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ABSTRACT: This study aims to analyze the role of consumer satisfaction in mediating the influence of service quality and 

information technology systems on consumer loyalty in transportation services within the Mojokerto City government, East Java, 

Indonesia. The research method used was a quantitative approach using a survey technique among passengers of the free school 

transportation (ASG) in Mojokerto City, East Java, Indonesia. The study recruited 161 respondents, determined based on the Hair 

Formula, i.e., 7 x 23 (number of indicators). The sampling method used was random sampling. A structured questionnaire was 

used for data collection and analyzed using path analysis to examine the direct and indirect effects between variables. The results 

of the study indicate that service quality and information technology systems have a positive and significant effect on consumer 

satisfaction. Furthermore, consumer satisfaction has a positive and significant effect on consumer loyalty. Furthermore, the results 

of the mediation test indicate that consumer satisfaction significantly mediates the effect of service quality and information 

technology systems on consumer loyalty. These findings indicate that increasing customer loyalty depends not only on service 

quality and the direct implementation of information technology systems, but also on the level of customer satisfaction. Therefore, 

transportation services are advised to continuously improve service quality and optimize information technology systems to create 

customer satisfaction, which ultimately drives long-term loyalty. 
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I. INTRODUCTION 

The development of the passenger transportation industry in recent decades has demonstrated highly competitive dynamics, in line 

with increasing public mobility, technological advances, and changing user expectations (Lovelock & Wirtz, 2016; Kotler et al., 

2017). Transportation is no longer viewed simply as a means of getting from one place to another, but has become a crucial part of 

the service experience, influencing passenger perceptions, satisfaction, and loyalty (Pine & Gilmore, 2011; Grönroos, 2018). In 

this context, transportation service providers are required to deliver high-quality services and optimally utilize information 

technology systems to meet increasingly complex passenger needs and expectations (Parasuraman et al., 1988; Buhalis & Law, 

2008). 

Service quality is a key factor in determining the success of service organizations, including in the passenger transportation 

sector (Zeithaml et al., 2018). Service quality reflects a service provider's ability to deliver reliable, responsive, safe, empathetic 

service, supported by adequate facilities (Parasuraman et al., 1988). Passengers tend to assess service quality not only based on 

physical aspects, such as the comfort of facilities and infrastructure, but also on the attitude and competence of staff, punctuality, 

clarity of information, and ease of access to service (Brady & Cronin, 2001). If the service quality meets or exceeds passenger 

expectations, a positive perception will be formed, leading to satisfaction and a desire to continue using the service in the future 

(Kotler & Keller, 2016). 

In addition to service quality, the use of information technology systems is also a strategic factor that increasingly determines 

the competitiveness of transportation service providers (Laudon & Laudon, 2020). The application of information technology, 

such as online ticket booking systems, mobile applications, departure schedule information systems, digital payments, and real-

time information services, has transformed the way passengers interact with service providers (Venkatesh et al., 2003). 

Information technology serves not only as an operational support tool but also as a means to improve efficiency, accuracy, 

transparency, and ease of access to services (DeLone & McLean, 2003). Passengers accustomed to technology tend to expect fast, 
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easy, and integrated services, so the quality of the information technology system used also influences their perception of the 

overall service (Tam & Oliveira, 2016). 

In a context of increasingly fierce competition, passenger loyalty is a crucial asset for the sustainability of transportation 

service organizations. Passenger loyalty is reflected in service reuse behavior, willingness to recommend to others, and resistance 

to competitors' offerings (Griffin, 2005). Loyal passengers not only contribute to stable revenue but also act as indirect 

promotional agents through positive word of mouth (Reichheld & Sasser, 1990). However, loyalty is not formed instantly, but 

rather through a psychological process influenced by service experiences, perceived value, and passenger satisfaction levels 

(Oliver, 1999). 

Passenger satisfaction is a crucial variable bridging the relationship between service quality and the use of information 

technology systems and passenger loyalty (Anderson & Srinivasan, 2003). Satisfaction arises when passengers perceive service 

performance to meet or exceed their initial expectations (Kotler & Keller, 2016). In the context of transportation services, 

satisfaction can be influenced by the consistency of service quality, ease of use of information technology, and the service 

provider's ability to handle complaints and issues (Zeithaml et al., 2018). Satisfied passengers tend to develop stronger emotional 

bonds with service providers, increasing the likelihood of long-term loyalty. 

Although the theoretical relationship between service quality, information technology, satisfaction, and loyalty has been 

widely discussed in the service management literature, empirical research has yielded mixed results, particularly in the context of 

passenger transportation services (Cronin et al., 2000). Differences in user characteristics, levels of technology adoption, and 

service operational conditions can influence the strength and direction of the relationships between these variables (Venkatesh et 

al., 2003). Furthermore, there remains a gap in research that comprehensively examines the role of passenger satisfaction as an 

intervening variable in explaining the influence of service quality and the use of information technology systems on passenger 

loyalty (Tam & Oliveira, 2016). 

