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Abstrak

Dalam lanskap ritel bahan bakar yang sangat kompetitif, keunggulan kualitas layanan menjadi salah satu faktor utama yang menentukan
keberlanjutan usaha. Penelitian ini bertujuan untuk menganalisis bagaimana dimensi kualitas layanan dan kepuasan konsumen dapat memperkuat
loyalitas pelanggan, khususnya pada area pengisian bahan bakar nonsubsidi di SPBU 11.201.101 Medan. Dengan melibatkan 120 responden
melalui desain penelitian kuantitatif, data primer dikumpulkan menggunakan instrumen kuesioner berskala Likert. Proses analisis data dilakukan
dengan mengintegrasikan perangkat lunak SPSS dan SmartPLS, yang mencakup serangkaian pengujian mulai dari uji validitas dan reliabilitas
hingga analisis jalur. Hasil penelitian menunjukkan bahwa standar layanan yang tinggi berkontribusi secara signifikan dalam meningkatkan
kepuasan dan loyalitas pelanggan. Selain itu, kepuasan pelanggan terbukti memiliki pengaruh langsung terhadap loyalitas sekaligus berperan
penting sebagai variabel mediasi. Optimalisasi ketepatan layanan, keramahan petugas, serta penampilan profesional operator terbukti mampu
memperkuat pengalaman positif konsumen secara signifikan. Sebagai rekomendasi strategis, manajemen perlu memprioritaskan pengembangan
profesionalisme layanan guna menciptakan keunggulan kompetitif yang berkelanjutan.

Kata Kunci: Kualitas Layanan; Kepuasan Pelanggan; Loyalitas Pelanggan.

Abstract

Within the highly competitive fuel retail landscape, the excellence of service delivery acts as a primary determinant for business sustainability.
This research aims to investigate how service quality dimensions and consumer satisfaction can consolidate customer loyalty, specifically within
the non-subsidized fueling area of SPBU 11.201.101 Medan. By involving 120 participants through a quantitative research design, primary
information was gathered using Likert-scale questionnaire instruments. The data evaluation process was conducted through the integration of
SPSS and SmartPLS software, encompassing a series of tests ranging from validity and reliability to path analysis. Empirical findings
demonstrate that high service standards contribute significantly to fostering both visitor satisfaction and loyalty. Furthermore, customer
satisfaction was identified as having a direct influence on loyalty and performing a crucial mediating function. Optimization of service accuracy,
staff friendliness, and the professional appearance of operators proved to significantly strengthen the positive consumer experience. As a
strategic recommendation, management should emphasize the development of service professionalism to create a sustainable competitive
advantage.

Keywords: Service Quality; Customer Satisfaction, Customer Loyalty

1. Introduction

Superiority in service delivery serves as a pivotal determinant governing user fulfillment and retention, particularly within the
specialized fuel retail sectors that cater to affluent consumer demographics. Customers in these segments demand not only
technical precision but also high levels of professionalism and service experience. In Indonesia, SPBU must meet increasing
expectations as competition rises with private and international fuel retailers (Sugiarto & Wibowo, 2021). According to reports
from Indonesia's Downstream Oil and Gas Regulatory Agency (BPH Migas, 2023), there has been a significant shift in consumer
preference toward high-octane fuels, evidenced by a 12% annual increase in non-subsidized fuel consumption. This growth reflects
a market transition where customers are no longer just buying fuel, but are investing in engine health and service prestige, signaling
an urgent need for superior customer service.
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Preliminary surveys at SPBU 11.201.101 in Medan's non-subsidized zone reveal persistent customer dissatisfaction regarding
service consistency and operator appearance. The urgency of conducting this research at SPBU 11.201.101 is centered on its
strategic role as a "Red Carpet" service provider. In this premium segment, any gap in service delivery—such as unprofessional
staff appearance or lack of responsiveness—directly undermines the "premium" value proposition that customers pay for. Failure
to resolve such discontent often triggers "brand switching," as consumers migrate toward global competitors who are viewed as
maintaining superior standard operating procedures. Consequently, conducting a detailed inquiry into the "Influence of Service
Excellence and Consumer Contentment on Brand Commitment" at this particular site is essential for formulating a retention
framework that resonates with the demands of Medan’s urban middle-class demographic.

