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I. Introduction 
 

Developments in the adoption of digital media/channels allow airports to gain a 

competitive advantage through innovative offerings for passengers. With the growing 

consumer market that understands digital technology, airport passengers are now looking for 

special functions and self-contained mobile solutions to further simplify the passenger 

experience at the airport. Terminal 3 of Soekarno-Hatta International Airport (hereinafter 

referred to as Terminal 3) is managed by PT. Angkasa Pura II (Persero). Terminal 3 officially 

opened to the public starting on August 9, 2016. Terminal 3 serves 30.4 million domestic and 

international departures in 2018 or an average of around 84 thousand passengers per day.   

Self-service is a concept of an ease service for service users at airports by using all 

digital facilities at airports which aim to provide convenience to every process of passengers’ 

departure and arrival at the airport (PT. Angkasa Pura II Directors Regulation Number 

PD.13.01/09/2019/0081 dated 18th of September 2019 concerning the Standardization of 

Self-Service Journey Experience at PT. Angkasa Pura II (Persero) Airport). In its application, 

not all self-service technology can help facilitate the needs of service users at the airport. 

Therefore, they are often unable to solve problems which customer experienced while at the 

airport. 

 

Abstract 

This study aims to analyze the effect of self-service technology 

(SST) on customer’s trust and loyalty at PT. Angkasa Pura II 
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Based on the results of data collection of service user complaints managed by Contact 

Center Airport 138, self check-in and autogate immigration services are included in the Top 5 

categories of Other Facility Complaints. These problems are recorded to be the most 

complained problems by service users at the airport. Some of the self check-in problems 

which are experienced by customers at terminal 3 include the difficulties in using the self 

check-in machine and the problems in undetected booking code so that it failed to print the 

boarding pass. This fact raises concerns that it will reduce the level of customer’s trust and 

loyalty. Likewise with the autogate service, there are still a few passengers who use the 

autogate at the international departure  Terminal 3 of Soekarno-Hatta Airport. Some other 

complaints from airport service users are related to the damage of the autogate machine 

which causes queuing of passports at immigration counters and to the self check-in machines 

which causes long queues at check-in counters.   

The minimal use accompanied by the failure to use self-service technology will indicate 

the suspicion that the airport service users will not believe in the ability of self-service 

technology which it should make it easier for airport service users to use these services. These 

problems will decrease the level of customer’s trust and it also will have the implications for 

customer’s loyalty. 

Thus, the objectives of this study are: (1) to identify and analyze the effects of 

technology related to the self-service (SST) on the level of trust of customers, (2) to identify 

and analyze the effects of technology related to the self-service (SST) on the level of 

customer’s loyalty, (3) to study and examine the influence that comes from the level of 

customer’s trust on the level of customer’s loyalty, and (4) to evaluate and assess the 

influence that comes from technology related to the self-service (SST) mediated by customer 

trust on the level of loyalty from customers. According to Priansa in Nusjirwan (2020) 

"Implementation of communication activities to customers within the company is carried out 

formally, however, currently there are also companies that practice their communication 

activities to consumers in an informed manner so that they can explore in-depth information 

from customers". Regarding the background, this research considers the customer value as an 

important element for an industry, both in service and manufacture. Moreover, the maximum 

customer value can be made only if positive influence of marketing and individual 

environment association does exist (Kusumadewi, 2019). The quality of products that are in 

great demand by consumers can be seen from several factors including packaging, price, 

quality, and benefits obtained by consumers (Romdonny, 2019). 

 

II. Review of Literature 
 

2.1 Service Quality  

The service quality is a measure owned by the customer and it is related to the 

expectations with the reality that customers receive based on the quality of the service they 

receives. (Lewis & Booms, 1983). According to Parasuraman, Zeithaml, and Berry (1990), it 

is known that the quality of service is related to the condition of the differences between the 

expectations and the experienced or felt reality experienced by customers regarding the 

service they receive or feel from the service provider. 

