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Introduction/Main Objectives: This study examines user loyalty within the rapidly growing digital entertainment industry in Medan City, specifically regarding the Cinema XXI online ticket reservation service. Background Problems: Operational and technical constraints such as short payment windows and the absence of self-service rescheduling features raise the question of how customer satisfaction and digital service quality influence user loyalty for Cinema XXI Medan, both individually and simultaneously. Novelty: The study’s novelty lies in demonstrating the satisfaction-loyalty relationship paradox within the context of an Online-to-Offline (O2O) entertainment reservation platform in a developing metropolitan market an area where previous research has insufficiently examined the empirical impact of application system technicalities. Research Methods: A quantitative, causal-associative method was employed, gathering primary data via structured questionnaires from 100 users of the XXI digital application in Medan, selected using accidental sampling. Data were analyzed using multiple linear regression following successful classical assumption, validity, and reliability testing. Findings/Results: Empirical results show that customer satisfaction does not have a significant partial effect (t=1.462; p=0.147), whereas digital service quality has a positive and significant partial effect (t=4.212; p=0.000) on user loyalty; the simultaneous effect of both variables is 26.4% (F=17.414; p=0.000). Conclusion: post-viewing transactional satisfaction does not automatically guarantee consumer retention without reliable digital infrastructure performance. The study’s practical implications and key message emphasize that management must prioritize enhancing server reliability, ticket cancellation flexibility, and payment deadlines to strengthen customer loyalty.
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1. INTRODUCTION 
The entertainment and creative economy industries in Indonesia are currently experiencing rapid acceleration, particularly in the sector of theatrical film screenings within modern cinema chains (Pratama & Sitorus, 2021). As one of Indonesia's largest metropolitan hubs, Medan boasts high levels of entertainment consumption, with Cinema XXI (PT Nusantara Sejahtera Raya Tbk) serving as the public's premier lifestyle entertainment destination (Setiawan & Utami, 2023). Intensifying industry competition compels management to formulate integrated marketing strategies focused on retaining customers and fostering service loyalty (Setiawan & Utami, 2023). In the modern business ecosystem, user loyalty is a high-value strategic asset, as it drives repeat purchases, positive word-of-mouth recommendations, and resilience against competitor offerings (Kusuma & Rahardjo, 2024). As the market leader, Cinema XXI promotes service digitalization through online ticket reservation systems such as the m.tix app and web portals—to ensure speed, convenience, and transaction comfort (Hasanah & Setyawan, 2020).
However, this digital service transformation is marked by various technical and operational obstacles that constitute fundamental issues (Wibowo & Nurlaila, 2022). Problem identification reveals three primary constraints faced by consumers: (1) an extremely short payment deadline that frequently results in automatic transaction cancellation; (2) the absence of self-service features for rescheduling or cancelling tickets via the app; and (3) server disruptions (app errors or network lag) during traffic spikes for blockbuster movie bookings (Wibowo & Nurlaila, 2022). The complexity of this issue lies in the clash between high consumer digital expectations and the technical limitations of the application. These technical issues trigger emotional frustration and a decline in the perceived quality of digital services (e-service quality), which ultimately has the potential to undermine long-term loyalty bonds, even though consumers are satisfied with the cinema's physical facilities (Al-dweeri et al., 2021; Rizky & Purwanto, 2022).
Theoretically, conventional marketing literature often positions customer satisfaction as a primary driver of loyalty (Kotler & Keller, 2021; Tjiptono & Diana, 2020). However, recent literature indicates that post-viewing transactional satisfaction is insufficient to guarantee consumer loyalty when switching costs are low and digital platform performance is unreliable (Suryani & Hidayat, 2025). This study addresses a gap in the literature by empirically examining the technical engagement aspects of online-to-offline (O2O) reservation systems in an emerging market. Based on these issues, the following research questions were formulated: (1) Does customer satisfaction have a partial effect on the loyalty of Cinema XXI Medan service users? (2) Does digital service quality have a partial effect on the loyalty of Cinema XXI Medan service users? (3) Do customer satisfaction and digital service quality have a simultaneous effect on the loyalty of Cinema XXI Medan service users? 
The objective of this study is to analyze and empirically verify the partial and simultaneous effects of customer satisfaction and digital service quality on the loyalty of Cinema XXI Medan service users. To achieve this objective, the study employs a quantitative, associative-causal approach. Primary data were collected via structured questionnaires from 100 respondents users of the XXI digital ticket reservation application in Medan—selected using accidental sampling. Data analysis was conducted using a multiple linear regression model following the successful completion of validity, reliability, and classical assumption tests (Ghozali, 2021; Sugiyono, 2022). 
The empirical findings of this study make a significant contribution to the digital business literature. The results convey a key message: post-viewing emotional satisfaction does not guarantee retention in the absence of digital system reliability. In practical terms, the management of Cinema XXI Medan is evaluated to prioritize increasing server capacity, providing a self-service rescheduling feature, and extending payment deadlines in order to maintain customer loyalty (Ananda & Lestari, 2022; Ferdinand & Wijaya, 2023).

