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Abstract 

The purpose of this study is to determine directly or indirectly the effect of service quality (X) on user 

satisfaction (Y) and loyalty of LAPAN's ICT users. The sample size of this study was 278 participants 

from a population of 1,191 LAPAN employees based on Slovin's formula, with an error of 6%. The 

data acquisition technique was performed by targeted sampling and proportional sampling, with data 

acquisition taking place in June 2021. Data analysis was carried out using the path analysis method. 

The results show that there is a positive and significant effect between service quality and user 

satisfaction. There is a positive and important effect between user satisfaction and user loyalty. There 

is a positive and important effect between the quality of service and the loyalty of the user. It also has 

a positive and important effect between service quality and loyalty through user satisfaction. It was 

found that H1: Service quality (X) has a direct positive and significant effect on user satisfaction (Y); 

H2: User satisfaction (Y) directly has a positive and significant effect on user loyalty (Z); H3: Service 

quality (X) has a direct positive and significant effect on user loyalty (Z); and H4: Service quality (X) 

does not indirectly have a positive and significant effect on loyalty (Z) through user satisfaction (Y). 

Keywords— Quality of service, Customer Satisfaction; Customer Loyalty, Path Analysis 

 

I. INTRODUCTION 

Quality of service is the degree of difference 

between user expectations and the performance 

of the service received (Lau et al., 2013).  The 

service quality reflects the comparison between 

the level of service delivered by the 

organization compared to user expectations 

(Pambudi et al., 2020). So service providers are 

required to be able to meet the needs desired by 

users (Erica & Rasyid, 2018). Meanwhile, user 

satisfaction is the user's perception of a need or 

desire that can be fulfilled (Zeithaml, 2000), as 

a feeling of pleasure or displeasure over the 

comparison of expectations with reality (Kotler 

& Keller, 2016). Satisfaction can be met from 

the performance that matches or even exceeds 

expectations (Erica & Rasyid, 2018), so that if 

user satisfaction is high, the level of user 

loyalty will also be high (Christopher H. 

Lovelock, 2007). User loyalty is a statement 

that they are satisfied with the level of service 

received, and intend to continue the relationship 

(Selnes, 1993), and utilize or use the service 

continuously and recommend to others 

(Christopher H. Lovelock, 2007). Therefore, 

service quality and service user satisfaction are 

an integral part of organizational goals (Erica & 

Rasyid, 2018), and have a very important role 

in efforts to improve service quality higher 

(Uzunboylu, 2016) so as to increase user loyalty 

(Foster, 2020). 

The National Institute of Aeronautics and Space 

(LAPAN) in carrying out its duties has used 

ICT by providing ICT services to all LAPAN 

employees as users to support research, 

development, study, and application in the field 

of aviation and space. The problem is that the 

ICT services provided by LAPAN are not 
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optimal because they still have shortcomings in 

their delivery. This is because there are several 

complaints submitted by users regarding the 

quality of services provided by LAPAN. This 

complaint indicates that there is a gap between 

the performance of the services provided and 

the user's expected interests. In the future, this 

complaint needs to be followed up so that it 

does not have a bad impact on LAPAN by 

evaluating and improving services to optimize 

the quality of the services provided. This 

condition is used as the basis for consideration 

and the importance of ICT services provided by 

LAPAN needs to be investigated to see if there 

is a significant influence between service 

quality and user satisfaction and user loyalty of 

ICT services provided by LAPAN. 

