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Abstract

The purpose of this study was to determine how significant the influence of customer
experience and customer service quality on customer loyalty is through customer
perceived value and customer satisfaction at Cinema XXI in Bandung City, West Java.
The quantitative method is the method used in this research. The sample size was taken
from 384 people based on the Coacran formula from an unknown population. Purposive
non-probability with data collection through questionnaires measured on a Likert scale is
the technique used in sampling. Smart PLS software version 4.0.9.8 using the Structural
Equation Modeling-Partial Least Square (SEM-PLS) method is the tool used in this study.
The test results show that all independent variables, namely Customer experience and
Customer service quality, through intervening variables, namely Customer perceived
value and Customer Satisfaction, significantly affect Customer Loyalty at Cinema XXI in
Bandung City.

Keywords : customer Experience, Customer Service Quality, Customer Perceived
Value, and Customer Satisfaction

INTRODUCTION

With the development of mass media, movies have an increasingly broad reach.
Movies have become entertainment that people of all ages can enjoy without restrictions.
The movie industry uses this progress to market movies to the public (Aulianto et al.,
2020). Althoughtechnological advances allow people to have access to various online
streaming platforms and digital entertainment at home, movie theaters still have strong
appeal (Paramitha & Pranoto, 2023).
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Figure 1 Number of Theaters in Indonesia by Group(As of January 2023)
Source: film Indonesia.or.id

According to data from film Indonesia.or.id, there are around 500 cinemas spread
across Indonesia, covering six different cinema groups. Cinema XXI dominates with a
total of 307 units; According to Hariyanto (2023), as of December 31, 2022, Cinema XXI
operates 225 cinemas in 55 cities, featuring a total of 1,216 screens. Among these, 1,114
screens are regular (deluxe), 93 are The Premiere, and nine are IMAX. Cinema XXI holds
a significant market share of around 60% in the Indonesian movie theater industry. As of
December 31, 2021, Cinema XXI dominated various aspects, including 69.7% of gross
box office revenue, 68.8% of the total audience, and 57.7% of the total screens
(Hariyanto, 2023). Given this information, Cinema XXI is the focal point of the research.

Detik Jabar, in 2022, noted that the Bandung area is equipped with a number of
Cinema XXI cinema branches spread across various shopping centers. The existence of
these cinemas not only reflects the public's interest in audiovisual entertainment but also
creates opportunities for further research. (Purnama & Prasetyo, 2023). This
phenomenon provides a strong foundation for research that can delve deeper into the
impact of creative industry growth and the presence of movie theaters on the lives of the
people of Bandung. Thus, Bandung is not only a center of economic growth but also a
cultural laboratory that offers various potentials to be studied and analyzed. (Akmal &
Trenggana, 2019). In addition, Bandung has ten Cinema XXI branches located in several
strategic points, such as shopping malls and entertainment centers.
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The strategic placement of Cinema XXI in locations such as shopping malls and
entertainment centers is at odds with the observation that the cinema chain has not
achieved full standardization of quality. This is evident in numerous customer complaints,
particularly on Google reviews, expressing dissatisfaction after watching films at Cinema
XXIin Bandung City. Notably, Transmart Buah Batu XXI and TSM XXI received the lowest
ratings at 45 and 40, respectively, while Festival Citylink XXI, Empire XXI Bandung, and
BTC XXI Bandung received comparatively better ratings of 12, 15, and 15. Among the
ten theaters analyzed, Cinema XXI Bandung received a total of 230 negative ratings.
These complaints highlight inconsistent customer experiences across various Cinema
XXI branches in Bandung City, indicating a failure to consistently meet expected quality
standards. Many customers express disappointment with the customer service at Cinema
XXI Bandung City.

