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Ananta Budhi Danurdara (Indonesia), Anwari Masatif (Indonesia)

ASSESSING THE CUSTOMER
EXPERIENCE QUALITY

AND CUSTOMER LOYALTY:
THE MEDIATING ROLE

OF CUSTOMER SATISFACTION

Abstract

Customer loyalty must be maintained and improved by the firm, including the hospi-
tality sector. Customers determine the sustainability and the firm success. The research
aims to examine the mediating role of customer satisfaction in the relationship be-
tween customer experience quality and customer loyalty in the Indonesian hospitality
industry. Customer satisfaction is the variable that will be assessed as an intervening
variable. The research method uses a quantitative approach. Respondents in this study
were customers who had ever stayed at hotels, both 1, 2, 3, 4, 5 star hotels and non-star
hotels. A total of 215 respondents filled out questionnaires via online survey or Google
Forms. The study was conducted in March-April 2023. The collected data were ana-
lyzed using SMART SEM PLS. The study’s findings demonstrate that customer satisfac-
tion affects customer loyalty, customer experience quality is positively and significantly
correlated with customer loyalty, and customer satisfaction drives loyalty. Customer
experience quality (3 = 0.394, p < 0.001), and customer satisfaction (£ = 0.440, p <
0.000) positively affect customer loyalty. Customer experience quality (3 = 0.892, p <
0.000) positively affects customer satisfaction. The mediating role of job satisfaction
between customer experience quality and customer loyalty (8 = 0.393, p < 0.000) has
a significant positive effect. This means that job satisfaction has a very good role in in-
creasing customer loyalty. Adding variables to the research model for future research is
recommended. The originality or value of this study offers an original insight into how
customer experience quality affects customer loyalty by using customer satisfaction as
mediation in the model.

Keywords customer loyalty, customer experience quality, customer
satisfaction
JEL Classification M31, M38, 732

INTRODUCTION

The hotel sector has become part of the tourism industry sector, which
has a role in the Indonesian economy (Sosianika et al., 2021). However,
the presence of COVID-19 presents a challenge for the hotel industry
to grow and thrive. The emergence of COVID-19 affects the decline in
the performance of the hospitality industry in Indonesia (Diayudha,
2020). Lately, the COVID-19 epidemic has slowed the growth of the
world economy. The number of COVID-19 patients continued to fall
from the end of 2021 to the beginning of 2022, but this is insufficient
for businesses to repay the losses incurred during the epidemic. To re-
cover performance, the firm must work hard and develop an effective
strategy (Nasution et al., 2022).

A decrease in customer loyalty will affect a decrease in the perfor-
mance of the hospitality business. The data revealed that the star-rated
hotels sector in Indonesia in 2022 represented 72.8% of all occupied
hotel rooms. However, the decline from 93.4 million in 2017 to 58.8
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million in 2022, indicating an overall yearly growth rate of -8.8%. During that time frame, the number
of room nights sold at non-classified hotels decreased from 51.2 million in 2017 to 22 million in 2022
(https://www.hotelier-indonesia.com).

Even though the hotel industry has experienced a decline in performance as a result of COVID-19,
there is still an opportunity to develop and grow. The hotel sector is primarily concerned with provid-
ing services. Of course, the customer is responsible for running the firm. Hapsari et al. (2020) stated
that creating loyalty from customers is a significant factor in the area of service marketing study. One
of the advantages of a loyal customer is that the customer will positively promote the hotel to others.
According to Bowen and Chen (2001), loyal guests will also help promote the hotel. They will produce
extensive word-of-mouth, offer to others, and take part in advisory boards. Bian et al. (2019) state that
competition is something that cannot be avoided. The company and the customer significantly con-
tribute to marketing performance (Morris & Carter, 2005). Customer satisfaction affects the loyalty of
customers (Bowen & Chen, 2001). Organizational strength and adaptability can determine customer
satisfaction and can establish cognitive legitimacy, which ultimately results in loyalty (Nagy & Kacmar,
2013). Customer experience also plays a crucial role in fostering loyalty (Hapsari et al., 2024). Every con-
sumer must have experienced an experience while visiting a hotel. Rohman et al. (2023) discovered that
experience does not greatly impact loyalty. In this study, customer satisfaction is examined as media-
tion in the influence of customer experience quality on loyalty. Satisfaction mediates the effect of service
quality and customer loyalty (Sitorus & Yustisia, 2018). This research is important to conduct to increase
customer loyalty, thereby contributing to the company’s success. Thus, through customer satisfaction,
this study evaluates the impact of customer experience quality on customer loyalty in the hotel industry

in Indonesia.