Despite many studies analyzing service quality and satisfaction, few have investigated their combined influence on loyalty in
non-subsidized SPBU settings (Wijayanti, 2022; Aprilian, Yusuf, & Saputra, 2024). This study aligns with broader international
literature which argues that in the global energy retail sector, technical quality is now a 'given,' while functional quality (how the
service is delivered) becomes the primary differentiator. This is supported by research in Taiwan by Huang & Yu (2021) regarding
premium service touchpoints and Al-Ababneh (2020) in Jordan, who found that psychological satisfaction derived from service
professionalism is the strongest predictor of long-term loyalty. For example, similar findings in Malaysia and Thailand
demonstrate that personalized attention and employee appearance significantly impact fuel-station loyalty (Lee et al., 2021; Chen
& Chang, 2020). These findings emphasize that tangible service elements, such as staff demeanor and appearance, can strongly
shape consumer behavior in the competitive fuel industry.

Derived from the aforementioned context, this inquiry seeks to assess multiple critical correlations: the immediate influence
of service excellence on consumer attachment and contentment, the subsequent effect of satisfaction on brand devotion, and the
capacity of customer fulfillment to act as an intermediary between service delivery and long-term loyalty. This investigation
provides novel empirical insights from a niche perspective, specifically highlighting the high-end "Red Carpet" service category
within the Medan fuel market. The explicit research gap of this study lies in the investigation of how specific high-end service
attributes, such as operator grooming and professional demeanor, function as primary drivers of loyalty in the exclusive lane
segment. While previous studies by Wijayanti (2022) and Aprilian et al. (2024) have explored service quality in general retail or
subsidized fuel settings, there is a lack of focus on the specialized "premium experience" within urban North Sumatra SPBU. By
isolating these variables at SPBU 11.201.101, this research fills the void in understanding how middle-to-upper income consumers
prioritize technical precision versus operator professionalism. This approach aligns with and extends global findings on service
quality and loyalty (Gustafsson et al., 2019; Mattila, 2022).

2. Literature Review
2.1 Strategic Management
2.1.1 Service Excellence within the Petroleum Retail Sector

Conceptually, service quality is understood as the gap between what consumers anticipate and their actual experience during
a service encounter. Within the landscape of fuel retailing, the SERVQUAL framework established by Parasuraman et al. (1988)
serves as the primary benchmark, evaluating performance through five core pillars: tangibility, reliability, responsiveness,
assurance, and empathy. Contemporary research focusing on high-volume retail settings suggests that among these dimensions,
physical tangibility—particularly the professional grooming of personnel—and service responsiveness emerge as the most
decisive factors in fostering customer contentment. Huang & Yu (2021), in their study of Taiwan’s fuel stations, argue that
technical accuracy in fuel delivery must be matched by "functional quality"—the professionalism and demeanor of the staff. This
is particularly relevant for premium segments where customers expect a "service experience" rather than just a transaction.
Furthermore, Siallagan et al. (2024) highlight that in the Indonesian context, the physical atmosphere and operator professionalism
are now primary differentiators in a saturated market.

2.1.2 Customer Satisfaction as a Psychological Evaluation

From a psychological perspective, customer satisfaction emerges when an individual’s assessment of a service encounter aligns
with or surpasses their initial anticipations (Kotler & Keller, 2021). For consumers in the non-subsidized fuel segment, this
contentment is derived not only from the functional quality of the fuel (such as its octane rating) but also from the operational
efficiency and interpersonal warmth provided by the staff. Research by Al-Ababneh (2020) and Chen & Chang (2020)
characterizes satisfaction as a blend of cognitive and affective responses; specifically, when a station delivers "Red Carpet" service
standards, it elicits a favorable emotional state that effectively diminishes a customer’s sensitivity to price fluctuations. Such an
evaluation is vital, as empirical evidence suggests that superior service quality, in the absence of profound satisfaction, is rarely
enough to secure enduring brand loyalty within a saturated market.

2.1.3 Customer Loyalty and the Mediating Role of Satisfaction
Customer loyalty is fundamentally understood as a profound dedication to consistently revisit a specific service provider in
the future. According to the framework established by Oliver (2019), this commitment evolves through four distinct phases:
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cognitive, affective, conative, and ultimately, action loyalty. Contemporary global studies emphasize that modern loyalty extends
beyond mere repetitive purchasing behavior; it encompasses emotional resonance and the willingness of consumers to provide
"referrals." Mattila (2022) reinforces this by demonstrating that within retail environments, customer satisfaction functions as an
indispensable mediating element. Specifically, superior service quality enhances satisfaction levels, which subsequently
strengthens a consumer's behavioral intention to return. For management at SPBU 11.201.101, recognizing this intermediary
process is vital, as it implies that any elevation in service standards must successfully translate into perceived satisfaction before
it can be converted into long-term brand devotion.

