicated by the path coefficient on each path diagram of the causal relationship 
between variables X to Y and their impact on Z (Gudono, 2011: 218). According to Ghozali 
(2013: 98), saying that in social research is not merely expressing the relationship of variables as 
a statistical translation of the relationship between natural variables, but focuses on efforts to 
express causal relationships between variables. In the path diagram two types of arrows are used, 
namely: 
a. A one-way arrow that expresses the direct effect of an exogenous variable (cause variable (X)) 
on an endogenous variable (variable effect (Y)) for example: X1 Y 
b. Two-way arrow which states the correlation relationship between exogenous variables, for 
example X1        X2 
 

RESULTS AND DISCUSSION 

a. Validity Test Results 

Table 3. Validity Test Results 

 
Variable Item 

Pertanyaan 

r count r table Conclusion 

Service 

Quality (X) 
X1.1 
X1.2 
X1.3 
X1.4 
X1.5 

0,724 
0,681 
0,732 
0,628 
0,627 

0,1388 
0,1388 
0,1388 
0,1388 
0,1388 

Valid 
Valid 
Valid 
Valid 
Valid 

Customer 

Satisfaction 
(Z) 

Z.1 
Z.2 
Z.3 
Z.4 
Z.5 

0,636 
0,409 
0,572 
0,681 
0,599 

0,1388 
0,1388 
0,1388 
0,1388 
0,1388 

Valid 
Valid 
Valid 
Valid 
Valid 

Customer 

Loyalty (Y) 
Y.1 
Y.2 
Y.3 
Y.4 

0,221 
0,132 
0,279 
0,071 

0,1388 
0,1388 
0,1388 
0,1388 

Valid 
Unvalid 
Valid 
Unvalid 

Source: Questionnaire data processed using SPSS 
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        The results of the calculation of the validity test indicate that the question indicators of the 
variable Sevice Quality (X), Customer Satisfaction (Z), and Customer Loyalty (Y) submitted by 
the researcher against the respondent are valid because the rhitung value> rtable. 
b. Reliability Test Results 

 

Table 4. Reliability Test Results 

 
Variable Cronbach’s Alpha Value 

Reliable 

Conclusion 

Service quality (X) 0,686 0,600 Reliable 
Customer 

satisfaction (Z) 
0,511 0,600 Unreliable 

Customer loyalty 
(Y) 

0,567 0,600 Unreliable 

Sumber: Data kuesioner yang diolah menggunakan SPSS 

From Table 4 The reliability test results above show that the cronbachs alpha value for all 
variable variables is above 0.6 or cronbachs alpha> 0.6 so that it is feasible to be tested to the 
next test. 
 
RESULTS OF DATA ANALYSIS 

a. Path Analysis 

Analysis of Sub-Structural Equations I 
        Analysis of sub-structural equations I was conducted to determine the strength of the 
influence of the independent variable on the intervening variable. In this analysis using the sub-
structural equation I, namely: 
1. Coefficient of Determination 
        The coefficient of determination (R2) equation I aims to determine how much the variable 
ability is perceived value (X) and service quality (Z) as a whole in explaining the variable quality 
of service. The results of the coefficient of determination analysis can be seen as follows: 
 
 
 
 
 
 
  
 
 
The Summary Model can be concluded that the R square R2 value obtained for the effect of 
service quality on customer satisfaction is 0.056 so that it is obtained from: 

ρε1 = √1 − 𝑅2 

ρε1 = √1 − 0,056  = 0,971 
The coefficients that cannot be explained in the path equation model are 1 - 0.056 = 0.944 
Schematically, the path equation model for H1 is presented in the following figure 
 

Model Summaryb 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .238a .056 .052 4.209 
a. Predictors: (Constant), X 
b. Dependent Variable: Z 

Source: Questionnaire data processed using SPSS 
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2. Testing Variable Service Quality to Customer Satisfaction 

 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) 31.199 2.614  11.936 .000 

X .117 .034 .238 3.443 .001 
a. Dependent Variable: Z 

 Source: Questionnaire data processed using SPSS 

        Based on the coefficients table, it is known that the service quality (X) variable has a 
significance value of 0.001 when compared with α = 0.05, then the sig value <α value (0.001 
<0.05). Thus H1 is accepted. This shows that service quality has an effect on customer 
satisfaction. The amount of beta (path coefficient) variable service quality (X) to customer 
satisfaction (Z) is 0.238 (ρyxI). 