In this study, the pattern of the relationship 

between service quality and user satisfaction, 

and user loyalty will be measure using the Path 

Analysis method. This method is to check the 

magnitude of the contribution shown by the 

path coefficients on every path diagram of the 

causative relationship between service quality, 

user satisfaction, and user loyalty and their 

impact on user loyalty. within the analysis, the 

variable quantity affects the dependent variable, 

not solely directly however conjointly 

indirectly. Several researchers have succeeded 

in proving a significant influence between 

service quality, user satisfaction, and loyalty, 

among others: on passengers of PT. Sriwijaya 

Airline (Yayuk Abriyani Gani, 2021), 

applications on Bukalapak.com (Gupron, 2020), 

Commercial Banks in Vietnam (Nguyen et al., 

2020), E-Wallet (OVO) users (Foster, 2020), 

Case of Online Shopping in Pakistan (Khan et 

al., 2019), E-banking users (Basri, 2019), 

Online transportation service users in Jakarta 

(Erica & Rasyid, 2018), and Go-Jek users 

(Rasyid, 2017), In B2B Technology Service 

Industry (Huang et al., 2019), and users BPJS 

(Dewi, 2017). 

From these several studies, it can be seen that 

the research is mostly conducted on industries 

and banking which are profit-oriented and use 

indicators adapted from the results of previous 

studies. It is different in this study because it 

will be carried out at a non-profit government 

agency (LAPAN) and research related to this 

has never been done. In addition, the service 

indicators used are not only adapted from the 

results of previous research but have been 

elaborated and adapted to the main tasks carried 

out by LAPAN. 

Based on this, LAPAN needs to conduct 

research on ICT services provided by LAPAN. 

This study aims to determine whether there is a 

positive and significant effect between service 

quality and user satisfaction and user loyalty of 

LAPAN ICT services directly or indirectly. The 

research hypothesis proposed is H1: there is a 

positive and significant effect between service 

quality (X) and user satisfaction (Y); H2: there 

is a positive and significant effect between user 

satisfaction (Y) and user loyalty (Z); and H4: 

Service quality (X) indirectly has a positive and 

significant effect on loyalty (Z) through user 

satisfaction (Y). The benefits of this research 

are considered for LAPAN leaders to improve 

the quality of LAPAN ICT services following 

the interests and expectations of users. 

II. METHODOLOGY 

The data of this research is the perception of 

LAPAN employees are the use of LAPAN ICT 

services. Data collection by sending 

questionnaires to users in the form by a "google 

form".  The indicators used as question 

instruments for the performance of LAPAN 

ICT services in the questionnaire are arranged 

based on the Likert scale by giving the weight 

of the answers, namely very good (SB) answers 

are given a weight = 4, good (B) are given a 

weight = 3, not good (TB) are given weight = 2, 

and very not good (STB) given a weight = 1. 

The number of indicators on the research 

questionnaire, consisting of 18 indicators (Table 

1), namely: 13 indicators of service quality 

(Hirmukhe, 2012; Parasuraman et al., 2005; 

Stefano et al., 2015); 2 (two) indicators for user 

satisfaction (Kotler & Keller, 2016) and 3 

(three) indicators for user loyalty (Christopher 

H. Lovelock, 2007). 
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Table 1. Dimensions and Service Indicators 

Dimension Indicator Code 

Service Quality: 

The level of difference in user 

perceptions of expectations with the 

performance of the services received 

(Lau et al., 2013) 

• Tangible: Appearance of physical facilities, equipment, 

personnel and communication materials 

1. State-of-the-art physical facilities KL01 

2. Complete service facilities KL02 

3. Physical facilities are functioning well KL03 

• Reliability: The ability to perform the promised service 

reliably and accurately 
 

4. Services provided according to user needs KL04 

5. Reliability in dealing with problems KL05 

• Responsiveness: Willingness to help customers and 

provide prompt service 
 

6. Speed in handling service requests KL06 

7. Speed in responding to service problems KL07 

8. Speed in handling / fixing service problems KL08 

• Assurance: Combination of competence, courtesy, 

credibility and security 
 

9. Credibility in fostering user trust KL09 

10. Knowledge of service types KL10 

• Empathy: Combination of access, communication and 

understanding the customer 
 

11. Oriented to user needs KL11 

12. Paying attention to users KL12 

13. Understand user needs KL13 

User Satisfaction: 