On the other hand, field observations indicate that improvements in physical facilities and the implementation of information 

technology do not necessarily automatically increase passenger loyalty. In some cases, passengers still complain about 

inconsistent service quality, lack of staff responsiveness, information technology system disruptions, and inaccurate service 

information (Buhalis & Law, 2008). These conditions have the potential to reduce passenger satisfaction levels, ultimately 

negatively impacting their loyalty (Oliver, 1999). This suggests that service quality and information technology must be managed 

in an integrated manner and oriented toward passenger satisfaction to foster sustainable loyalty. 

This research is expected to provide an empirical understanding of how service quality and the use of information technology 

systems influence passenger satisfaction and its implications for loyalty. Furthermore, the results are expected to serve as a basis 

for transportation service managers in formulating strategies to improve service quality and develop information technology that is 

oriented toward sustainable passenger satisfaction and loyalty. 

 

II. LITERATURE REVIEW AND HYPOTHESIS 

Service Quality Influences Customer Satisfaction 

Service quality is a key determinant of customer satisfaction, particularly in service organizations. Service quality is generally 

understood as the level of service excellence perceived by consumers compared to their expectations prior to receiving the service 

(Parasuraman et al., 1988). If the service performance exceeds or at least meets expectations, consumers will be satisfied; 

conversely, a discrepancy between expectations and reality will lead to dissatisfaction (Kotler & Keller, 2016). 

The SERVQUAL model developed by Parasuraman et al. (1988) explains that service quality consists of five main 

dimensions: tangibles, reliability, responsiveness, assurance, and empathy. These five dimensions have been empirically proven to 

significantly influence levels of customer satisfaction in various service industry contexts. Research by Cronin and Taylor (1992) 

confirms that consumer perceptions of service quality have a positive and direct relationship with satisfaction, even stronger than 

the influence of satisfaction on consumer behavioral intentions. 

Various empirical studies also show that improving service quality will impact customer satisfaction, loyalty, and 

organizational image. Caruana's (2002) research found that service quality acts as a primary antecedent of customer satisfaction, 

which subsequently influences loyalty. Therefore, organizations need to consistently maintain and improve their service quality 

through human resource development, service process improvements, and a focus on customer needs and expectations. These 

efforts are crucial strategies for creating sustainable customer satisfaction and long-term competitive advantage. Based on this 

explanation, the following hypothesis is formulated: 

H1: Service quality has a positive effect on consumer satisfaction. 

Information technology systems influence customer satisfaction 

Information technology systems (ITS) play a strategic role in improving customer satisfaction, particularly in the digital era, 

which demands speed, accuracy, and ease of access to services. IT systems encompass integrated hardware, software, databases, 

and procedures to effectively manage and present information to users. The implementation of reliable IT systems enables 

https://www.ijsshr.in/


The Role of Consumer Satisfaction in Mediating the Effect of Service Quality and Information Technology Systems 

on Consumer Loyalty in Transportation Services  

IJSSHR, Volume 09 Issue 02 February 2026                              www.ijsshr.in                                                Page 1165                               

organizations to provide more responsive, transparent, and consistent services, positively impacting customer perceptions and 

experiences (Laudon & Laudon, 2020). 

Customer satisfaction arises when perceived service performance meets or exceeds customer expectations. In this context, IT 

systems serve as a primary means of improving the quality of interactions between service providers and customers. For example, 

information systems that are easy to use, fast, and error-free can reduce wait times, improve service accuracy, and provide a sense 

of security in transactions, ultimately increasing customer satisfaction (DeLone & McLean, 2003). 

Furthermore, the information systems success model states that system quality, information quality, and service quality are key 

determinants of user satisfaction. Systems with high reliability, good flexibility, and relevant and timely information will drive 

higher levels of customer satisfaction (Petter et al., 2008). In the service sector, including public services and digital businesses, 

information technology systems also enable service personalization, customer needs tracking, and real-time feedback delivery. 

Based on this explanation, the following hypothesis is formulated: 

H2: Information technology systems have a positive effect on customer satisfaction. 

Service quality influences consumer loyalty 

Service quality is a key determinant of consumer loyalty. Service quality is defined as the level of service excellence perceived by 

consumers based on a comparison between their expectations prior to receiving the service and their perceptions of the service 

performance (Parasuraman et al., 1988). When service quality meets or even exceeds consumer expectations, sustained 

satisfaction results, ultimately driving consumer loyalty. 

Consumer loyalty is reflected in a commitment to repeat purchases, positive recommendations, and resilience to the influence 

of competitors' offerings (Oliver, 1999). Consistent service quality—through the dimensions of reliability, responsiveness, 

assurance, empathy, and tangibles—creates a positive experience that strengthens the emotional bond between consumers and 

service providers. This relationship fosters trust and a sense of security, which are the foundations of long-term loyalty. 