One of the factors that can increase customer loyalty is customer satisfaction
(Paulose & Shakeel, 2022). Customer satisfaction is a feeling of satisfaction of a customer
that can create an emotional bond between the Customer and the brand, which can result
in long-term loyalty (Cuesta-Valifio et al., 2023). Customer satisfaction is considered a
determinant of post-purchase attitudes and reflects positive or negative outcomes after
transactions that affect customer loyalty (Hans et al., 2023). When customers are satisfied
with their experience with a company or brand, they tend to become loyal, make more
frequent purchases, and recommend the company to others; if customer satisfaction
increases by 1%, it will result in an increase in customer loyalty by 75.2% (Zaid &
Patwayati, 2021). In addition, a good customer experience can create a solid emotional
connection with the brand, which can increase customer satisfaction. (Suttikun &
Meeprom, 2021). Apart from customer experience, customer loyalty is also significantly
influenced by four dimensions of service quality, namely reliability, responsiveness,
empathy, and tangibility. Meanwhile, the assurance dimension has no significant effect
even though the effect is positive (Muzhoffar et al., 2023). A company must pay attention
to service quality factors to maintain customer satisfaction, which will have an impact on
customer loyalty (Agarwal & Dhingra, 2023).

Customer loyalty is also determined by customer-perceived value; Ozkan et al.
(2019) define customer-perceived value as consumers' perceptions of quality and
satisfaction related to the company or service so that the value customers feel is the result
of good service. Every Customer spends money; customers always hope they will get
something comparable or more excellent in value than what they spend. Customer
perceived value can be measured by the number of tangible and intangible benefits
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received by the Customer when using the product or service offered by the producer
minus the sacrifices made by consumers (Tumbuan & Mananeke, 2020). One of the
factors that can increase customer perceived value is customer experience because
customers tend to consider the value of a product or service to be of higher value when
they have a good experience with the goods or services concerned (Wuisan & Elton,
2021). Customer perceived value is significantly influenced by service quality because
customers will feel that they receive value that matches the expenses they make and tend
to return to the company in the future (Zhong & Moon, 2020). Zhong & Moon, 2020). In
line with the above opinion, customer satisfaction and customer loyalty are affected by
improving the service quality of a product or service. (Rahmat & Ariyanti, 2020).

Based on the above statement, seeing the gap between the high level of customer
loyalty at Cinema XXI in the pre-questionnaire and the disappointment of customers
regarding the quality of cinemas in Bandung, the author is interested in the opportunity to
examine further the impact of customer experience and customer service quality on
customer loyalty. This is done by doing research on customer perceived value and
customer satisfaction at Cinema XXI in Bandung, with the title "The Effect of Customer
Experience and Customer Service Quality on Customer Perceived Value and Customer
Satisfaction and its Impact on Customer Loyalty at Cinema XXI in Bandung."

LITERATURE REVIEW
Marketing Management

Marketing management is an essential process for achieving business success.
By understanding and applying its principles, companies can attract and retain customers
and increase profits. (Kotler, 2022)

Definition of Marketing

Marketing is the set of activities involved in creating, delivering, and
communicating value to consumers. Market research, product development, pricing,
promotion, and distribution of products or services to customers are the scope of
marketing (Fehrer et al., 2020).

Consumer Behavior
Wardhana (2022) reveals consumer behavior as a series of processes and
activities carried out by customers individually, in groups, or in organizations. This
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includes the search, selection, purchase, and utilization of goods, services, ideas, and
experiences, with the aim of satisfying their wants and needs.

Customer Experience

Customer experience is the overall relationship that consumers experience with a
brand, from before they buy a product or service to after they use it (Kushwaha et al.,
2021).

Customer Service Quality

Sulistiyowati (2018) defines service quality refers to all efforts that are focused so
that customer needs and desires are met appropriately so that customer expectations are
also met

Customer Perceived Value

Garcia-Fernandez et al. (2018) suggested that customers' evaluation of the value
of the benefits they receive in relation to what they give in return is the definition of
customer perceived value.

Customer satisfaction

Customer satisfaction is the company's ability to meet customer expectations after
purchasing goods or services based on the performance of the product or service
(Hasniati et al., 2021).

