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Customer  experience  refers  to  the  internal,  subjective  response  to  an  interaction  with  a  product  or  service.  Customer  loyalty  demonstrates 
customers'  deep  commitment  to  resubscribe  or  make  consistent  and  repeated  use  of  a  service  or  product  in  the  future.  Mobile  applications  can 
integrate elements of customer experience, customer satisfaction, and customer trust to foster customer loyalty. The Mobile Application Customer 
Experience  (MACE)  highlights  factors  that  influence  customer  experience,  particularly  in  mobile  application  usage,  including  ease  of  use, 
convenience, customization, timeliness, and enjoyment. In this study, customer experience and customer loyalty are the independent and dependent 
variables,  respectively,  with  customer  satisfaction  and  customer  trust  acting  as  mediating  variables.  Employing  a  quantitative  approach  with 
explanatory  research  methods,  the  study  is  located  at  PLN UP3 Malang,  and  focuses  on  PLN UP3 Malang  customers  who  have  used  the  PLN 
Mobile  application,  with  a  total  of  130  respondents.  The  results  revealed  that  the  variables  of  customer  experience,  customer  satisfaction,  and 
customer  trust  have  a  positive  and  significant  impact  on  customer  loyalty,  both  directly  and  indirectly.  The  mediating  variables,  customer 
satisfaction and customer trust, have a positive and significant influence on customer loyalty, as confirmed by mediation tests conducted.

Keywords: Customer Experience, Customer Satisfaction, Customer Trust, Customer Loyalty, Mobile Application Customer Experience (MACE).

Customer  Experience  is  an  internal  subjective  response  to 
interactions  with  products  or  services  (Gentile  et  al.,  2007; 
Lemke et al., 2011; Rose et al., 2012). (Barari et al., 2020) argue
that most research on offline and online retailing does not only 
focus  on  affective  experience,  but  is  carried  out  a  more 
extensive  analysis  of  other  circumstances  of  experience.  The 
literature  on  customer  experience  identifies  the  status  of 
sensorial experience dimensions (Bleier et  al.,  2019; Japutra et 
al.,  2021;  Molinillo  et  al.,  2020,  2022),  interactivity  and 
expediency as two important dimensions for capturing cognitive 
experiences (Roy et al., 2017).

The  business  world  in  the  digital  age  is  increasingly  dynamic 
and  competition  is  very  fierce.  To  be  able  to  stay  afloat  and 
compete  creative  and  innovative  ideas  and  breakthroughs  are 
needed  to  see  opportunities  that  can  make  companies  survive 
and grow driven day.

Mobile  applications  can  combine  elements  of  experience, 
satisfaction  and  user  trust  in  loyalty.  Companies  are 
increasingly  moving  into  the  digital  realm  by  developing 
mobile  applications  as  an  interaction  platform  for  customers 
(Vahdat  et  al.,  2021).  To  date,  many  studies  on  mobile 
applications  have  mainly  focused  on  topics  related  to 
application  adoption,  such  as:  intention  to  use  the  application 
(Deng  et  al.,  2010;  Natarajan  et  al.,  2018;  Verkijika,  2018; 
Wang  et  al.,  2013)  and  loyalty  to  the  application  (Cyr  et  al., 
2006;  Lee  &  Wong,  2016).  Customer  experience  mobile 
application users are the integration of the physical world and 
the digital world (Gao et al., 2021).

Loyalty  shows  the  commitment  of  customers  who  persist 
deeply  to  re-subscribe  or  make  purchases  repeatedly  and 
consistently in the future, even though the price offered will be 
higher or other factors. Loyalty makes the tendency for users to
reuse  services  from  the  same  company  again.  Loyal  users 
prefer  stable  long-term  relationships  (Puriwat  &  Tripopsakul, 
2017). 
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Research on the relationship of  the customer experience to  the 
loyalty  customer  was  carried  out  by  (Iqbal  et  al.,  2015)results 
show that the customer experience has a significant effect on the
 loyalty  customer.  The  results  of  this  study  are  consistent  with 
the  results  of  research  conducted  by  (Shankar  et  al.,  2016; 
Venkat,  2007)  which  states  that  there  is  a  significant  effect 
between customer experience variables on customer customers. 
Different results were shown by research conducted (Senjaya et 
al.,  2013),  the results  showed that  the customer experience did 
not  have  a  significant  influence  on  the  loyalty  customer.  The 
differences in the results of this study give rise to research gaps, 
which will be examined in this study.

The  PLN  Mobile  application  service  innovation  comes  into  a 
PLN  customer  problem  solution,  because  customers  can  get 
service only by going through their mobile phone or smartphone 
(Nadhif  &  Niswah,  2018).  The  PLN  Mobile  application  was 
created with the aim of making it easy for customers to interact 
and  get  PLN  services  that  are  faster,  easier  and  transparent. 
Since the New PLN Mobile relaunch on December 20, 2020, the
number  of  PLN  Mobile  application  downloaders  has  been 
inconsistent.  Data  for  2021,  the  number  of  New  PLN  Mobile 
downloaders  has  not  stabilized,  seen  in  data  at  the  end  of 
December 2022 there was a decrease in PLN Mobile application 
users,  this  happens  because  some  customers  who  have 
downloaded  this  application  uninstall  the  application  because 
they feel this application has not met expectations and gained a 
good experience. 