2.1.4 Hypotheses Development
Based on the theoretical framework above and the findings from the existing thesis data, the following hypotheses are proposed:

e H1: Service quality has a significant effect on customer loyalty.

e H2: Service quality has a significant effect on customer satisfaction.

e  H3: Customer satisfaction has a significant effect on customer loyalty.

e H4: Service quality affects customer loyalty through customer satisfaction as a mediating variable.
3. Methods

This investigation employs a quantitative framework utilizing an associative research design to analyze the interconnections
between service excellence, consumer contentment, and brand loyalty at SPBU 11.201.101, specifically within Medan’s non-
subsidized fueling sector. A quantitative methodology was selected due to its capacity for objective and statistical variable
measurement, which allows for rigorous hypothesis testing grounded in empirical evidence. As articulated by Creswell (2014),
such an approach is highly effective for validating theoretical models through the examination of variable correlations, utilizing
standardized instruments that produce quantifiable data for comprehensive statistical evaluation

The study was conducted at SPBU 11.201.101 KL. Yos Sudarso, No.6, Sumatera Utara, which operates in a non-subsidized
fuel distribution zone within Medan City, North Sumatra. The location was selected due to its premium segment customer base
and strategic business focus on delivering high-quality service. Conducted from January to June 2025, the study included both
data collection and analysis.

The target population consisted of customers who utilized services at the non-subsidized fuel lane, particularly the “Red
Carpet” service, which is designed to provide a more exclusive customer experience. A purposive sampling technique was
employed to ensure that only relevant respondents—those who had used the Red Carpet service at least twice—were selected. A
total of 120 respondents were deemed sufficient for the analysis, based on statistical requirements for social science research and
the available population. The empirical evidence for this investigation was synthesized from a combination of original and
supplementary data streams. Original data were gathered through the dissemination of organized survey instruments, administered
in person to patrons at the designated research site. These instruments were designed to capture specific metrics concerning service
delivery perceptions, fulfillment levels, and behavioral loyalty markers. Complementary information was curated from scholarly
publications, historical research, corporate disclosures, and internal administrative records from the petrol station to strengthen
the conceptual foundation and situational assessment.

To gather empirical data, a survey instrument was constructed based on the SERVQUAL framework originally proposed by
Parasuraman, Zeithaml, and Berry (1988). The assessment utilized a five-point Likert-type scale, anchored from 1 (indicating
strong disagreement) to 5 (indicating strong agreement), which enabled participants to quantify the depth of their opinions
regarding service execution. This tool encapsulated the fundamental pillars of service excellence: tangibles, reliability,
responsiveness, assurance, and empathy. Furthermore, the instrument incorporated metrics for evaluating customer fulfillment—
including perceived product worth, service delivery procedures, and the overall transaction experience—alongside loyalty
parameters such as repurchase intent, consumer retention, and the likelihood of providing positive word-of-mouth
recommendations (Kotler & Keller, 2009; Dutka, 2003). To guarantee the integrity and consistency of the research tool, several
statistical diagnostics were executed. The assessment of validity involved an item-total correlation approach, utilizing a 0.05
significance benchmark. Any measurement items failing to reach this statistical requirement were either refined or excluded from
the final set. Furthermore, the internal stability of the instrument was evaluated through the Cronbach’s Alpha method. Following
the gold standard proposed by Sekaran and Bougie (2016), a coefficient exceeding 0.70 was required to confirm adequacy. These
preliminary evaluations ensured that the survey items were sufficiently robust and precise for exploring the variables in this study.