1. LITERATURE REVIEW

AND HYPOTHESES

Customer loyalty in the hospitality industry plays
a very important role. Without customers, the hos-
pitality industry will experience difficulties in car-
rying out its operations. Customer loyalty shows as
customers’ behavior revisits or repurchases as a posi-
tive experience from a customer in the past for the
service they received. Customer loyalty can be ex-
plained as consumer behavior and attitudes toward a
specific buying activity. Consumer loyalty is a signif-
icant aspect of winning the competition (Nasution
et al.,, 2022). Ivankovi¢ et al. (2010) noted that the
hospitality market is highly competitive. As a result,
improving customer happiness is essential for boost-
ing the loyalty of customers. A strong will to con-
tinuously repurchase the desired service from the
same source despite external factors and rival mar-
keting campaigns is called customer loyalty. Rua et
al. (2020) claimed that customer loyalty has a signifi-
cant role in a business’s revenue since customers who
are loyal to a brand would continue to purchase from
it and suggest it to their partners. One more crucial
component of loyalty is the existence of support for
a product or service that is manifested in the com-
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munication of a person’s positive experience. One of
the strongest forms of persuasion is someone’s word.
Recommendations of a product or service from a
customer to another person are a reflection of the
high level of customer loyalty (Saputra et al., 2023).

Hotel guests who have high loyalty will come, and
revisit the hotel. The desire of customers to stick
with a company is known as customer loyalty, and
it develops when there is a high degree of dedica-
tion and repeat business (Rasouli & Vazifehdoost,
2014). Stading and Johnson (2012) stated that the
best condition in a buyer-seller partnership is client
loyalty. Arvanitis (2010) states that customer loyalty
is a recognized business indicator among executives.
According to Bian et al. (2019), loyalty is demonstrat-
ed as a positive view and a consumer’s attachment
that is based on liking the brand, being familiar with
the brand, and taking pride in being a user of a specif-
ic brand, as well as consumers consistently purchas-
ing that brand, as evidenced by their commitment
to continue using it. Parasuraman et al. (1985) assert
that the presence of provider-customer interactions
and the increased perceived risk brought on by the
service’s features make customer loyalty more preva-
lent in the service industry.
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A positive customer experience will affect custom-
er satisfaction itself. Customer experience is the
satisfaction or experience that a customer receives
from a service in every transaction, the customer
or client expects good service. Senjaya et al. (2013)
define customer experience as the aggregate of
all occurrences that the client is aware of. Yulian
(2002) characterizes the benefits that customers
derive from the ease with which they can acquire
goods or services, either directly or indirectly, as
service quality. Rua et al. (2020) stated that con-
sumer satisfaction is tied to the quality of products
and services. Nasution et al. (2022) demonstrate
the positive correlation between loyalty and satis-
faction of the experience.

Customer satisfaction shows the level of satis-
faction received by customers, in this case, hotel
customers, after comparing the service received
with the customer’s expectations. Customer sat-
isfaction is the level of feeling a consumer has
after comparing what he or she expected with
the results obtained from his or her experience
(Agustiono et al., 2022). Satisfaction is one of the
determinants of customer loyalty (Chotisarn &
Phuthong, 2025). A service-focused strategy is a
critical success factor in today’s fiercely competi-
tive e-environment. A corporation must provide
outstanding service experiences to its clients so
that they will repurchase and remain loyal to the
firm (Tran et al., 2021). Hotel employees are the
leading source of both satisfaction and dissatis-
faction with hotel services (Lagiewski & Perotti,
2023).