2. LITERATURE REVIEW 
Customer Satisfaction and Customer Loyalty
In the realm of contemporary marketing management, the link between customer satisfaction and customer loyalty is a fundamental subject undergoing a paradigm shift in the era of digital transformation. Theoretically, Kotler and Keller (2021) define customer satisfaction as a post-purchase affective response reflecting a person's level of pleasure or disappointment after comparing perceived service performance with their initial expectations. When service providers successfully meet consumer expectations, satisfaction naturally emerges; according to Tjiptono and Diana (2020), this acts as a key determinant in driving customer retention within the entertainment service industry. However, the traditional linear assumption that high satisfaction always correlates directly with strong loyalty is being challenged by recent empirical findings.
Service user loyalty is defined by Ananda and Lestari (2022) as a deep psychological commitment and the manifestation of consistent behavior regarding the future repurchase of a specific service, persisting despite situational pressures or aggressive marketing maneuvers by competitors attempting to trigger switching behavior. Ferdinand and Wijaya (2023) add that loyalty within the digital entertainment industry ecosystem reflects a user's voluntary decision to continue using an application platform over the long term. This theoretical relationship is underpinned by the premise that repeatedly experienced transactional satisfaction fosters emotional bonds and a track record of positive experiences, thereby cultivating a commitment to loyalty (Setiawan & Utami, 2023).
Nevertheless, there remains a critical theoretical and empirical gap regarding the partial influence of satisfaction on loyalty within the context of digital cinema services. Quantitative analysis findings regarding Cinema XXI in Medan City reveal a significant anomaly: partial testing demonstrates that customer satisfaction does not have a significant effect on service user loyalty. This empirical phenomenon reinforces the argument put forward by Suryani and Hidayat (2025) that post-viewing satisfaction at the cinema tends to be temporary and transactional in nature. While audiences may be satisfied with the quality of the film screening or the friendliness of the staff at the physical ticket counter, such satisfaction does not automatically translate into exclusive loyalty to Cinema XXI. Consumers readily shift their preferences when competing cinemas offer more convenient locations or cheaper ticket promotions. The revealed gap indicates that in the digital entertainment industry characterized by low switching costs transactional satisfaction is insufficient to guarantee behavioral loyalty; consequently, additional explanatory variables of a structural and functional nature are required (Wibowo & Nurlaila, 2022).
Electronic Service Quality (E-Service Quality) and Customer Loyalty
With the accelerating adoption of information and communication technology (ICT), interactions between consumers and service providers are no longer dominated by physical presence but instead take place via digital platforms. Al-dweeri et al. (2021) define digital service quality or e-service quality (e-SQ) as the extent to which a website or mobile application facilitates shopping, ordering, and the delivery of products or services effectively and efficiently. Unlike conventional service quality, which relies on personal interaction, Rizky and Purwanto (2022) emphasize that electronic service quality encompasses a consumer's comprehensive assessment of all digital interaction dimensions, ranging from user interface aesthetics to post-transaction operational reliability.
Theoretically, Tjiptono and Diana (2020) as well as Suryani and Hidayat (2025) have identified critical dimensions of electronic service quality, including efficiency, technical reliability, fulfillment (of system promises), privacy (personal data security), responsiveness, compensation, and contact availability. When an online reservation application such as the m.tix app for XXI Cinemas successfully integrates these dimensions, users experience ease of access and reduced transactional barriers; this gradually fosters a routine of repeated platform usage (Setiawan & Utami, 2023).
The positive correlation between electronic service quality and loyalty is empirically supported by quantitative findings from a case study of XXI Cinemas in Medan, which demonstrate that digital service quality has a significant positive partial effect on user loyalty. These findings align with the study by Kusuma and Rahardjo (2024), which highlights that navigation efficiency, ease of transaction, and system reliability in issuing digital ticket codes serve as key drivers of behavioral retention. When consumers perceive the digital system as reliable and free from technical failures, they are likely to continue using the application to meet their entertainment needs.
However, the gap identified here relates to operational-technical constraints that conflict with Cinema XXI’s status as the market leader. Descriptive data reveal systemic complaints: 40% of respondents expressed disagreement and 38% strong disagreement regarding system reliability during peak hours and the flexibility of self-service ticket cancellations. This gap indicates that, while digital service quality is a key driver of loyalty, technical performance issues—such as network lag during traffic surges for blockbuster films—and overly restrictive payment deadlines remain structural obstacles. These findings demonstrate that modern consumer loyalty is highly sensitive to system reliability; even minor technical failures regarding reliability and responsiveness can jeopardize user retention (Hasanah & Setyawan, 2020; Wibowo & Nurlaila, 2022).
Customer Satisfaction and E-Service Quality in Relation to Customer Loyalty
A comprehensive approach to examining consumer loyalty requires the simultaneous integration of psychological evaluation aspects and the performance of technological infrastructure. Conceptually, these two independent variables do not operate in isolation; rather, they complement each other in constructing a holistic digital experience ecosystem for consumers. Pratama and Sitorus (2021) argue that a thorough evaluation of the m.tix online ticketing application must involve a synergy between the emotional satisfaction felt by moviegoers after watching a film and the technical efficiency offered by the application during the pre-transaction phase.
This underscores the fact that customer satisfaction and e-service quality jointly exert a significant influence on the loyalty of Cinema XXI service users in Medan. These quantitative findings validate the proposed conceptual framework, demonstrating that a combination of improved digital reservation system quality and integrated customer satisfaction management effectively predicts increased loyalty.
The key gap identified and addressed through this simultaneous synthesis stems from the theoretical insight that, while customer satisfaction alone (in isolation) does not have a significant effect, its impact on loyalty becomes highly significant when combined with e-service quality. This leads to a robust theoretical foundation for formulating research questions and hypotheses. This foundation indicates that digital service quality acts as a crucial enabler, transforming fragile transactional satisfaction into solid loyalty. Without the support of high-quality e-services such as self-service rescheduling features, extended payment deadlines, and server optimization during peak traffic viewer satisfaction alone cannot foster long-term retention. This theoretical integration underpins the research hypothesis and addresses the study's primary objective: formulating a technology-based customer retention strategy to ensure the business sustainability of Cinema XXI Medan amidst intense competition in the metropolitan entertainment industry (Al-dweeri et al., 2021; Suryani & Hidayat, 2025).