Customer Loyalty

Customer loyalty is what a customer has with a brand or company. This is reflected
in the act of repurchasing, providing recommendations, and ignoring other brands
(Tjiptono, 2022). Besides that, Abbas et al. (2021) define consumer loyalty as the
definition of an emotional relationship between a company and a customer, where loyal
customers make repeat purchases and often stick with a particular brand compared to its
competitors. Meanwhile, Khasanah et al. (2023) define customer loyalty as measured by
customer actions, such as subscriptions, repeat purchases, and promoting them to
others. Companies can increase customer loyalty by understanding customer behavior
and meeting their needs. Companies can achieve this by providing high-quality products
or services and good customer service (Iskamto & Gunawan, 2023).
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RESEARCH METHODS
Type of Research

This research follows a deductive mindset, which involves understanding general
symptoms or concepts to explain specific symptoms or phenomena.

Population and Sample

The population of this study is Cinema XXI Bandung customers who have visited
Cinema XXI Bandung more than once, so the specific population of this study is still being
determined. For this research, non-probability sampling is the sampling method applied.
This method involves a sampling approach in which sample selection is not based on an
equal chance for each member of the population.

Data Analysis Technique

Data analysis Structural Equation Modeling - Partial Least Square (SEM- PLS)

Structural Equation Modeling (SEM) is a multivariate analysis method used in
research that combines indicators for each variable, and structural modeling is the
method to be applied in this study. SmartPLS software version 4.0.9.8 will be utilized in
this study to conduct data analysis using the Partial Least Squares - Structural Equation
Modeling (PLS-SEM) method. This method was chosen because of its ability to cope with
complex data, its flexibility, and its ability to explain the relationship between variables
(Hair et al., 2021). Testing the goodness of fit of the model is a crucial step in determining
whether the Partial Least Squares (PLS) model is suitable for the data being analyzed or
not. It is intended that the model can provide an accurate representation of the actual
conditions of the population. Evaluation of goodness of fit in PLS models is often done by
looking at the R Square value, which is applied to assess the capability of the model in
explaining variations in endogenous variables. The value can be categorized as low (0-
0.3), medium (0.3-0.7), and high (0.7-1) (Garson, 2016).

DISCUSSION
Research Results

After going through the process of analyzing data about respondents that has been
done before, the research data collected through the Google Form questionnaire will be
presented in the next section. The Structural Equation Modeling (SEM) method through
the SmartPLS version 4.0.9.8 application will be used to analyze all the data that has
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been collected. The composite reliability, convergent validity, and discriminant validity are
the data tests that have been carried out.

Research Model

The research model is a conceptual structure or framework that is applied to
formulate the correlation between the variables being researched or tested in a study
(Hair et al., 2021). See Figure 1 below to see an overview of this research model :
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Figure 1 Research Model Source: Author's data, 2024

Determination Test (R-Square)

The R-Square test in SEM-PLS is an evaluation step used to evaluate how far
exogenous latent variables in the model explain the variability of endogenous latent
variables. R-Square in SEM-PLS calculates the model's ability to explain variability in
endogenous variables, and its value ranges from 0-0.3 (low), 0.3-0.7 (medium), and 0.7-
1 (high) (Garson, 2016). The results of the R-Square test for this study are presented in
Table 1 below:

Table 1 Output R-Square

R-square R-square adjusted
Customer Loyalty 0.556 0.552
Customer Perceived 0.438 0.435
Value
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Customer Satisfaction \ 0.540 | 0.538
Source: Author's Processed Data, 2024

From the data listed in Table 4 regarding the R-Square output in this study, it can
be concluded

that:

R-Square on the Customer Loyalty variable has a value of 0.556. This indicates
that about 55.6% of the Customer Loyalty variable is influenced by the Customer
Perceived Value and Customer Satisfaction variables. Other variables not included in this
study can affect the remaining portion, which is around 44.4%.

R-Square on the Customer Perceived Value variable reaches 0.438, indicating that
about 43.8% of the variation in the variable is influenced by Customer Experience and
Customer Service Quality. Other factors not considered can affect the remaining 56.2%.

