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Abstract 

The event organizer industry in Bali is becoming increasingly competitive, requiring companies to continuously build 
and maintain customer loyalty. This study aims to analyze the effects of service quality, digital marketing, and unique 
selling proposition (USP) on customer loyalty and to examine the mediating role of brand trust at Energy Event ID. This 
study employed a quantitative approach with a causal associative research design. The population consisted of all 
Energy Event ID customers from 2023 to 2025, totaling 313 customers. A sample of 176 respondents was determined 
using the Slovin formula and selected through simple random sampling. Data were collected through online 
questionnaires and analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4.1 
software. The study was grounded in the Stimulus-Organism-Response (SOR) Theory, where service quality, digital 
marketing, and USP acted as stimuli, brand trust as the organism, and customer loyalty as the response. The results 
indicate that brand trust was found to be the most influential variable affecting customer loyalty, with the highest path 
coefficient value of 0.410. Furthermore, service quality, digital marketing, and USP have positive and significant effects 
on brand trust. Brand trust also has a positive and significant effect on customer loyalty. The mediation analysis reveals 
that brand trust partially and complementarily mediates the effects of service quality, digital marketing, and USP on 
customer loyalty. The R-square value of customer loyalty is 0.732, indicating that 73.2 percent of the variance in 
customer loyalty can be explained by the proposed model, while the remaining 26.8 percent is explained by other factors 
outside the model. 

Keywords: Service Quality; Digital Marketing; Unique Selling Proposition; Brand Trust; Customer Loyalty; Event 
Organizer. 

1. Introduction

The event organizer (EO) industry has experienced significant growth in recent years, driven by the increasing demand 
from individuals and organizations for various types of events. This growth is reflected in the rising number of 
companies offering similar services, resulting in increasingly intense competition (Moko, 2019; Prihatin, 2021). Bali's 
prominence as a world-renowned tourism destination has positioned the region as a strategic location for hosting a 
wide range of events, including conferences, exhibitions, concerts, corporate gatherings, and large-scale international 
events. One of the event organizer companies actively managing both national and international events is Energy Event 
ID. The company has been operating for approximately 15 years and has established collaborations with numerous 
corporate clients across Indonesia and internationally. Its extensive experience in managing diverse types of events has 
positioned Energy Event ID as one of the well-recognized event organizer companies in Bali. Energy Event ID primarily 
specializes in organizing corporate events. 

http://creativecommons.org/licenses/by/4.0/deed.en_US
https://wjarr.com/
https://doi.org/10.30574/wjarr.2026.31.1.2003
https://crossmark.crossref.org/dialog/?doi=10.30574/wjarr.2026.31.1.2003&domain=pdf


World Journal of Advanced Research and Reviews, 2026, 31(01), 1791–1799 

1792 

The customer base of Energy Event ID is predominantly composed of corporate clients, including national and 
multinational companies, brands and private enterprises, government institutions, as well as organizations operating 
within the meetings, incentives, conferences, and exhibitions (MICE) industry. 

Within the event management service industry, customer loyalty is conceptually regarded as a strategic asset that 
determines long-term business sustainability. This condition encourages companies not only to focus on increasing 
sales but also to establish long-term relationships with customers by enhancing customer satisfaction and delivering 
superior customer experiences (Fitriani & Asniwati, 2023). The issue has become increasingly complex due to rapid 
digital technological advancements that have significantly transformed consumer behavior. Service quality represents 
a fundamental element in building customer trust and loyalty. High service quality has been shown to exert a direct 
positive influence on brand trust and customer loyalty (Mariana et al., 2021; Ng et al., 2024). Moreover, increasingly 
intense market competition requires companies not only to rely on service quality and digital marketing but also to 
establish clear differentiation through a Unique Selling Proposition (USP). 