Self-Service Technology Quality (SSTQUAL). Self-service technology has 

functions to help customers with the use of a service, but it is done independently or 

done by oneself (Meuter, Ostrom, Roundtree, & Bitner, 2000). Lin (2011) described that 

seven dimensions, that shape consumer expectations of service quality in self-service 

technology (SST), are including: 

http://www.bircu-journal.com/index.php/birci
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1. Functionality 

This dimension represents the functional characteristics of self-service technology 

(SST), namely: 

a. Reliable related to the capability in terms of providing consistent reliable 

services. 

b. Responsive related to the ability of the SST device to respond to commands that 

are entered into the system by the user. 

c. Simple and easy to use and this device can be operated easily and requires very 

little effort. 

d. Quick respond to request and the service on SST devices can be completed in a 

short time.  

2. Enjoyment;  

Enjoyment represents the perceived enjoyment and interest that users encounter 

while using and after using SST devices. 

3. Security/Privacy 

This dimension refers to the freedom from the risk or doubt that the user will feel. 

The facilities which are provided by SST devices in building will give a sense of security 

and comfort to the customers while operating it. 

4. Design 

The design embraces the overall appearance of SST, which gives off a good 

aesthetic appearance. The beauty of the shape and arrangement of the SST devices to 

create an appearance that attracts customers to use. 

5. Assurance 

Assurance illustrates the confidence because of the reputation and competence of 

SST devices because it can provide a sense of security to its customers. The guarantee 

dimension has a role in the service industry especially when consumers lack of 

confidence in the capabilities of the industry because they have a high risk. 

6. Convenience 

This dimension describes the accessibility of SST services, with the ease and 

convenience of SST services to use. 

7. Customization 

Customization is a dimension in which SST devices can be changed to suit 

consumer’s preferences and desires. This dimension aims to understand and meet 

customer’s needs by not being fixated on the system structure.  

 

2.2 Customer’s Trust 
Mayer et al. (1995) emphasized that a person's trust is formed by three things, 

namely ability, benevolence, and integrity. These three things can be described as 

follows:  

1. Ability 

The ability must have a reference of the competence and characteristics of the 

organization. How the organization is able to make, provide, deliver, and ensure that 

there is no interference from other parties. The ability to have indicators, namely 

competence, experience, institutional approval, and knowledge in science.  

2. Benevolence 

Benevolence is the desire and intention of the organization in providing mutual 

satisfaction between the organization and consumers. Benevolence has indicators, 

namely attention, empathy, confidence, and acceptance.  
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3. Integrity 

Integrity relates to the manner and behavior or habits of the organization in carrying 

out its activities. Integrity has indicators, namely fairness, fulfillment, loyalty, 

candor, linkage, and reliability.  

 The choice of variables is based on the dimensions that they have according to 

the described expert's understanding above. The measurement uses the three 

dimensions of trust because they are in accordance with the characteristics of the 

study. Phenomena related to trust variables includes the low use of SST services 

such as autogate and self check-in, as well as failure to use Wi-Fi services.  

 

2.3 Customer’s Loyalty  
Kotler and Keller (2013: 57) described that the dimensions of customer loyalty are 

as follows: 

1. Repeat Purchase, namely a repeat purchase by a customer which indicates the 

loyalty of the customer himself. 

2. Retention, namely the resilience that customers have against negative influences 

about the company. 

3. Referrals, namely referring or recommending to others.  

An explanation of the dimensions of customer’s loyalty from Kotler and Keller 

(2013: 57), namely repeat purchases (repeated use) and referrals (give recommendations) 

is in accordance with the characteristics of this study. This explanation is also supported 

by Griffin's statement (2005) which explains that loyal consumers have characteristics, 

namely: repeated use related to services, recommend SST services to others, and provide 

feedback to companies. The measurement of this research uses the dimensions of 

repeated use, recommendations, and feedback. 

As the purpose of this study, a frame of mind that describes the flow of thinking in 

this study is made as in the following figure:  

 

 
Figure 1. Research Paradigm 

 

2.4 Hypothesis 

The Influence of Self-Service Technology on Customer’s Trust and Customer’s 

Loyalty, H1: Self Service Technology (SST) has an influence on the trust of customers 

H2: Self Service Technology (SST) has an influence on customer’s loyalty, H3: Trust 

from customers has an influence on the loyalty of customers, and H4: Self Service 

Technology (SST) has an impact on customer loyalty through customer’s trust. 
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III. Research Methods 
 

In the implementation of this research, carried out by means of descriptive-verification. 