3. METHOD, DATA, AND ANALYSIS 
Based on the formulated research problem, the methodology was systematically designed using a quantitative, associative-causal approach. This approach was selected to examine cause and effect relationships and to objectively verify through statistical analysis the influence of Customer Satisfaction and Digital Service Quality on Service User Loyalty.
Measurement Items and Questionnaire Development
The research instrument was developed using a structured questionnaire employing a Likert Summated Rating scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). Each variable was operationalized into indicators based on established theoretical frameworks. The Customer Satisfaction variable was measured using six statement items adapted from Kotler (2010), covering indicators such as the willingness to recommend the service to others (items 1–2), the intention to reuse the service in the future (items 3–4), and the formation of purchasing decisions (items 5–6). The Digital Service Quality variable was measured using 14 statement items based on the e-service quality dimensions proposed by Fandy Tjiptono and Chandra (2005), comprising efficiency (items 1–2), reliability (items 3–4), fulfillment (items 5–6), privacy (items 7–8), responsiveness (items 9–10), compensation (items 11–12), and contact (items 13–14). The Service User Loyalty variable was measured using 24 statement items adapted from the theory of Etta Mamang and Sopiah (2013), encompassing repeat purchases (items 1–6), purchases across product lines (items 7–12), referrals (items 13–18), and retention (items 19–24).
Data Collection and Sample Demographics
Primary data collection was conducted directly by distributing questionnaires to the target population—an infinite population consisting of all users of the m.tix application or the Cinema XXI web platform in Medan City. The research location focused on three major cinema branches: Delipark XXI, Sun Plaza XXI, and Centre Point XXI. The study was carried out between January and May 2026.
Given that the exact population size was unknown, the sample size was set at 100 respondents using a non-probability sampling technique specifically, accidental sampling. Operational targets were met by setting a quota of 10 respondents per day over a 10-day data collection period. Regarding sample demographics, the 15–25 age group predominated (64%), followed by the 26–35 age group (30%) and those over 36 (6%). In terms of gender, female respondents constituted the majority at 63%, while males accounted for 37%. Regarding marital status, the majority were unmarried (68%), with 32% being married.
Analysis Techniques
The primary data analysis technique employed in this study was Multiple Linear Regression Analysis, performed using SPSS (Statistical Package for the Social Sciences) software. This method was selected due to the structural requirements of the research model, which involves more than one independent variable Customer Satisfaction and Digital Service Quality to predict a single dependent variable: Service User Loyalty. Methodologically, the application of multiple linear regression analysis in this study served three main purposes: measuring the direction and magnitude of causal relationships, conducting partial and simultaneous hypothesis testing, and calculating the model's predictive capability (coefficient of determination). For the researchers and the management of Cinema XXI Medan City, the use of multiple regression analysis offers concrete strategic benefits, specifically facilitating efficient managerial decision-making and providing standardized, scientifically grounded data. The choice to use multiple regression analysis via SPSS is based on several technical advantages: the ability to control for confounding variables, the integration of comprehensive diagnostic tests (classical assumptions), and high accuracy with minimal risk of human error.

