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The study investigates how service quality and perceived value influence the 

brand loyalty of Lion Air customers in Denpasar City and how these 

relationships are mediated by customer satisfaction. The research was 

conducted in Denpasar, Bali. The sample size of 128 respondents was collected 

through a questionnaire and has been tested for its validity and reliability. The 

analysis technique used is the analysis of the Structural Equation Model (SEM) 

and using Smart PLS 3.0. The results showed that service quality, perceived 

value, and customer satisfaction had a positive and significant effect on the 

brand loyalty of Lion Air customers in Denpasar City. Another result is that 

customer satisfaction can partially mediate the relationship between service 

quality and perceived value with the brand loyalty of Lion Air customers in 

Denpasar City. This research is expected to be empirical evidence for future 

research and be able to enrich the development of marketing management 

science related to service quality, perceived value, customer satisfaction, and 

brand loyalty. The practical implication in this research is that Lion Air 

customer loyalty can be created when consumers feel that the quality of service 

provided by Lion Air meets their expectations, feels added value when using 

Lion Air, and feels right and satisfied when using Lion Air. 
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1   Introduction 

 

Nowadays, individual’s requirement for transportation facilities to support their activities is increasing, both daily 

activities that can be supported by using land transportation alone, as well as sea transportation or air transportation. 

Director-General of Strengthening for Research and Development, Ministry of Research, Technology and Higher 

Education, Muhammad Dimyati stated that Indonesia is a huge country consisting of numerous islands. Therefore, 

commercial aircraft are vital for inter-island connectivity in Indonesia, given Indonesia's geographical conditions 

(www.technology-indonesia.com). 

Airline companies in Indonesia used to be very limited and offered relatively expensive prices to be reached by the 

public, especially the middle to lower class, even though Indonesians needed airplane accommodation if they were 

going to travel both between islands and between countries. Seeing this opportunity, low-cost airlines or Low-Cost 

Carriers began to appear. The addition of low-cost carriers (LCC) in Indonesia such as Citilink, Air Asia, and Lion Air 

offers the opportunity to fly at a more economical price. Lion Air is one of the LCC airlines which controls the market 

share, especially for domestic flights. Lion Air is an Indonesian airline that uses a price leadership strategy, which 

according to Porter (2008), price leadership emphasizes the production of standardized products at very low unit costs 

for price-sensitive consumers. Lion Air can offer flight ticket prices that are relatively lower than its competitors with 

a price leadership strategy, they carry the slogan, We Make People Fly. 

LCC airline services over the past few years are increasingly on the market. However, there are not a few LCC 

airlines that have not provided good quality of service, cabin, and maximum flight experience so that many consumers 

feel dissatisfied and disadvantaged. This is proven through customer reviews on the Skytrax website. Skytrax is a 

British consulting company that researches airlines. Skytrax assigns Lion Air to the category 2 - Star Airline Rating, 

which is a rating given to airlines with low service quality and generally below average quality in various aspects of 

the assessment. Category 2 - Star Airline Rating indicates that product, staff, and cabin service services are lacking or 

inconsistent. The overall user rating is 4 out of 10 with a total of 176 reviews. When viewed as a whole, the majority 

of reviews for Lion Air are bad reviews in terms of crew service, cabin comfort, cabin cleanliness, and delay time. The 

reviewers stated that Lion Air was an airplane that was not recommended as the customer’s choice. 

(https://www.worldairlineawards.com) 

The number of bad reviews causes customer loyalty to be reduced to Lion Air so that consumers can switch to 

other LCC airlines, even though brand loyalty is very important for the company. A large number of low-cost carriers 

in Indonesia has made competition in the aviation industry even tighter. If Lion Air only offers low prices and ignores 

service quality and does not provide added value in the eyes of consumers, dissatisfied customers have the potential to 

switch to another airline. 