Various empirical studies have shown that improving service quality significantly impacts consumer loyalty, both directly and 

through satisfaction as a mediating variable (Zeithaml et al., 2018). Consumers who experience high-quality service tend to have a 

better perception of value, making them reluctant to switch to another provider even when there is a price difference. Therefore, 

customer-oriented organizations need to make service quality a primary strategy to maintain customer loyalty and sustainably 

increase competitiveness. Based on this explanation, the following hypothesis is formulated: 

H3: Service quality has a positive effect on customer loyalty. 

Information technology systems influence consumer loyalty 

Information technology systems (ITS) play a strategic role in building and maintaining consumer loyalty in the digital era. ITS not 

only serves as an operational support tool but also serves as a key tool in creating a fast, accurate, and personalized service 

experience for consumers. Reliable systems enable companies to effectively manage customer data, provide real-time information, 

and improve the quality of interactions between companies and consumers (Laudon & Laudon, 2020). 

The implementation of integrated IT systems, such as customer relationship management (CRM), e-services, and digital 

platforms, has been proven to increase customer satisfaction through ease of service access, speed of response, and consistent 

service quality. This satisfaction then drives customer loyalty in the form of repeat purchases, positive recommendations, and 

long-term commitment to the company (Kotler & Keller, 2016). In other words, IT acts as an enabler linking service quality with 

customer loyalty. 

Several empirical studies have shown that a quality information technology system, in terms of ease of use, system reliability, 

data security, and information quality, significantly influences consumer loyalty (DeLone et al., 2003). Consumers tend to be loyal 

to companies that provide stable and reliable digital systems, as this increases trust and reduces perceived risk in transactions. 

Based on this explanation, the following hypothesis is formulated: 

H4: Information technology systems have a positive effect on consumer loyalty. 

Consumer satisfaction influences consumer loyalty 

Consumer satisfaction is a key determinant of consumer loyalty to a product or service. Satisfaction arises when the perceived 

performance meets or exceeds their initial expectations. According to Kotler and Keller, satisfied consumers tend to have positive 

attitudes, make repeat purchases, and recommend products or services to others (Kotler & Keller, 2016). Thus, satisfaction not 

only impacts short-term relationships but also forms the foundation for long-term relationships between companies and 

consumers. 

Various studies show that high levels of satisfaction significantly increase consumer loyalty. Oliver explains that loyalty is a 

deep commitment to repurchase or reuse a preferred product or service consistently in the future, despite situational influences and 

competitors' marketing efforts (Oliver, 1999). Repeated satisfaction strengthens consumers' trust and emotional attachment, 

making them more likely to resist alternative offers from competitors. 

Furthermore, consumer satisfaction also contributes to lower price sensitivity and increased tolerance for service errors. Loyal 

customers are generally more forgiving of minor shortcomings due to their previous positive experiences (Zeithaml et al., 2018). 
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Therefore, companies that are able to consistently manage and improve customer satisfaction will have a greater opportunity to 

build sustainable loyalty, which ultimately has a positive impact on business performance and sustainability. Based on this 

explanation, the following hypothesis is formulated: 

H5: Customer satisfaction has a positive effect on customer loyalty. 

The Role of Customer Satisfaction as a Mediating Variable in the Effect of Service Quality on Customer Loyalty 

Service quality is a key determinant in shaping customer loyalty, but the relationship is generally indirect. In many service 

marketing studies, customer satisfaction is viewed as a mediating variable that bridges the influence of service quality on 

customer loyalty. Parasuraman et al. (1988) explain that service quality is reflected in the gap between customer expectations and 

perceptions of the service received. When service quality is perceived as high, customers tend to experience greater levels of 

satisfaction. 

Customer satisfaction is defined as an affective response that arises after comparing service performance with initial expectations 

(Kotler & Keller, 2016). Satisfied customers will have a positive attitude toward the service provider, which in turn drives their 

intention to reuse the service. In this context, satisfaction acts as a psychological mechanism that transforms perceptions of service 

quality into loyal behavior. Oliver (1999) asserts that loyalty is a deep commitment to consistently repurchase or reuse a service in 

the future, despite situational pressures or marketing efforts from competitors. 

Various empirical studies have shown that service quality has a significant influence on customer loyalty through customer 

satisfaction. Cronin and Taylor (1992) found that service quality has an indirect effect on loyalty through satisfaction, meaning 

that customer satisfaction strengthens and explains this relationship. In other words, good service quality does not necessarily 

result in loyalty if it is not accompanied by an adequate level of satisfaction. Therefore, customer satisfaction is a crucial 

mediating variable in explaining how service quality translates into long-term loyalty. The practical implication is that 

organizations need to focus their service quality improvement strategies on creating service experiences that consistently satisfy 

customers. Based on this explanation, the following hypothesis is formulated: 

H6: Customer satisfaction as a mediating variable influences the effect of service quality on customer loyalty. 