Based on the fenomenas of the problem discussed with reference
 to  some  previous  studies,  then  this  research  will  discuss  the 
“The  Effect  of  Customer  Experience  on  Customer  Loyalty 
Mediated By Customer Satisfaction And Customer Trust (Study 
On  Users  of  PLN  Mobile  Application  Users  at  PLN  UP3 
Malang)”.

2. LITERATURE REVIEW 

Customer  behavior  is  something  that  is  important  to  study,  in 
order to provide value development and also provide empirical 
results  from  existing  references  or  literature.  This  research  is 
also based on pre-existing theories with references from various 
sources. (Hoffman & Novak, 1997) in (Chaffey & Smith, 2013) 
explains  the  categorization  of  types  of  consumers  that  can  be 
divided  based  on  demographics,  and  characteristics  of  internet 
use  based on gender  and race.  Consumer  behavior  can also  be 
divided  based  on  consumer  profiles  and  customer  experience 
(Doherty  &  Ellis-Chadwick,  2009).  Basically  customer 
categorization by creating consumer profiles can be divided into 
gender, occupation, geography, education, income, activity and 
race.  However,  this  research will  focus more on the use of  the 
second  stage,  namely  customer  experience.  These  theories  and 
references  are  used in  this  study to  examine and analyze more 
deeply  by  using  several  variables  including  the  variables 
Customer Experience, Customer Loyalty, Customer Satisfaction 
and Customer Trust.

1. Consumer Behavior
Consumer behavior can be explained as where consumers decide
to take an action, namely the act of buying or using and  utilizing

a  product  or  service.  Consumer  behavior  can  also  be 
interpreted  as  the  process  of  making  a  decision  to  make  a 
purchase of what is purchased, how the buying process occurs 
and when the purchase is made by someone and is carried out 
on an ongoing basis (Mowen & Minor, 2012).

Figure 1. Concept of Theory of Planned Behavior (TPB)
Source: (Ajzen, 1991)

Ajzen,  (1991)  presented  the  Theory  of  Planned  Behavior 
which  explains  the  causes  of  behavioral  intentions  and  is 
developed  by  adding  the  variable  Perceived  behavior  control 
(Wu & Chen, 2014). This variable is added to provide control 
over consumer behavior which is  limited by deficiencies and 
resources  in  behaving  which  are  determined  by  three  main 
determinants,  namely  attitudes,  subjective  norms,  and 
perceived behavioral control. 

Theory of Planned Behavior (TPB) presented by (Ajzen, 1991)
 is  a  continuation  of  the  previous  theory,  namely  Theory 
Reasoned Action (TRA), where TRA explains the factors that 
influence  human  behavior  and  explains  the  relationship 
between  beliefs,  attitudes,  subjective  norms,  intentions  and 
individual behavior.

Figure  2.  Theory  of  Technology  Acceptance  Model  (TAM) 
concept
Source : (Fred D. Davis, 1989) 

In 1989, Fred. D. Davis developed TRA into a new framework
called the Technology Acceptance Model (TAM) with the aim
of  discussing  acceptance  of  new  technology  among  users, 
describing user acceptance behavior towards new technology, 
and  analyzing  the  effect  of  new  information  technology  on 
most users (Fred D. Davis, 1989)

McLean et  al.,  (2018) in his research entitled "Developing A 
Mobile  Application  Customer  Experience  (MACE)  - 
Implication  For  Retailers"  provides  suggestions  for  several 
factors  that  can  affect  customer  experience,  especially  in  the 
use of a company's mobile application. The factors in question 
include  ease  of  use,  convenience,  customization,  timeliness 
and enjoyment.  This  research further  refines the literature on 
consumer behavior research, especially the consumer behavior 
of mobile application users.
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The  M-Commerce  Mobile  Application  Customer  Experience 
(MACE)  Theory  Model  is  a  development  of  the  Theory 
Technology  Acceptance  Model  (TAM)  outlining  several 
important  variables  that  can  influence  customer  emotions  in 
online retail (Rose et al., 2012).

2. Customer Experience
For a company it is very important to understand and study the 
customer  experience  and  customer  journey  of  its  customers. 
Recent  research  and  studies  are  increasingly  expanding  the 
definition  of  customer  experience  itself.  Currently,  customer 
experience  is  not  only  seen  as  an  experience  when  interacting 
with employees of a company, for example, such as interacting 
with  a  customer  service  officer  (CSO)  or  receptionist,  but 
includes  all  aspects  offered  by  a  company  such  as  advertising, 
products, packaging, how to use and reliability.
Customer  experience  is  a  response  from  the  company.  This 
allows  the  experience  to  be  obtained  to  be  different  between 
consumers,  even  though  the  experience  is  obtained  from  the 
same  product  or  service  (Lemke  et  al.,  2011;  Shankar  et  al., 
2016). 

3. Customer Satisfaction
Lovelock & Wirtz,  (2021)  states  that  customer  satisfaction is  a 
post-purchase customer emotional  reaction which can be in the 
form  of  anger,  dissatisfaction,  irritation,  neutrality,  joy  or 
pleasure. Customer satisfaction is the level of customer feelings 
after  comparing  perceived  service  performance  compared  to 
expectations (Kotler et al., 2016).