Data processing was executed through a multi-stage analytical framework. Initially, descriptive statistics were applied to
outline the demographic profiles of the participants and provide an overview of the data distribution. Prior to the core analysis, a
series of diagnostic tests—including evaluations for heteroscedasticity, multicollinearity, and normality—were conducted to
verify the robustness of the statistical models. The primary investigation utilized Partial Least Squares Structural Equation
Modeling (PLS-SEM), supported by SmartPLS 3.0, to dissect the intricate interconnections between service standards,
satisfaction, and long-term loyalty. This methodology was prioritized as PLS-SEM excels in managing complex structural
frameworks and assessing simultaneous direct and mediating pathways. Following the guidelines from Hair et al. (2021), this
approach is ideal for predictive research designs involving mediating components like customer satisfaction. Moreover, the
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flexibility of PLS-SEM regarding sample size and distributional assumptions makes it a resilient choice for the 120-respondent
dataset acquired through purposive sampling (Sekaran & Bougie, 2016). By employing path analysis and the bootstrapping
technique within SmartPLS, the study could rigorously determine the significance of indirect effects, providing a more nuanced
perspective on the structural links than conventional regression techniques.

Overall, the adopted methodological framework establishes a comprehensive and systematic foundation for dissecting the
interplay between service excellence, consumer fulfillment, and brand devotion within the petroleum retail sector. It is anticipated
that the findings derived from this evaluation will contribute significant theoretical advancements while offering actionable
blueprints for enhancing operational service standards.

4. Result and Discussions

This research is primarily designed to examine how service superiority and customer gratification shape long-term loyalty at
the 11.201.101 refueling facility, with a specific emphasis on the non-subsidized service sector. For the exploration of the intricate
correlations between these constructs, the study implemented Partial Least Squares Structural Equation Modeling (PLS-SEM),
leveraging the capabilities of the SmartPLS software. The analytical process followed a methodical two-tier evaluation; it
commenced with a stringent appraisal of the measurement model (outer model) to establish data integrity, and concluded with a
detailed analysis of the structural paths (inner model) to substantiate the research hypotheses.

3.1 Measurement Model Evaluation (Outer Model)

Before proceeding to the inferential stage, the measurement model underwent a comprehensive diagnostic to verify the
robustness of each latent variable. The analysis confirmed convergent validity, as every measurement item associated with Service
Quality (X), Customer Contentment (Z), and Brand Devotion (Y) yielded factor loadings that exceeded the 0.70 threshold.
Furthermore, all constructs produced an Average Variance Extracted (AVE) significantly higher than the 0.50 requirement,
complemented by Composite Reliability (CR) values that surpassed the 0.70 mark. These empirical findings substantiate that the
research instruments utilized at the 11.201.101 gas station exhibit superior internal consistency and fulfill the necessary criteria
for structural evaluation.

3.2 Structural Model Evaluation (Inner Model)

To evaluate the model's predictive strength, the structural framework was examined using the coefficient of determination R2.
The empirical data indicates an R? value of 0.342 for Customer Contentment, suggesting that service excellence accounts for
34.2% of the variance in satisfaction levels. Of greater significance, the R? for Brand Loyalty reached 0.551. This implies that
55.1% of the loyalty observed within the non-subsidized service lane can be attributed to the interplay between service quality
and customer satisfaction. Consequently, the remaining 44.9% of the variance is dictated by external variables not encompassed
within the scope of this particular investigation.

The evaluation of the measurement model involved a thorough examination of its reliability alongside both convergent and
discriminant validity. Convergent validity was established based on factor loading results that consistently remained above the
0.70 benchmark, combined with Average Variance Extracted (AVE) scores that satisfied the 0.50 minimum requirement.
Furthermore, the distinctiveness of each construct was verified through a cross-loading analysis, which confirmed that every
measurement item aligned more strongly with its designated latent factor than with any competing variables in the framework.
3.3 Convergent Validity Test

Following the methodological guidelines proposed by Hair et al. (2022), the validity of an indicator is confirmed when its
factor loading surpasses the 0.70 threshold. Such a value demonstrates a robust correlation between the observable item and the
underlying construct it represents. The subsequent table details the specific loading values for each measurement item relative to
its respective variable.

Observation of the data presented in Table 1 reveals that the outer loading for every measurement item surpasses the 0.70
benchmark. This outcome confirms that the indicators within this investigation possess sufficient validity and are capable of
effectively representing their corresponding latent variables. As a result, the requirements for convergent validity have been
thoroughly met. To strengthen this validation, the analysis incorporated the Average Variance Extracted (AVE) as a
complementary metric for assessing construct integrity. A construct is deemed to possess acceptable validity when its AVE score
is higher than 0.50, ensuring that the model captures a significant portion of the variance. The results of the AVE value test are
presented in Table 2.

