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	ABSTRACT

	Acceptor Loyaltyin research This as variable dependent , whether loyalty consumer after quality services provided by the district BKKBN Tanggamus give impact positive to BKKBN 's performance own research carried out For know service quality, consumer trustin a way Partial influential direct to Acceptor Loyalty, service qualityand consumer trustin a way Partial influential to variable mediation ie satisfaction customers , loyalty consumers , service qualityand trust consumers who are mediated by satisfaction consumer in a way Partial mediate or in a way No direct to Acceptor Loyalty. Research carried out use method perposive random sampling with amount sample of 220 respondents with SEM method using tool analysis namely Amos. Findings empirical results obtained is Service qualityinfluential positive and significant to Acceptor Loyaltyat Regency BKKBN Tanggamus . Consumer trustInfluential positive and significant to Acceptor Loyalty. Service qualityinfluential positive and significant to satisfaction consumer Consumer trustinfluential positive and n significant to papacy customer . Satisfaction consumer influential positive and significant to Acceptor Loyalty. Service qualityinfluential positive and significant to Acceptor Loyaltythrough satisfaction consumer as variable mediation Consumer trustInfluential positive and significant to Acceptor Loyaltythrough satisfaction consumer as variable mediation.
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INTRODUCTION
Industry service very different with industry product where in industry product We can measure size quality something the product produced with use indicator disabled or or not product the when was on the floor production or when has is in hand consumers (Abdi et.al., 2016). Industry service is something unique​ Because there is three type differentiating factor​ between industry services and industry product that is : unreality (intangibility), non-uniformity ( heterogeneity ), inseparability of production and consumption. Danang Sunyoto loyalty interpreted as attitude positive a consumer to something products, consumers own desire strong For buy repeat the same brand at the time Now and the future (Sunyoto , 2013). According to Kotler and Keller in Imasari and Kezia, Loyalty customer as "the long term success of a particular brand is not based on the number of consumers who purchase it only once, but on the number who become repeat purchases" ( Imasari and Kezia, 2011) Loyal customers are an important asset for company , p This can seen from characteristics it has as expressed by Griffin (Griffin , 2003).
Sheng and Xie deep journal tsai et all 2010. In research this , with conducting a meta-analysis, the authors also found proof empirical support​ satisfaction customers , trust , commitment and loyalty program membership has influence positive to loyalty customer . Apart from that , the product related attribute like quality , value , reputation brand and cost transition is also crucial level loyalty from customers , Family Planning Program ( Family Planning ) no only aim For control rate growth population , but also increase quality 2 families nor the individuals in it so that can created family who owns amount ideal child , healthy , prosperous , educated , resilient, and fulfilled rights reproduction . Birth control no always identical with contraception, birth control is part from Reproductive Health services, aims For guard balance demographics , prevent pregnancy risk high , set distance between pregnancy as well as help lacking family​ or No fertile . Following amount table family planning participants Planning for Indonesia and the Provinces Lampung:
Table 1 Percentage of Women Aged 15-49 Years and Married Who Currently Use / Use Birth Control Devices (Percent)
	Percentage of Women Aged 15-49 Years and Married Currently Using/Using Birth Control (Percent)

	PROVINCE
	2018
	2019
	2020
	2021
	2022

	LAMPUNG
	69.36
	67.35
	69.70
	66.72
	66.60

	INDONESIA
	61.75
	59.98
	59.39
	58.70
	58.73


Source: BKKBN.go.id 2024
According to percentage women 15+ and status marry currently use / wear birth control from year year experience increase and decrease , in the province Lampung in 2015 66.41 and continues experience increase until 2018 69.36 experienced decline in 2021 and 2022. Got it interpreted If amount decrease level satisfaction and consumer trustuser family planning acceptors in the province Lampung experience lack of level trust , will but in years previously level trust and satisfaction in use Family planning acceptors are increasing and in 2020 will increase like in 2017. Likewise , Indonesia experienced from 2015 to 2018​​ fluctuations up and down user Family planning acceptors by 2022 will total 58.73 users Family planning acceptors decreased .
In the data above can seen level percentage according to provinces and Indonesia in the table below This level the use that has been obtained through BKKBN in 2022 in the Tanggamus area.
Table 2 Participants Active family planning in the Tanggamus area
	Tanggamus Region
	Active Family Planning Participants (Individuals)