The result of comparing feelings of 

pleasure or displeasure with expectations 

with reality (Kotler & Keller, 2016) 

14. The usefulness of the services provided to users KP01 

15. Suitability of services provided with user needs 

KP02 

User Loyalty: 

The statement is satisfied, utilizes the 

service continuously and recommends it 

to others  (Christopher H. Lovelock, 

2007) 

16. Intend to use the service LP01 

17. Saying positive things about using the service LP02 

18. Recommend to others to use the service 

LP03 

 

Testing data processing with the SPSS program 

(Priyatno, 2018). The instrument validity test 

was carried out by comparing the rcount value 

obtained from the Corrected Item-Total 

Correlation and the rtable obtained from a 

significant level (α) of 0.05 with a 2-sided test 

and sample (n) = 30. If rcount is greater than or 

equal to ttable then the indicator used as an 

instrument in the questionnaire is to be valid, 

whereas if the value of rcount is less than rtable, 

the indicator used as an instrument in the 

questionnaire is said to be invalid (Sugiyono, 

2016). The reliability test is carried out by 

looking at the Cronbach's Alpha value, ie if the 

Cronbach's Alpha value is greater than 0.7 then 

all indicators used as instruments in the 

questionnaire can be said to be reliable, and if 

the Cronbach's Alpha value is less than 0.7 then 

all indicators used as the instrument on the 

questionnaire is said to be unreliable (Ghozali, 

2016). 

The number of samples is 278 from a 

population of 1,191 LAPAN employees. The 

sampling technique used is purposive sampling, 

which is carried out with certain considerations 

and criteria that really depend on the research 

objectives. In addition, sampling is also carried 

out using proportional sampling which is very 
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dependent on the number of population so that 

it remains representative and fulfills the 

minimum sample size. In this study, the 

minimum sample size can be determined using 

the Slovin formulation with a margin of error of 

6% (Napitupulu, 2016) and the data collection 

period is 27-29 June 2021. 

Data analysis was carried out using the Path 

Analysis method. The concept of path analysis 

is presented in Figure 1, where service quality 

(X) influenced user satisfaction (Y), user 

loyalty (Z) is influenced by user satisfaction 

(Y), and user loyalty (Z) can be influenced 

directly or indirectly. by service quality (X). 

The error variable (e) is another variable 

outside of service quality (X) that is likely to 

affect user satisfaction (Y) and user loyalty (Z) 

by 𝑒 = √1 − R Square. Positive or negative 

influence is determined from the value of Beta 

(β), if Beta (β) is positive then the variable has a 

positive effect and if Beta (β) is negative then 

the variable has a negative effect. The 

significant or insignificant effect is determined 

from the t value and significant value, if the 

tcount > ttable or the value of Sig. < 0.05 then 

the variable has a significant effect if the value 

of tcount < ttable or the value of Sig. > 0.05 

then the variable has no significant effect. The 

magnitude of the variable contribution is 

determined from the R Square value of the 

variable. 

 
Figure 1. Path Analysis Diagram Concept 

Source: (Aryani & Rosinta, 2010; Rofiah & 

Wahyuni, 2017; Sasono et al., 2021; Umah, 

2018; Yang & Peterson, 2004). 

From Figure 1, the research hypothesis 

proposed is H1: there is a positive and 

significant effect between service quality (X) 

and user satisfaction (Y); H2: there is a positive 

and significant effect between user satisfaction 

(Y) and user loyalty (Z); H3: there is a positive 

and significant effect between service quality 

(X) and user loyalty (Z); and H4: there is a 

positive and significant effect between service 

quality (X) and loyalty (Z) through user 

satisfaction (Y). 

III. RESULTS AND DISCUSSION 

Respondent Demographics 

The research data consisted of 278 respondents, 

with the majority 61.2% male and the rest 

female; 39.9% were between 20-30 years old 

and the rest were of other ages; 60.1% have S1 

education and the rest have other education 

(Table 2). 