The R-Square on the Customer Satisfaction variable reaches a value of 0.540,
indicating that about 54% of the variation in the variable is influenced by Customer
Experience and Customer Service Quality. Various other variables not included in this
study may account for the other 46%.

F-Square Test (F2)

One of the effect sizes applied to evaluate the impact of exogenous latent variables
on endogenous latent variables in the PLS-SEM model is the F-Square. The accepted
values for F Square are 0.02 (low), 0.15 (medium), and 0.35 (large) (Garson, 2016). The
following table describes the F-Square output of this study:

Table 2 Output F-Square

Customer Loyalty  |Customer Customer
Perceived Value [satisfaction
Customer Experience 0.049 0.108 0.091
Customer Loyalty
Customer Perceived Value 0.041
Customer Service Quality 0.068 0.170 0.359
Customer Satisfaction 0.041
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Based on Table 5, which presents the F-Square output above, it can be concluded
that:

The F-Square value between customer experience and customer loyalty is 0.049.
This means that the impact exceeds the criteria for a small effect (0.02), so the effect of
customer experience on customer loyalty has a moderate effect.

The F-Square value between Customer Experience and Customer Perceived
Value is 0.108. This means that the impact exceeds the criteria for a small effect (0.02),
so the effect of Customer Experience on Customer Perceived Value has a moderate
effect.

The F-Square value between Customer Experience and Customer Satisfaction is
0.091.

This means that the impact exceeds the criteria for a small effect (0.02), so the
effect of Customer Experience on Customer Satisfaction has a moderate effect.

The F-Square value between Customer Perceived Value and Customer Loyalty is
0.041. That is, the impact exceeds the criterion of small influence (0.02), so the effect of
Customer Perceived Value on Customer Loyalty has a moderate impact.

The F-Square value between Customer Service Quality and Customer Loyalty is
0.068. This means that the impact exceeds the criteria for a small effect (0.02), so the
effect of Customer Service Quality on Customer Loyalty has a moderate effect.

The F-Square value between Customer Service Quality and Customer Perceived
Value is

0.170. This means that the impact exceeds the criteria for a small effect (0.02), so
the effect of Customer Service Quality on Customer Perceived Value has a moderate
impact.

The F-Square value between Customer Service Quality and customer satisfaction
is 0.359. This means that the impact exceeds the criteria for a small effect (0.02), so the
effect of Customer Service Quality on Customer Satisfaction has a moderate impact.

The F-Square value between Customer Satisfaction and Customer Loyalty is 0.41.
That is, the impact exceeds the criterion of small influence (0.02), so the effect of
Customer Satisfaction on Customer Loyalty has a moderate effect.

Hypothesis Test
Hypothesis Test of Direct Effect

Table 3 below displays the results of the direct effect test conducted in this study,
namely:
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Table 3 Direct Effect Test Output

Original Sample Standard [T statistics
sample (O) |mean (M) deviation |(|O/STDEV]|) P values
(STDEV)
Customer Experience — |0.208 0.211 0.096 2.175 0.030
Customer Loyalty
Customer Experience — [0.323 0.323 0.093 3.481 0.001
Customer Perceived
Value
Customer Experience — [0.268 0.268 0.060 4.444 0.000
Customer Satisfaction
Customer Perceived — |0.188 0.195 0.073 2.577 0.010
Customer Loyalty
Customer Service Quality|0.272 0.266 0.105 2.592 0.010
N
Customer Loyalty
Customer Service Quality|0.405 0.407 0.081 4.991 0.000
N
Customer Perceived
Value
Customer Service Quality/0.533 0.532 0.052 10.336 0.000
N
Customer Satisfaction
Customer Satisfaction ->/0.206 0.201 0.072 2.868 0.004
Customer Loyalty

Source: Author's Processed Data, 2024

We can observe that in Table 2, there are original sample values and T-Statistics
as a benchmark for the direct effect hypothesis test, so it can be concluded as follows:

Hypothesis 1: Customer experience has a positive effect on customer perceived
value.

customer experience variables and their impact on customer perceived value
yielded positive and significant results. The T statistics value of 3.481, with a p-value
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coefficient of 0.001, indicates a strong influence of customer experience on perceived
value. The original sample value of 0.323 further supports this conclusion.According to
Rahardja et al. (2021), positive interactions with brands or products contribute to higher
value perceptions in customers' minds, especially when an emotional connection is
established.