	
	IUD
	MOW
	MOP
	Condom
	Implant
	Injection
	Pill
	Amount

	
	2022
	2022
	2022
	2022
	2022
	2022
	2022
	2022

	Wonosobo
	201.00
	73.00
	121.00
	228.00
	986.00
	2108.00
	1189.00
	4906.00

	Semaka
	224.00
	3.00
	0.00
	15.00
	988.00
	2330.00
	1689.00
	5249.00

	Semuong State City
	112.00
	10.00
	141.00
	190.00
	678.00
	950.00
	640.00
	2721.00

	Great City
	1041.00
	124.00
	32.00
	203.00
	824.00
	3719.00
	2039.00
	7982.00

	Pematang Sawa
	642.00
	1.00
	0.00
	515.00
	629.00
	423.00
	1063.00
	3273.00

	West Great City
	426.00
	3.00
	1.00
	42.00
	513.00
	1458.00
	740.00
	3183.00

	East Grand City
	153.00
	31.00
	4.00
	358.00
	359.00
	317.00
	795.00
	2017.00

	Stage Island
	462.00
	40.00
	12.00
	269.00
	1352.00
	981.00
	1000.00
	4116.00

	Ulu Belu
	617.00
	20.00
	42.00
	318.00
	1548.00
	2391.00
	1681.00
	6617.00

	Naningan Water
	506.00
	25.00
	6.00
	51.00
	1280.00
	1021.00
	1063.00
	3952.00

	Talang Padang
	759.00
	33.00
	69.00
	499.00
	920.00
	2084.00
	1763.00
	6127.00

	Sumberejo
	1358.00
	49.00
	138.00
	190.00
	1390.00
	868.00
	769.00
	4762.00

	Gisting
	898.00
	70.00
	122.00
	36.00
	551.00
	1347.00
	1211.00
	4235.00

	Mount Alip
	100.00
	12.00
	6.00
	98.00
	297.00
	855.00
	1062.00
	2430.00

	Back
	390.00
	91.00
	112.00
	423.00
	586.00
	3576.00
	2193.00
	7371.00

	Bulok
	429.00
	8.00
	2.00
	51.00
	252.00
	1200.00
	1102.00
	3044.00

	Just Balak
	391.00
	24.00
	3.00
	176.00
	202.00
	1314.00
	1332.00
	3442.00

	Lumpyness
	85.00
	2.00
	2.00
	28.00
	105.00
	768.00
	454.00
	1444.00

	Lime
	147.00
	11.00
	1.00
	90.00
	755.00
	639.00
	860.00
	2503.00

	West Kelumbayan
	254.00
	1.00
	10.00
	98.00
	334.00
	764.00
	594.00
	2055.00

	Tanggamus Regency
	9195.00
	631.00
	824.00
	3878.00
	14549.00
	29113.00
	23239.00
	81429.00