Seddon & Sant, (2007) argue that customer satisfaction taps into 
the  needs,  costs,  and  benefits  of  using  information  technology 
applications  rather  than  perceived  usefulness.  Siau  &  Shen, 
(2003)  also  showed  that  satisfaction  is  a  fundamental 
performance  variable  that  influences  customer  perceptions  of 
m-commerce.

Customer  satisfaction  is  defined  as  to  represent  an  important 
foundation  for  customer  oriented  business  practices  in  many 
companies  operating  in  various industries. Businesses that have

To get a good customer experience mobile application, then an 
application  must  have  compatibility  between  product  features 
and user needs, easy to find and easy to use the first time, then 
the  product  can  make  users  feel  happy  when  using  it  and  the 
application  can  complete  or  do  things  -what  the  user  wants. 
These are the four elements needed to get a good user experience
(Guo, 2012).

satisfied  customers  will  highlight  the  potential  value  resulting 
from  documented  feelings  towards  customers  (Szymanski  & 
Henard, 2001).

5. Customer Loyalty
Customer  Loyalty  or  customer  loyalty  is  one  source  to  build 
competitive  advantage  in  the  marketing  of  a  company. 
According  to  Tjiptono,  (2014)  the  existence  of  consumer 
satisfaction will be able to establish a harmonious relationship 
between  producers  and  consumers.  Creating  a  good  basis  for 
repeat  purchases  and  creating  customer  loyalty  and  forming 
word of mouth recommendations that will benefit a company.
Loyalty can also be seen from the amount of consumption and 
frequency  of  use  by  customers  of  a  company's  products. 
Zeithaml  et  al.,  (2018)explains  that  loyal  consumers  will 
usually do the following:
1.   Recommend  (by word of mouth) new customers for similar
      service relationship.
2.   The probability of being pulled away by competitors is low.
3.   Buying  more    products/services    from the company from
      time to time.

4. Customer Trust
Mowen & Minor, (2012) explains that trust is realized when the
 desired  product  or  service  meets  customer  expectations. 
Customer trust  will  arise  if  the  customer can feel  satisfaction. 
Chen & Barnes, (2007) in his research explains that the level of 
trust  in  websites  and  online  varies  with  respect  to  online 
transaction  trust,  including  perceived  usefulness,  perceived 
security,  perceived  privacy,  perceived  good  reputation,  and 
willingness to conform. Mowen & Minor, (2012) in Kholis & 
Maharama,  (2018),  explains  that  trust  is  realized  when  the 
desired product or service meets customer expectations. (Kotler
et al., 2016)said that, “Trust is the willingness of a firm to rely 
on a business partner. It depends on a number of interpersonal 
and  interorganizational  factors,  such  as  the  firm's  perceived 
competence, integrity, honesty and benevolence."

Customer loyalty is a measure that can be relied upon to predict
growth  and  can  also  be  defined  based  on  consistent  buying 
behavior (Griffin & Yahya, 2005).

The PLN Mobile application is also a communication tool for 
PLN to interact with its customers. With PLN Mobile, PLN is 
now  a  digital-based  company,  including  business  processes, 
electricity  services  and  marketing.  In  line  with  PLN's  future 
growth  based  on  innovation,  PLN Mobile  will  continue  to  be 
developed and optimized, both related to service products and 
business processes (Kusuma & Rahim, 2021).

6. PLN Mobile application
The PLN mobile  application is  a  super  application created by 
PLN  in  order  to  respond  to  input,  suggestions  and  results  of 
research  in  the  field  that  a  media  in  the  form  of  a  mobile 
application is  needed which has several  advantages that  come 
with more perfect features as PLN's superior digital platform to 
meet all customer needs, providing convenience and a different,
more  reliable,  quality  electrical  service  experience.  The  PLN 
Mobile application is a refinement of services and applications 
from  previous  PLN  services  such  as  Contact  Center  123, 
Facebook, Twitter, and the PLN Web Portal (Nadhif & Niswah,
2018).
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Figure 3. Theory concept of M-Commerce Mobile Application
Customer Experience (MACE)
Source : (McLean et al., 2018) 




Figure 4. Research Conceptual Framework
Source: Processed by researchers (2023)

2. Research Hypothesis
2.1.  The  Influence  of  Customer  Experience  on  Customer
        Loyalty
Customer experience is one of the key factors in the success of 
establishing  customer  loyalty.  Several  studies  have  shown that 
there is a positive relationship between customer experience and 
customer  loyalty  (Lin  &  Wang,  2006).  Strengthened  by  the 
opinions  of  several  previous  researchers  (Iqbal  et  al.,  2015; 
Safricia,  2021;  Sugysti  &  Ayuni,  2016)  which  suggests  that 
customer  experience  will  affect  customer  loyalty  and  have  a 
significant  impact.  Venkat,  (2007) dan Yosephine Simanjuntak 
& Purba,  (2020) also conducted research which gave the same 
result  that  the  experience  factor  had  a  significant  positive 
influence on customer loyalty. Based on the explanation of some
of the results of previous studies, Hypothesis 1 was obtained in 
this study, namely :