One factor that can affect customer loyalty is service quality. Service quality is a dynamic condition related to 

products, services, people, processes, and the environment that meet or exceed expectations. Service quality has a 

quality measurement that plays an important role in maintaining the sustainability of the industry, therefore quality 

measurement can be carried out in the manufacturing and service industries. Good quality service will increase the 

level of customer loyalty. A loyal person also sees the quality of service provided according to whether or not the 

service provided by the service provider, so that customers are not disappointed with the quality of service provided, 

it must be much better than the quality expected by the customer (Tiong, 2018). Service quality and attention to 

customers are an important part of the corporate culture which is reflected in the company's vision, mission, and values 

so that the company can implement superior service to customers and always measures the level of customer 

satisfaction and makes customers loyal to the company. The importance of awareness in providing superior service 

quality to create satisfaction and foster customer loyalty and accomplish objectives to survive in the competitive world 

of business (Kuntari et al., 2016; Hapsari et al., 2016). 

Consumers will also become loyal to a brand if consumers feel that using a brand will provide more value. 

Perceived value is described as a comparison between the costs (time, money, and energy) provided and the benefits 

received by the customer (Hapsari et al., 2016; Ha & Jang, 2010). Perceived value is a consumer assessment that is 

carried out by comparing the benefits/benefits to be received and sacrifice issued for a product (Ariyanti & Sri, 2014; 

Oh, 1999). Chen (2015) argues that the factors that drive customer loyalty are better captured from the consumer's 

perspective. Furthermore, it shows that the perceived value by customers has a significant influence on customer 

loyalty, and competition among service providers plays an intermediary role in the relationship between value and 

loyalty. According to Yang & Peterson (2004), customer value is a ratio of the benefits received by the customer with 

a sacrifice, and risk to get the products (goods and services) offered by the company. When the perceived value of the 

ratio perceived by customers for some economic sacrifices with the products offered by the company is not meeting 
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customer expectations, it will lead to a dissatisfied attitude. Conversely, if it equals or exceeds customer expectations, 

the customer will feel satisfied. Perceived value is understood as a construction configured by two parts, one of the 

benefits received (economic, social, and relationship) and one of the sacrifices made (price, time, effort, risk, and 

convenience) by the customer. The perceived value is only a trade-off between quality and price (Prameka et al., 2016). 

Value has a strong bond with perception because the benefits received and the costs sacrificed will influence the 

forming of perceived value (Adnyani & Sukaatmadja, 2019; Cronin Jr et al., 2000) 

Good service quality, as well as the good perceived value by consumers, will later encourage consumers to be 

satisfied with a brand. Consumer satisfaction is the level of consumer feelings after comparing with expectations. 

Consumers who are satisfied with the value provided by a product or service are very likely to become loyal customers. 

Consumer satisfaction is also related to the encouragement of society's demands for the increasing quality of service 

today (Lumbantobing & Priansa, 2018). Today, more companies believe that the key to winning the competition is to 

provide value and satisfaction to customers through the delivery of high-quality products and services at competitive 

prices (Solimun & Fernandez, 2018). 

Customer satisfaction has played a big role in market share as well as incorporate investment. Several theories 

explain how customer satisfaction is related to customer needs, where the customer will be satisfied once he is satisfied 

with the product offered to them. Many times customers have expectations for a given product. After purchasing a 

product, a customer will expect the new product to live up to his expectations. In a situation where the expectations 

for the product are not met, the customer will feel dissatisfied (Joudeh & Dandis, 2018; Udo et al., 2010). Customer 

satisfaction as a process is a comparative assessment between the services provided and the previous expectations that 

consumers have. The result is the final stage of satisfaction that comes from the experience while using the brand 

(Rahim, 2016; Sari & Giantari, 2020). 