Hypothesis 2: Customer experience has a positive effect on customer satisfaction.

Referring to the results of hypothesis 2 testing regarding the effect of customer
experience on customer satisfaction produces a positive and significant effect as
evidenced by the results of the T-statistics value of 4.444 (>1.96), the p-value coefficient
of 0.000 (<0.05), and the original sample value of 0.26. The results of these findings
indicate how customer experience in the company can create satisfaction for custom.
Therefore, more H2 can be accepted. In line with Kusumawati & Rahayu's research
(2020) states that the high level of customer satisfaction will be influenced by the level of
customer experience experienced. This is due to the fact that customer experience
involves all customer interactions with the company, from before they purchase to after
the purchase has occurred.

Hypothesis 3: Customer experience has a positive effect on customer loyalty.

Based on the results of the direct effect test, customer experience has a positive
and significant effect on customer loyalty, as evidenced by the results of the T-statistics
value of 2.175 (>1.96), the p-value coefficient of 0.001 (<0.05) and the original sample
value of 0.030. So, the higher the customer experience, the higher the level of customer
loyalty to the company. Customer loyalty is influenced by how a person's experience
using services at the company is so that H3 can be accepted. The results of these findings
compare favorably with the results of research from Kusumawati & Rahayu (2020), which
reveal that customer experience has an impact on customer loyalty because a memorable
experience not only creates a positive impression but also builds a strong emotional bond
with the brand so that it can cause customer attachment to tend to be more loyal.

Hypothesis 4: Customer service quality has a positive effect on customer
perceived value.

Based on a series of tests that have been carried out on the effect of customer
service quality variables on customer perceived value, it has been found that there is a
positive and significant influence between these variables with a T-statistics value of
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4,991 (>1.96), a p-value coefficient of 0.000 (<0.05) and an original sample value of
0.405. This means that a high level of Customer Service Quality will affect the company's
high Customer Perceived Value so that H4 can be accepted. These findings are directly
proportional to the opinion of Ozkan et al. (2019), which found a significant positive
correlation between customer service quality and customer perceived value. The study
revealed that customers believe that what has been paid is in accordance with the value
received, creating good service quality in company services.

Hypothesis 5: Customer service quality has a positive effect on customer
satisfaction.Based on the results of the direct effect test, customer service quality has a
positive and significant effect on customer satisfaction, as evidenced by the results of the
T-statistics value of 10.336 (>1.96), the p-value coefficient of 0.001 (<0.05), and the
original sample value of 0.533. Therefore, high Customer Service Quality affects the high
level of customer satisfaction, thus encouraging the acceptance of hypothesis 5. This
finding is in line with the opinion of Zouari and Abdelhedi (2021). This study shows an
essential correlation between customer service quality and customer satisfaction. This
can be seen when the company provides exceptional customer service quality; the level
of customer satisfaction will also increase.

Hypothesis 6: Customer service quality has a positive effect on customer loyalty.

Referring to the results of hypothesis 6 testing related to the effect of customer
service quality on customer loyalty, it produces a positive and significant effect. This is
indicated by the results of the T-statistics value of 2.592 (> 1.96), the p-value coefficient
value of 0.010 (<0.05), and the original sample value of 0.272. With these findings
indicating how customer service quality can create customer loyalty, H6 can be accepted.
Dewi et al.'s research (2021) is in line with this study, which shows that customer service
quality has a positive impact on customer loyalty. The better the quality of customer
service, the greater the influence on customers' decisions to remain loyal to the company.