The Role of Consumer Satisfaction as a Mediating Variable in the Influence of Information Technology Systems on 

Consumer Loyalty 

The development of information technology systems (ITS) has transformed the way companies interact with consumers, 

particularly in improving service quality, speed of information access, and ease of transactions. Effective ITS is characterized by 

reliable system quality, information quality, and service quality, thus providing a positive user experience. According to the 

DeLone and McLean (2003) information systems success model, system and information quality significantly influence user 

satisfaction, which in turn impacts individual and organizational benefits. 

Consumer satisfaction is an emotional evaluation that arises after consumers compare expectations with the actual 

performance of a system or service (Oliver, 1997). In the context of technology use, consumer satisfaction is formed when an 

information system is easy to use, responsive, and capable of providing accurate and relevant information. Various empirical 

studies have shown that high-quality IT does not directly guarantee consumer loyalty without satisfaction as a psychological 

response (Wixom & Todd, 2005). 

Consumer loyalty reflects a commitment to repeat purchases, maintain long-term relationships, and provide positive 

recommendations to others (Kotler & Keller, 2016). Consumer satisfaction acts as a mediating variable that bridges the influence 

of IT systems on loyalty, as a satisfying technological experience will increase consumer trust and engagement with the company. 

Therefore, the influence of IT systems on consumer loyalty is stronger when optimal customer satisfaction is achieved. Based on 

this explanation, the following hypothesis is formulated: 

H7: Consumer satisfaction as a mediating variable for the influence of IT systems on consumer loyalty. 

 

III. RESEARCH METHODS 

The population in this study was free school transportation (ASG) passengers in Mojokerto City, with an unknown population 

size. Therefore, the sample size was calculated using the following formula (Hair et al. 2010): N = (5 to 10 x number of indicators 

used). The sampling method used accidental sampling, which is a sampling method conducted by randomly meeting passengers of 

free school transportation. 

To obtain relevant and valid data, the data collection method used a questionnaire distributed to respondents. The research 

instrument used a Likert scale, a psychometric scale commonly used in survey research. The response variations for the four 

research variables: service quality (X1), information technology systems (X2), customer loyalty (Y), and customer satisfaction (Z) 

were measured using a Likert scale with five categories: strongly agree, agree, somewhat agree, disagree, and strongly disagree. 
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Data Analysis 

The data analysis technique in this study used a quantitative approach to test the research hypotheses and determine the direct and 

indirect effects between service quality and the use of information technology systems on passenger loyalty through passenger 

satisfaction. 

The initial stage of data analysis began with testing the research instrument, which included validity and reliability tests. 

Instrument validity was tested using Pearson correlation between item scores and the total variable score. If the test results show 

that all items have a Pearson correlation value greater than the table r at α = 0.05, then all statements are declared valid. Reliability 

was tested using Cronbach's Alpha coefficient. If the Cronbach's Alpha coefficient is > 0.70, the instrument is considered reliable. 

Next, inferential analysis was conducted using path analysis. Path analysis is used to examine causal relationships between 

variables and determine the magnitude of the direct and indirect influence of independent variables on dependent variables 

through intervening variables. 

Hypothesis Testing 

To test the hypotheses in this study, the t-test and the Sobel test were used using SPSS version 26. The t-test accepted the 

hypothesis if the significance value was <0.05 or the calculated t-test > the t-table value, and rejected if the significance value was 

≥0.05 or the calculated t-test ≤ the t-table value. Variables with a significance value <0.05 were considered to have a significant 

effect. The Sobel test was used to test the significance of the indirect (mediation) effect of an intervening variable in path analysis. 

Sobel Test Formula: 

 
Description: 

a = path coefficient from the independent variable (X) to the intervening variable (Z) 

b = path coefficient from the intervening variable (Z) to the dependent variable (Y) 

Sa = standard error of coefficient a 

Sb = standard error of coefficient b 

Decision Criteria: 

• If |Z| > 1.96 (α = 0.05), then the mediation effect is significant 

• If |Z| ≤ 1.96, then the mediation effect is not significant 

The Sobel test is generally used after the path coefficient is obtained from the regression results (for example, using SPSS). 

IV. RESULTS  

Instrument Test Results 

Instrument validity is a measure that indicates the level of validity of an instrument. The results of the instrument validity testing 

are as follows. 