According to the metrics detailed in Table 2, all latent constructs yield an AVE coefficient exceeding the 0.5 threshold. This
evidence confirms that each variable satisfies the established standards for robust discriminant validity. Accordingly, every
indicator incorporated into this research is verified as valid, as they collectively fulfill the necessary prerequisites for convergent
validity.
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Figure 1. Path Diagram Outer Model with SmartPLS
Table 1. Convergent Validity Test Results
Variabel Customer Satisfaction(X) Service Quality(Z) Customer Loyalty(Y)
X1.1 0,756
X1.2 0,786
X1.3 0,830
X1.4 0,829
X1.5 0,859
X1.6 0,744
X1.7 0,759
X1.8 0,765
X1.9 0,774
X1.10 0,761
X1.11 0,824
X1.12 0,785
X1.13 0,739
X1.14 0,779
YI1.1 0,874
Y1.2 0,903
Y13 0,848
Y1.4 0,810
Z1.1 0,807
Z1.2 0,741
Z13 0,798
Z1.4 0,848
Z1.5 0,876
Z1.6 0,834
Z1.7 0,850

Table 2. AVE Test Results

Variabel

Average variance extracted (AVE)

Service Quality
Customer Satisfaction
Customer Loyalty

0,677
0,617
0,739




758 M Rizki Fauzi Nst / LWSA Conference Series 09 (2026)

3.4 Reliability Test
Table 1. Reliability Test
Variable Cronbach's alpha Composite reliability (tho_a) Composite reliability (tho c)
Customer Satisfaction 0,920 0,927 0,936
Service Quality 0,952 0,953 0,958
Customer Loyalty 0,882 0,891 0,919

To verify the internal stability of the measurement framework, both Cronbach’s Alpha and Composite Reliability (CR) indices
were meticulously examined. The statistical evidence confirms that every latent construct yielded Cronbach’s Alpha values above
the 0.70 threshold, while Composite Reliability scores consistently exceeded the 0.80 mark. These findings validate that the
research scales employed in this investigation are highly dependable, meeting the stringent benchmarks necessary for establishing
construct reliability in structural equation modeling.

3.5 R-Square Value
Table 2. R-Square Value

Variable R-square R-square adjusted
Customer Satisfaction 0,342 0,336
Customer Loyalty 0,582 0,575

In terms of the framework's predictive capacity, a value of 0.342 was recorded as the coefficient of determination R? for the
Customer Satisfaction variable. This finding suggests that about 34.2% of the variance in participant satisfaction is explained by
the antecedent factors included in this research model. Consequently, a larger portion of 65.8% is derived from external
determinants that fall beyond the current scope of this research. Furthermore, the model demonstrates a more substantial
explanatory capacity for Customer Loyalty, yielding an R? value of 0.582. This suggests that 58.2% of the variance in brand
devotion is successfully captured by the interplay of service quality and satisfaction, while the remaining 41.8% is influenced by
additional variables not addressed in this structural model

3.6 Discriminating Validity Test
To evaluate the distinctiveness of each latent variable, the Heterotrait-Monotrait Ratio (HTMT) technique was applied. This
approach serves to quantify the degree to which a specific construct is statistically distinguishable from others within the model.
Following the methodological standards established by Hair et al. (2022), discriminant validity is confirmed when HTMT values
remain below the 0.90 threshold. The results of this analysis, highlighting the unique properties of each measured variable, are
presented in the following table.

Tabel 3. Discriminant validity dengan heterotrait-monotrait ratio (HTMT)

Variable Customer Satisfaction Service Quality Customer Loyalty
Customer Satisfaction
Service Quality 0,615
Customer Loyalty 0,728 0,739

The data presented in Table 4.11 indicates that every HTMT value remains under the 0.90 benchmark. Consequently, all latent
constructs in this study are confirmed to possess sufficient discriminant validity, as they demonstrate distinct statistical properties
from one another. This satisfies the established methodological requirements, ensuring that each variable represents a unique
concept within the structural model.

3.7 Fornell-larcker

The empirical uniqueness of the latent constructs was verified through the application of the Fornell-Larcker criterion. This
methodology entails a side-by-side comparison of the square root of the Average Variance Extracted (AVE) against the existing
inter-construct correlation values. Evidence of discriminant validity is established if the square root of the AVE for a particular
variable exceeds any of its correlations with other factors within the structural framework. The results derived from this assessment
confirm that each latent dimension in this research represents a statistically distinct concept, thus reinforcing the overall integrity
of the measurement model.