H1  :  Increasing   Customer  Experience  will  be  able  to  increase
         Customer Loyalty

2.2.  The   Influence          of       Customer  Experience  on
         Customer Satisfaction
Customer  experience  and  customer  satisfaction  of  mobile 
application  users  are  felt  to  be  different  according  to 
expectations  and  the  reality  of  the  services  obtained.  Research 
from  (qbal  et  al.,  (2015);  Oliver,  (2010);  Safricia,  (2021); 
Sugysti  &  Ayuni,  (2016);  Venkat,  (2007);  Yosephine 
Simanjuntak & Purba, (2020) concluded that user satisfaction or 
dissatisfaction  can  be  felt  if  the  user  has  felt  or  used  (user 
experience)  of  a  product/service.  Other  opinions  provide 
significant  evidence  that  consumers  feel  satisfied  when  they 
experience  positive  disconfirmation,  which  occurs  when  the 
perceived  performance  exceeds  previous  performance 
expectations (Thakur, 2018).

Based  on  the  explanation  of  some  of  the  results  of  previous 
studies, Hypothesis 2 was obtained in this study, namely :

H2: Increasing  Customer   Experience will be able to increase
       Customer Satisfaction

H3 : Increasing   Customer Experience will be able to increase
        Customer Trust

2.4. The  Effect  of  Customer   Satisfaction   on   Customer
       Loyalty
According  to  Deng  et  al.,  (2010)  about  understanding 
customer  satisfaction  and  loyalty:  An  Empirical  Study  of 
mobile  instant  messaging  in  China  suggests  that  the 
involvement of user experience with user satisfaction is based 
on  how  the  user's  perspective  on  functionality, 
trustworthiness.  Several  previous  studies  have  directed 
customer  satisfaction  as  the  starting  point  for  growing 
customer  loyalty  Tjiptono,  (2014).  According  toGriffin  & 
Yahya,  2005)  in  Lai  et  al.,  (2009)  and  in  Hurriyati,  (2010) 
states  that  "loyalty  is  defined  as  non-random  purchases 
expressed over time by some decision making unit". Research 
Espejel  et  al.,  (2008)states  that  customer  satisfaction  has  a 
significant  positive  effect  on  customer  loyalty.  Based  on  the 
explanation  of  some  of  the  results  of  previous  studies, 
Hypothesis 4 was obtained in this study, namely :

H4: Increasing  Customer  Satisfaction will be able to increase
       Customer Loyalty

2.3. The   Influence   of Customer Experience on Customer
       Trust
The  better  the  customer  experience  felt  by  customers,  the 
better their level of trust in the company, conversely the less 
satisfying the user  experience felt  by customers,  the level  of 
their trust in the company also decreased. Research McLean &
Wilson,  (2016);  Molinillo  et  al.,  (2020);  Widjieanto,  (2020) 
explains that customer experience has a significant influence 
on  customer  trust.  Based  on  the  explanation  of  some  of  the 
results of previous studies, Hypothesis 3 was obtained in this 
study, namely :

2.5. The      Influence  of  Customer   Trust   on   Customer
       Loyalty
To maintain customer loyalty, not only satisfaction is needed, 
but  more  than  that,  customer  trust  is  the  key  to  relationship 
marketing (Chen & Barnes, 2007; Satryawati, 2018). The use 
of the customer trust media variable in this study is due to the 
influence  of  the  trust  and  benefits  felt  by  consumers  on  the 
interest in sustainable use (Guo, 2012).

H5 : Increased   Customer   Trust   will   be     able  to increase
        Customer Loyalty

Continuous use of the system indicates the existence of trust 
and  satisfaction  by  consumers  for  the  services  provided  D. 
Kim & Benbasat, (2003); D. J. Kim et al., (2008); G. Kim et 
al., (2009). The results of the study Wongso, (2020) also show
that trust has a significant positive effect on customer loyalty.
Based on the explanation of some of the results  of previous 
studies, Hypothesis 5 was obtained in this study, namely :

3. CONCEPTUAL FRAMEWORK
AND HYPOTHESIS

1. Conceptual Framework
The mobile application user experience in the main components 
provides  a  conceptual  framework  for  building  and  evaluating 
good  mobile  application  user  loyalty,  in  the  context  of  a 
user-centric  approach  to  the  PLN  Mobile  application.  These 
components  become  indicators  of  mobile  user  experience 
including  functionality,  context,  user  input,  content  and 
marketing  (Cerejo,  2012).  The  framework  in  this  study  is  a 
description of the relationship between the variables concerned 
in the research objectives, especially those studied in accordance
with  the  formulation of  the  hypothesis  and literature  review as 
shown in Figure 4 below :
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Research by Yosephine Simanjuntak & Purba, (2020) also state 
that  customer  satisfaction  has  a  positive  mediating  effect  on 
customer experience in order to create customer loyalty. Based 
on  the  explanation  of  some  of  the  results  of  previous  studies, 
Hypothesis 6 was obtained in this study, namely :

H6 : Increasing    Customer Experience on Customer Loyalty     
        Mediated by Customer Satisfaction

2.6. The   Influence   of    Customer Experience on Customer
       Loyalty Mediated by Customer Satisfaction
Loyalty will be obtained from customer trust if the customer can
experience  a  good  experience.  The  use  of  the  mediation 
variable  customer  satisfaction,  because  of  its  association  with 
feelings  of  satisfaction  with  the  services  provided.  Satisfied 
users  will  build  positive  emotional  relationships,  loyal  to  use 
them (Ferrell & Hartline, 2011).

