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ABSTRAKSI 

 
Penelitian ini bertujuan untuk menganalisis pengaruh service quality dan 

price fairness terhadap customer loyalty pengunjung Hotel Mexolie Kebumen 

dengan customer satisfaction sebagai variabel mediasi. Latar belakang penelitian 

ini didasarkan pada pentingnya peningkatan kualitas layanan dan penerapan harga 

yang adil dalam membangun kepuasan serta loyalitas pelanggan, khususnya pada 

industri perhotelan yang menghadapi persaingan yang semakin ketat. Penelitian ini 

dilakukan pada Hotel Mexolie Kebumen dengan melibatkan 100 responden yang 

merupakan tamu hotel yang telah melakukan kunjungan lebih dari satu kali. 

Pengambilan sampel dilakukan pada periode setelah Idul Adha, di mana mayoritas 

responden merupakan tamu yang menginap untuk tujuan liburan dan mengunjungi 

sanak saudara di kampung halaman. 

Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan 

teknik analisis Partial Least Squares–Structural Equation Modeling (PLS-SEM) 

menggunakan perangkat lunak SmartPLS 4. Hasil penelitian menunjukkan bahwa 

service quality dan price fairness berpengaruh positif dan signifikan terhadap 

customer satisfaction dan customer loyalty. Selain itu, customer satisfaction 

terbukti berpengaruh signifikan terhadap customer loyalty serta memediasi 

hubungan antara service quality dan price fairness terhadap customer loyalty secara 

parsial. Temuan ini menegaskan bahwa kepuasan pelanggan berperan sebagai 

mekanisme penting yang menjembatani pengaruh kualitas layanan dan keadilan 

harga terhadap loyalitas pelanggan. 

Kesimpulan penelitian ini menegaskan bahwa peningkatan kualitas layanan 

dan penerapan harga yang adil, yang mampu menciptakan kepuasan pelanggan, 

merupakan faktor kunci dalam membangun loyalitas pengunjung Hotel Mexolie 

Kebumen, khususnya pada segmen tamu liburan. 

Kata kunci: service quality, price fairness, customer satisfaction, customer loyalty, 

Hotel Mexolie Kebumen. 
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ABSTRACT 

 
This study aims to analyze the effect of service quality and price fairness on 

customer loyalty among visitors of Mexolie Hotel Kebumen, with customer 

satisfaction as a mediating variable. The background of this study is based on the 

importance of improving service quality and implementing fair pricing in building 

customer satisfaction and loyalty, particularly in the hospitality industry, which 

faces increasingly intense competition. The study was conducted at Mexolie Hotel 

Kebumen involving 100 respondents who had stayed at the hotel more than once. 

The sampling was carried out during the post–Eid al-Adha holiday period, in which 

most respondents stayed for leisure purposes and to visit relatives in their 

hometowns. 

The research employed a quantitative approach using Partial Least 
Squares–Structural Equation Modeling (PLS-SEM) with the assistance of 

SmartPLS 4 software. The results indicate that service quality and price fairness 

have a positive and significant effect on customer satisfaction and customer loyalty. 

Furthermore, customer satisfaction significantly influences customer loyalty and 

partially mediates the relationship between service quality and price fairness on 

customer loyalty. These findings confirm that customer satisfaction serves as an 

important mechanism linking service quality and price fairness to customer loyalty. 

The conclusion of this study emphasizes that improving service quality and 

implementing fair pricing that enhance customer satisfaction are key factors in 

building customer loyalty at Mexolie Hotel Kebumen, particularly among leisure 

travelers. 
 

Keywords: service quality, price fairness, customer satisfaction, customer loyalty, 
Mexolie Hotel Kebumen. 
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