4. RESULT AND DISCUSSION 
The reporting of statistical analysis results in this study aims to provide a transparent overview of the hypothesis testing process. Primary data obtained from questionnaires administered to 100 respondents—users of the m.tix application or the Cinema XXI website in Medan City—were processed using SPSS software to ensure calculation accuracy.
Table 1. Respondent Profile
	Category
	Demographics
	Number (People)
	Percentage (%)

	Age
	15 – 25 years
	64
	64%

	
	26 – 35 years
	30
	30%

	
	>36 years
	6
	6%

	Gender
	Male
	37
	37%

	
	Female
	63
	63%

	Marital Status
	Married
	32
	32%

	
	Unmarried
	68
	68%


Source: Data processed by the author, 2026
Based on Table IV.1, the characteristics of Bioskop XXI digital service users in Medan City are dominated by the productive/young age group (15–25 years) at 64%, females at 63%, and a majority who are unmarried at 68%.
Classical Assumption Test Results
Prior to conducting multiple linear regression analysis, the model must be verified as free from violations of econometric assumptions through a series of classical assumption tests. This serves as the basis for confirming that the resulting parameter estimates qualify as the Best Linear Unbiased Estimator (BLUE).
Normality Test: Based on visual inspection, the histogram displays a symmetrical, bell-shaped curve. Consistent with this, the Normal P-Plot shows residual points clustered closely along the diagonal line. This visual evidence indicates that the residual data are normally distributed.
Multicollinearity Test: This test detects the presence or absence of strong linear correlation among independent variables within the model. The testing criteria establish that a model is free from multicollinearity if the Tolerance value is >0.1 and the Variance Inflation Factor (VIF) is <5.
Table 2. Multicollinearity Test
	Model
	Correlations (Zero-order)
	Correlations (Partial)
	Correlations (Part)
	Collinearity Statistics (Tolerance)
	Collinearity Statistics (VIF)