Source : BKKBN tangamus 2024
Can seen in the data above regency Tanggamus experience fluctuation amount from various subdistrict nor regency That Alone can seen from number users of IUDs, MOWs, MOPs, condoms , implants , injections and pills when level use increase means For push level increasing number of births increase will the more gets better , if decrease means level use decreased and can No under control amount birth That Alone . (Kalia 2021) Research results show that , of the five dimensions of SQ, there are only Power responsiveness , assurance and empathy own connection significant positive​ with commitment and trust . Tangibility own connection significant positive​ with trust just . Good commitment nor trust own significant impact​ loyalty . It's known that commitment and trust Act as a mediator between three SQ dimensions ( certainty , empathy and power responsiveness ) and CL.
According to Philip Kotler and Kevin Lane Keller is feeling like or disappointed someone appears​ Because compare perceived performance​ product ( or results ) against expectations them (Kotler and Keller, 2009). Following Cronin et, al (2000), research This is conceptualized construct satisfaction customer as evaluation emotion . Consistent with Cronin et,al.'s approach whole size satisfaction customer covers three items in study This . One of the items is reflected category emotional and two reflected items evaluative category . (Wong and Mula, 2009) satisfaction achievable​​ after use and can recommend to people who want it for use family planning acceptor , writer want to observe to user acceptor Kb , for reach papacy from service and level trust in the BKKBN agency for reach implied loyalty​ user satisfaction​ family planning acceptors in the district Tanggamus . For reach objective study writer analyze with SEM ( Structural Equation Modeling ) method because SEM is capable explain linkages variable in a way complex as well as effect direct nor No directly ( via mediating variables ) of One or a number of variable to other variables (Ferdinand, 2005).
Frame Work:
SERVICE QUALITY(KP)
CUSTUMER TRUST (KPK)
AKSEPTOR LOYALTY (Y)
CUSTOMER SATISFACTION(KK)

H1
H2
H3
H4
H7
H6
H5












	Figure 1 Framework Thinker
Hi: Service Quality Has A Positive And Significant Influence On Acceptor Loyalty In Bkkbn Tanggamus District
H2: Service Quality Has A Positive And Significant Influence On The Loyalty Of Bkkbn Acceptors In Tanggamus District
H3: Service Quality Has A Positive And Significant Influence On Consumer Satisfaction In Bkkbn Tanggamus District
H4: Service Quality Has A Positive And Significant Influence On Consumer Satisfaction In Bkkbn Tanggamus District
H5: Consumer Satisfaction Affects Loyalty Of Fp Acceptors In Bkkbn Tanggamus District
H6: Service Quality Has A Positive And Significant Influence Through Consumer Satisfaction On Acceptor Loyalty In Bkkbn Tanggamus District


METHOD
Study This carried out in Tanggamus . Type of research conducted in study This is study causal with technique quantitative . Study This use three consisting variables from variable independent , variable dependent , and variable mediation . Variable independent in study This consists from Service quality(X1), Consumer trust(X2), Acceptor Loyalty(Y). Variable bound in study This is Acceptor Loyalty(Y) and variables mediation in study This is Satisfaction Consumer (M). Taking sample used is nonprobability sampling with purposive sampling method , totaling 220 samples . Study This use method data collection in the form of survey , with spread questionnaire online via the Typeform link . Analysis of the data used is Structural Equation Modeling (SEM) assisted by AMOS 24.



RESULTS AND DISCUSSION
Researcher will use technique analysis descriptive For obtain information about characteristics respondents . Analysis descriptive is technique analysis used​ For explain How characteristics of the data that comes from it from something object study can described and understood with Good . Discussion characteristics respondents in study This will displays a number of aspects , Characteristics respondents based on type sex  showing that respondents in study This is woman with the number of 220 respondents and a frequency of 100% in the district Tanggamus . Characteristics respondents based on age showing that respondents who have frequency highest that is respondents with age between 31-39 years old as big as 35.5% or as many as 77 respondents , and the lowest number of respondents is aged respondents​ more of 49 years of 1.4% or as many as 3 respondents . Characteristics respondents based on Education in Table 4.3. the number of junior high schools was 5 respondents and the frequency was 2.2%, high schools were 178 respondents with frequency 81.6%, D3 respondents 8 with 3.5%, S1 respondents 28 with 12.3%, S2 respondents 1 with 0.4%. Characteristics respondents based on income in Table 4.4. Amount respondents has married 213 with the percentage is 95.5% while respondents Not yet married / divorced 10 with frequency 4.5%. Characteristics respondents based on domicile in Table 4.6. The highest number is <3 months 151 with 69.7%, and the lowest is >2 years 9 , namely 4%. Characteristics respondents based on domicile in Table 4.7. Amount The highest number of respondents was in BKKBN with amount 205 with the percentage is 93.4%, and the lowest is House Sick with 3 respondents namely 1.3%.
Table 3 Characteristics Respondent
	Age
	Frequency
	Percentage