Customer service experience affects attitudes,
loyalty, and perceived value (Dongyun et al,
2019). The findings of Curry and Gao (2012) dem-
onstrate the strong correlation between loyalty
and service excellence Furthermore, repurchase
intentions of customers are positively influenced
by the customer’s level of satisfaction as well as
the level of the services they received, customer
satisfaction has a much greater effect on loyalty
than service excellence. Experience is a sensation
felt while using a product, as well as an affective
response based on consumers’ feelings or emo-
tions, such as whether they like the services and
products provided. In short, not only the service
and product quality but also the impression cre-
ated when using the goods, can provide clients
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with a fulfilling experience. If the background is
nice and cheerful, consumer satisfaction will rise
(Huddin et al., 2024).

Several previous studies have found that expe-
rience and satisfaction influence customer loy-
alty. Research findings of Harzaviona and Shah
(2020) demonstrate that there is a relationship be-
tween guest satisfaction and loyalty of the guest.
According to Sureshchandar et al. (2002), cus-
tomer satisfaction and service quality are tightly
associated. Aside from that, additional research
indicates that customer satisfaction predicts cus-
tomer loyalty in a favorable and significant man-
ner. A systematic literature review study accom-
plished by Utami et al. (2023) indicates that there
are still many studies and research being done
on the connection between customer loyalty and
happiness for both goods and services. Numerous
empirical explanations from the literature review
demonstrate that customer loyalty and customer
satisfaction are positively and significantly corre-
lated. Senjaya et al. (2013) demonstrated that the
five characteristics of experience quality (acces-
sibility, competence, helpfulness, customization,
and value for time) have a highly significant effect
on customer satisfaction. It has been suggested
that unforgettable brand experiences influence
customer behaviors that impact customer loyalty
(Jung & Baloglu, 2025).

Therefore, this work aims to assess customer ex-
perience quality and customer loyalty through
customer satisfaction in the Indonesian hospital-
ity industry. After reviewing the literature, the fol-
lowing hypotheses were developed :

HI: Customer experience quality influences cus-
tomer satisfaction.

H2:  Customer experience quality influences cus-
tomer loyalty.

H3: Customer satisfaction influences customer
loyalty.

H4: Customer satisfaction mediates the influ-

ences of customer experience quality on cus-
tomer loyalty.

The conceptual framework is shown in Figure 1.

http://dx.doi.org/10.21511/im.21(2).2025.20
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Figure 1. Conceptual framework
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customer loyalty in the Indonesian hotel sector. 9
Furthermore, how customer experience quality en-
hances customer loyalty, both directly and indirectly
through customer satisfaction. The approach taken
in this study is quantitative. This study focuses on the
causal relationship between exogenous variables and
endogenous variables. The survey method is used to
collect the data. In this study, the researchers chose
quantitative design as a suitable method to use in
the research process. In this study, the Partial Least
Squares (PLS) data analysis technique was used. The
software used is SmartPLS version 3.

AryedutaHotel

Mason pine

2.1. Participants

The population of this research is hotel guests in
Indonesia. Purposive sampling is used as a sam- 29
pling technique based on specific criteria and has
a strong correlation with customers in the hotel
sector. The respondents in this study include ho- '33 | Samudrabeach hotel
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and non star hotel. Data were collected through
a questionnaire via online (Google Forms). A to-
tal of 215 respondents filled out questionnaires 33
via Google Form. Therefore, this study has 215 re- 39 :le-MeridienJakarta
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Google Forms began on March 21, 2023 to April
4, 2023. Based on the data collected, respondents
were customers from various hotels (see Table 1).
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2.2. Measures

This study includes three variables: customer ex-
perience quality, customer satisfaction, and cus-
tomer loyalty. Customer experience quality is the
customer experience in receiving service from the
hotel. Customer experience quality uses twelve in-
dicators (Wong & Sohal, 2003), such as freedom to
choose hotel attributes, service/communication in
the hotel room, process and Fast Service, customer
needs provide by the hotel quickly, hotel under-
stand the customer’s situation, the hotel staff was
very flexible, hotel employees proactive, the hotel
is safe and good, employees have good skills, the
hotel has good protection and security, hotels pro-
vide convenience for customers, the need always
available, fulfill customer expectations.