This phenomenon indicates a discrepancy between theoretical expectations and actual business practices. 
Theoretically, service quality, digital marketing, and USP are expected to foster brand trust, which subsequently 
enhances customer loyalty. However, in practice, these relationships are not always consistent. Aggressive digital 
marketing may elevate customer expectations beyond what the company can realistically deliver, inconsistent service 
quality can immediately undermine customer trust, and the absence of meaningful differentiation may encourage 
customers to switch to competing service providers. 

 
Energy Event ID Client Database, 2026 

Figure 1 Energy Event ID Client Loyalty Percentage 

This condition is also reflected in Energy Event ID as the research object. Based on the client portfolio data for the 2023–
2025 period, the level of client loyalty, measured by repeat orders, shows fluctuating and relatively unstable conditions 
from year to year. In 2023, the percentage of clients who made repeat orders was recorded at 62.5%. This figure 
decreased to 41.94% in 2024. Subsequently, in 2025, the level of client loyalty increased again to 50%. This condition 
indicates that the company continues to face challenges in maintaining consistent client retention and encouraging 
customers to continuously use the company's services. 

In addition, there are still complaints regarding service quality, particularly in terms of the responsiveness of the 
operational team during event implementation. This indicates an inconsistency between customer expectations and the 
actual experience received. On the other hand, although the company has actively implemented digital marketing, these 
efforts have not been optimally converted into customer trust. There is even an indication that high digital exposure has 
not been accompanied by stronger brand trust. Furthermore, Energy Event ID also faces challenges in clearly 
communicating its Unique Selling Proposition (USP), causing customers to perceive little significant differentiation 
compared to competitors. 
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Although numerous previous studies have examined the influence of service quality, digital marketing, and Unique 
Selling Proposition (USP) on customer loyalty, most of these studies have been conducted separately and have not 
integrated all variables into a comprehensive research model. Furthermore, the role of brand trust as a mediating 
variable in the relationship between service quality, digital marketing, and USP and customer loyalty has also produced 
mixed findings. Several studies have found that brand trust plays a strong mediating role in building customer loyalty 
(Ng et al., 2024; Ningrum et al., 2021), while other studies have shown that not all digital marketing activities are able 
to directly enhance customer trust or customer decisions (Wulandari et al., 2025). These differences in findings indicate 
inconsistencies in previous research results that require further investigation. 

This study will also employ the Stimulus–Organism–Response (SOR) Theory as its theoretical foundation. This study is 
expected not only to provide a theoretical contribution to the development of marketing management knowledge but 
also to offer practical implications for companies in formulating more effective marketing strategies, improving service 
quality, and strengthening differentiation through the Unique Selling Proposition (USP) to build customer trust and 
loyalty sustainably amid the increasingly competitive event organizer industry. 

2. Research methods 

This study was conducted at Energy Event ID, a leading event organizer company in Bali that focuses on organizing 
various local, national, and international events. The exogenous variables in this study act as the stimulus (S) within the 
Stimulus–Organism–Response (SOR) Theory framework. The endogenous variable (Y) examined in this study is 
Customer Loyalty (Y). The mediating variable is Brand Trust (M). 

The population of this study consists of all customers of Energy Event ID during the 2023–2025 period, with a total 
population of 313 customers. The sample in this study comprises a portion of Energy Event ID customers who meet 
specific criteria, namely customers who have used the company's services at least once during the 2023–2025 period. 
Based on the Slovin formula, the sample size obtained was 175.6, which was then rounded up to 176 respondents, as 
the sample size cannot be expressed as a decimal. 

The sampling technique used in this study was probability sampling with the simple random sampling method. The data 
collection method employed in this study was a survey method, which is a primary data collection technique conducted 
by distributing questionnaires to respondents who were customers of Energy Event ID. To examine the relationships 
among the variables in this study, Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) was 
employed. 

3.  Result and discussion 

The indicator criteria were evaluated using convergent validity, discriminant validity, and the square root of the Average 
Variance Extracted (AVE), while reliability was assessed using composite reliability. The following figure presents the 
outer model evaluation: 

All outer loading values of the variables are greater than 0.50. Therefore, it can be concluded that the data in this study 
are valid, indicating that the reflective indicators have a strong correlation with their respective latent variable scores. 
Convergent validity was also assessed by examining the Average Variance Extracted (AVE) value of each latent variable. 