Z = 0,238 X +  0,971 ε1 

 This equation describes the causal effect of service quality (X) variable on customer 
satisfaction (Z), based on significance testing, the service quality (X) variable has an effect on 
customer satisfaction (Z) with a beta value of 0.238 which shows the influence on the customer 
satisfaction (Z ), thus, the level of customer satisfaction is influenced by service quality. 
b. Analysis of sub-structural equations II 
        Analysis of sub-structural equation II was conducted to determine the effect of independent 
variables on dependent variables. In the regression analysis using sub-structural equation III, 
namely: 

Y = ρYxX + ρYZY + ε2 

1. The coefficient of determination (R2) 

        The coefficient of determination (R2) equation II aims to determine how much the variable 
service quality (X) customer satisfaction (Z) and explain the customer loyalty variable (Y). The 
results of the coefficient of determination analysis can be seen as follows: 
Calculation results of the determination coefficients X and Z on Y 
 
 
 
 
  
 

Model Summaryb 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .420a .177 .168 4.177 

a. Predictors: (Constant), Z, X 
b. Dependent Variable: Y 

Service quality (X) Customer satisfaction (Z) 
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Source: Questionnaire data processed using SPSS 
R2 is obtained for the effect of participant's decision on service quality of 0.177 so that it is 
obtained from: 

ε2 = √1 − 𝑅2 
ρε2 = √1 − 0,177 = 0,907 

 
the coefficients that cannot be explained in the path equation model are 1 - 0.177 = 0.823. 
Schematically, the path II equation model is presented in the following figure: 
 
 
 
 
 
 

 

 

 

 

2. Test for Individual Parameter Significance 
        The magnitude of the effect of the service quality (X) variable on customer loyalty (Y) is 
shown by the coefficients table. The test results are presented in the following table: 
Testing Service Quality (X) Variables with Customer Satisfaction (Z) on Customer Loyalty (Y) 
 
 
 
 
 
  
 
 
 
Source: Questionnaire data processed using SPSS 
 

 

3. Variable testing of service quality (X) on customer loyalty (Y) 

        Based on the coefficients table, it is known that the customer loyalty variable (Y) has a sig 
value. As much as 0,000 when compared with α = 0,05, then the value of sig <value α (0,000 
<0,05). Thus H2 is accepted. This shows that service quality affects customer loyalty. The 
amount of beta (path coefficient) of customer satisfaction (Z) variable on customer loyalty (Y) is 
0.343. 
4. Results of Sub-Structural Equations II 

Y = ρyxX + ρyzZ + ε2 

Y= 0,343 X + 0,174 Z + 0,907 ε2 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 17.461 3.401  5.134 .000 
X .180 .035 .343 5.155 .000 
Z .185 .071 .174 2.621 .009 

a. Dependent Variable: Y 

Service quality 

Customer satisfaction 

Customer Loyalty 
rxz: 
0,238 

pxy: 0,343 

pzy: 0,174 

pε2: 0,907 

http://ijbmer.org/


International Journal of Business Management and Economic Review 

                                                                                                                    Vol. 2, No. 04; 2019 

                                                                                                                        ISSN: 2581-4664 

http://ijbmer.org/  Page 121 

 

This equation describes the causal effect of service quality (X) variables on customer loyalty 
variables (Y). Based on the significance test, the service quality (X) variable influences the 
customer loyalty (Y) variable because service quality (X) has a sig value <probability value of 
0.05, so H1 is accepted. The value of 0.343 shows the influence of the service quality (X) 
variable on the customer loyalty variable (Y). Thus the level of customer loyalty is influenced by 
service quality (X) of 34.3%. 
VI. Direct influence and indirect influence The direct effect of service quality (X) on 
participants' decisions (Y) 
       Based on the results of sub-structural equations I and II that have been carried out it can be 
concluded that from the service quality (X) variable direct effect on customer loyalty (Y) has a 
greater yield than the indirect effect (0.343> -0.028), while for total influence of each service 
quality (X) variable, participant's decision (Y), and service quality (Z) is for variable X against Z 
equal to 0.238, variable Z to Y is 0.174, variable X to Y is 0.343. So that the indirect effect of 
service quality variable on customer satisfaction is 0.238 x 0.174 = 0.041 and the total effect is 
0.343 + 0.041 = 0.384. 
 

Influence Direct indirect (via Y) Total 

X  Z 0,238  0,238 
Z  Y 0,174  0,174 
X  Y 0,343 0,041 0,384 

Source: Questionnaire data processed using SPSS 

       Based on the table above it can be concluded that the indirect effect of service quality on 
customer loyalty through the customer satisfaction variable is 0.041 and the total effect is 0.384. 
Therefore, schematically the path equation for mediating service quality variables on the effect 
of service quality on customer loyalty is: 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

Schematic Image of Path Equations for Mediation of Customer Satisfaction Variables Against the 

Effect of Service Quality on Customer Satisfaction 

Service quality 

Customer Satisfaction 

Customer loyalty 

ε2 ρεy: 
0,907 

ρxy: 0,343 

ρxzy: 0,041 ρzy: 0,174 
ρxy: 
0,238 
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Information: 
 : Direct influence 
 : Indirect influence 
Significance Test Results of the Effect of Service Quality Variable Mediation on the Effect 

of Customer Satisfaction on Customer Loyalty 

        To find out whether there is an influence of mediation on the effect of independent variables 
on the dependent variable, the Sobel Test formula is used: 

Z = 
𝒂 𝒙 𝒃√(𝒂𝟐 𝒙 𝑺𝒆𝒃𝟐)+ (𝒃𝟐 𝒙 𝑺𝒆𝒂𝟐) 