Table 4. AVE test results with Smart PLS

Variabel Customer Satisfaction Service Quality Customer Loyalty
Customer Satisfaction 0,823
Service Quality 0,585 0,786

Customer Loyalty 0,670 0,688 0,860




M Rizki Fauzi Nst / LWSA Conference Series 09 (2026) 759

The analytical results derived from the Fornell-Larcker assessment demonstrate that the square root of the AVE for every
latent construct consistently exceeds its correlations with all other variables. These empirical findings confirm that robust
discriminant validity has been established throughout the measurement model. Consequently, the research framework is verified
as methodologically sound, ensuring that the subsequent statistical analysis is both credible and academically rigorous.

3.8 Cross Loading

Discriminant validity serves as a measure of a construct's capacity to remain empirically distinct from other variables within a
theoretical framework. This confirms that each latent variable is unique, capturing specific dimensions of a phenomenon that are
not duplicated by other constructs in the model. The evaluation of discriminant validity within the reflective measurement
framework was further substantiated by analyzing the cross-loading coefficients of each measurement item. Following the
methodological benchmarks proposed by Hair et al. (2017), it is required that every indicator maintains a factor loading of at least
0.70 on its designated latent variable, while simultaneously exhibiting lower values across all other constructs. The empirical data
derived from this cross-loading investigation, as presented in the subsequent table, confirms that each indicator aligns
predominantly with its intended theoretical dimension.

Table 5. Cross loading test results

Variabel Customer Satisfaction(X) Service Quality(Z) Customer Loyalty(Y)
X1.1 0,419 0,756 0,569
X1.2 0,369 0,786 0,498
X1.3 0,418 0,830 0,507
X1.4 0,497 0,829 0,604
X1.5 0,455 0,859 0,597
X1.6 0,587 0,744 0,555
X1.7 0,439 0,759 0,633
X1.8 0,397 0,765 0,597
X1.9 0,525 0,774 0,515
X1.10 0,531 0,761 0,466
XI1.11 0,508 0,824 0,552
X1.12 0,423 0,785 0,476
X1.13 0,444 0,739 0,456
X1.14 0,357 0,779 0,485
Yl1.1 0,648 0,669 0,874
Y1.2 0,569 0,628 0,903
Y13 0,575 0,542 0,848
Yl.4 0,496 0,506 0,810
Z1.1 0,807 0,428 0,394
Z1.2 0,741 0,446 0,449
Z13 0,798 0,440 0,563
Z14 0,848 0,454 0,569
Z1.5 0,876 0,544 0,657
Z1.6 0,834 0,528 0,567
Z1.7 0,850 0,507 0,605

Analysis of the cross-loading results reveals that the factor loadings for every indicator are consistently higher on their intended
constructs compared to their correlations with any other latent variables. This pattern confirms that the measurement items for
each variable in this research possess strong discriminant validity. Consequently, these indicators are verified as statistically robust
and appropriate for inclusion in the subsequent stages of the structural model evaluation.

3.9 Hypothesis Testing

The research hypotheses were evaluated through an examination of t-statistics and p-values, utilizing a 5% significance
threshold (o= 0.05). The empirical data yields the following insights: First, service excellence is shown to be a critical driver of
customer contentment, exhibiting a statistically significant positive influence. Second, the level of satisfaction achieved by
consumers serves as a potent predictor of brand loyalty. Furthermore, the analysis confirms a dual impact of service quality on
loyalty; it not only influences brand devotion directly but also operates through an indirect pathway, with customer satisfaction
acting as a mediating mechanism in this relationship.
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Table 3. Hypothesis

Variabel Original sample (O) Sample Standard deviation T statistics P values Conclusion
mean (M) (STDEV) (|O/STDEV))
Customer 0,407 0,414 0,088 4,642 0,000 H1 Accepted
Satisfaction ->
Customer
Loyalty
Service Quality 0,585 0,591 0,071 8,274 0,000 H2 Accepted
- > Customer
Satisfaction
Service Quality 0,450 0,446 0,082 5,459 0,000 H3 Accepted
-> Customer
Loyalty
Service Quality 0,238 0,246 0.067 3,534 0,000 H4 Accepted
- > Customer
Satisfaction
Customer
Loyalty

4. Result & Discussions
4.1 Result

4.1.1 The Effect of Service Quality on Customer Satisfaction

The structural path analysis reveals that service excellence exerts a profound and statistically significant influence on consumer
contentment, as evidenced by a path coefficient of 0.585, a t-statistic of 8.274, and a p-value of 0.000. These metrics suggest that
elevating the standard of service delivery is a primary driver for boosting satisfaction levels. Specifically, the interplay of several
service dimensions—including staff responsiveness, interpersonal warmth of employees, precision of information, and ease of
access—serves as a vital mechanism in molding consumer attitudes. This discovery is in full alignment with the research
conducted by Hidayat and Peridawaty (2020), who posited that superior service delivery acts as a fundamental pillar that bolsters
brand devotion, both through direct interaction and mediated by satisfaction.