The purpose of the descriptive approach is to provide an explanation regarding the 

characteristics of self-service technology, trust and loyalty from customers, namely service 

users from Soekarno-Hatta International airport at terminal 3. Meanwhile the verification 

approach is carried out to find out the truth related to the hypothesis from research through 

the process of collecting field data. In the implementation of the research, an analysis was 

carried out and related to the influence of the variable self-service technology as a variable 

with an independent type on the trust loyalty from customers as variables with the dependent 

type. After that, several stages of statistical tests were carried out which were the results of 

the research and materials to make conclusions about the research.  

 

IV. Discussion 
 

4.1 Evaluation of the Outer Model 

Convergent Validity 
Below is a picture of the convergent validity of the indicator against the SST 

variable:  

 

 
Figure 2. Convergent Validity of Indicators on SST Variables 

 

Figure 2 is the result of the evaluation of the model with the convergent validity of 

the indicator against the SST variable. The following is the loading factor value of the 

indicator on the SST variable.  

 

 

 

 

 

 

 



  
 

 

6532 
 

Table 1. Value of Loading Factor Indicator against Variable SST 

Effect Loading Factor

SST1 <- X1 0.781

SST2 <- X1 0.782

SST3 <- X1 0.742

SST4 <- X1 0.788

SST5 <- X1 0.848

SST6 <- X2 0.934

SST7 <- X2 0.719

SST8 <- X2 0.928

SST9 <- X3 0.942

SST10 <- X3 0.844

SST11 <- X3 0.855

SST12 <- X4 0.863

SST13 <- X4 0.889

SST14 <- X4 0.822

SST15 <- X4 0.773

SST16 <- X4 0.731

SST17 <- X4 0.895

0.832

Convergent Validity 

(Outer Loadings)

Validity
Test Result

Average  
 

Information: 

X1 = Dimension of Functionality 

X2 = Enjoyment Dimension 

X3 = Assurance Dimension 

X4 = Convenience Dimension 

 

Table 1 is the loading factor of indicator value for the SST variable. Based on 

Figure 2 and Table 1, it can be explained that the average loading factor value of 0.832 

describes the overall indicator with the SST variable having a strong relationship. The 

strongest relationship is found in the enjoyment dimension with a loading factor of 0.953 

by indicating that the relationship between these dimensions is very strong on the SST 

variable.  

The strongest relationship is found in the indicator of self-service which guarantees 

a sense of security with a loading factor of 0.942, indicating that the relationship between 

these indicators is very strong on the assurance dimension. This condition illustrates that 

SST service guarantees are still a concern and what customers need from SST services. 

   

 
Figure 3. Convergent Validity of Indicators on Customer’s Trust Variables 
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Figure 3 is the result of model evaluation with convergent validity of indicators on 

customer’s trust variables. The following is the loading factor value of the indicator on 

the customer’s trust variable. 

 

Table 2. The Value of Loading Factor Indicators on Customer’s Trust Variables 

Effect Loading Factor

KP1 <- Y1.1 0.859

KP2 <- Y1.1 0.913

KP3 <- Y1.1 0.853

KP4 <- Y1.1 0.888

KP5 <- Y1.2 0.878

KP6 <- Y1.2 0.897

KP7 <- Y1.2 0.845

KP8 <- Y1.3 0.874

KP9 <- Y1.3 0.880

KP10<- Y1.3 0.847

Average 0.873

Validity
Test Result

Convergent Validity 

(Outer Loadings)

 
 

Information: 

Y1.1 = Ability Dimension 

Y1.2 = Dimension of Kindness 

Y1.3 = Dimension of Integrity 

Table 2 is the value of loading factor indicators on customer’s trust variables. 

Based on Figure 3 and Table 2, it can be explained that the average loading factor value 

of 0.873 describes the overall indicator with the customer’s trust variable having a strong 

relationship. The strongest relationship is in the dimension of kindness with a loading 

factor of 0.955, indicating that the relationship between these dimensions is very strong 

on the variable of customer’s trust. 