2.7. The    Influence  of    Customer Experience on Customer
       Loyalty Mediated by Customer Trust
The use of the customer trust media variable in this study is due 
to  the  influence  of  the  trust  and  benefits  felt  by  consumers  on 
the  interest  in  sustainable  use  (Guo,  2012).  Continuous  use  of 
the  system  indicates  the  existence  of  trust  and  satisfaction  by 
consumers for the services provided D. J. Kim et al., (2008); G. 
Kim  et  al.,  (2009);D.  Kim  &  Benbasat,  (2003).  Kholis  & 
Maharama,  (2018)  research  stated  that  in  order  to  grow  the 
loyalty  of  Go-Jek  application  users,  the  role  of  the  customer 
trust  variable  is  needed  in  mediating  the  effect  of  customer 
experience  on  customer  loyalty.  Customer  Trust  factors  are 
often  a  mediating  variable  between  customer  experience  and 
customer loyalty (Bibb & Kourdi, (2004); Heijden et al., (2003);
Jati  Ariwibowo  &  Nugroho,  (2013);  Siau  &  Shen,  (2003). 
Based  on  the  explanation  of  some  of  the  results  of  previous 
studies, Hypothesis 7 was obtained in this study, namely :

4. RESEARCH METHODOLOGY

H7  :  Increasing   Customer  Experience  on  Customer  Loyalty
          Mediated by Customer Trust

The exact population size is not known, so the researchers used 
a non-probability sampling technique with a purposive sampling
technique.  The use  of  a  purposive sampling technique is  used 
because  it  is  a  sample  selection  technique  with  certain  criteria 
that  is  adapted  to  the  research  objectives  (Sekaran  &  Bougie, 
2016; Sugiyono, 2013).

This  study  uses  a  quantitative  approach  with  explanatory 
research methods  with  research locations  at  PLN UP3 Malang 
and research subjects are PLN UP3 Malang customers who have
used the PLN Mobile application.

The  number  of  samples  needed  in  this  study  was  130 
respondents, which was taken from the calculation of the results 
of the number of indicators as many as 13 indicators multiplied 
by 10 respondents per indicator, so the number of samples was 
130  respondents.  Sample  selection  is  based  on  SEM 
requirements using the Maximum Likelihood Estimation (MLE)

model, which is 100-200 samples (Ghozali & Latan, 2015; Hair 
et al., 2010) or as many as 5-10 times the number of parameters 
estimated (Ferdinand, 2014).

5. RESULTS OF HYPOTHESIS TEST

Data  analysis  used  to  test  the  hypothesis  in  this  study  used 
Partial  Least  Square  (PLS)  where  PLS  is  one  of  the 
variance-based Structural  Equation Modeling (SEM) statistical 
methods  designed  to  solve  multiple  regression  when  specific 
problems  occur  in  the  data,  such  as  small  study  sample  sizes, 
missing data (missing values) and multicollinearityn (Jogiyanto 
& Abdillah, 2015).

Figure 7. Measurement Model (Inner Model)
Source: Processed by the author (2023)

1.    Convergent Validity
Based on Convergent Validity (Outer Loadings) test, it is known
that many of the research variable indicators each have an outer
loading value of > 0.7.  These results  indicate that  there are no 
variable indicators whose outer loading values are below 0.5 so 
that all indicators are declared feasible or valid for research use 
and can be used for further analysis.

2.    Discriminatory Validity
Based  on  Discriminatory  Validity  Test,  it  is  known  that  each 
indicator  on the research variable has the largest  cross loading 
value  on  the  variable  it  forms  compared  to  the  cross  loading 
value on other variables and it can be stated that the indicators 
used  in  this  study  already  have  good  discriminant  validity  in 
compiling their respective variables.

3.    Path Coefficient Test
This  test  is  used  to  show  how  strong  the  influence  of  the 
independent  variable  is  on  the  dependent  variable,  and  the 
R-Square  value  is  used  to  measure  how much the  endogenous 
variable can affect other variables.

4.     Reliability Test
From the Reliability Test  it  shows that  the variables Customer 
Experience,  Customer  Trust,  Customer  Satisfaction  and 
Customer Loyalty from the Average variance extracted (AVE) 
value have a value of more than 0.5, a Cronbach Alpha value of 
more than 0.6 and a composite reliability value of more than 0.7.
Thus,  no  reliability/unidimensionality  problems  were  found  in 
the model formed, so this study has a high level of reliability.
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Table 1. Reliability Test

Source: Processed by the author (2023)

Table 2. Path Coefficient Results (Direct Effect)

Source: Processed by the author (2023)

5.   Hypothesis Test
The  direct  influence  test  is  used  to  answer  the  research 
hypothesis with criteria if the t-statistics value > t-table (1.96) or 
the p-value <0.05 then there is a significant effect. The results of
the direct influence test can be seen in table 4, as follows:

1. Hypothesis  1  (There  is  an effect of Customer Experience
    on Customer Loyalty)
The  t-statistics  value  of  Customer  Experience  on  Customer 
Loyalty is 3.149 > 1.96 or it can be seen from the p value which 
is  0.002  <  0.05.  The  original  sample  value  is  0.448  which 
indicates that the direction of the relationship between Customer
Experience and Customer Loyalty is positive.
Thus  H1  is  accepted,  namely  Customer  Experience  has  a 
significant effect on Customer Loyalty.