Table 2. Respondents Demographic Profile 

Aspek Category Respondents (n=278) Frequency Percentage 

Gender 
Male 170 61.2 

Female 108 38.8 

Age 

20-30 years old 111 39.9 

31-40 years old 84 30.2 

41-50 years old 44 15.8 

51-60 years old 36 12.9 

61-70 years old 3 1.1 

Educational 

High school / Diploma 14 5.0 

Bachelor (S1) 167 60.1 

Magister (S2) 81 29.1 

Doctor (S3) 16 5.8 

Source: Primary data processed, 2021 

Validity and Reliability Test 

The results of the instrument validity test of the 

questionnaire obtained that the rcount value was 

in the interval between 0.762 to 0.894 (Table 

3). Because the rcount value is greater than the 

rtable value (=0.3610), all indicators used as 
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instruments in the questionnaire on LAPAN 

ICT services are declared valid and significant 

(Sugiyono, 2018). Meanwhile, the results of the 

reliability test obtained Cronbach's Alpha value 

of 0.978 (Table 4). Because the value of 

Cronbach's Alpha > 0.70 all instrument 

variables in the questionnaire were declared 

reliable (Basri, 2019). From the results of the 

validity and reliability tests for LAPAN ICT 

service indicators, it can be said to be valid and 

reliable. Therefore, the indicators used as 

instruments in the questionnaire are very 

accurate for measuring LAPAN's ICT services 

in this study (Table 4). 

Table 3. Validity Test Results 

Dimension Code 

Corrected Item-

Total Correlation 

(rhitung) 

Categor

y 

Service 

Quality 

KL01 .823 Valid 

KL02 .831 Valid 

KL03 .843 Valid 

KL04 .835 Valid 

KL05 .762 Valid 

KL06 .806 Valid 

KL07 .869 Valid 

KL08 .887 Valid 

KL09 .848 Valid 

KL10 .796 Valid 

KL11 .828 Valid 

KL12 .801 Valid 

KL13 .894 Valid 

User 

Satisfaction 

KP01 .869 Valid 

KP02 .866 Valid 

User 

Loyalty 

LP01 .821 Valid 

LP02 .821 Valid 

LP03 .831 Valid 

Source: Primary data processed, 2021 

 

Table 4. Reliability Test Results 

Reliability Statistics 

Cronbach's Alpha N of Items 

.978 18 

Source: Primary data processed, 2021 

 

Discussion 

The results of the path analysis test of service 

quality (X) on user satisfaction (Y) and user 

loyalty of LAPAN ICT services (Z) it can be 

seen that the Beta coefficient value, tcount 

value, and significant level are as shown in 

Table 5. Meanwhile, from the path analysis 

model, the pattern is known. Causal relationship 

between service quality (X) on user satisfaction 

(Y) and loyalty of LAPAN ICT service users 

(Z) as shown in Figure 2. 

 

Table 5. Path Analysis Test Results 

Hypothesis 

Testing 

Standardized 

Coefficients (Beta) 
t Sig. Information 

R 

Square 

H1: X Against Y .774 20.304 .000 Significant .599 

H2: Y Against Z .674 15.148 .000 Significant .454 

H3: X Against Z .744 18.476 .000 Significant .553 

Source: Primary Data processed, 2021 

 
Figure 2. Path Analysis Model 

Source: Primary Data processed, 2021 

 

From the results of the path analysis test and the 

path analysis model of service quality on user 

satisfaction and user loyalty, the research 

hypothesis testing is explained as follows: 

1. H1: There is a significant positive impact 

between service quality (X) and user 

satisfaction (Y) 

The null hypothesis (H0) states that there is no 

positive and significant effect between service 

quality (X) and user satisfaction (Y), and the 

alternative hypothesis (H1) states that there is a 

positive and significant effect between service 
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quality (X) and user satisfaction (Y). Because 

the Beta coefficient value (β=0.774) is positive, 

and the ttable (=1.972) is smaller than tcount 

value (=20.304) and the significant level (= 

0.000) is fewer than 0.05, then H0 is rejected 

and H1 is accepted. It is a positive and 

significant effect between service quality (X) 

and user satisfaction (Y) directly. The 

magnitude of the contribution given by service 

quality to user satisfaction (R Square) is 59.9% 

and the rest is influenced by other factors 

outside of service quality that may affect user 

satisfaction by (e1)=√(1-R Square) = 0.802. 