The strongest relationship is found in the indicator of the experience of airport 

managers in providing quality self-service with a loading factor of 0.913, indicating a 

very strong relationship between these indicators on the capability dimension. This 

condition illustrates that the experience of airport managers in providing quality 

independent services is still a concern and the main thing of customer’s trust.  

 

 
Figure 4. Convergent Validity of Indicators on Customer’s Loyalty Variables 
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Figure 4 is the result of the evaluation of the model with the convergent validity of 

the indicator on the customer’s loyalty variable. The following is the loading factor value 

of the indicator on the customer’s loyalty variables.  

 

Table 3. The Value of Loading Factor Indicators on Customer’s Loyalty Variables 

Effect Loading Factor

LP1 <- Y2.1 0.914

LP2 <- Y2.1 0.913

LP3 <- Y2.2 0.899

LP4 <- Y2.2 0.884

LP5 <- Y2.3 0.920

LP6 <- Y2.3 0.929

0.910

Validity
Test Result

Average

Convergent Validity

(Outer Loadings)

 
 

Information: 

Y2.1 = Reuse Dimension 

Y2.2 = Recommended Dimensions 

Y2.3 = Feedback Dimensions 

 

Table 3 is the value of loading factor indicators on customer’s loyalty variables. 

Based on Figure 4 and Table 3, it can be explained that the average loading factor value 

of 0.910 illustrates the overall indicator with the customer’s loyalty variable having a 

strong relationship. The strongest relationship is in the reuse dimension with a loading 

factor of 0.958, indicating that the relationship between these dimensions is very strong 

on the customer’s trust variable. 

The strongest relationship is found in the indicator of customer’s commitment 

regarding the reuse of self-service at terminal 3 with a loading factor of 0.914, indicating 

that this indicator is very strong in the relation to the dimension of reuse. This condition 

illustrates that the customer is strongly committed to reusing self-service at terminal 3. 

 

4.2 Average Variance Extracted (AVE) 

 

Table 4. Average Variance Extracted (AVE) 

 
 

Table 4 is the AVE value of each latent variable in this study. According to the 

regulations, the AVE value must be above 0.5 (Hair, 2014). Based on the data in the 

table above, it is known that all latent variables have an AVE value above 0.5. Therefore, 

the model has a decent convergent validity and can represent all indicators in their 

respective variables. 

 

a. Discriminant Validity 

Cross loading factor used to determine whether the latent variable has sufficient 

discriminant or not by comparing the correlation of the indicator with the latent variable. 

And, it must be greater than the correlation of the indicator with other latent variables.  
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Table 5. Cross Loadings of Self Service Technology Variables 

 
Information: 

X = Self Service Technology 

Y1 = Customer’s Trust 

Y2 = Customer’s Loyalty 

Table 5 is the data cross loadings of each indicator and its variables. Based on the 

data above, all correlation values between indicators and their variables are greater 

than the correlation values between indicators and other variables. 

 

b. Composite Reliability 

Composite reliability measures internal consistency and the value must be greater 

than 0.708, but in explanatory research 0.60 to 0.70 is acceptable (Hair, 2014). The 

following is the result of the Composite Reliability calculation. 

 

Table 6. Composite Reliability 

 
 

Table 6 is the data value of the composite reliability for each variable. Based on the 

table above, it is known that the model in this study is in accordance with the standard 

composite reliability value above 0.708 so that the model has high reliability and can be 

tested further. The composite reliability value on each variable is summarized as follows: 

1. The 17 used indicators consistently depict 96.4% of the information from self-

service technology variables.  

2. The 10 used indicators consistently describe 95.3% of information from customer’s 
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trust variables. 

3. The 6 used indicators consistently describe 93.4% of information from customer’s 

loyalty variables.  

 

c. Cronbach Alpha 

The reliability test was further strengthened by Cronbach alpha where the expected 

value was above 0.708 (> 0.708) for all constructs (Hair, 2014).  