	<21Years
	11
	4.8%

	22 -30 Years
	69
	32%

	31-39 Years
	77
	35.5%

	40-48 Years 
	60
	26.3%

	>49 Years
	3
	1.4%

	Education
	Frequency
	Percentage

	JUNIOR HIGH SCHOOL
	5
	2.2%

	SENIOR HIGH SCHOOL
	178
	81.6%

	D3
	8
	3.5%

	S1
	28
	12.3%

	S2
	1
	0.4%

	Marital status
	Frequency
	Percentage

	Marry
	213
	95.5%

	Not Married /Divorced
	10
	4.5%

	Installation Time
	Frequency
	Percentage

	<3 Months
	151
	69.7%

	4-6 Months
	21
	9.2%

	7-12 Months
	13
	5.7%

	1 Year -2 Years
	26
	11.4%

	>2 Years
	9
	4%

	Place Installation
	Frequency
	Percentage

	BKKBN Services
	205
	93.4%

	Public health center
	7
	3.1%

	Private Midwife
	5
	2.2%

	Hospital
	3
	1.3%


Source : The data has been processed , 2024

[bookmark: _Toc125930841][bookmark: _Toc144212013][bookmark: _Toc152662884][bookmark: _Toc166607341]Table 4. Validity Test Results and Reliability
	No
	Variables
	Items
	Outer Weihts
	Ave
	Ket
	Contruction Realibility
	Ket

	1
	Service Quality
	Kp1
	0.945
	0.77
	Valid
	0.96
	Reliable

	
	
	Kp2
	0.941
	
	Valid
	
	Reliable

	
	
	Kp3
	0.929
	
	Valid
	
	Reliable

	
	
	Kp4
	0.919
	
	Valid
	
	Reliable

	
	
	Kp5
	0.929
	
	Valid
	
	Reliable

	
	
	Kp6
	0.879
	
	Valid
	
	Reliable

	
	
	Kp7
	0.881
	
	Valid
	
	Reliable

	
	
	Kp8
	0.889
	
	Valid
	
	Reliable

	
	
	Kp9
	0.891
	
	Valid
	
	Reliable

	2
	Consumer Trust
	Kpk1
	0.854
	0.88
	Valid
	0.99
	Reliable

	
	
	Kpk2
	0.899
	
	Valid
	
	Reliable

	
	
	Kpk3
	0.887
	
	Valid
	
	Reliable

	
	
	Kpk4
	0.889
	
	Valid
	
	Reliable

	
	
	Kpk5
	0.881
	
	Valid
	
	Reliable

	3
	Job Satisfaction
	Kk1
	0.857
	0.81
	Valid
	0.95
	Reliable

	
	
	Kk2
	0.923
	
	Valid
	
	Reliable

	
	
	Kk3
	0.924
	
	Valid
	
	Reliable

	
	
	Kk4
	0.909
	
	Valid
	
	Reliable

	4
	Acceptor Loyalty
	La1
	0.869
	0.78
	Valid
	0.96
	Reliable

	
	
	La2
	0.900
	
	Valid
	
	Reliable

	
	
	La3
	0.863
	
	Valid
	
	Reliable

	
	