When customers see a better product or service value, get a higher value, and feel satisfaction, they then form an 

intention to repurchase or become loyal. In this way, the consumer shows a commitment to one brand. Brand loyalty 

can be measured through positive word of mouth, customer satisfaction, brand trust, price sensitivity. Loyalty to certain 

consumer brands will remain unchanged if the brand is available forever (Rizwan et al., 2013). Today's customers have 

a greater understanding of brands and they will repurchase a certain product category if they feel that the product has 

the right characteristics, quality of service, and the right price. In addition, they do not move to other companies to 

purchase products. Likewise, if different brands are available at lower prices that are of higher quality, consumers will 

remain loyal to their particular brands (Ahmed et al., 2014). The importance of consumer loyalty today makes all 

companies that produce goods and services always trying to make consumers loyal to them (Ermayanti et al., 2015). 

Apart from some of the studies that have been described, some studies are different from the results of previous 

studies such as research conducted by Chinomona et al. (2014) found that perceived value does not have a positive and 

significant effect on loyalty. On the other hand, research conducted by Narotama (2019) found that service quality 

does not affect customer loyalty to a brand. Maisya et al. (2019) found that in their research consumers did not pay 

attention to the service quality of a company, so it was found that service quality did not affect brand loyalty. 

Because of the research gap on the effect of service quality and perceived value on customer loyalty, a solution is 

needed in the form of a mediating variable between service quality and perceived value on customer loyalty. The 

suitable mediation variable is customer satisfaction. Customer satisfaction is an important factor in determining 

customer loyalty. Customers who are satisfied with a brand will tend to be loyal to that brand and do not move to 

another brand. Customer satisfaction is a strong predictor of influencing customer loyalty (Leninkumar, 2016; Minh 

& Huu, 2016; El Adly, 2018). The use of mediation is supported by research by Joudeh & Dandis (2018); Yacoba et 

al. (2016); Fatima et al. (2018); and Solimun & Fernandes (2018) found that the satisfaction variable acts as a mediator 

between service quality and loyalty. As well as research conducted by Hapsari et al. (2016); Ashraf et al. 2018; 

Keshavarz & Jamshidi, 2018); Atmaja & Yasa (2020), who found that consumer satisfaction can mediate perceived 

value towards brand loyalty. Based on the background of the problem and the existence of a research gap, it is necessary 

to further investigate the role of consumer satisfaction in mediating the effect of service quality and perceived value 

on brand loyalty of Lion Air consumers in Denpasar City. 

 

Literature review 

 

Service quality 

 

Parasuraman et al. (1988) define service quality as a comparison between the service that consumers perceive and the 

service that consumers expect. If the service received or felt is as expected, it means that the service quality is good 
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and satisfying, but if the service received exceeds consumer expectations, then the service quality is perceived to be 

very good and quality. Conversely, if the service received is lower than expected, then the service quality is perceived 

to be bad. According to Hapsari et al. (2017), after customers receive superior service quality from service providers, 

their perception of the brand increases, and they usually consider repurchasing the service and recommending it to 

others. 

 

Perceived value 

 

Perceived value is a construct configured by two parts, one of the benefits received (economic, social, and relationship) 

and one of the sacrifices made (price, time, energy, risk, and convenience) by the customer. This study will focus on 

the perceived value in a service context. The perceived value is a trade-off between quality and price (Prameka et al., 

2016). Most of the definitions of perceived value describe value as a perception of what customers have received and 

what they have provided which is based on the customer's overall evaluation of store utility, products, and brand image 

(Nikhasemi et al., 2016, Yasa et al., 2020). For customers, to subscribe to a service continuously, they must feel some 

value in the product or service and with the delivery process and the image of the service provider or customer to feel 

the value, the benefits of enjoying the product or service, for example, the service provided must be more worth the 

price offered. In other words, the price must be worth the services offered (Omoregie, 2019; Kasiri et al. 2017). 

 

Customer satisfaction 

 

Customer satisfaction has played a big role in market share as well as incorporate investment. Research in the field has 

proposed several definitions of customer satisfaction. Many definitions focus on disconfirming all expectations. 