Hypothesis 7: Customer perceived value has a positive effect on customer loyalty.
Referring to the results of hypothesis 7 testing regarding the effect of Customer
perceived value on customer loyalty, it produces a positive and significant effect. This is
indicated by the results of the T-statistics value of 2.577 (>1.96), the p-value coefficient
value of 0.010 (<0.05), and the original sample value of 0.188. With these findings
indicating that hCustomer-perceived value in services can create customer loyalty, H7
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can be accepted. In line with the research of Li et al. (2023), it suggests that there is a
direct correlation between customer-perceived value and the level of customer loyalty,
which is supported by the fact that customer-perceived value is the basis of the company's
marketing activities.

Hypothesis 8: Customer satisfaction affects customer loyalty.

Based on the results of the direct effect test, customer satisfaction has a positive
and significant effect on loyalty, which is indicated by the results of the T-statistics value
of 2.868 (>1.96), the p-value coefficient of 0.004 (<0.05), and the original sample value
of 0.206. Therefore, higher Customer Satisfaction will be accompanied by an increase in
Customer Loyalty. This shows acceptance of hypothesis 8. This finding is in line with Zaid
and Patwayati's research (2021) that high Customer Satisfaction has the potential to
increase Customer Loyalty.

Hypothesis Test of Indirect Influence
The output of the indirect effect test results in this study is presented in Table 4

below:
Table 4 Output of Indirect Effect

Original Sample |Standard [T statistics|P values

sample |mean (M) [deviation |(|JO/STDEV])

(O) (STDEV)
Customer Quality ->0.110
Customer Satisfaction -> 0.107 0.041 2.704 0.007 accept
Customer Loyalty
Customer Experience -> accept
Customer satisfaction ->/0.055 0.054 0.022 2.464 0.014
Customer Loyalty
Customer Experience -> accept
Customer Perceived0.061 0.062 0.028 2.169 0.030
Value ->
Customer Loyalty
Customer Quality -> accept
Customer Perceived0.076 0.080 0.037 2.054 0.040
Value -> Customer
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Loyalty

Source: Author's Processed Data, 2024

Hypothesis 9: Customer perceived value mediates the relationship between
customer experience and customer loyalty.

The results of the indirect effect test (indirect effect) show that customer perceived
value mediates the effect of customer experience on customer loyalty as evidenced by
the results of the T-statistics value of 2.169 (>1.96), the p-value coefficient of 0.030
(<0.05) and the original sample value of 0.061. Therefore, it can be proven that customer
experience affects customer loyalty through the company's Customer perceived value so
that it can accept hypothesis 9. This finding is in line with research conducted by Chen et
al. (2021). Customer perceived value mediates the relationship between customer
experience and customer loyalty by representing customer assessments of the benefits
gained from experience relative to the investment of time and money.

Hypothesis 10: Customer perceived value mediates the relationship between
customer service quality and customer loyalty.

According to the results of the indirect effect test (indirect effect), Customer
perceived value mediates the effect of customer service quality on customer loyalty as
evidenced by the results of the T-statistics value of 2.054 (>1.96), the p-value coefficient
of 0.040 (<0.05), and the original sample value of 0.076. Therefore, it can be proven that
customer service quality affects customer loyalty through customer-perceived value. This
shows acceptance of hypothesis 10. This finding is in line with research from Kusumawati
and Rahayu (2019) that customer-perceived value can mediate between the effects of
customer service quality and customer loyalty because customer-perceived value can
improve customer service quality.

Hypothesis 11: Customer satisfaction mediates the relationship between customer
experience and customer loyalty.

The results of the indirect effect test prove that customer satisfaction mediates the
effect of customer experience on customer loyalty, as evidenced by the results of the T-
statistics value of 2.464 (>1.96) and the original sample value of 0.055, also supported
by the p-value coefficient of 0.014. So, customer satisfaction mediates the influence
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between customer experience and customer loyalty, so hypothesis 11 can be accepted.
This finding is in line with research conducted by Paulose and Shakeel (2022), which
reveals that customer satisfaction is a mediation that connects customer experience with
their customer loyalty to a brand or service because one of the most critical factors in
building customer loyalty is ensuring that customers are satisfied with their experience.