 

Table 1. Validity Test Results 

Question Items Pearson Correlation R -Table Decision 

X1.1 0.498 0.15 Valid 

X1.2 0.712 0.15 Valid 

X1.3 0.585 0.15 Valid 

X1.4 0.753 0.15 Valid 

X1.5 0.697 0.15 Valid 

X1.6 0.790 0.15 Valid 

X1.7 0.745 0.15 Valid 

X1.8 0.687 0.15 Valid 

X2.1 0.843 0.15 Valid 

X2.2 0.809 0.15 Valid 

X2.3 0.799 0.15 Valid 

Z1 0.786 0.15 Valid 

Z2 0.773 0.15 Valid 

Z3 0.798 0.15 Valid 

Z4 0.755 0.15 Valid 

Z5 0.716 0.15 Valid 
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Z6 0.598 0.15 Valid 

Z7 0.555 0.15 Valid 

Z8 0.486 0.15 Valid 

Z9 0.476 0.15 Valid 

Y1 0.725 0.15 Valid 

Y2 0.800 0.15 Valid 

Y3 0.809 0.15 Valid 

Y4 0.748 0.15 Valid 

Y5 0.741 0.15 Valid 

 

Based on the validity test results in Table 1, each question item demonstrated a Pearson correlation value greater than the table's r 

value of 0.15, thus all statements were declared valid and suitable for use in this research. The results of the reliability test, 

conducted using Cronbach's Alpha coefficient, are as follows. 

 

Table 2. Reliability Test Result 

Variables Nilai Cronbach’s Alpha Decision 

Service Quality  0.835 Reliable 

Information Technology System  0.751 Reliable 

Customer Satisfaction  0.841 Reliable 

Customer Loyalty  0.823 Reliable 

 

The reliability test results in Table 2 indicate that all statement items from the five variables studied are reliable, as they have a 

Cronbach's Alpha value > 0.60. Therefore, the questionnaire used in this study can be considered reliable. 

Hypothesis Testing Results 

Hypothesis testing was conducted to determine the direct and moderated effects of Service Quality (X1) and Information 

Technology Systems (X2) on Passenger Loyalty (Y). The following table presents the results of the hypothesis testing. 

 

Table 3. Hypothesis Test Results 

Hypothesis T-statistics T-table Sig. Decision 

Service Quality   --->    Customer Satisfaction 5.287 1.975. 0.000 Accepted 

Information Technology System --> Customer 

Satisfaction 

4.236 1.975. 0.000 Accepted 

Service Quality ---> Customer Loyalty 3.665 1.975. 0.000 Accepted 

Information Technology System ---> Customer 

Loyalty 

4.850 1.975. 0.000 Accepted 

Customer Satisfaction ---> Customer Loyalty 5.813 1.975. 0.000 Accepted 

 

Based on Table 3, the results of the hypothesis test show that the t-statistic value is greater than the t-table (1.975) and the 

significance value is 0.000 <0.05, thus all hypotheses are accepted. 

 

Table 4. Hypothesis Test Results 

Hypothesis Z Value Parameter Sig. Decision 

Service Quality * Customer Satisfaction --> Customer 

Loyalty 

3.66 

 
1.96 0.000 

Accepted 

Information Technology System * Customer 

Satisfaction --> Customer Loyalty 

3.619 

 
1.96 0.000 

Accepted 

 

Based on table 4, it is known that the results of the Sobel test show that the Z value > 1.96 and the significance value 0.000 < 0.05, 

this means that the role of the mediating variable is very significant. 
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V. DISCUSSION 

The Effect of Service Quality on Customer Satisfaction 

Based on table 3, service quality has a positive and significant effect on customer satisfaction in transportation services. This is 

demonstrated by the t-statistic test result of 5.287 > t-table (1.975) and a significance value of 0.000 < 0.05. Conceptually, service 

quality is defined as the level of service excellence that meets or exceeds customer expectations (Parasuraman, Zeithaml, & Berry, 

1988). In the transportation context, service quality is reflected in schedule reliability, comfort, safety, staff responsiveness, and 

ease of access. When these aspects are well managed, consumers will perceive a match between their expectations and the actual 

performance of the service they receive. 

Various empirical studies have shown that service quality has a positive and significant effect on customer satisfaction in 

transportation services. This aligns with customer satisfaction theory, which states that satisfaction arises from consumers' 

evaluation of the service experience compared to their initial expectations (Oliver, 1997). Consistent, timely, and user-focused 

service will increase perceived value, ultimately strengthening customer satisfaction. Conversely, low service quality tends to lead 

to customer dissatisfaction and complaints. 

From a service marketing management perspective, improving service quality is a key strategy for maintaining and enhancing 

customer satisfaction (Kotler & Keller, 2016). In the competitive transportation industry, customer satisfaction impacts not only 

loyalty but also company image and service sustainability. Therefore, it can be concluded that service quality has a positive and 

significant influence on customer satisfaction in transportation services, making it a key focus in the management and 

development of modern transportation services. 

The Influence of Information Technology Systems on Consumer Satisfaction 

Table 3 shows that information technology systems have a positive and significant impact on consumer satisfaction with 

transportation services. This is demonstrated by the t-statistical test result of 4.236 > t-table (1.975) and a significance value of 

0.000 < 0.05. The implementation of information technology systems such as online reservation systems, mobile applications, trip 

tracking systems, digital payments, and the provision of real-time schedule information facilitates consumers' access to 

transportation services quickly, accurately, and efficiently. This convenience reduces consumer uncertainty and increases 

perceptions of the professionalism and reliability of transportation service providers. 