2. Hypothesis  2  (There  is  an   influence  between Customer
    Experience on Customer Satisfaction)
The  t-statistics  value  of  Customer  Experience  on  Customer 
Satisfaction is  9.031 > 1.96 or  it  can be seen from the p value 
which is 0.000 <0.05. The original sample value is 0.651 which 
indicates that the direction of the relationship between Customer
Experience and Customer Satisfaction is positive. 
Thus  H2  is  accepted,  namely  Customer  Experience  has  a 
significant effect on Customer Satisfaction.

3. Hypothesis  3  (There   is   an  influence between Customer
    Experience on Customer Trust)
The t-statistics value of Customer Experience on Customer Trust
is 6.700 > 1.96 or it can be seen from the p value which is 0.000
 

<0.05. The original  sample value is  0.622 which indicates that 
the direction of  the relationship between Customer Experience 
and Customer Trust is positive. 

Thus  H3  is  accepted,  namely  Customer  Experience  has  a 
significant effect on Customer Trust.

4.   Hypothesis  4    (There    is    an   Influence    of Customer
      Satisfaction on Customer Loyalty)
The  t-statistics  value  of  Customer  Satisfaction  to  Customer 
Loyalty is 2.157 > 1.96 or it can be seen from the p value which 
is  0.033  <  0.05.  The  original  sample  value  is  0.263  which 
indicates that the direction of the relationship between Customer
 Satisfaction and Customer Loyalty is positive. 

Thus  H4  is  accepted,  namely  Customer  Satisfaction  has  a 
significant effect on Customer Loyalty.

5.   Hypothesis  5   (Thee    is an influence between Customer
      Trust on Customer Loyalty)
The t-statistics value of Customer trust on Customer Loyalty is 
2.628 > 1.96 or it can be seen from the p value which is 0.000 
<0.005. The original sample value is 0.288 which indicates that 
the  direction  of  the  relationship  between  Customer  Trust  and 
Customer Loyalty is positive. 

Table 3. Path Coefficient Results (Indirect Effect)

Source: Processed by the author (2023)

Thus H5 is  accepted,  namely Customer Trust  has a  significant 
effect on Customer Loyalty.

6.   Hypothesis  6  (Customer Satisfaction mediates the effect
      of Customer Experience on Customer Loyalty)
If  seen  from  table  3,  it  shows  that  the  effect  of  Customer 
Experience  on  Customer  Loyalty  mediated  by  Customer 
Satisfaction has  a  significant  value.  This  can be seen from the 
t-statistics value of 2.274 > 1.96 and a p value of 0.025 <0.05. 
These  results  illustrate  that  there  is  a  significant  influence 
between  Customer  Experience  on  Customer  Loyalty  which  is 
mediated by Customer Satisfaction. 

Thus  H6  is  accepted,  namely  Customer  Experience  has  a 
significant  effect  on  Customer  Loyalty  which  is  mediated  by 
Customer Satisfaction.

7.   Hypothesis   7    (Customer   Trust   mediates the effect of
      Customer Experience on Customer Loyalty)
If  seen  from  table  3  it  shows  that  the  influence  of  Customer 
Experience  on  Customer  Loyalty  mediated  by  Customer  Trust 
has  a  significant  value,  this  can  be  seen  from  the  t-statistics 
value of 2.746 > 1.96 and a p value of 0.007 <0.05. This shows 
that    there    is     a   significant      influence between Customer
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Experience on Customer Loyalty which is mediated by Customer
Trust. 

6. DISCUSSION

Thus H7 is accepted, namely Customer Experience has an effect 
on Customer Loyalty which is mediated by Customer Trust.

1.   Respondent Characteristics
The selection of profiles and characteristics of respondents was 
based  on  several  criteria  such  as  gender,  age,  education  level, 
occupation, how long to use, how many times to use, and where 
to get information about the PLN Mobile application, as well as 
what  features  are  frequently  used.  The  screening  questionnaire 
also asks about what features are frequently used, and the results 
of  the  distribution  of  the  PLN Mobile  application  features  that 
are frequently used.