Several theories explain how customer satisfaction relates to customer needs, where a customer will be satisfied after 

he or she is satisfied with the product offered to them. Customer satisfaction can be defined as an individual's 

perception of either dissatisfaction or pleasure by comparing the perceived performance of a product concerning one's 

expectations (Leong et al., 2015). In a situation where the expectations for the product are not met, the customer will 

feel dissatisfied (Joudeh & Dandis, 2018; Melastri & Giantari, 2019). In a decision process, consumers will not stop 

at the consumption process. Consumers will carry out an evaluation process of their consumption. This is what is called 

a post-purchase or post-consumption alternative evaluation. The result of the post-consumption evaluation process is 

satisfaction or dissatisfaction with the consumption of a product or brand that has been done. 

 

Brand loyalty 

 

According to Tjiptono et al. (2012) say that customer loyalty is customer commitment to a brand, store, or supplier, 

based on a positive attitude and is reflected in consistent repeat purchases. One example of a positive attitude given by 

loyal customers includes repurchasing, trying to find products from one company even though they are far away, and 

also no longer considering other brands to buy other than those that are frequently purchased. Customer loyalty is a 

customer's intention to subscribe and recommend services to others and remain loyal to the organization (Hapsari et 

al., 2017; Permatasari & Yasa, 2020). In today's highly competitive business environment, customer loyalty is touted 

as the best approach to differentiate the business from competitors (Joudeh & Dandis, 2018) 

 

 

2   Materials and Methods 

 

The research design is an associative quantitative research that discusses the relationship between service quality 

variables, perceived value, customer satisfaction, and customer loyalty. The sampling technique used is the Non 

Probability Sampling technique with the purposive sampling method. The sample in this study is 128 respondents. 

Data were collected through a questionnaire with measurements using a 5-point Likert scale. This research variable 

construct adapts and modifies indicators from research conducted by Jiang & Zhang (2016), Hapsari et al. (2017), 

Joudeh & Dandis (2018), Omoregie (2019), Nikhasemi et al. (2016), and Leong et al. (2015). Responses of a sample 

of 128 have been tested using PLS-SEM modeling approach. 

 

The conceptual framework in this study is as follows: 



IRJMIS                  ISSN: 2395-7492     

Devi, A. A. D. T., & Yasa, N. N. K. (2021). The role of customer satisfaction in mediating the influence of service 

quality and perceived value on brand loyalty. International Research Journal of Management, IT and Social 

Sciences, 8(3), 315-328. https://doi.org/10.21744/irjmis.v8n3.1786 

319 

 
Figure 1. Research Conceptual Framework 

 

Effect of service quality on brand loyalty 

 

Research conducted by Leninkumar (2016) found that service quality has a significant positive effect on customer 

loyalty. This is in line with the research of Omoregie et al. (2019) who found that service quality has a positive and 

significant effect on customer loyalty. Research conducted by Chen & Liu (2017) and Ofori et al. (2018) found the 

same thing, service quality has a positive and significant effect on customer loyalty. Based on the research results that 

have been described, the following hypothesis can be formulated: 

H1: Service quality has a positive and significant effect on brand loyalty 

 

Effect of service quality on customer satisfaction 

 

Research conducted by Sari & Lestari (2019) found that service quality was proven to have a positive and significant 

effect on customer satisfaction. This study is in line with research conducted by Saleem & Raja (2014), Khan & Fasih 

(2014), and Rahim (2016) who found that service quality has a positive and significant effect on satisfaction. Based 

on the research results that have been described, the following hypothesis can be formulated: 

H2: Service quality has a positive and significant effect on customer satisfaction 

 

The effect of perceived value on brand loyalty 

 

Strong values that can be maximized by brands can create consumer loyalty, found in research conducted by Ramadhan 

& Siagian (2019) and Kusumawati & Rahayu (2019) which found that perceived value has a positive and significant 

effect on customer loyalty. This is in line with the research conducted by Nikhashemi et al. (2016) and Amelia & Keni 

(2019) who found that perceived value has a positive and significant effect on brand loyalty. 