 

Table 7. Cronbach Alpha 

 
 

 Table 7 is the Cronbach alpha value data for each variable. Based on the table 

above, it is known that the model in this study is in accordance with the standard 

Cronbach alpha value above 0.708. Therefore, the model has high reliability and can be 

tested further. The Cronbach alpha value for each variable is summarized as follows: 

1. The 17 used indicators consistently describe 96% of the information from the self-

service technology variable.  

2. The 10 used indicators consistently describe 94.4% of information from customer’s 

trust variables. 

3. The 6 used indicators consistently describe 91.5% of information from customer’s 

loyalty variable. 

 

4.3 Evaluation of Inner Model 

a. R-Square  

R-Square is the coefficient of determination in endogenous constructs. The R-

Square value is used to measure the degree of variation in exogenous variable changes to 

endogenous variables. The criteria for the R-Square value are 0.67 (strong), 0.33 

(moderate), and 0.19 (weak) (Chin, 1998). 

 

Table 8. R-Square Value 

 
 

Table 8 is the data on the R-Square value of each variable. Based on the table 

above, it is known that the effect of self-service technology (X) on customer’s trust (Y1) 

is 0.379 or 37.9%. Thus, it can be interpreted that the variation of changes in customer’s 

confidence, which can be explained by self-service technology, is 37.9%. However, the 

remaining 63.1% is explained by other factors outside the proposed model in this study. 

The R-Square value of 0.379 is included in the moderate category. 

The effect of self-service technology (X) on customer’s loyalty (Y2) is 0.565 or 

56.5%. Thus, it can be interpreted that the variation of changes in customer’s loyalty, 

which can be explained by self-service technology, is 56.5%. However, the remaining 

43.5% is explained by other factors outside the proposed model in this study. The R-

Square value of 0.565 is included in the moderate category. 



  
 

 

6537 
 

b. Path Coefficients 

 

Table 9. Path Coefficients 

Variable Path Coefficients

SST - KP 0.616

SST - LP 0.066

KP - LP 0.708

SST - KP - LP 0.436  
 

Information: 

SST = Self Service Technology 

KP = Customer’s Trust 

LP = Customer’s Loyalty  

 

Table 9 is the value data for the path coefficients between variables. Each value of 

the path coefficients in the table is above 0 and below 1. Based on the data above, it is 

known that the direction of the relationship between the variables has a positive 

direction. However, the relationship between the variable self-service technology (SST) 

and the customer’s loyalty variable can be interpreted as having no positive relationship 

because the value is close to zero. Thus, it can be interpreted as follows: 

1. Self-service technology (SST) has a positive influence on customer’s trust. The 

results of the path coefficient indicate that the self-service technology owned by PT. 

Angkasa Pura II (Persero) is able to have a positive influence on increasing 

customer’s trust in PT. Angkasa Pura II (Persero). 

2. Self-service technology (SST) has no effect on customer’s loyalty. Thus, it can be 

interpreted that the use of PT. Angkasa Pura II (Persero) self-service technology 

does not necessarily directly increase customer’s loyalty. 

3. Customer’s trust has a positive influence on customer’s loyalty. The results of the 

path coefficient above can be interpreted that if the customer believes, it will 

increase customer’s loyalty directly. The higher the level of customer’s trust, the 

higher customer’s loyalty as well. 

4. Self-service technology (SST) has a positive influence on customer’s loyalty 

mediated by customer’s trust. The results of the path coefficient above can be 

interpreted that the level of customer’s loyalty will increase if customers have a 

strong belief in the quality of self-service services at the airport. 

 

c. T-Statistics (Bootstrapping)  
The t-statistics value must be above 1.96 for the two-tailed hypothesis and above 

1.64 for the one-tailed hypothesis for testing the hypothesis at 5 percent alpha (Hair, 

2010). 

 

Table 10. T-Statistics 

Variable T-Statistics Status

SST - KP 11.197 Significant (>1.65)

SST - LP 1.655 Not Significant (=1.65)

KP - LP 19.727 Significant (>1.65)

SST - KP - LP 8.535 Significant (>1.65)  
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Information: 

SST = Self Service Technology 

KP = Customer’s Trust 

LP = Customer’s Loyalty  

 

Table 10 is the t-statistics value data between variables. Based on the data above 

combined with the results of the path coefficients in table, the results of the hypothesis 

testing can be interpreted as follows: 

1. Self-service technology (SST) has a positive and significant effect on customer’s 

trust.  