Customer loyalty shows the loyalty indicated by
customers towards the hotel. Customer loyalty
uses six indicators, adopted from Tabaku and
Kruja (2019), such as often staying at the hotel,
revisiting, sharing positive about the hotel, rec-
ommending to others, being a guest in the ho-
tel even the price increase, and being a guest for
many years. Customer satisfaction shows the sat-
isfaction with the products and services received

Table 2. Construct and measurements

by customers from the hotel. Customer satisfac-
tion using nine indicators (Haruna & Osa-Afiana,
2022; Tabaku & Kruja, 2019), such as physical fa-
cilities, hotel room equipment, timeliness of hotel
services, behavior, and attitude, the cleanliness of
the hotel, the hotel payment method, price given
by the hotel, the accuracy of hotel services, inter-
action with the hotel.

3. RESULTS

3.1. Measurement models

Finding the accuracy of the indicators used to
measure latent variables — in this case, customer
experience quality, customer satisfaction, and
customer loyalty — in the Indonesian hospitality
sector is the goal of the research variable measure-
ment model. Cronbach’s alpha and composite reli-
ability are two techniques that can be used to as-
sess reliability in PLS. Cronbach’s alpha measures
the dependability of a construct, whereas compos-
ite reliability measures the overall reliability of a
construct. The measurement test is carried out by
looking at the Composite Reliability value > 0.70
(Ghozali, 2005).

Variables

Indicators

| have often stayed at this hotel

i | plan to come back to this hotel in the future

Customer loyalty
(Tabaku & Kruja, 2019)

i have shared positive things about this hotel with other people
: | would recommend this hotel to others

i Even if the hotel increases the price, | will still be a guest of this hotel
i | have been a guest of this hotel since many years ago

Customer experience quality
(Wong & Sohal, 2003)

| have the freedom to choose from many choices of hotel attributes

i There is a service/communication in the hotel room that can be used when customers need
i service

Process and Fast Service
What | need is provided by the hotel quickly

: The hotel | stayed at can understand the customer’s situation
i The hotel staff was very flexible in dealing with me and met my needs well

Hotel employees proactively keep customers up to date
The hotel is safe and good

i Hotel employees have good skills
: I have the belief that the hotel has good protection and security

Hotels provide convenience for customers, what is needed is always available
Overall, the services provided by the hotel fulfilled my expectations

Customer satisfaction
(Haruna & Osa-Afiana, 2022; Tabaku
& Kruja, 2019)

i 1 am satisfied with the physical facilities of the hotel

i 1 am satisfied with the hotel room equipment

i 1 am satisfied with the timeliness of hotel services

{1 am satisfied with the behavior and attitude of hotel employees
{1 am satisfied with the cleanliness of the hotel

i1 am satisfied with the hotel payment method

| am satisfied with the price given by the hotel

i I am satisfied with the accuracy of hotel services

i am impressed and satisfied with my interaction with the hotel

252
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Variable

Cronbach’s Alpha

Composite Reliability Information

""" 0.897 0921 Reliatbule
,,,,,, 0.960 ..0:965 Reliable
Customer satisfaction 0.936 0.946 Reliable

For every study variable, the composite reli-
ability value is more than 0.70 (see Table 3).
Cronbach’s alpha for customer loyalty is 0.897,
and its composite reliability is 0.921. The com-
posite reliability of customer experience qual-
ity is 0.965, and its Cronbach’s alpha is 0.960.
Cronbach’s alpha for customer satisfaction
is 0.936, and its composite reliability value is
0.946. Thus, it is possible to demonstrate the
study’s variables are reliable.

3.2. Discriminant validity

To determine the constructs’s correlation, a dis-
criminant validity test was used. Discriminant
validity assesses how far the latent construct truly
differs from other constructs. A high discriminant
validity rating suggests that a construct is unique

Table 4. Discriminant validity (cross-loading)

and can describe the situation under investigation.
Assessing discriminant validity can also be done
using cross-loading, which entails examining the
cross-loading value. If each item on the construct
has a loading value greater than the cross-loading
value.