	La4
	0.899
	
	Valid
	
	Reliable


Source : AMOS 23.0 output. 2024
Show that test results for each statement item This using AMOS which has mark factors loading ≥ 0.50 which shows that indicators every statement This can measure variable latent . so that obtained mark all indicator declared valid later can used For testing furthermore . Instrument is said to be valid if magnitude loading factor ≥ 0.50 (Ghozali 2012) . Besides that . validity can also be be measured use average variance extracted (AVE) as condition validity discriminant . AVE value of all construction above ≥ 0.50. So that can assumed that measurement study This can accepted in validity discriminant . As for every variable get mark average variance extracted (AVE), among others . Service qualityget mark average variance extracted (AVE) is 0.77. Trust Consumers , get mark average variance extracted (AVE) is 0.88. Satisfaction Consumer  get mark average variance extracted (AVE) of 0.81 and Acceptor Loyaltyget mark average variance extracted (AVE) is 0.78. So you can concluded that every variables in the research This get value ≥ 0.50 is acceptable concluded to be valid.
Estimation results model measurements or measurement model in figure 4.1 with use method estimation Maximum Likelihood on AMOS is summarized in table on . The calculation results show For criteria p -value. GFI. RMR. RMSEA. TLI. NFI. RFI. and CFI delivers index recommended suitability and entry​ in category good fit can seen in the table below This :
[bookmark: _Hlk166964381]Table 5. Evaluation of Goodness of Fit in the Structural Model
	[bookmark: _Hlk166592556]GOF
	Acceptable Match Level
	Model Index
	Explanation

	Chi-square
	chi-square ≤2df (good fit). 2df < chi-square ≤3df (marginal fit). chi-square > 3df (bad fit)
	574 ≤ 2df
	Marginal Fit

	p -value
	P ≥ 0.05 (good fit). p<0.05 (bad fit)
	0.000 ≥ 0.05
	Bad Fit

	GFI
	GFI ≥ 0.9 (good fit). 0.8 ≤ GFI ≤ 0.9 (marginal fit)
	0.801 ≥ 0.9
	Good Fit

	RMR
	RMR ≤ 0.5 (good fit)
	0.025 ≤ 0.5
	Good Fit

	RMSEA
	0.05 < RMSEA ≤ 0.08 (good fit). 0.08 < RMSEA ≤1 (marginal fit)
	0.092 ≤ 0.08
	Good Fit

	TLI
	TLI ≥ 0.9 (good fit). 0.8 ≤ TLI≤0.9 (marginal fit)
	0.937 ≥ 0.9
	Good Fit

	NFI
	NFI ≥ 0.9 (good fit). 0.8 ≤ NFI ≤ 0.9 (marginal fit)
	0.918 ≥ 0.9
	Good Fit

	AGFI
	AGF I≥ 0.9 (good fit). 0.8 ≤ AGFI ≤ 0.9 (marginal fit)
	0.752 ≥ 0.9
	Marginal Fit

	CFI
	CFI ≥ 0.9 (good fit). 0.8 ≤ CFI ≤0.9 (marginal fit)
	0.945 ≥ 0.9
	Good Fit


Source: Data that has been processed. 2024
Based on model results on Goodness-of- Fit output  table seen results actual measurements​ whole results Goodness-of-Fit model is stated Good . Chi-square value amounting to 574,583 with a probability level of 0.000 then show good indication​ or fit. The Goodness of Fit Index (GFI) model has the GFI value is 0.801 so can said own level good model fit . The RMSEA value of 0.92 shows level good fit .​ RMR gets mark of 0.025 which shows fit value . The results of the modified AGFI model show a value of 0.752 indication of marginal fit. With thereby . in a way the entire model developed is Good with data. TLI shows level good fit​ with TLI value is 0.943. The CFI value of 0.945 shows that this model own good fit .​ CMIN/DF value in this model is 2,830 so can said has own good indication​ or fit. Goodness of fit in the study it's 9 indexes states fit, marginal fit is close to good fit is declared fit, and only 1 bad fit, at least 3 bad fit in goodness of fit is still said index can accepted in goodness of fit. (Waluyo, 2016).
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[bookmark: _Hlk166964356]Figure 2. Structural 
Model Test Results Source : AMOS 23.0 Output. 2024
[bookmark: _Hlk166964400]Table 6. Hypothesis Testing Results for direct influence variables
	Hypothesis
	Estimate
	P Value
	Information