2. Self-service technology (SST) has no effect on customer’s loyalty.  

3. Customer’s trust has a positive and significant impact on customer’s loyalty. 

4. Self-service technology (SST) has a positive and significant impact on customer’s 

loyalty mediated by customer’s trust.  

 

d. Predictive Relevance 

Prediction relevance testing is carried out by using the following formula: 

Q2 = 1 - (1 - R12) (1 - R22) 

 = 1 - (1 - 0.379) (1 - 0.563)  

 = 1 - 0.271 

 = 0.729.  

 = 73% 

Model error 100% - 73% = 27%. 

Based on the above calculations, it can be interpreted that the model results of the 

analysis, namely 73% of the diversity of data, are able to study the phenomena used in 

the study, while 27% explain other components that are not observed in this model. 

 

e. Goodness of Fit 

The value of Goodness of Fit is obtained from the square root of the average 

communalities index multiplied by the average R2 of the model. GoF values ranged from 

0 to 1 with interpreted values: 0.1 (small GoF), 0.25 (moderate GoF), and 0.36 (large 

GoF). 

 

 
 

Information: 

Comm: average communalities 

R2  : average R2 model 

Based on the data in the previous table, the average value of the R2 model is 0.472. 

 

Table 11. Average Communalities 
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Table 11 is the average communalities value which is used to calculate the GoF 

value. The average value of communalities was 0.576. Thus, the calculation of the GoF 

value is as follows: 

 

 

 
 

Based on the calculations above, it is known that the GoF value obtained is 0.521, 

which means it is included in the large category. 

 

4.4 The Effect of Self Service Technology on Customer’s Trust 

The variable self-service technology (SST) consists of 4 dimensions, namely 

functionality, enjoyment, assurance, and convenience with 17 question indicators. 

Customer’s trust variables consist of 3 dimensions, namely ability, kindness, and 

integrity with 10 question indicators. The effect of self-service technology on customer’s 

trust has been shown in the previous analysis. The path coefficient value of the self-

service technology variable on the customer’s trust variable is 0.616 which means that it 

has a positive effect (value of o to 1). Then, the t-statistics value of the self-service 

technology variable on the customer’s trust variable is 11,197 (above 1.65) with 

significance at the 95% confidence level. Furthermore, the first hypothesis H0 is 

rejected. The first hypothesis is that self-service technology has an influence on the 

accepted customer’s trust variables. Furthermore, from this study it is known that self-

service technology has a positive and significant effect on customer’s trust variables. 

The results of the above research support previous research conducted by Hou 

(2005). In the results of his research, Hou stated that the quality of technology-based 

services was able to build trust. 

The results of the study illustrate that the self-service at PT. Angkasa Pura II 

(Persero) as a whole function is well and has a positive and significant effect on the level 

of customer’s confidence in PT. Angkasa Pura II (Persero). Self-service, which includes 

error free¸ smooth operation, as well as clear service processes, increases customer’s 

trust. It is supported by the commitment of PT. Angkasa Pura II to always have the best 

interest in providing the best service and have good faith in providing satisfaction for the 

self-service provided to customers.  

 

4.5 The Effect of Self Service Technology on Customer’s Loyalty 

The customer’s loyalty variable consists of 3 dimensions, namely reuse, 

recommendations, and feedback with 6 question indicators. The effect of self-service 

technology on customer’s loyalty has been shown in the previous analysis. The value of 

the path coefficient of the self-service technology variable on the customer’s loyalty 

variable is 0.066. This means that it has a positive direction (values of o to 1), but the 

value is still close to zero or it can be interpreted that it has no relationship. Then, the t-

statistics value of the self-service technology variable on the customer’s loyalty variable 

is 1.655 (= 1.65) with a significance at the 95% confidence level, which means it is not 

significant. Thus, the second hypothesis H0 is accepted. The second hypothesis is that 

self-service technology does not have an influence on the accepted customer’s loyalty 

variables. The results of this study show that self-service technology has no direct effect 

on customer’s loyalty. 