3.3. Hypothesis test
3.3.1. Direct hypothesis testing

Through customer satisfaction, research inves-
tigates how customer experience quality affects
customer loyalty. To validate hypotheses that have
been previously generated based on prior theo-
ries and research, hypothesis testing is conducted.
Table 5 displays the findings of direct hypothesis
testing.

Construct Customer experience quality

Customer loyalty Customer satisfaction

0.736

0.817

0.817

0.842

0.859

0.769

0.842

0.882

0.880

0849

0.854

0.540

0.706

0.709

0.725

0.494

0.611

0.858

0.767

0.804

0.774

0.750

0.641

0.728

0.679

0.708

0.668
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Table 5. Path coefficient

Variables Original Sample Standard Deviation | t-statistics value
sample (0) | Means (M) (STDEV) (lo/stoev]) P
Customer experience quality = customer 0.394 0.413 0.119 3323 0.001
B et O SN S S S S
Cugome:r experience quality = customer 0892 0.894 0.014 64,100 0.000
SISO O e .
Customer satisfaction = customer loyalty 0.440 0.426 0.111 3,977 i 0.000

Table 5 demonstrates the outcomes of the hypoth-
esis testing. It displays the original sample value,
p-value, or t-statistics based on the data on the
path coeflicient above. The t-statistics, p-value and
original sample value will serve as a guide for de-
ciding whether to accept or reject the suggested
hypothesis. T-statistics > t-table, p-value <0.05, or
t-statistics > 1.96 are the criteria for testing the
hypothesis.

According to Table 5, all types of correlations be-
tween research variables had a p-value of 0.000.
This means the value is < 0.05. As a result, it can
be concluded that all hypotheses in this study
are accepted. It is conceivable to conclude that
there is a positive and strong association between
customer satisfaction and loyalty, as well as be-
tween customer experience quality and customer
satisfaction.

Table 6. Indirect effects

3.3.2. Mediation hypothesis testing

In the current study, customer satisfaction is a me-
diating variable that is hypothesized to strengthen
the relationship between hotel guest experience
and loyalty. By strengthening hotel guest satisfac-
tion, hotel guests will get a positive experience so
the guest will come back to stay at the hotel. Testing
the mediation hypothesis of customer satisfaction
in the effect between customer experience quality
and customer loyalty is presented in Table 6.

The indirect effect of customer experience quality on
customer loyalty through customer satisfaction can
be seen from the t-statistics value 3.986 > 1.96 and p-
value 0.000 < 0.05. Thus it can be informed that the
satisfaction of visitors significantly mediates the rela-
tionship between visitor experience quality on their
loyalty in the hospitality sector in Indonesia.

Variable ¢ Original | Sample Standard ¢ t-statistics é-value
' sample (0) | Means (M) Deviation (STDEV) : (|O/STDEV]) P
Customer experience quality - Customer : : : :
satisfaction - Customer loyalty 0.393 0.381 0.099 3,986 : 0.000
[ cst || cs2 || cs3 || cs4 [ css | cs6 || cs7 || cs8 || cs9 |
0.836 0.821 0.824 0.838 0.776 . 0.771
CE1
CE2

0.736
AN

O

m
o
/8
~

m

0.817
N
0.842

~
0.859
0.858
0.769

C

C

m

Customer
Experience
Quality

CE6

CE7

O.8§

085
CES 0.880

/

CE10 0.849

|

CE11

Figure 2. Structural Equation Modeling
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4. DISCUSSION

Indonesia’s tourism industry relies heavily on the
hotel sector, which plays a crucial role in driving
consumption. Some experts suggest that the un-
foreseen global economic situation has prompted
hospitality organizations to adapt their methods
to become more competitive (Sosianika et al.,
2021). This present research emphasizes the hospi-
tality industry in Indonesia. The study investigates
the experience quality of hotel guests and its effect
on customer loyalty with customer satisfaction as
a mediator. To achieve consumer loyalty, the hos-
pitality industry must promote and make sure
that the guests in the hotel receive a positive expe-
rience and satisfaction. This is necessary to make
sure that guests feel comfortable with the hotel’s
services. The company’s success now relies heav-
ily on innovation (Siregar et al., 2021; Pranowo et
al., 2020; Siregar et al., 2020; Nasution et al., 2021;
Siregar et al., 2019).