All indicators used in this study have the highest cross loading values on their respective constructs compared to other 
constructs. Therefore, it can be concluded that the data in this study satisfy discriminant validity, meaning that each 
indicator is able to accurately measure its intended construct and does not better represent other constructs. This 
finding indicates that all latent variables in the research model have good discriminant capability. Thus, the research 
model meets the discriminant validity criterion based on the cross-loading method. 

Table 1 R-Square Value Results 

 

R-square  R-square adjusted  

Brand Trust  0.611  0.604  

Customer Loyalty 0.732  0.726  

Source: Processed data, 2026 
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The table above shows that the R-Square (R²) value for the Brand Trust variable is 0.611, meaning that 61.1 percent of 
the variation in the Brand Trust variable can be explained by the independent variables in this research model, namely 
Digital Marketing, Service Quality, and Unique Selling Proposition. Meanwhile, the remaining 38.9 percent is influenced 
by factors outside the research model. The Adjusted R-Square value of 0.604 indicates that after adjusting for the 
number of predictors in the model, the independent variables' ability to explain variation in Brand Trust remains strong. 

 
Source: Processed data, 2026 

Figure 2 PLS Algorithm 

Furthermore, the R-Square (R²) value for the customer loyalty variable is 0.732, meaning that 73.2 percent of the 
variation in the customer loyalty variable can be explained by the variables in this research model, namely digital 
marketing, service quality, unique selling proposition, and brand trust. Meanwhile, the remaining 26.8 percent is 
explained by other factors not included in the research model. The adjusted R-square value of 0.726 indicates that the 
model still has excellent predictive ability after adjusting for the number of predictor variables. 

Based on these results, the R-square value for the brand trust variable of 0.611 and customer loyalty of 0.732 indicates 
that the research model has strong (substantial) explanatory power. Referring to the criteria proposed by Hair et al. 
(2022), an R-square value of 0.75 is categorized as strong, 0.50 as moderate, and 0.25 as weak. Therefore, an R-square 
value for brand trust above 0.50 indicates moderate to strong explanatory power, while an R-square value for customer 
loyalty approaching 0.75 indicates strong explanatory power. This indicates that the independent variables used in this 
study are able to explain most of the variation in the brand trust and customer loyalty variables, thus the research model 
has good predictive power. 

The Q-square value obtained in this study was 0.895 or 89.5 percent, thus it can be concluded that the model in this 
study has a relevant predictive value because the Q-square value is far above zero, which means the model is able to 
explain the information in this study with a strong level of prediction. 

Table 2 Hypothesis Testing Results 

 Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
values 

Information 

Direct Effect 

Brand Trust -> Customer 
Loyalty 

0.410 0.409 0.063 6.491 0.000 Significant 

Service Quality -> Brand 
Trust 

0.316 0.317 0.065 4.873 0.000 Significant 
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Service Quality -> 
Customer Loyalty 

0.116 0.116 0.054 2.151 0.032 Significant 

Digital Marketing -> 
Customer Loyalty 

0.224 0.225 0.059 3.796 0.000 Significant 

Digital Marketing -> 
Brand Trust 

0.237 0.238 0.053 4.428 0.000 Significant 

Unique Selling 
Proposition -> Brand 
Trust 

0.372 0.372 0.064 5.821 0.000 Significant 

Unique Selling 
Proposition -> Customer 
Loyalty 

0.229 0.229 0.058 3.949 0.000 Significant 

Indirect Effect 

Service Quality -> Brand 
Trust -> Customer 
Loyalty 

0.130 0.130 0.034 3.770 0.000 Significant 

Digital Marketing -> 
Brand Trust -> Customer 
Loyalty 

0.092 0.092 0.029 3.157 0.002 Significant 

Unique Selling 
Proposition -> Brand 
Trust -> Customer 
Loyalty 

0.153 0.152 0.034 4.510 0.000 Significant 

Source: Processed data, 2026 

Based on Table 2, the research results show that digital marketing, service quality, unique selling proposition (USP), 
and brand trust influence customer loyalty in Energy Event ID. The higher the quality of digital marketing implemented, 
the better the quality of service provided, and the stronger the company's uniqueness and differentiating value, the 
higher customer loyalty to Energy Event ID. These results support the research of Xu et al. (2025), which found that 
personal interactions and the quality of service facilities have a positive effect on customer loyalty. 