H3: Perceived value has a positive and significant effect on brand loyalty 

 

The effect of perceived value on customer satisfaction 

 

Perceived value describes a consumer's opinion or mental assessment of the value of a product or service provided to 

them. Research conducted by Demirgunes (2015) found that perceived value has a positive and significant effect on 

customer satisfaction. This is in line with the research of Prameka et al. (2016), Rasoolimanesh et al. (2016) and 

Iskandar et al. (2015) who also found that perceived value has a positive and significant effect on customer satisfaction. 

Based on the research results that have been described, the following hypothesis can be formulated: 

H4: Perceived value has a positive and significant effect on customer satisfaction 
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The effect of customer satisfaction on brand loyalty 

 

Customers can be considered satisfied if the purchase made by consumers for a product given by the company exceeds 

their expectations. Research conducted by Leong et al. (2015), Prayoga et al. (2015), Saraswita & Yasa (2017), 

Famiyeh (2018), Budiarta & Fachira (2017), Pratiwi et al. (2019), Atmaja & Yasa (2020), Diputra & Yasa (2021), 

found a positive and significant influence between consumer satisfaction on brand loyalty. Based on the research results 

that have been described, the following hypothesis can be formulated: 

H5: Satisfaction has a positive and significant effect on brand loyalty 

 

The role of satisfaction mediates service quality on brand loyalty 

 

The indirect effect of consumer satisfaction in mediating service quality on brand loyalty is supported by research by 

Joudeh & Dandis (2018) and research conducted by Yacoba et al. (2016) found that the satisfaction variable acts as a 

mediator between service quality and loyalty. As well as research conducted by Fatima et al. (2018) and Solimun & 

Fernandez (2018) found that service quality is positively related to loyalty mediated through satisfaction. Based on the 

research results that have been described, the following hypothesis can be formulated: 

H6: Customer satisfaction can mediate the effect of service quality on brand loyalty 

 

The role of customer satisfaction mediates perceived value of brand loyalty 

 

The indirect effect of consumer satisfaction in mediating perceived value on loyalty is supported by research by Hapsari 

et al. (2017); Ashraf et al. (2018), and research conducted by Keshavarz & Jamshidi (2018) which found that consumer 

satisfaction is able to mediate perceived value of brand loyalty. Research conducted by Wantara (2018) also found that 

perceived value does not directly affect loyalty, but through satisfaction as a mediating variable. Based on the research 

results that have been described, the following hypothesis can be formulated: 

H7: Consumer satisfaction can mediate the effect of perceived value on brand loyalty 

 

 

3   Results and Discussions 

 

Data analysis 

 

Respondent characteristics 

 

The number of respondents is 128 peoples, consisting of 46 men and 82 women. The age of the respondents in this 

study was in the age range ≤ 20 years - ≥ 40 years, with details of ≤ 20 years amounting to 21 people, 21-30 years old 

totaling 64 people, 30-40 years totaling 27 people, and ≥ 40 years totaling 16 people. Respondents with the latest 

education at the high school level/equivalent are 38 people, 68 undergraduate and postgraduate students are 13 people, 

and others are 9 people. 

 

Instrument test results 

 

Validity and reliability test 

 

A research instrument is said to be valid if the value of the correlation coefficient is equal to or greater than 0.30. All 

variable instruments in this study have a correlation coefficient above 0.30, which means they have met the validity 

requirements of the instrument. A variable is said to be reliable if it has a Cronbach's Alpha (α) value above 0.70. The 

sample used to test the reliability of the instrument was 30 respondents. All variable instruments in this study had a 

Cronbach's Alpha (α) value above 0.70. This means that all instruments in this study are reliable 

 

3.1 Research Findings 

 

Evaluation of measurement model or outer model convergent validity 
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Evaluation of measurement models based on outer loading for reflective indicators is considered valid if it has a loading 

value above 0.70 and or t-statistic value above 1.96. Table 1 shows that all indicators have an outer loading value of 

more than 0.7, which can be concluded that the model in this study has fulfilled convergent validity. 