According to the first hypothesis, the quality of
the customer experience and customer satisfac-
tion are related. Hotel customers are more likely
to suggest the hotel to others if they had a positive
experience, which will make them pleased and
memorable. Whether or not the hotel guests are
satisfied is determined by the experience received
by the guest when visiting and staying at the hotel.
The study’s findings indicate that customer satis-
faction is favorably and substantially influenced by
the quality of the customer experience. If the con-
sumer is happy with the services and has a positive
experience, they are more likely to remain loyal
and return to the hotel. This means that it is im-
portant to give a good impression to hotel guests
so that the guests feel satisfied and want to tell
and recommend the hotel to others. Senjaya et al.
(2013) state that in managing customer experience,
companies need to understand customers through
research that can inspire in designing each com-
ponent. Senjaya et al. (2013) also found that loyal
customers affected experience quality. Zygiaris
et al. (2022) cite the impact of service quality on
customer satisfaction as one of the considerations.
Additionally, they maintained that tangibles, as-
surance, responsiveness, empathy, and depend-
ability all play a part in satisfaction (Zygiaris et al.,
2022). Service quality can ensure that customers
are satisfied with an industry’s products or ser-

http://dx.doi.org/10.21511/im.21(2).2025.20
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vices. As a result, they can return to buy and sug-
gest it to others. Therefore, research is required
to determine loyalty and satisfaction (Nyan et al.,
2020). Thus, the findings of this study are in line
with several previous research findings, so it can
be stated that the experience of hotel guests deter-
mines the satisfaction of hotel guests.

The second test in this study is to see the effect of
customer experience quality on customer loyalty.
A good and positive experience from a hotel visitor
will give a good impression to the visitor so that
they will intend to come back as a guest. The re-
search results show that customer loyalty can be
increased through customer experience quality.
This means that there is a positive and significant
relationship between customer experience qual-
ity and customer loyalty. The experience of a hotel
guest, whether positive or negative, will have an
impact on visits that will be made in the future.
If the experience is positive, of course, the hotel
guests will have the opportunity to come and stay
at the hotel again. Conversely, if the experience
of the customer is not good or negative, then the
possibility of coming back will be small. Besides,
a good experience will also make hotel guests tell
or share their experiences with others, if the ex-
perience is positive of course the guest will tell
good things to others and recommend staying at
the hotel. The results of this study are relevant to
the findings of research conducted by Wong and
Sohal (2003), which states that service quality af-
fects customer loyalty. The experience felt by the
customer can change into something pleasant,
conversely, negative experiences that are often ex-
perienced by customers will greatly affect the level
of customer satisfaction and loyalty (Agustiono et
al., 2022).

Third, examine customer satisfaction’s effect on
customer loyalty. The finding revealed that hotel
guest satisfaction affects customer loyalty. This
means that if the customer is satisfied with the
service received from the hotel, then the guest
of the hotel will be likely to return to visit and
stay in the hotel. The findings of this study are
relevant to the findings of research performed by
Harzaviona and Shah, (2020), which reveal the
effect of satisfaction of the customer and loyalty.
If the customer meets their need and are satis-
fied, then loyalty increases, is recommended to
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others, and tells positive things to people, there-
fore, the hotel must first provide good service,
be friendly, and have empathy so that custom-
ers have high satisfaction (Rua et al., 2020). The
same research findings were also found by Bian
et al. (2019) that customer satisfaction improves
the customer loyalty. Positive word-of-mouth
and repurchase intentions are directly corre-
lated with customer satisfaction. This study’s
prospective benefits for hotel management and
the travel and tourism sector made it significant
(Mohajerani & Miremadi, 2012). To increase loy-
alty, hotel management must focus on satisfac-
tion and maintain that level of guest satisfac-
tion over time. Satisfaction is measured by what
the customer receives from the firm versus what
he has to do with the business or relationship.
Currently, optimizing customer happiness alone
is insufficient to preserve customer loyalty; even
if hotel guests are satisfied with a specific hotel’s
service, they will continue to hunt for alterna-
tive hotels that they believe provide greater value,
comfort, or quality (Nadeak & Yudhira, 2023).