	Quality of service Acceptor loyalty
	3,227
	0.001
	Supported

	Consumer Confidence Acceptor Loyalty
	3,403
	0,000
	Supported

	Quality of service Customer Satisfaction
	4,828
	0,000
	Supported

	Consumer Trust Consumer Satisfaction
	6.106
	0,000
	Supported

	Consumer Satisfaction Acceptor Loyalty
	2,191
	0.028
	Supported


Source: Data that has been processed. 2024
[bookmark: _Hlk166964417]Table 7 Results of KP Mediation Test on LA via KK
	Hypothesis
	T- Statistics
	P Value
	Information

	Quality of Service Consumer Satisfaction Acceptor Loyalty
	4,817
	0,000
	Supported


Source: Data that has been processed. 2024
[bookmark: _Hlk166964436]Table 8 Results of the Corruption Eradication Committee Mediation Test on LA via KK
	Hypothesis
	T - Statistics
	P Value
	Information

	Consumer Trust Consumer Satisfaction Acceptor Loyalty
	7,337
	0,000
	Supported


Source: Data that has been processed. 2024
The purpose of this research is to determine the influence of Service Quality on Acceptor Loyalty, the influence of Consumer Trust on Acceptor Loyalty, the influence of Service Quality on Consumer Satisfaction, the influence of Service Quality on Consumer Satisfaction, the influence of Service Quality on Consumer Satisfaction, the influence of consumer satisfaction on acceptor loyalty, the influence of Service Quality on Acceptor Loyalty through consumer satisfaction as a mediating variable, the influence of consumer trust on Acceptor Loyalty through consumer satisfaction as a mediating variable, seven hypotheses were developed and tested using the Structural Equation Modeling (SEM) method and assisted with AMOS software , the results of this research show as following:
The first hypothesis tests whether Service Quality has a positive and significant effect on Acceptor Loyalty. These results state that the first hypothesis suspects the influence of Service Quality on Acceptor Loyalty . SEM calculations produce a statistical t value of 3.227 and a p value of 0.001. so this is declared a significant value. because the T-Statistics value is greater than the t-table >1.96 with a p-value <0.05 so the first hypothesis is supported which shows that the value of this hypothesis is supported. The service quality variable in this research is positive and has a significant impact on acceptor loyalty. If the quality of the service provided increases, it will have a significant impact on acceptor loyalty. Acceptor loyalty will also increase along with the research (Doroty 2022).
Hypothesis second test is Consumer trustinfluential positive and significant to Acceptor Loyalty. This result stated that hypothesis second guess exists influence Consumer trustto Acceptor Loyalty. SEM calculations produce The t- statistic value is 3.403 and the p value is 0.000. This matter stated mark significant Because t- statistical value more big from the t- table >1.96 with a p-value <0.05 so hypothesis second supported that shows mark hypothesis this is supported . If consumer trustincrease will give impact on Acceptor Loyalty, the impact given consumer trustgive increase in Acceptor Loyaltyto consumer , this give impact positive and meaningful along with research .(Al ansi et all 2019) (Wong 2003).
Hypothesis third test is Service qualityinfluential positive and significant to Satisfaction Consumer . This result stated that hypothesis third guess exists influence Service qualityto Papacy Consumer . SEM calculations produce The t- statistic value is 4.828 and the p value is 0.000. So that This stated mark significant Because mark more big from the t- table >1.96 with a p-value <0.05 so hypothesis third supported that shows mark hypothesis this is supported . Quality good and positive service​ give significant impact​ to satisfaction consumers , quality increased service​ will increase satisfaction consumer matter This is very good , along with study Zeithaml, et al (2016) ( Mahrina et all 2015). Reasoned action theory, suggests that man behave with method aware and put forward aspect rational (Ajzen, 2005). By theoretically , have explained that behavior somebody is results from considerations made​ based on experience them , for one is experience get service quality.​ That matter can push exists upgrade to satisfaction somebody . Good service​ will produces a feeling of satisfaction in self consumer , p this also became base How user tool contraception can feel satisfaction can give A great service​ quality to they . This result in line with research Lisdiana et al., (2023) which shows that service qualitycan give influence positive to satisfaction the consumer . Similar thing conveyed by Febriana & Wijayanti ( 2020) that quality provided​ from good service​ capable give an increase in a person 's sense of satisfaction.