This means that if the quality of ICT services 

provided by LAPAN increases, the satisfaction 

of LAPAN ICT service users will be higher, on 

the contrary, if the quality of ICT services 

provided by LAPAN is not good, then the 

satisfaction of LAPAN ICT service users will 

decrease. This is even more convincing if the 

quality of the services provided greatly 

determines the level of satisfaction of LAPAN 

ICT service users based on end-user 

perceptions. In fact, the perception of 

respondents in this study shows that the quality 

of ICT services provided by LAPAN directly 

affects user satisfaction. This condition further 

proves that service providers are indeed 

required to be able to meet the needs desired by 

users (Erica & Rasyid, 2018). In this study, the 

satisfaction of users of ICT services is 

influenced by several factors, including (a) the 

service facilities provided are up-to-date, 

complete, and functioning well, so that when 

users use these facilities they feel comfortable 

and satisfied; (b) the ability of employees to 

provide prompt and timely services as 

promised; (c) the speed of employees in 

handling requests and responding to service 

problems; (d) the ability of employees to 

communicate and pay attention to all users; and 

(e) the services provided are oriented to the 

needs of service users. The results of this study 

are consistent with the results of research 

conducted by previous researchers, who 

confirmed that service quality affects service 

user satisfaction (Basri, 2019; Chang & Thai, 

2016; Dewi, 2017; Erica & Rasyid, 2018; 

Foster, 2020; Huang et al., 2019; Maharsi et al., 

2021; Normasari, 2013; Nugroho, 2014; Pereira 

et al., 2016; Purwanti et al., 2014; Rasyid, 

2017; Rofiah & Wahyuni, 2017; Santoso & 

Kusnilawati, 2020; Sasono et al., 2021; 

Wardana & Sriwidodo, 2015; Wendha et al., 

2013; Yayuk Abriyani Gani, 2021). On the 

other hand, the results of this study also 

contradict previous research, which confirmed 

that service quality does not affect service user 

satisfaction (Krishna Naik et al., 2010; Pambudi 

et al., 2020). 

2. H2: There is a significant positive impact 

between user satisfaction (Y) and user 

loyalty (Z) 

In this test, the null hypothesis (H0) states that 

there is no positive and significant effect 

between user satisfaction (Y) and user loyalty 

(Z), and the alternative hypothesis (H1) states 

that there is a positive and significant effect 

between user satisfaction (Y) and user loyalty. 

(Z). Because the Beta coefficient value 

(β=0.674) is positive, and the ttable (=1.972) is 

smaller than tcount value (=15.148) and the 

significant level (= 0.000) is fewer than 0.05, 

then H0 is rejected and H1 is accepted. It is  a 

positive and significant effect between user 

satisfaction (Y) and user loyalty (Z) directly. 

The magnitude of the contribution given by 

user satisfaction to user loyalty (R Square) is 

45.4% and the rest is influenced by other 

factors other than user satisfaction which may 

affect user loyalty by (e2)=√(1-R Square) = 

0.817. 

It can be said that the better the satisfaction of 

users of ICT services provided by LAPAN, the 

loyalty of users of LAPAN ICT services will 

increase, on the contrary if the satisfaction of 

users of ICT services provided by LAPAN is 

not good, the loyalty of users of LAPAN ICT 

services will decrease. 