From a consumer behavior perspective, information technology functions as a means of value creation because it can increase 

convenience, speed of service, and transparency of information. According to Davis (1989), perceived usefulness and ease of use 

of technology will influence users' attitudes and decisions regarding the system's adoption. In the transportation context, 

consumers who experience direct benefits from technology—such as ease of ticket booking and certainty of travel times—tend to 

demonstrate higher levels of satisfaction. 

Furthermore, research shows that good information system quality contributes significantly to customer satisfaction and 

loyalty (DeLone & McLean, 2003). Satisfied customers are more likely to make repeat purchases and recommend services to 

others. Therefore, investing in the development of information technology systems is a crucial strategy for transportation 

companies to increase competitiveness, strengthen customer relationships, and create a sustainable competitive advantage amidst 

increasingly fierce competition in the transportation industry. 

The Influence of Service Quality on Consumer Loyalty 

Based on table 3, service quality has a positive and significant effect on consumer loyalty in transportation services. This is 

demonstrated by the t-statistic test result of 3.665 > t-table (1.975) and a significance value of 0.000 < 0.05. In the transportation 

industry, which is intangible, high-risk, and involves direct interaction between service providers and users, service quality is a 

key factor in shaping consumer perceptions and experiences. Service quality encompasses the dimensions of reliability, 

responsiveness, assurance, empathy, and tangibles, which collectively determine the level of consumer satisfaction and trust in 

transportation providers (Parasuraman et al., 1988). 

Consistent, timely, and safe service, supported by a professional attitude from transportation staff, will increase consumer 

satisfaction. This satisfaction, in turn, encourages repeat purchases, recommends services to others, and demonstrates long-term 

commitment to the transportation company in question. This aligns with consumer loyalty theory, which states that a positive 

service experience is a primary antecedent of loyalty (Oliver, 1999). 

In the context of transportation services, service quality also plays a role in reducing perceived risk and increasing consumers' 

sense of security and comfort. When consumers perceive that a service provider consistently meets or exceeds their expectations, 

strong and stable loyalty is formed. Therefore, improving service quality not only impacts short-term satisfaction but also serves 

as a crucial strategy for building sustainable customer loyalty and a competitive advantage for transportation service companies 

(Kotler & Keller, 2016). 

The Influence of Information Technology Systems on Consumer Loyalty 

Table 3 shows that information technology systems have a positive and significant impact on consumer loyalty in transportation 

services. This is demonstrated by the t-statistical test result of 4.850 > t-table (1.975) and a significance value of 0.000 < 0.05. The 
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use of information technology enables transportation companies to improve service quality through easy access to information, 

speed of transactions, schedule accuracy, and reliability of booking and payment systems. Consumers tend to be more loyal to 

service providers that provide a practical, safe, and consistent service experience through integrated technology support 

(Parasuraman, Zeithaml, & Berry, 2005). 

In the modern transportation context, online booking applications, real-time trip tracking systems, and digital-based customer 

service play a crucial role in building consumer trust and satisfaction. This trust is the primary foundation for loyalty, which is 

reflected in repeat purchase intentions and a willingness to recommend services to others (Kotler & Keller, 2016). A reliable 

information technology system can also minimize operational errors and increase a company's responsiveness to customer 

complaints, thereby strengthening long-term relationships between the company and its customers. 

Empirical research results show that the better consumers perceive the ease of use and benefits of an information technology 

system, the higher the level of customer loyalty to transportation services (Davis, 1989). Therefore, continued investment in the 

development of information technology systems is a crucial strategy for transportation companies to maintain competitiveness and 

foster sustainable customer loyalty amidst increasingly fierce industry competition. 

The Influence of Customer Satisfaction on Customer Loyalty 

Based on table 3, it is known that customer satisfaction has a positive and significant effect on customer loyalty in transportation 

services. This is demonstrated by the t-statistic test result of 5.813 > t-table (1.975) and a significance value of 0.000 < 0.05. 

Customer satisfaction is a comprehensive evaluation of the service experience, comparing initial expectations with perceived 

actual performance. When consumers are satisfied with aspects of a transportation service, such as punctuality, comfort, safety, 

ease of access, and the quality of interactions with staff, their tendency to reuse the service increases. Consumer loyalty is 

reflected in repeat purchase behavior, positive recommendations to others, and resistance to competing transportation service 

offerings. 

Theoretically, the relationship between satisfaction and loyalty is explained in the consumer behavior model, which states that 

satisfaction is a primary prerequisite for long-term loyalty (Oliver, 1999). In the transportation service industry, which is highly 

competitive and relatively homogeneous in service characteristics, satisfaction plays a key role as a differentiating factor 

influencing consumer choice. Empirical research shows that satisfied transportation customers tend to have a stronger emotional 

commitment and trust in the service provider, resulting in increased loyalty (Zeithaml et al., 1996). 