In the fourth hypothesis, customer satisfaction
as mediator is used to investigate the quality of
the customer experience and customer loyalty.

According to the study’s findings, customer sat-
isfaction significantly mediates the relationship
between experience and customer loyalty. As a
mediating variable, customer satisfaction plays
a very important role in increasing customer
loyalty. As a mediator, customer satisfaction
strengthens the relationship between customer
experience and customer loyalty. Without in-
creasing customer satisfaction, the influence of
customer experience on customer loyalty be-
comes weak. Conversely, if customer satisfac-
tion increases, the influence of customer experi-
ence on customer loyalty will also increase. This
suggests that increasing customer happiness is
essential to strengthening the effect of high-
quality customer experiences on customer loy-
alty. The findings of this study are in line with
the tests accomplished by Sitorus and Yustisia
(2018), which analyze how the role of satisfac-
tion in the relationship between service qual-
ity and customer loyalty. As a mediator vari-
able, satisfaction strengthens the relationship
between customer experience quality and cus-
tomer loyalty. Thus, the hospitality industry can
increase customer satisfaction so that custom-
ers get a positive experience and eventually cus-
tomers revisit in the future.

CONCLUSION

This study evaluates the role of hotel guest satisfaction in mediating guest hotel experience quality
towards guest hotel loyalty. The hospitality sector in Indonesia should maintain guest loyalty to
continue to perform and improve achievement in the enterprise. The results of the study show that
guest loyalty in the hospitality sector can be increased by maintaining and increasing the quality of
experience and making sure that guests are satisfied. This means that the satisfaction of guests and
the quality of the guest experience influence increasing guest hotel loyalty. The lower the value of
guest hotel experience quality and guest hotel satisfaction, the guest hotel loyalty will also decrease.
Conversely, if guest hotel experience quality and guest hotel satisfaction can be built properly, then
guest hotel loyalty will increase. Therefore, building a good relationship between guests and the
hotel is very important in determining the attitude of hotel guests and whether they will make a
return visit in the future or not. Providing a good experience to hotel guests is very crucial at this
time, especially now that the competition in the hotel business is getting tighter. Besides, this study
discovered that guest hotel satisfaction can mediate the effect of guest hotel experience quality on
guest hotel loyalty in Indonesia’s hospitality industry. This can be construed to mean that higher
levels of guest hotel satisfaction will have a greater impact on guest hotel loyalty. This study con-
tributes practically specifically in the hospitality industry in making decisions or policies to in-
crease customer loyalty through increasing customer satisfaction and customer experience quality.
The hospitality industry must provide excellent service so that guests have a positive impression
and feel satisfied in getting hotel services. This study also contributes to providing literature related
to increasing customer loyalty through customer satisfaction and customer experience.
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Customer loyalty must be continuously improved to enhance business success in the hospitality sector
in Indonesia. It will be hard for the business to exist without the devotion of its customers. Therefore,
according to the research findings, the hotel sector in Indonesia must pay more attention to customer
satisfaction. Customer satisfaction has a very important role so that customers remain loyal and keep
making return visits. Customer satisfaction as a mediator has a very significant role in strengthening
the relationship between positive experiences owned by customers to loyalty. Business owners in the ho-
tel industry must maintain and increase the level of satisfaction experienced by hotel guests. Customer
satisfaction can be improved such as improving employee friendliness, and responsiveness in serving
customers for every service request or in handling customer complaints.

This research is restricted to the Indonesian hotel industry. The respondents in this study are limited to
hotel guests from 1-, 2-, 3-, and 4-star hotels. The variables used are also still limited to customer experi-
ence, satisfaction, and loyalty. For future research, it can be improved by expanding the research object
such as in other sectors such as in the tourism sector and other service sectors. It can also increase the
sample used to better represent the population to be studied. Future research can also add other vari-
ables that can increase customer loyalty.
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