Before the calculation of the significance of the mediation effect, two regressions need to be 
done, namely the regression of the independent variable (X) on the mediating variable (Z) to 
produce a coefficient α and the mediation variable regression (Z) to the dependent variable (Z) to 
produce a coefficient b. Based on the sub-structure I equation, the α coefficient is 0.238 with a 
standard error (Sea) of 0.971. The coefficient b is 0.256 with a standard error (Seb) of 0.073 
presented in the following table: 
 
 
 
 
 
 
 
 
 
 
So the results of the mediation significance test are: 

Z = 
𝟎,𝟐𝟑𝟖 𝒙 𝟎,𝟐𝟓𝟔(𝟎,𝟐𝟑𝟖 𝒙 𝟎,𝟎𝟕𝟑)𝟐+(𝟎,𝟐𝟓𝟔 𝒙 𝟎,𝟗𝟕𝟏)𝟐 

Z = 0,985 
Zvalue obtained is 0.985 greater than the Ztable value of 0.82, because the value of Zvalue is 
smaller than the value of Ztable 0.82, the decision taken for the mediating effect of H4 is the 
variable customer satisfaction mediates the effect of service quality on customer loyalty. 
 
DISCUSSION 

1. Effect of Service Quality on Customer Satisfaction 
        From the results of statistical data analysis for testing the first hypothesis (H1) that has been 
done in the calculation of the path analysis of sub-structural equations I, shows the beta 
coefficient value of 0.238. then the t-count test results show a value of p (sig.) of 0.001 smaller 
than 0.05 (0.001> 0.05). So that the decision taken for H1 is Service Quality has a significant 
effect on Customer Satisfaction. Service Quality is one of the drivers of consumer satisfaction. 
The quality of service is also one of the keys to success for the Palembang Horison Ultima Hotel. 
Business owners must provide good and maximum services in accordance with consumer 
expectations in order to build customer satisfaction, so that service providers have a good 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) 27.668 2.938  9.416 .000 

Z .271 .073 .256 3.727 .000 
a. Dependent Variable: Y 
Source: Questionnaire data processed using SPSS 
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relationship with consumers. 
 

2. Effect of Service Quality on Customer Loyalty 
         From the results of testing the second hypothesis (H2) that has been done on the calculation 
of Path Analysis (Path analysis) Sub-structural Equations II, shows the beta coefficient value of 
0.343. Furthermore, the results of the t-test show that the value of p (sig.) Of 0,000 is smaller 
than 0.05 (0,000 <0,05). So the decision taken for H3 is to accept Ha, so service quality has a 
significant effect on customer loyalty. The second hypothesis (H2) service quality has a 
significant effect on customer loyalty. Quality of service is the most important part of a company 
to meet consumer expectations and make consumers loyal to the company. So the company will 
continue to maintain consumer loyalty by improving the quality of service from the Horison 
Ultima Hotel service company Palembang. 
 
3. Effect of Customer Satisfaction on Customer Loyalty 
       Variable Customer satisaction is measured through the Repeat Purchase (loyalty to product 
purchases), Retention (Resistance to negative influences about the company), and Referrals 
(referring in total the existence of the company). From the results of testing the second 
hypothesis (H3) that has been done on the calculation of Path Analysis (Path analysis) Sub-
structural Equations II, shows the beta coefficient value of 0.174. Furthermore, the results of the 
t-test show that the value of p (Sig.) Of 0.009 is smaller than 0.05 (0.009 <0.05). So that the 
decision taken for H2 is to accept Ha, so customer satisfaction has a significant effect on 
customer loyalty. The second hypothesis (H3) service quality has a significant effect on customer 
loyalty, satisfie 
d consumers will have a high level of loyalty to a service compared to dissatisfied consumers. 
Consumer satisfaction is one of the factors that can influence consumer loyalty, satisfied 
consumers will have a high level of loyalty to the company Horison Ultima Hotel Palembang. 
4. Significance test results of the service quality variable mediation effect on Customer 

Satisfaction on Customer Loyalty 
        Path analysis using the Sobel test was used to prove the 4th hypothesis and to determine the 
effect of service quality on Customer loyalty mediated by Customer satisfaction Hotel Horison 
Ultima. Mediation testing using Sobel test. The purpose of this test was to determine the 
mediating effect of Customer satisfaction at the Horison Ultima Hotel Palembang. From the 
results of calculations, the Zvalue calculation of 0.985 is greater than the Ztable value of 0.82, 
because the value of Zvalue is greater than Ztabel. The variable customer satisfaction is proven 
to mediate, then the decision taken for the mediating effect of hypothesis 4 (H4) is the variable 
Costumer satisfaction to mediate the effect of service quality on customer loyalty. 
 
CONCLUSION 
        The purpose of this study was to determine the Effect of Service Quality on Consumer 
Loyalty with Consumer Satisfaction as a Mediation Variable, as well as to determine the direct 
and indirect effects of research variables. Based on the results of the research and discussion it 
can be concluded: 
1. Service quality is proven to significantly affect customer satisfaction. 
2. Customer satisfaction is proven to significantly affect customer loyalty. 
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3. Service quality is proven to significantly affect customer loyalty. 
4. Customer satisfaction is proven to mediate the effect of service quality on customer loyalty at 
the Palembang Horison Ultima Hotel. 
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