	1 (Constant)
	-
	-
	-
	-
	-

	Customer Satisfaction
	0.360
	0.147
	0.127
	0.748
	1.336

	Electronic Service Quality
	0.498
	0.393
	0.367
	0.748
	1.336


Source: SPSS Data Processing Results, 2026
Based on the data in Table IV.2, the Tolerance value for both independent variables is 0.748 (>0.1) and the VIF value is 1.336 (<5). These results support the conclusion that the regression model is free from the bias of multicollinearity.
Heteroskedasticity Test: Observation of the scatterplot reveals that data points are randomly distributed both above and below the 0 mark on the Y-axis and do not form a specific geometric pattern. This confirms the equality of residual variances across all observations (absence of heteroskedasticity).
Results of Multiple Linear Regression Analysis and Partial Test (t-test)
Multiple linear regression analysis is used to calculate the partial effect of each independent variable on the dependent variable.
Table 3. Results of Multiple Linear Regression & t-test
	Model
	Unstandardized Coefficients (B)
	Unstandardized Coefficients (Std. Error)
	Standardized Coefficients (Beta)
	t
	Sig.

	1 (Constant)
	44.511
	9.010
	-
	4.940
	0.000

	Customer Satisfaction (X_1)
	0.575
	0.393
	0.147
	1.462
	0.147

	Electronic Service Quality (X_2)
	0.633
	0.150
	0.424
	4.212
	0.000


Source: SPSS Data Processing Results, 2026
Based on the structural parameters in Table 3, the mathematical regression function is formulated as follows:
Y = 44.511 + 0.575X_1 + 0.633X_2
The statistical basis for partial hypothesis testing involves comparing the calculated t-value (t_count) with the t-table value (1.984 at α=5% and df=97) and examining the significance threshold (p-value < 0.05):
First Hypothesis Testing (H1): The results show a calculated t-value (t_count) of 1.462, which is less than the t-table value of 1.984, with a significance level of 0.147 (greater than 0.05). Thus, H_0 is accepted and H1 is rejected, demonstrating that Customer Satisfaction  does not have a significant partial effect on Service User Retention/Loyalty at XXI Cinema Medan. Second Hypothesis Testing (H₂): The results show a calculated t-value (t_calc) of 4.212, which is greater than the critical t-value (t_table) of 1.984, with a significance level of 0.000 (< 0.05). Thus, H₂ is accepted, confirming that Digital Service Quality has a positive and significant partial effect on Service User Retention/Loyalty.
Simultaneous Testing Results (F-Test)
The F-test is used to determine whether all independent variables collectively exert a significant effect on the dependent variable.
Table 4. F-Test Results (ANOVA)
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1 Regression
	2177.787
	2
	1088.893
	17.414
	0.000

	Residual
	6065.373
	97
	62.530
	-
	-

	Total
	8243.160
	99
	-
	-
	-


Source: SPSS Data Processing Results, 2026
The ANOVA calculation results in Table IV.4 show a calculated F-value (F_calc) of 17.414, which is greater than the critical F-value (F_table) of 3.09, with a significance probability of 0.000 (< 0.05). These figures provide the basis for accepting H₃, indicating that Customer Satisfaction and Digital Service Quality simultaneously (collectively) have a significant effect on the Service User Retention/Loyalty of XXI Cinema in Medan City.
Coefficient of Determination (R²) Test
The coefficient of determination is used to measure the extent to which variations in the independent variables contribute to explaining fluctuations in the dependent variable.
Table 5. Coefficient of Determination (Model Summary)
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	R Square Change
	F Change
	df1