 

Table 1 

Results of convergent validity test 

 

 Outer Loading P value Remark 

X1.1 <- Service Quality 0.828 0,000 Valid 

X1.2 <- Service Quality 0.735 0,000 Valid 

X1.3 <- Service Quality 0.755 0,000 Valid 

X1.4 <- Service Quality 0.813 0,000 Valid 

X1.5 <- Service Quality 0.838 0,000 Valid 

X1.6 <- Service Quality 0.863 0,000 Valid 

X2.1 <- Perceived Value 0.896 0,000 Valid 

X2.2 <- Perceived Value 0.802 0,000 Valid 

X2.3 <- Perceived Value 0.821 0,000 Valid 

X2.4 <- Perceived Value 0.818 0,000 Valid 

M1.1 <- Customer Satisfaction 0.865 0,000 Valid 

M1.2 <- Customer Satisfaction 0.867 0,000 Valid 

M1.3 <- Customer Satisfaction 0.910 0,000 Valid 

M1.4 <- Customer Satisfaction 0.852 0,000 Valid 

Y1.1 <- Brand Loyalty 0.828 0,000 Valid 

Y1.2 <- Brand Loyalty 0.735 0,000 Valid 

Y1.3 <- Brand Loyalty 0.755 0,000 Valid 

Y1.4 <- Brand Loyalty 0.813 0,000 Valid 

Source: Primary data processed, 2021 

 

Discriminant validity 

 

Table 2 shows that all construct variables have relatively good discriminant validity because all construct variables 

have an average variance extracted (AVE) value greater than 0.50 and Cronbach Alpha value exceeding 0.60. 

 

Table 2 

Results of discriminant validity test 

 

Research 

Variables 
AVE 

Customer 

Satisfaction 

(M) 

Service 

Quality 

(X1) 

Loyalty 

(Y) 

Perceived 

Value (X2) 

Satisfaction (M) 0.761 1.000 0.794 0.756 0.790 

Service Quality 

(X1) 
0.651 0.794 1.000 0.757 0.760 

Loyalty (Y) 0.763 0.756 0.757 1.000 0.780 

Perceived Value 

(X2) 
0.697 0.790 0.760 0.780 1.000 

 

 

Composite reliability 

 

The construct reliability of the measurement model with reflective indicators can be measured by looking at the 

composite reliability value and reinforced by Cronbach's alpha value. The value of composite reliability and Cronbach's 

alpha is good if it has a value of > 0.60 (Ghozali, 2014). The following are the results of the instrument reliability 

research presented in Table 3. 
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Table 3 

Results of composite reliability test  

 

No. Variable 
Cronbach's 

Alpha 

Composite 

Reliability 
Remark 

1 Service Quality  0.892  0.918  Reliable 

2 Perceived Value  0.855  0.902  Reliable 

3 Customer Satisfaction 0.896 0.927 Reliable 

4 Customer Loyalty 0.897 0.928 Reliable 

 

Evaluation of the structural model or inner model 

 

Evaluation of the structural model or inner model is carried out to ensure that the structural model built is robust and 

accurate. Testing can be done by calculating the value of R square and predictive relevance (Q2). 

 

Table 4 

R-square 

 

Construct R-square 

Customer Loyalty 0,713 

Brand Loyalty 0,686 

Source: primary data processed, 2021 

 

In Table 4, it can be seen that the R-square value of the satisfaction variable is 71.3%. The variability of the satisfaction 

construct is explained by the variable service quality and perceived value. Likewise, with the loyalty variable with an 

R-square value of 68.6%, the loyalty variable is influenced by service quality, perceived value and satisfaction. To 

measure how well the observed value is generated by the model and also its parameter estimates, it is necessary to 

calculate the Q-square (Q2) as follows: 

 

Q2 = 1 – (1-R12) (1-R22) 

      = 1 – (1-0,7132) (1-0,6862)  

      = 1- (0,4916) (0,5294) 