The results of the research above do not support previous research conducted by 

Hou (2005). In the results of his research, Hou (2005) stated that the quality of 
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technology-based services was able to build loyalty. Similar to research conducted by 

Iqbal (2017) which the results state that the relationship between the quality of self-

service technology and loyalty is positive and significant. 

Result the research illustrates that the self-service at PT. Angkasa Pura II (Persero) 

as a whole functions is well but does not necessarily have a positive and significant 

effect on the level of customer’s trust of PT .Angkasa Pura II (Persero) directly. This 

condition explains that the level of customer’s loyalty not only cannot increase by itself 

but also by relying only on PT .Angkasa Pura II (Persero) self-service technology, even 

though the service in its overall operation can function well. 

 

4.6 The Effect of Customer’s Trust on Customer’s Loyalty 

The effect of customer’s trust on customer’s loyalty has been shown in the 

previous analysis. The path coefficient value of the customer’s trust variable on the 

customer’s loyalty variable is 0.708 which means that it has a positive effect (values 0 to 

1). Then, the t-statistics value of the customer’s trust variable on the customer’s loyalty 

variable is 19,727 (above 1.96) with significance at the 95% confidence level. 

Furthermore, the third hypothesis H0 is rejected. The third hypothesis is that customer’s 

trust has an influence on customer’s loyalty received. The results of this study note that 

customer’s trust has a positive and significant effect on customer’s loyalty variables. 

The results of the above research support previous research conducted by Hou 

(2005). In the results of his research, Hou (2005) stated that trust can form from loyalty. 

Similar to research conducted by Yap et al (2012) where the results of the study state that 

trust has a positive influence on customer’s loyalty. 

The results illustrate that the level of customer’s trust in PT. Angkasa Pura II 

(Persero) as a whole is good and has a positive and significant effect on the level of 

customer loyalty of PT. Angkasa Pura II (Persero). The commitment of PT. Angkasa 

Pura II (Persero) to provide the best service and good faith to provide satisfaction with 

self-service, supported and provided by the company's integrity towards  self-service 

resulting in increased customer loyalty, namely to always be loyal by using self-service 

at the airport, recommending self-service to friends , friends, family, or people around 

them, as well as providing feedback to PT. Angkasa Pura II (Persero), namely input 

suggestion to improve the quality of self-service at the airport. 

 

4.7 The Effect of Self-Service Technology on Customer’s Loyalty is Mediated by 

Customer’s Trust 

The results of the study illustrate that the self-service at PT. Angkasa Pura II 

(Persero) as a whole function well and has a positive and significant effect on the level of 

customer’s confidence in PT. Angkasa Pura II (Persero). However, the results also state 

that the self-service at PT. Angkasa Pura II (Persero) as a whole function well but does 

not necessarily have a positive and significant effect on the level of customer’s loyalty of 

PT. Angkasa Pura II (Persero) directly. This condition explains that the level of 

customer’s loyalty cannot increase by itself and by relying on PT. Angkasa Pura II 

(Persero) self-service technology. Therefore it requires a level of customer’s trust to 

influence the level of customer’s loyalty. 

 

V. Conclusion 
 

Based on the results of research data analysis and discussion of the effect of self-service 

technology on customer’s trust and loyalty, it can be concluded as follows: 
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1. Self-service technology has an influence on customer’s trust. The resulting effect is 

positive and significant. This indicates that the good self-service technology of PT 

Angkasa Pura II provides and adds to the trust of airport service users in the services 

provided by PT Angkasa Pura II as airport managers. 

2. Self-service technology does not have a direct influence on customer’s loyalty. The 

resulting relationship is that there is no positive influence. This indicates that PT 

Angkasa Pura II's self-service technology has not been able to provide a service to 

airport service users which make direct service users will be loyal and indirect self-

service users automatically become loyal when using self-service at airports. 

3. Trust has an influence on customer’s loyalty. The resulting effect is positive and 

significant. This indicates that the increasing trust of service users in the services 

provided by PT Angkasa Pura II will make service users loyal so that they continue to 

use the services of PT Angkasa Pura II. 
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