	1
	0.514
	0.264
	0.249
	7.90757
	0.264
	17.414
	2


Source: SPSS Data Processing Results, 2026
The R-Square value obtained in Table 5. is 0.264. This indicates that the combined contribution of Customer Satisfaction and Digital Service Quality in explaining the User Retention variable  is 26.4%, while the remaining 73.6% is influenced by external variables outside the research model (such as studio cleanliness, seat comfort, food variety, and promotions).
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5. CONCLUSION AND SUGGESTION 
Based on the data analysis and discussion in the preceding chapter regarding the determinants of digital service quality and customer satisfaction in relation to user loyalty for Cinema XXI services in Medan City, the following key conclusions are drawn:
Customer satisfaction, when analyzed in isolation, does not have a significant influence on service user loyalty. This finding challenges classical marketing dogma and demonstrates that consumer satisfaction following a movie screening is transactional and temporary in nature. In the metropolitan market of Medan City characterized by low switching costs post-viewing emotional satisfaction does not automatically lock in consumer behavior or exclusive commitment if competitors offer more attractive or efficient entertainment substitutes.
Digital service quality, when analyzed in isolation, has a positive and significant influence on service user loyalty. This confirms that the functionality and reliability of digital tools (such as access efficiency, booking accuracy, and data security on the m.tix platform) serve as the primary anchors for behavioral retention. Users remain loyal because the efficiency of the digital system successfully reduces their effort (customer effort score).
Customer satisfaction and digital service quality, when analyzed simultaneously, exert a tangible and significant influence on user loyalty. The synergy between a reliable electronic reservation system and the fulfillment of overall audience satisfaction proves effective in predicting fluctuations in user loyalty.
The Coefficient of Determination (R²) value indicates that the constructed regression model is capable of explaining variations in user loyalty to a certain extent. The majority portion 73.6% is explained by variables outside the scope of this study, such as physical marketing mix elements (physical location, cinema hygiene, seating comfort, food and beverage prices, and cinema promotional strategies).
Research Contributions and Benefits
Theoretical Benefits and Novelty
This research offers a contribution to scientific novelty by deconstructing the assumption of a linear relationship between satisfaction and loyalty within the entertainment e-commerce ecosystem. These findings demonstrate a shift in consumer behavior: in the digital era, loyalty is no longer driven by emotional satisfaction following the consumption of the core product (watching a movie); instead, it is safeguarded by the convenience of functional interactions with the e-service platform (e-service quality). The study enriches the digital marketing management literature by highlighting the importance of distinguishing between transactional satisfaction indicators and behavioral loyalty in the context of mobile app-based reservation platforms.
Empirical and Economic Benefits
Empirical: This research maps the actual behavior of cinema-goers in Medan, where time efficiency, access speed, and the reliability of queue-free ticketing systems have become absolute standards for modern consumers when evaluating the performance of entertainment service providers.
Economic: These findings provide a strategic, economically valuable foundation for PT Nusantara Sejahtera Raya Tbk (Cinema XXI). By recognizing that digital service quality acts as a primary driver of loyalty, management can allocate capital expenditure more efficiently—focusing on enhancing server capacity and IT infrastructure to minimize potential financial losses resulting from cancelled transactions (lost sales) caused by technical constraints.
Research Limitations and Weaknesses
The author acknowledges that this study has several key limitations that may affect the generalizability and internal validity of the findings, including:
Methodological Limitations regarding Variable Scope: The relatively low R² value (26.4%) suggests the presence of omitted variable bias specifically, the exclusion of other key variables that exert greater influence within the physical cinema landscape (such as customer trust, experiential marketing, brand image, or ticket price sensitivity). This raises a critical question: to what extent would the model's validity hold up if confronted with factors such as the superior physical facilities of competing cinemas?
Weaknesses in Sampling Technique: The use of non-probability sampling specifically an accidental sampling approach carries the risk of representation bias. Because sampling was conducted on an accidental basis over ten days of operation, the respondent profile was dominated by the 15–25 age group (64%). The lack of balanced representation from older age groups (over 36 years old) limits the study's conclusions, as loyalty characteristics among younger demographics tend to be more dynamic and tech-adaptive, yet also more prone to brand switching.
Technical Factors Regarding the Research Instrument: Operational system issues such as the absence of automated refund/reschedule features and server overloads during box-office movie releases indicate the presence of situational bias. Respondents who completed the questionnaire immediately after encountering technical difficulties tended to provide extreme ratings; this could influence data normality or linear distribution, even though formal classical assumption tests indicated that the model passed the required criteria.
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