      = 1- 0,260 

      = 0,74 

 

From the results of the above calculations, it can be concluded that the model has a value > 0, which is equal to 0.74 

or 74%. This shows that the model is good because it has a relevant predictive value, which is 74%. It can be concluded 

that the loyalty variable is explained by the variables of service quality, perceived value, and satisfaction by 74%, 

while the remaining 26% is explained by other variables outside the model. 
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Figure 2. Structural research model 

 

Testing the direct, indirect, and total effect between variables 

 

The mediation effect assessment criteria are based on the VAF value. If the VAF value is > 80%, the mediation variable 

is full mediation, if ≤ 20% VAF ≤ 80%, the mediation variable is partial mediation and if <20%, the mediation variable 

is not a mediator. The results of the indirect effect test can be presented in Table 5 as follows. 

 

Table 5 

Indirect effect and total variable effect and the calculation of the VAF value 

 

Variable 
Indirect Effect 

Coefficient t statistics P values 

Service Quality -> Brand Loyalty 0,104 2,385 0,017 

Variable Total Effect 

 0,389 4,780 0,000 

VAF -> Indirect effect / Total effect ( 

0,114/ 0,414 ) 
0,267   

 

Variable 
Indirect Effect 

Coefficient t statistics P values 

Perceived Value -> Brand Loyalty 0,100 2,198 0,028 

Variable Total Effect 

 0,484 5,871 0,000 

VAF -> Indirect effect / Total effect ( 

0,472/ 0,149) 
0,207   

 

Table 5 shows that the coefficient value of the direct influence between the variables of service quality and brand 

loyalty is 0.283. The addition of the satisfaction variable as a mediating variable has a different effect on the direct 

relationship between service quality and brand loyalty. The explanation of Table 5 shows that the VAF value obtained 

from the distribution of the coefficient of the indirect effect with the total effect is 0.267. This means that the role of 

satisfaction as a mediating variable is 26.7 percent. The mediation value of 26.7 percent is in the range of 20 percent 
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to 80 percent. It can be interpreted that these variables are classified as partial mediating variables. It can be concluded 

that the results in this study indicate that the satisfaction variable can partially mediate the relationship between service 

quality and brand loyalty. 

Furthermore, Table 5 shows that the coefficient value of the direct influence between the value perception variable 

and brand loyalty is 0.384. The addition of the satisfaction variable as a mediating variable has a different effect on 

the direct relationship between perceived convenience and repurchase intention. The explanation of Table 5 shows that 

the VAF value obtained from the distribution of the coefficient of the indirect effect with the total effect is 0.207. This 

means that the role of satisfaction as a mediating variable is 20.7 percent. The mediation value of 20.7 percent is in the 

range of 20 percent to 80 percent. 

It can be interpreted that these variables are classified as partial mediating variables. It can be concluded that the 

results in this study indicate that the satisfaction variable can partially mediate the relationship between perceived 

value and brand loyalty. 

 

3.2 Discussion  

 

Effect of service quality on brand loyalty 

 

The results of the analysis show that service quality has a positive and significant effect on brand loyalty. This means 

that the better the quality of service provided by the Lion Air airline, the higher the loyalty or loyalty of consumers in 

using the Lion Air brand as their preferred airline. This research is in line with research conducted by Leninkumar 

(2016); Chen & Liu (2017); Ofori et al. (2018) and Omoregie et al. (2019) who found that service quality has a positive 

and significant effect on brand loyalty. 

 

Effect of service quality on customer satisfaction 

 

The results of the analysis show that service quality has a positive and significant effect on customer satisfaction. This 

means that the better the quality of service that Lion Air can provide, and if it can exceed consumer expectations, of 

course, it will increase customer satisfaction. These results are in line with research conducted by Sari & Lestari (2019); 

Saleem & Raja (2014); Khan & Fluent (2014); Sanjaya & Yasa (2018); and Rahim (2016) who found that service 

quality has a positive and significant effect on customer satisfaction. 