This further confirms that user satisfaction is 

one of the factors that support the increase in 

user loyalty of ICT services provided by 

LAPAN based on end-user perceptions. Based 

on the perception of respondents in this study, it 

shows that user satisfaction directly affects the 

loyalty of users of ICT services provided by 



3089                                                                                                                                                      Journal of Positive School Psychology 

 

© 2022 JPPW. All rights reserved 

LAPAN. This happens because the ICT 

services provided by LAPAN have provided 

benefits and are in accordance with the 

expected needs of users so that they are 

satisfied. In this study, the service user 

satisfaction indicator that contributes the most 

in supporting the creation of user loyalty is the 

use of LAPAN ICT services. The creation of 

user loyalty can also form recommendations 

and information from individuals to other (word 

of mouth) (Erica & Rasyid, 2018), because they 

intend to reuse LAPAN ICT services which are 

profitable. 

This condition is not much different from the 

opinion of researchers who say that user 

satisfaction affects user loyalty On the other 

hand, these conditions are very different and 

contradict the opinion which says that user 

satisfaction has no effect on service user loyalty 

(Mutmainnah, 2018; Pereira et al., 2016). 

3. H3: There is a significant positive impact 

between quality of service (X) and loyalty 

(Z). 

In this test, the null hypothesis (H0) shows no 

positive significant effect between quality of 

service (X) and user loyalty (Z), and the 

alternative hypothesis (H1) is positive during 

service. Indicates that there is a significant 

effect of. Quality (X) and user loyalty. (Z).  

Because the Beta coefficient value (β=0.744) is 

positive, and the ttable (=1.972) is smaller than 

tcount value (=18.476) and the significant level 

(= 0.000) is fewer than 0.05, then H0 is rejected 

and H1 is accepted. It is a positive and 

significant effect between service quality (X) 

and user loyalty (Z) directly. The magnitude of 

the contribution given by service quality to user 

loyalty (R Square) is 55.3% and the rest is 

influenced by other factors outside of service 

quality that may affect user loyalty by (e1)=√

(1-R Square) = 0.802. 

These results indicate that the better the quality 

of ICT services provided by LAPAN, the 

loyalty of users of LAPAN's ICT services will 

increase, on the contrary if the quality of ICT 

services provided by LAPAN is not good, the 

loyalty of users of LAPAN's ICT services will 

decrease. This is more convincing if the quality 

of ICT services provided by LAPAN is very 

supportive and determines the level of loyalty 

of users of ICT services provided by LAPAN 

based on the perceptions of end users. So the 

respondent's perception of service quality is 

directly significant to the loyalty of users of 

ICT services provided by LAPAN. In fact, the 

perception of respondents in this study states 

that the quality of ICT services provided by 

LAPAN directly affects user loyalty. Service 

quality and user satisfaction are an integral part 

of organizational goals (Erica & Rasyid, 2018) 

so higher service quality enhancements 

(Uzunboylu, 2016) will increase user loyalty 

(Foster, 2020). In this study, this happens 

because: (a) the service facilities provided are 

up-to-date, complete and functioning well, so 

that when users use them they feel comfortable 

and satisfied; (b) the ability of employees to 

provide prompt and timely services as 

promised; (c) speed of employees in handling 

requests and responding to service problems; 

(d) the ability of employees to communicate 

and pay attention to all users; and (e) the 

services provided are oriented to the needs of 

service users. 