The results also show that digital marketing influences brand trust. This finding indicates that informative, interactive, 
and consistent digital marketing activities can increase customer trust in Energy Event ID. Customers who receive clear 
and transparent information through digital media tend to have greater confidence in the company's credibility. These 
results support the research of Mesquita (2024), which proved that digital marketing has a direct, positive and 
significant effect on customer loyalty. An optimal digital marketing strategy can create customer satisfaction throughout 
the information search process and through service use, ultimately driving customer loyalty. Similar findings were also 
presented by Putri (2021), who stated that improving digital marketing strategies significantly increases customer 
loyalty. 

Service quality has been shown to influence brand trust, demonstrating that professional, responsive service that meets 
customer expectations can increase customer trust in a company. The better the service quality perceived by customers, 
the greater their confidence in Energy Event ID's capabilities and integrity. This study aligns with research conducted 
by Nina Rosalina (2009), which found that a unique selling proposition influences customer loyalty. 

A Unique Selling Proposition (USP) has also been shown to influence brand trust. This demonstrates that Energy Event 
ID's unique advantages and characteristics can create positive perceptions and increase customer confidence in the 
company. The uniqueness of the service offered is a crucial factor in building customer trust amidst the increasingly 
competitive event organizer industry. This study's findings are also supported by Aprilyani and Syah (2023), who stated 
that in a high-risk industry, service quality is the most effective stimulus for increasing customer trust. 

Brand trust has been shown to influence customer loyalty, demonstrating that the higher the level of customer trust in 
Energy Event ID, the higher the customer loyalty. This established trust encourages customers to continue using the 
company's services, recommend it to others, and establish long-term relationships with the company. The results of this 
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study align with those of Ng et al. (2024), who found that brand trust significantly influences customer loyalty and 
repurchase intentions. 

The results also show that brand trust mediates the influence of digital marketing, service quality, and unique selling 
propositions on customer loyalty. These findings indicate that customer loyalty is not only formed through digital 
marketing activities, service quality, or company excellence directly, but also through the process of building customer 
trust in Energy Event ID. The more effective digital marketing, the better the service quality, and the stronger the 
company's USP, the higher the brand trust formed, which ultimately increases customer loyalty to Energy Event ID.  

The results of this study indicate that the paths of Service Quality (X1) → Brand Trust (M) and Brand Trust (M) → 
Customer Loyalty (Y) are positive and significant. The path of Service Quality (X1) → Customer Loyalty (Y) also shows 
a positive and significant influence. The indirect influence of Service Quality on Customer Loyalty through Brand Trust 
also shows significant results with a path coefficient value of 0.130 and a p-value of 0.000. Thus, it can be concluded that 
Brand Trust is able to mediate the influence of Service Quality on Customer Loyalty through complementary partial 
mediation. The findings of this study are in line with the research of Muna and Lestari (2025) which states that good 
service quality has a direct and significant effect on increasing consumer trust in a brand. When customers receive 
professional, responsive, and consistent service, they will have higher confidence in the company's ability to provide 
services that meet expectations. Similar findings were also stated by Shahzad et al. (2024) found that service quality 
has a significant positive influence on building user trust in a service. 