Furthermore, consistent satisfaction strengthens long-term relationships between customers and transportation service 

providers, ultimately contributing to revenue stability and business sustainability. Therefore, improving customer satisfaction is a 

key strategy for transportation service providers in building sustainable customer loyalty (Kotler & Keller, 2016). 

Customer satisfaction mediates the effect of service quality on customer loyalty. 

Based on table 3, it is known that customer satisfaction plays a significant role in mediating the positive and significant influence 

of service quality on customer loyalty in transportation services. This is demonstrated by the Z-value of 3.66 > 1.96 and a 

significance value of 0.000 < 0.05. This indicates that customer satisfaction plays a strategic role as a mediating variable in the 

relationship between service quality and customer loyalty. Good service quality—reflected through reliability, responsiveness, 

assurance, empathy, and tangibles—can shape positive consumer perceptions of a company's performance. This perception 

subsequently influences customer satisfaction, an emotional state that arises when customer expectations are met or exceeded by 

the service performance received (Parasuraman et al., 1988; Oliver, 2010). 

In the context of consumer behavior, satisfaction is not only a direct result of service quality but also serves as a psychological 

mechanism that bridges the influence of service quality on loyalty. Satisfied customers tend to have repeat purchase intentions, 

demonstrate consistent preferences, and recommend products or services to others. Conversely, good service quality without 

perceived satisfaction does not necessarily foster long-term loyalty (Kotler & Keller, 2016). 

Thus, customer satisfaction serves as a mediator that strengthens the relationship between service quality and customer loyalty. 

Superior service quality increases satisfaction, and this satisfaction ultimately drives ongoing loyalty. This emphasizes that 

company efforts to increase customer loyalty must focus not only on improving service standards but also on managing the overall 

customer experience to achieve optimal satisfaction (Zeithaml et al., 2018). 

Consumer satisfaction mediates the influence of information technology systems on consumer loyalty. 

Based on table 3, it is known that consumer satisfaction plays a significant role in mediating the positive and significant influence 

of information technology systems on consumer loyalty in transportation services. This is demonstrated by the Z-value of 3.619 > 

1.96 and a significance value of 0.000 < 0.05. This indicates that consumer satisfaction plays a significant role as a mediating 

variable in the relationship between information technology systems and consumer loyalty. Reliable, easy-to-use, secure, and 

responsive information technology systems can improve the quality of interactions between companies and consumers. When 

consumers perceive that information technology systems—such as digital applications, electronic payment systems, or web-based 

services—provide convenience, speed, and accuracy, positive perceptions of the service will develop. This perception then drives 

consumer satisfaction as an affective evaluation of the experience of using the system (DeLone & McLean, 2003). 
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Consumer satisfaction serves as a psychological mechanism that bridges the influence of information technology systems on 

loyalty. Satisfied consumers tend to have a desire to make repeat purchases, recommend products or services to others, and show 

resistance to competitors' offers. Thus, consumer loyalty is not only directly influenced by technological sophistication, but more 

strongly by the level of satisfaction resulting from using the system (Oliver, 1999). 

Previous research also shows that a high-quality information technology system does not automatically create loyalty if it is not 

accompanied by customer satisfaction. Therefore, customer satisfaction serves as a mediator that strengthens and explains how 

information technology investments can translate into long-term loyal behavior (Kotler & Keller, 2016; Gefen et al., 2003). 

Therefore, companies need to ensure that the development  

of information technology systems is oriented towards customer experience and satisfaction to achieve sustainable loyalty. 

 

VI. CONCLUSION 

Based on the analysis and discussion of the research, it can be concluded that service quality and the use of information 

technology systems have a significant influence on passenger loyalty, both directly and through passenger satisfaction as an 

intervening variable. Service quality, demonstrated through service reliability, punctuality, staff responsiveness, security 

assurance, empathy, and adequate supporting facilities, has been proven to increase passenger satisfaction levels. Consistent and 

passenger-oriented service creates a positive experience that fosters long-term relationships between passengers and transportation 

service providers. 

Conversely, the use of information technology systems also plays a crucial role in increasing passenger satisfaction. Reliable, 

easily accessible, and integrated information technology systems, such as online ticket booking, accurate and real-time travel 

information, and ease of payment and complaint processing, provide added value for passengers. The use of this technology can 

improve service efficiency, reduce uncertainty, and strengthen passenger trust in transportation service providers. 

Furthermore, passenger satisfaction has been shown to have a positive and significant influence on passenger loyalty. Satisfied 

passengers are more likely to make repeat purchases, show a preference for certain services, and recommend transportation 

services to others. The results of this study confirm the role of passenger satisfaction as an intervening variable that strengthens 

the influence of service quality and information technology systems on loyalty. Therefore, sustainable improvements in passenger 

loyalty can only be achieved if companies consistently improve service quality and optimize the use of information technology 

systems oriented towards passenger satisfaction. 