2.  Descriptive Statistical Analysis
a.  Respondents'  answers  to  the  customer  experience  variable 
showed an average value of 4.76 for respondents'  answers with 
an  achievement  of  80.71%  in  the  criteria  of  strongly  agreeing. 
The  highest  average  value  of  the  first  respondent's  answer  is 
shown  in  the  customization  indicator  with  an  average  value  of 
4.78  with  83.08% of  the  respondents'  answers  to  this  indicator 
answering  with  the  criteria  of  strongly  agreeing.  PLN  Mobile 
users  feel  that  the  PLN  Mobile  application  benefits  from  the 
features  available  as  desired,  open  and  developed  according  to 
user needs.

b.  The  average  value  of  respondents'  answers  for  the  customer 
loyalty  variable  with  referral  and  retention  indicators  is  above 
4.75  with  an  achievement  of  78.08% in  the  criteria  of  strongly 
agree.  This  shows  that  PLN  Mobile  application  users  who  are 
research  respondents  have  loyalty  to  using  the  PLN  Mobile 
application.  The  highest  average  value  of  the  first  respondent's 
answer is shown in the Retention indicator with an average value
 of 4.77 or 80.38% of the respondents' answers to this indicator 
answering  with  the  criteria  of  strongly  agree.  This  shows  that 
PLN Mobile application users have experienced the benefits and 
uses and intend to continue using the PLN Mobile application as 
a solution in obtaining PLN services.

c.  The  average  value  of  respondents'  answers  to  the  customer 
satisfaction  variable  is  above  4.76  with  achievements  above 
78.03%  on  the  criteria  of  strongly  agree.  The  figures  obtained 
show that PLN Mobile application users who are respondents to 
this study have satisfaction in using the PLN Mobile application. 
The  highest  average  value  of  the  first  respondent's  answer  is 
shown in the Affect indicator with an average value of 4.78 with 
80.77% of the respondents'  answers to this  indicator answering 
with   the   criteria    of    strongly agreeing. This shows that PLN
 

Based on the results of the analysis above, a discussion will be 
carried out which provides some detailed information about the 
results  of  the  research  and  the  results  of  how  each  variable 
influences other variables. The independent variable in this study
is  Customer  Experience  while  the  dependent  variable  is 
Customer  Loyalty  with  the  mediating  or  intervening  variable 
being Customer Satisfaction and Customer Trust.

Mobile  application  users  get  a  positive  impression  of  the 
services  provided,  application  responses  and  PLN  online  to 
offline services.

d.  The  average  value  of  customer  trust  by  showing  answers 
above is 4.74 with achievements above 77.24% in the criteria of
strongly  agree.  This  shows  that  users  of  the  PLN  Mobile 
application  who  are  research  respondents  have  confidence  in 
using the PLN Mobile application. The highest average value of
the  first  respondent's  answer  is  shown in  the  ability  indicator 
with an average value of 4.75 with 76.15% of the respondents' 
answers to this indicator answering with the criteria of strongly 
agree  which  means  indicating  that  PLN  Mobile  application 
users  feel  the  benefits  and  will  continue  to  use  PLN  Mobile 
application.

The application can be easily found in the playstore for android 
and  appstore  for  IOS.  The  menus  available  are  very  easy  to 
understand  their  usefulness  and  provide  convenience  because 
they can be used anywhere and anytime so that users feel this 
application will  continue to be used. This study reinforces the 
results  of  previous  research,  namely  there  is  a  positive 
relationship between customer experience and customer loyalty 
(Lin  &  Wang,  2006).  It  is  also  reinforced  form  the  opinion 
(Japutra  et  al.,  2021)  that  customer  experience  will  affect 
customer loyalty and have a significant impact.

4. The  Effect   of   Customer    Experience   on      Customer
    Satisfaction
In  this  study  concluded  that  the  variable  customer  experience 
has  a  positive  and  significant  effect  on  customer  satisfaction. 
Thus Hypotheses  2  and 6  in  this  study are  accepted,  meaning 
that  the  higher  the  level  of  customer  experience  one  has,  the 
customer satisfaction will increase either directly or indirectly.
Customer  satisfaction  of  PLN  Mobile  users  as  a  whole  is  a 
result  of  a  process  that  emphasizes  perceptual,  evaluative  and 
psychological  processes,  resulting  from  "the  experience  of 
using  the  PLN  Mobile  application".  PLN  Mobile  users  have 
experienced  positive  experiences  when  using  this  application 
both in terms of ease of access because the application is user 
friendly,  convenient  and  saves  time,  with  attractive  and  fun 
features, giving satisfaction to users as expected (Kotler et al., 
2016). The results of this study reinforce several studies on the 
positive effect of customer experience on customer satisfaction,
 including  significant  evidence  that  consumers  feel  satisfied 
when  they  experience  positive  disconfirmation,  which  occurs 
when  the  perceived  service  exceeds  previous  performance 
expectations.

3. The Effect of Customer Experience on Customer Loyalty
The  results  of  this  study  also  show  that  increasing  customer 
loyalty of PLN UP3 Malang needs to be built by good customer
experience  variables  with  indicators  of  ease  of  use, 
convenience, customization, timeliness and enjoyment with the 
aim  that  these  indicators  will  improve  the  image  and 
acceleration of services that will provide benefits to PLN UP3 
Malang  in  increasing  revenue  and  accelerating  cash  in. 
Customers  who  use  the  PLN  Mobile  application  can  easily 
access, understand and use all the features in the PLN Mobile 
application. 
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5. The Influence of Customer Experience on Customer Trust
This  research  concludes  that  the  customer  experience  variable 
has  a  positive  and  significant  effect  on  customer  trust.  Thus 
Hypotheses 3 and 7 in this study are accepted, meaning that the 
higher  the  level  of  customer  experience  one  has,  the  level  of 
customer trust will increase either directly or indirectly.