The results also showed that the paths Digital Marketing (X2) → Brand Trust (M) and Brand Trust (M) → Customer 
Loyalty (Y) were positive and significant. The path Digital Marketing (X2) → Customer Loyalty (Y) also showed a positive 
and significant influence. The indirect effect of Digital Marketing on Customer Loyalty through Brand Trust showed 
significant results with a path coefficient of 0.092 and a p-value of 0.002. It can be concluded that Brand Trust can 
mediate the effect of Digital Marketing on Customer Loyalty through complementary partial mediation. These results 
support the Stimulus-Organism-Response (SOR) Theory. Digital marketing acts as a stimulus received by customers 
through various digital communication activities carried out by the company. This stimulus then influences the 
psychological state of customers as organisms, which is reflected in the formation of brand trust. These results support 
the Stimulus-Organism-Response (SOR) Theory. Digital marketing acts as a stimulus received by customers through 
various digital communication activities undertaken by the company. This stimulus then influences the psychological 
state of customers as organisms, reflected in the formation of brand trust. 

The paths Unique Selling Proposition (X3) → Brand Trust (M) and Brand Trust (M) → Customer Loyalty (Y) show a 
positive and significant influence. The path Unique Selling Proposition (X3) → Customer Loyalty (Y) also shows a 
positive and significant influence. The indirect effect of Unique Selling Proposition on Customer Loyalty through Brand 
Trust shows significant results with a path coefficient of 0.153 and a p-value of 0.000. Thus, it can be concluded that 
Brand Trust is able to mediate the effect of Unique Selling Proposition on Customer Loyalty through complementary 
partial mediation. 

4. Conclusion  

The results of this study indicate that the paths of Service Quality (X1) → Brand Trust (M) and Brand Trust (M) → 
Customer Loyalty (Y) are positive and significant. The path of Service Quality (X1) → Customer Loyalty (Y) also shows 
a positive and significant influence. The indirect influence of Service Quality on Customer Loyalty through Brand Trust 
also shows significant results with a path coefficient value of 0.130 and a p-value of 0.000. Thus, it can be concluded that 
Brand Trust is able to mediate the influence of Service Quality on Customer Loyalty through complementary partial 
mediation. The findings of this study are in line with the research of Muna and Lestari (2025) which states that good 
service quality has a direct and significant effect on increasing consumer trust in a brand. When customers receive 
professional, responsive, and consistent service, they will have higher confidence in the company's ability to provide 
services that meet expectations. Similar findings were also stated by Shahzad et al. (2024) found that service quality 
has a significant positive influence on building user trust in a service. 

The results also showed that the paths Digital Marketing (X2) → Brand Trust (M) and Brand Trust (M) → Customer 
Loyalty (Y) were positive and significant. The path Digital Marketing (X2) → Customer Loyalty (Y) also showed a positive 
and significant influence. The indirect effect of Digital Marketing on Customer Loyalty through Brand Trust showed 
significant results with a path coefficient of 0.092 and a p-value of 0.002. It can be concluded that Brand Trust can 
mediate the effect of Digital Marketing on Customer Loyalty through complementary partial mediation. These results 
support the Stimulus-Organism-Response (SOR) Theory. Digital marketing acts as a stimulus received by customers 
through various digital communication activities carried out by the company. This stimulus then influences the 
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psychological state of customers as organisms, which is reflected in the formation of brand trust. These results support 
the Stimulus-Organism-Response (SOR) Theory. Digital marketing acts as a stimulus received by customers through 
various digital communication activities undertaken by the company. This stimulus then influences the psychological 
state of customers as organisms, reflected in the formation of brand trust. 

The paths Unique Selling Proposition (X3) → Brand Trust (M) and Brand Trust (M) → Customer Loyalty (Y) show a 
positive and significant influence. The path Unique Selling Proposition (X3) → Customer Loyalty (Y) also shows a 
positive and significant influence. The indirect effect of Unique Selling Proposition on Customer Loyalty through Brand 
Trust shows significant results with a path coefficient of 0.153 and a p-value of 0.000. Thus, it can be concluded that 
Brand Trust is able to mediate the effect of Unique Selling Proposition on Customer Loyalty through complementary 
partial mediation. 
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