 

The effect of perceived value on brand loyalty 

 

The results of the analysis show that perceived value has a positive and significant effect on brand loyalty. This means 

that the better the value felt by consumers after using Lion Air, the more loyalty will be. Great service quality, or has 

added value in the eyes of consumers certainly has effect on loyalty. Previous research that is in line with this research 

is research conducted by Ramadhan & Siagian (2019); Kusumawati & Rahayu (2019); Nikhashemi et al. (2016); and 

Amelia & Keni (2019). 

 

The effect of perceived value on brand satisfaction 

 

The results of the analysis show that perceived value has a positive and significant effect on customer satisfaction. The 

relationship between perceived value and customer satisfaction is when customers expect to receive benefits that are 

greater than the cost of each purchase made. When there are additional benefits that can be felt by consumers, purchases 

become more valuable and satisfaction will increase. Previous research that is in line with this research is research 

conducted by Demirgunes (2015); Iskandar et al. (2015); Prameka et al. (2016); Rasoolimanesh et al. (2016). 

 

The effect of satisfaction on brand loyalty 

 

The results of the analysis show that customer satisfaction has a positive and significant effect on brand loyalty. This 

means that the higher customer satisfaction, the more loyalty will increase. These results indicate that the hypothesis 

is accepted, so there is a positive and significant relationship between the satisfaction variables and brand loyalty. The 

higher customer satisfaction after using Lion Air airline services, the higher the consumer's desire to be loyal or become 

loyal Lion Air customers. These results are in line with research conducted by Prayoga et al. (2015), Putra et al. (2018), 
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Rasmiati & Yasa (2019), Carolina & Yasa (2019), and Natya et al. (2020), Diputra & Yasa (2021). Customers become 

loyal to a brand when customers are satisfied with the service they used. 

 

The role of customer satisfaction in mediating service quality on brand loyalty 

 

The results of the analysis show that customer satisfaction is able to mediate the effect of service quality on brand 

loyalty. This research supports research conducted by Joudeh & Dandis (2018); Yacoba et al. (2016); Fatima et al. 

(2018); and Solimun & Fernandez (2018) found that service quality is positively related to loyalty that is mediated 

through satisfaction. 

 

The role of consumer satisfaction in mediating value perceptions of brand loyalty 

 

The results of the analysis show that customer satisfaction can mediate the effect of perceived value on brand loyalty. 

This research is in line with research conducted by Hapsari et al. (2017); Ashraf et al. (2018); Keshavarz & Jamshidi 

(2018) who found that consumer satisfaction can mediate perceived value towards brand loyalty. Research conducted 

by Wantara (2018) also found that perceived value does not directly affect loyalty, but through satisfaction as a 

mediating variable. 

 

 

4   Implications, Limitations, and Future Research  

 

Implications 

 

The results of this study provide additional contributions to the existing literature, especially those related to service 

quality, perceived value, customer satisfaction, and brand loyalty. This study does not only examine the direct 

relationship between service quality and perceived value on brand loyalty. However, it also tests the indirect effect, 

namely through the customer satisfaction variable. The results of this study are expected to have implications for the 

management of the Lion Air airline company as a material for consideration and evaluation of consumer loyalty and 

the factors that influence it such as service quality, perceived value, and customer satisfaction. The managerial 

implication of this research is that this research is expected to provide information to companies that must be able to 

maintain the quality of services provided, provide added value to consumers so that consumers feel satisfied and get 

positive benefits when using Lion Air and will become loyal consumers of Lion Air. 

 

Research limitations and future research directions 

 

The research scope is limited to Denpasar City, so the results cannot be generalized to other areas. This research was 

only conducted at a certain period or cross-sectional, while the environment is dynamic, so it is hoped that this research 

can be carried out again in the future. This study is limited to only examining brand loyalty which is caused by service 

quality, perceived value, and customer satisfaction so that it cannot examine the factors outside of these variables in 

more depth. 
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