Hypothesis 12: Customer satisfaction mediates the relationship between customer
service quality and customer loyalty.

Based on the results of the indirect effect test (indirect effect), customer
satisfaction mediates the impact of customer service quality on customer loyalty, as
evidenced by the results of the T-statistics value of 2.704 (>1.96) and 0.110 for the original
sample value, also supported by the p-value coefficient of 0.007. Thus, it can be proven
that customer satisfaction mediates the influence between customer service quality and
customer loyalty, thus showing acceptance of hypothesis 12. Research from Chen et al.
(2021) is in line with these findings, which reveal that customer satisfaction can act as a
mediator between service quality and customer loyalty because customer satisfaction
reflects the extent to which customer expectations are met by the services provided.

CONCLUSIONS

This study presents findings derived from the analysis of data collected through
guestionnaires and distributed to 385 respondents. SEM (Structural Equation Modeling)
method on innovative PLS applications is used to analyze the data. The aim is to examine
the impact of customer experience and customer service quality on customer loyalty
through customer perceived value and customer satisfaction as intervening variables.
The conclusions of the study conducted are as follows:

The customer experience at Cinema XXI Bandung City has a positive and
significant effect on perceived value, as evidenced by the acceptance of hypothesis 1. It
can be concluded that customer experience can create customer-perceived value at
Cinema XXI Bandung City.

The customer experience at Cinema XXI Bandung has a significant positive effect
on customer satisfaction. The acceptance of hypothesis 2 evidences this. Therefore, the
higher the customer experience, the higher the level of customer satisfaction at Cinema
XXI Bandung City.
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Customer Experience shows a significant positive effect on customer loyalty. The
acceptance of hypothesis 3 evidences this. So, the higher the customer experience, the
higher the level of customer loyalty at Cinema XXI Bandung City.

Customer Service Quality also has a significant positive effect on Customer
Perceived Value, with the acceptance of hypothesis 4. This means that the higher the
Customer Service Quality, the higher the Customer Perceived Value of Cinema XXI
Bandung City.

Customer Service Quality has a significant positive effect on Customer
Satisfaction, with the acceptance of hypothesis 5. Therefore, the higher the Customer
Service Quality, the higher the level of customer satisfaction at Cinema XXI Bandung
City.

Customer Service Quality has a significant positive effect on Customer Loyalty; the
acceptance of hypothesis 6 evidences this. So, the higher the customer service quality,
the higher the level of customer loyalty at XXI Bandung City.

Customer Perceived Value shows a significant positive effect on Customer
Loyalty; the acceptance of hypothesis 7 evidences this. Thus, the higher the Customer
Perceived Value, the higher the level of customer loyalty Cinema XXI Bandung City.

Customer Satisfaction has a significant positive effect on Customer loyalty, and
the acceptance of hypothesis 8 evidences this. Therefore, the higher the Customer
Satisfaction, the higher the level of Customer loyalty at Cinema XXI Bandung City.

Customer Experience has a significant and positive impact on Customer Loyalty
through Customer Perceived Value; the acceptance of hypothesis 9 evidences this. That
is, Customer Experience contributes positively and significantly to Customer Loyalty
through Customer Perceived Value at Cinema XXI Bandung City.

Customer Service Quality has a significant and positive impact on Customer
Loyalty through Customer Perceived Value; the acceptance of hypothesis 10 evidences
this. This means that Customer Service Quality contributes positively and significantly to
Customer Loyalty through Customer Perceived Value at Cinema XXI Bandung City.

Customer Experience has a significant and positive impact on Customer Loyalty
through Customer Satisfaction; the acceptance of hypothesis 11 evidences this. That is,
Customer Experience contributes positively and significantly to Customer Loyalty through
Customer Satisfaction at Cinema XXI Bandung City.

Customer Service Quality has a significant and positive impact on Customer
Loyalty through Customer Satisfaction, and the acceptance of hypothesis 12 evidences
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this. That is, Customer Service Quality contributes positively and significantly to Customer
Loyalty through Customer Satisfaction at Cinema XXI Bandung City.
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