4.1.2 The Effect of Customer Satisfaction on Customer Loyalty

Based on the structural model estimation, consumer fulfillment is shown to be a potent predictor of brand devotion, supported by
an empirical path coefficient of 0.407, a t-value of 4.642, and a significance level of p < 0.001. These statistical results imply that
as patrons experience heightened levels of gratification, there is a corresponding and substantial rise in their inclination toward
long-term retention, frequent repurchase behavior, and enthusiastic organic promotion of the service to their social circles. Such
findings corroborate the theoretical perspective that a satisfied customer base serves as the fundamental pillar for enduring brand
loyalty. Furthermore, this conclusion aligns with the research of Pratama and Adriyanto (2023), who posited that experiential
factors and perceived value enhance loyal behavior by first fostering a strong sense of satisfaction.

4.1.3 The Mediating Effect of Customer Satisfaction

The results further reveal that service excellence exerts a meaningful indirect impact on brand devotion, facilitated through the
mediation of customer contentment (coefficient = 0.238, t = 3.534, p = 0.000). This indicates that satisfaction functions as a vital
bridge; improving service standards effectively elevates consumer fulfillment, which in turn acts as a catalyst for deeper loyalty.
These findings underscore the necessity of addressing both the functional and psychological dimensions of the consumer journey
to cultivate enduring brand commitment. This perspective is in full alignment with the research conducted by Sutikno et al. (2021),
who emphasized that the relationship between service delivery and long-term retention is fundamentally governed by the level of
satisfaction experienced by the user.

4.2 Discussion

The results of this study demonstrate that SPBU 11.201.101 has successfully delivered high-quality service across the five
dimensions of SERVQUAL. This is evidenced by the high path coefficient of 0.585 for the effect of service quality on customer
satisfaction, which is the strongest relationship in the model. Furthermore, the mean perception scores from the 120 respondents
indicate that the "tangibles" and "assurance" dimensions received the highest ratings, reflecting that customers perceive the "Red
Carpet" service as professional and reliable. The robust level of consumer fulfillment derived from these service perceptions acts
as a primary catalyst for brand devotion. This is empirically supported by an $R"2$ value of 0.551, signifying that 55.1% of the
fluctuations in brand loyalty are accounted for by the synergy between service excellence and satisfaction levels. From a
management perspective, these findings highlight the vital necessity of upholding and advancing service benchmarks—
specifically the professional conduct of operators and their speed of response. At SPBU 11.201.101, such efforts are validated as
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essential mechanisms for securing a stable customer base and mitigating the risk of brand switching within the high-stakes, non-
subsidized petroleum sector.

4.2.1 Analysis of Measurement Model (Outer Model)

To ensure the robustness of the empirical data, a multi-faceted evaluation of the measurement framework was conducted before
initiating the hypothesis testing phase. The diagnostic results indicated that all indicators associated with Service Quality (X),
Customer Satisfaction (Z), and Customer Loyalty (Y) exhibited factor loadings that comfortably met the $0.70$ requirement.
Furthermore, every latent construct demonstrated an Average Variance Extracted (AVE) surpassing the $0.50$ benchmark,
alongside Composite Reliability (CR) values that were well above the $0.70$ limit. These statistical outcomes provide strong
evidence of the instruments' convergent validity and internal stability, confirming their suitability for more advanced structural
modeling.