6. The Effect of Customer Satisfaction on Customer Loyalty
This  research  concludes  that  the  variable  customer  satisfaction 
has  a  positive  and  significant  effect  on  customer  loyalty.  Thus 
Hypotheses 4 and 6 in this study are accepted, meaning that the 
higher  the  level  of  customer  satisfaction  one  has,  the  higher 
customer  loyalty  will  be  either  directly  or  as  a  mediating 
variable.  These  results  are  an  indication  that  to  increase 
customer  loyalty  it  is  necessary  to  build  good  customer 
satisfaction variables with indicators of performance, affect and 
expectation  with  the  aim  that  these  indicators  will  increase 
customer satisfaction and customer loyalty.

The customer experience that is felt from using the PLN Mobile 
PLN  UP3  Malang  application  provides  everything  that  is 
expected  and  needed  in  the  usage  cycle  from  before  the 
interaction  with  the  application  to  after  the  transaction  occurs 
and  may  include  interactions  that  go  beyond  services  and 
guarantee  security  (privacy)  of  user  data.  Get  a  positive 
experience  when  using  the  application  for  various  existing 
features, including the security of personal data such as customer
ID,  account  bills,  history  of  usage  and  purchases  as  well  as 
users  who  can  get  cost  transparency  and  service  transparency. 
The results of this study indicate that the customer experience of 
users  of  the  PLN  Mobile  application  is  in  line  with  previous 
research, including research from(D. Kim & Benbasat, 2003; D. 
J. Kim et al., 2008) (G. Kim et al., 2009), which states that the 
customer  experience  variable  has  a  positive  and  significant 
effect on the customer trust variable.

The level of customer satisfaction of the PLN Mobile application
at  PLN  UP3  Malang  will  tend  to  increase  when  the  ability 
(performance)  of  the  PLN  Mobile  application  in  meeting 
customer  needs,  demands  and  desires  can  increase  relatively 
according  to  the  costs  that  have  been  sacrificed  by  customers 
(Espejel et al., 2008). The performance that is the hope of PLN 
Mobile  application  users  here  is  the  performance  of  the  PLN 
Mobile  application  itself  and  service  performance  from  PLN. 
Reliable  application  capabilities,  frequent  errors,  coupled  with 
the ability to serve from staff both in the back office and officers
in  the  field  are  factors  driving  customer  satisfaction  using  the 
PLN Mobile application (Kusuma & Rahim, 2021).

7. The Influence of Customer Trust on Customer Loyalty
This  study  concludes  that  the  variable  customer  trust  has  a 
positive  and  significant  effect  on  customer  loyalty.  thus 
Hypotheses 5 and 7 in this study are accepted, meaning that the 
higher  the  level  of  customer  trust,  the  higher  customer  loyalty 
will be, both directly and as a mediating variable. These results 
are an indication that to increase customer loyalty, it is necessary
to build customer trust variables properly through the indicators 
of ability, benevolence and integrity.

This  Ability  indicator  refers  to  the  competence  and 
characteristics  of  PLN  through  the  PLN  Mobile  application  in 
influencing and authorizing its customers. The utility of the PLN
Mobile application includes competence, experience, and ability

7. CONCLUSION

ability  in  knowledge  as  outlined  in  the  available  features. 
Benevolence  or  kindness  provided  by  the  PLN  Mobile 
application  is  PLN's  willingness  to  provide  mutually 
beneficial satisfaction between PLN and its customers. Profits 
can  be  maximized  and  customer  satisfaction  is  also  high  by 
having great attention in realizing customer satisfaction. The 
PLN  Mobile  application  presents  a  complete  PLN  service 
package  solution  in  the  hands  of  customers.  To  convince 
customers that PLN has responded, a menu is given to monitor
the progress of its completion and several other rewards that 
are  given  by  PLN  to  customers  who  use  the  PLN  Mobile 
application  as  a  form  of  integrity  of  the  services  provided 
(Chen & Barnes, 2007; Jati Ariwibowo & Nugroho, 2013; G. 
Kim et al., 2009; Rizky et al., 2022).

Based  on  the  results  of  the  study,  the  following  conclusions 
can be drawn :
This  study  also  concluded  that  the  independent  variable 
customer  experience  has  a  positive  and  significant  effect  on 
customer  loyalty  both  directly  and  by  using  mediating 
variables customer satisfaction and customer trust. The higher 
the  level  of  customer  experience,  customer  satisfaction  and 
customer trust felt by PLN Mobile application users, the more 
customer loyalty increases. 

The results of this study also strengthen previous research on 
the influence of customer experience on customer loyalty both
directly and mediated by customer satisfaction and customer 
trust  and  also  prove  that  the  theory  of  Mobile  Application 
Customer  Experience  (MACE)  as  a  development  of  the 
Theory of Technology Acceptance Model (TAM) and Theory 
of Planned Behavior (TPB) where the indicators of customer 
experience  developed  previously  became  levers  of  PLN's 
customer acceptance rate towards the development of digital 
services through PLN Mobile application technology.

The next research can add the networking capability variable, 
the  variable  illustrates  the  role  of  the  influence  of  external 
factors  (business  partners)  of  PLN  to  as  a  lever  factor  for 
customer loyalty of other PLN Mobile application users.
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