The condition of the quality of the services 

provided is able to encourage or increase user 

loyalty by intending to use ICT services again 

and say positive things about using ICT 

services and recommending others to use the 

services provided by LAPAN. In this study, the 

service quality indicator that contributes the 

highest in supporting the creation of user 

loyalty is users who intend to use ICT services 

again. This condition strongly supports the 

opinion of researchers who assert that service 

quality affects user loyalty (Basri, 2019; Chen, 

2012; Dewi, 2017; Erica & Rasyid, 2018; 

Foster, 2020; Normasari, 2013; Nugroho, 2014; 

Pereira et al., 2016; Purwanti et al., 2014; 

Rasyid, 2017; Sasono et al., 2021; Wardana & 

Sriwidodo, 2015; Wendha et al., 2013; Yayuk 

Abriyani Gani, 2021). On the other hand, this 

condition is contradictory to the opinion, which 

asserts that service quality has no effect on 

service user loyalty (Laurent, 2016). 
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4. H4: There is a significant positive impact 

between quality of service (X) and loyalty 

(Z) through user satisfaction (Y). 

Table 5, we can see that the influence of service 

quality (X) directly or indirectly on user loyalty 

(Z) through user satisfaction (Y). The value of 

the beta coefficient (β) for the direct influence 

of service quality (X) on the loyalty of LAPAN 

ICT service users (Z) is 0.774. 

The value of the Beta coefficient (β) for the 

influence of service quality (X) indirectly on 

user loyalty (Z) through user satisfaction (Y) is 

the multiplication of the Beta value (β) of 

service quality (X) on user satisfaction (Y) with 

the value of Beta (β) user satisfaction (Y) on the 

loyalty of LAPAN ICT service users (Z), which 

is 0.774 x 0.674 = 0.522. From Table 5, because 

the Beta () value on the direct influence of 

service quality (X) on the loyalty of LAPAN 

ICT service users (Z) is 0.774, which is greater 

than the Beta (β) value, the indirect effect is 

0.552, then H4 is accepted. This means that 

there is no positive and significant effect 

between service quality (X) through user 

satisfaction (Y) on the loyalty of LAPAN ICT 

service users (Z). This condition further 

strengthens and at the same time supports the 

opinion of researchers who assert that there is 

no positive and significant effect between 

service quality (X) through user satisfaction on 

the loyalty of LAPAN ICT service users (Z) 

(Hilmawan & Suryani, 2014; Laurent, 2016; 

Rofiah & Wahyuni, 2017; Umah, 2018; 

Wardana & Sriwidodo, 2015). On the other 

hand, this condition is very different and 

contradicts the opinion of researchers who 

assert that there is no positive and significant 

effect between service quality on user loyalty 

through user satisfaction (Caruana, 2002; Chia 

et al., 2021; Erica & Rasyid, 2018; Foster, 

2020; Mardikawati & Farida, 2013; Rasyid, 

2017; Sasono et al., 2021; Yayuk Abriyani 

Gani, 2021). 

Table 6. Direct and Indirect Effects 

Effect of X on Z 
Direct 

Effect 

Indirect Effect 

(Through User 

Satisfaction) 

Information Conclusion 

Quality of Service 

(X) to User 

Loyalty (Z) 

0,774 0,522 

Direct Effect 

(0.774) > Indirect 

Effect (0.522) 

User Satisfaction is not 

an intervening variable 

Source: Primary Data processed, 2021 

IV. CONCLUSION 

From the analysis of the effect of service 

quality (X) on user satisfaction (Y) and user 

loyalty of LAPAN ICT services (Z), it was 

found that H1: Service quality (X) has a direct 

positive and significant effect on user 

satisfaction (Y). This shows that high service 

quality will have an impact on high user 

satisfaction for LAPAN ICT services; H2: User 

satisfaction (Y) directly has a positive and 

significant effect on user loyalty (Z). This 

shows that increased user satisfaction, 

especially due to high service quality, will 

create an increase in user loyalty for LAPAN 

ICT services; H3: Service quality (X) has a 

direct positive and significant effect on user 

loyalty (Z). This shows that high service quality 

will create an increase in the loyalty of LAPAN 

ICT service users; and H4: Service quality (X) 

does not indirectly have a positive and 

significant effect on loyalty (Z) through user 

satisfaction (Y). This shows that user 

satisfaction is not an intervening variable of 

service quality on user loyalty of LAPAN ICT 

services. 
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