 

REFERENCES 

1) Anderson, R. E., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A contingency framework. Psychology & 

Marketing, 20(2), 123–138. https://doi.org/10.1002/mar.10063 

2) Brady, M. K., & Cronin, J. J. (2001). Some new thoughts on conceptualizing perceived service quality: A hierarchical 

approach. Journal of Marketing, 65(3), 34–49. https://doi.org/10.1509/jmkg.65.3.34.18334 

3) Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20 years on and 10 years 

after the Internet—The state of eTourism research. Tourism Management, 29(4), 609–623. 

https://doi.org/10.1016/j.tourman.2008.01.005 

4) Caruana, A. (2002). Service loyalty: The effects of service quality and the mediating role of customer satisfaction. 

European Journal of Marketing, 36(7/8), 811–828. 

5) Cronin, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and extension. Journal of Marketing, 

56(3), 55–68. https://doi.org/10.1177/002224299205600304 

6) Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value, and customer satisfaction on 

consumer behavioral intentions in service environments. Journal of Retailing, 76(2), 193–218. 

https://doi.org/10.1016/S0022-4359(00)00028-2 

7) Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS 

Quarterly, 13(3), 319–340. 

8) DeLone, W. H., & McLean, E. R. (2003). The DeLone and McLean model of information systems success: A ten-year 

update. Journal of Management Information Systems, 19(4), 9–30. https://doi.org/10.1080/07421222.2003.11045748 

9) Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model. MIS 

Quarterly, 27(1), 51–90. 

10) Griffin, J. (2005). Customer loyalty: How to earn it, how to keep it. Jossey-Bass. 

11) Grönroos, C. (2018). Service management and marketing: Managing the service profit logic (4th ed.). Wiley. 

12) Ghozali, I., & Latan, H. (2015). Partial least squares: Konsep, teknik dan aplikasi menggunakan program SmartPLS 3.0 

(2nd ed.). Badan Penerbit Universitas Diponegoro. 

https://www.ijsshr.in/
https://doi.org/10.1016/j.tourman.2008.01.005
https://doi.org/10.1177/002224299205600304
https://doi.org/10.1016/S0022-4359(00)00028-2
https://doi.org/10.1080/07421222.2003.11045748


The Role of Consumer Satisfaction in Mediating the Effect of Service Quality and Information Technology Systems 

on Consumer Loyalty in Transportation Services  

IJSSHR, Volume 09 Issue 02 February 2026                              www.ijsshr.in                                                Page 1172                               

13) Hair, J. R., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial Least Squares Structural Equation 

Modeling (PLS-SEM). California: SAGE Publications. 

14) Kotler, P., Bowen, J. T., & Makens, J. C. (2017). Marketing for hospitality and tourism (7th ed.). Pearson Education. 

15) Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education. 

16) Laudon, K. C., & Laudon, J. P. (2020). Management information systems: Managing the digital firm (16th ed.). Pearson 

Education. 

17) Lovelock, C., & Wirtz, J. (2016). Services marketing: People, technology, strategy (8th ed.). Pearson Education. 

18) Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33–44. 

https://doi.org/10.1177/00222429990634s105 

19) Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer 

perceptions of service quality. Journal of Retailing, 64(1), 12–40. 

20) Petter, S., DeLone, W., & McLean, E. (2008). Measuring information systems success: Models, dimensions, measures, 

and interrelationships. European Journal of Information Systems, 17(3), 236–263. https://doi.org/10.1057/ejis.2008.15 

21) Pine, B. J., & Gilmore, J. H. (2011). The experience economy (Updated ed.). Harvard Business School Press. 

22) Reichheld, F. F., & Sasser, W. E. (1990). Zero defections: Quality comes to services. Harvard Business Review, 68(5), 

105–111. 

23) Tam, C., & Oliveira, T. (2016). Understanding mobile banking individual performance: The DeLone & McLean model 

and the moderating effects of individual culture. Internet Research, 26(1), 134–153. https://doi.org/10.1108/IntR-05-2014-

0127 

24) Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information technology: Toward a 

unified view. MIS Quarterly, 27(3), 425–478. 

25) Wixom, B. H., & Todd, P. A. (2005). A theoretical integration of user satisfaction and technology acceptance. Information 

Systems Research, 16(1), 85–102. https://doi.org/10.1287/isre.1050.0042 

26) Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services marketing: Integrating customer focus across the firm 

(7th ed.). McGraw-Hill Education. 

 

 

There is an Open Access article, distributed under the term of the Creative Commons 

Attribution – Non Commercial 4.0 International (CC BY-NC 4.0) 

(https://creativecommons.org/licenses/by-nc/4.0/), which permits remixing, adapting and 

building upon the work for non-commercial use, provided the original work is properly cited. 

https://www.ijsshr.in/
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1057/ejis.2008.15
https://doi.org/10.1287/isre.1050.0042