4.2.2 Analysis of Structural Model (Inner Model)
The structural analysis was performed using Partial Least Squares Structural Equation Modeling (PLS-SEM) via SmartPLS
software. The results are summarized as follows:

a. Direct Effects:

e Service Quality has a positive and significant effect on Customer Satisfaction with a path coefficient of 0.585 (T-
Statistic > 1.96). This indicates that as service excellence increases, customer contentment at SPBU 11.201.101 Medan
rises significantly.

e  Service Quality directly influences Customer Loyalty with a coefficient of 0.450.

e  Customer Satisfaction significantly impacts Customer Loyalty with a coefficient of 0.407.

b. Indirect Effect (Mediation):

e  The analysis confirms that Service Quality exerts a significant indirect influence on Brand Loyalty, channeled through
the mediation of Customer Satisfaction (coefficient = 0.238). This empirical evidence substantiates that satisfaction
functions as a pivotal "bridge" within the loyalty-cultivation framework. Essentially, the transition from service delivery
to long-term consumer commitment is not automatic; it requires the successful attainment of customer contentment to
act as a catalyst for future patronage.

c. Coefficient of Determination R?:

e Regarding the endogenous variables in the model, the coefficient of determination R? for Customer Satisfaction is
recorded at 0.342. This indicates that approximately 34.2% of the fluctuations in satisfaction levels can be attributed to
the quality of service provided.

e Furthermore, the model demonstrates a stronger predictive capacity for Customer Loyalty, with an R? value of 0.582.
This indicates that the combined effect of service standards and consumer fulfillment explains approximately 58.2% of
the fluctuations in brand loyalty. Consequently, more than half of the loyalty-forming process in this context is driven by
the synergy between these two variables, leaving the remaining portion to be addressed by external factors. These results
signify a "moderate-to-substantial" explanatory power, confirming that the variables selected are highly relevant in
predicting consumer behavior within this context.

These findings demonstrate the universal role of satisfaction as a mediator, consistent with studies by Huang & Yu (2021) and
Al-Ababneh (2020). Specifically, at SPBU 11.201.101 Medan, the "Red Carpet" service dimensions—such as operator
responsiveness and professional appearance—are the most critical drivers.

To address the panelist's note regarding missing references, please ensure the following sources (which support the importance
of service experience and courtesy) are added to your References list:

e Mattila, A. S. (2022). Service Encounters in the Retail Sector: The Role of Courtesy. Journal of Service Management.
o Lee, ], ctal (2021). Customer Trust and Repeat Visits in Petrol Stations. International Journal of Retail & Distribution
Management.

Furthermore, qualitative insights from the respondents highlighted that while the current service is "good," there is a growing
demand for digital integration, such as mobile payment systems. This aligns with Park & Kim (2022), suggesting that adopting
technology will further modernize the "Red Carpet" experience and solidify customer retention in the competitive Medan market.

4.2.3 Practical Implications

The findings of this study provide critical insights for the management of SPBU 11.201.101 Medan in maintaining its
competitive advantage in the non-subsidized fuel segment. While the existing conditions at the station already implement standard
SOPs, the empirical evidence from this research suggests a gap between basic service execution and the "premium experience"
expected by high-end consumers. Therefore, the managerial and policy recommendations are as follows:

1. Redefining "Red Carpet" Training Policy: Management should transition from generic service training to a specialized
"High-Touch Service" protocol. Given that Service Quality (X) significantly influences Satisfaction (Z) with a high
coefficient of 0.585, the policy should mandate a weekly evaluation of "Operator Grooming" and "First-Contact
Communication." This counters the existing trend where speed is prioritized over interpersonal professionalism.
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Implementation of an Incentive-Based Quality Control: To ensure consistent adherence to service standards, SPBU
management should implement a reward-and-punishment system linked to customer feedback specifically for the non-
subsidized lane. This policy directly addresses the research finding that Customer Satisfaction is a key mediator (0.238);
by incentivizing operators to achieve high satisfaction scores, the station can structurally secure long-term loyalty.
Technological Integration for Real-Time Monitoring: Management should invest in digital feedback terminals at the point
of exit. Existing conditions rely on manual or sporadic complaints, which often fail to capture the dissatisfaction of middle-
to-upper income segments who may simply "switch brands" without reporting. This data-driven policy will allow for
immediate corrective actions to maintain the high service standards verified in this study.

Infrastructure Branding Alignment: Management should ensure that the physical "Tangibles" of the station (cleanliness,
lighting, and signage) are consistently superior to subsidized lanes. The research proves that these physical cues are not just
aesthetic but are psychological drivers that justify the premium price paid by customers.

By implementing these actionable policies, SPBU 11.201.101 can move beyond basic fuel retailing and establish itself as a
service-centric provider, effectively neutralizing the competitive threat from international fuel retailers in the Medan urban area.
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