Hypothesis to four test is consumer trustinfluential positive and significant to Satisfaction Consumer . This result stated that hypothesis third guess exists influence consumer trustto Papacy Consumer . SEM calculations produce The t- statistic value is 4.828 and the p value is 0.000. So that This stated mark significant Because mark more big from the t- table >1.96 with a p-value <0.05 so hypothesis third supported that shows mark hypothesis this is supported . Trust high consumer​ will give excellent impact on satisfaction​ customers , increased trust​ will give impact on satisfaction consumer along with research by Fornell (2018) in Andersson and Lindestad (2021), Liu (2015), In research previously Wu, (2013) found connection directly between consumers satisfaction and trust . Consumer Trust is considered as construction fundamental to satisfaction customers ( Martínez & Bosque 2013). Consumer Satisfaction is the problem One the most significant predictor from Consumer trust ( Rasheed & Abadi 2014). And obey Boonlertvanich , (2019) stated that trust influential positive to satisfaction . Haron et al., (2020) said satisfaction will influence Consumer trust and his encouragement For contribute in business collaborative . When Consumers feel satisfied to product or service so will arise trust to product or service the .
Hypothesis fifth test is Service qualityinfluential positive and significant to Satisfaction Consumer . This result stated that hypothesis third guess exists influence Service qualityto Papacy Consumer . SEM calculations produce The t- statistic value is 4.828 and the p value is 0.000. So that This stated mark significant Because mark more big from the t- table >1.96 with a p-value <0.05 so hypothesis third supported that shows mark hypothesis this is supported . Satisfaction with research This give impact positive to Acceptor Loyalty, Satisfaction high consumer​ give impact on Acceptor Loyalty, increasingly increase papacy consumer will increase Acceptor Loyalty (Fajarini and Meria 2020) , Satisfaction is one of the originating aspect​ from feeling someone , pushed creation willingness For Keep going is at in situation certain . Felt satisfaction​ user tool contraception to aspects ongoing operations , of course will give impression positive Feeling satisfied the will push loyalty consumers also experience it upgrade . This matter in accordance with reasoned action theory from Ajzen (2005), that There is reason certain behind behavior shown by someone , in​ matter This loyal behavior towards organization naturally based on factors that can causes a feeling of satisfaction increase . This result in line with research Prasetyo et al., (2021) that feeling feeling satisfied​ somebody can increase loyalty they to something . Research result similar presented by Hamisah & Nawawi (2023) which shows that satisfaction can give influence positive to realization loyalty that a person has .
Hypothesis sixth testing influence mediation guess that satisfaction consumer  role positive in mediate influence Service quality to Acceptor Loyalty. Result of t -count value 4.817 > t-Table 1.965. So you can taken conclusion that Satisfaction consumer influential in mediate Service qualityto Acceptor Loyaltyat Regency BKKBN Tanggamus . The role of satisfaction consumer in mediate service qualitywill give impact on Acceptor Loyaltydeep study This satisfaction consumer mediate service quality, in fact No direct in accordance with study Fornell (2016) and (Abdillah et all 2020), increasingly tall Satisfaction Consumer and supported through Service qualityso will improve Loyalty Consumer . There are inconsistencies results study prior to influence service qualityto loyalty , cause variable mediation used For obtain more results​ appropriate . Research results This give satisfaction for BKKBN consumers can afford it mediate influence quality his service to loyalty possessed by BKKBN Consumers , p This supported by the theory of reasoned action which explains How man behave . Behavior man can strengthened by encouragement from in nor outside self them , so loyal behavior of a BKKBN consumers can also mediated by existence satisfaction in self they . This result similar with Hizam et al., (2021)
Hypothesis seventh testing influence mediation guess that satisfaction consumer  role positive in mediate influence Consumer trust to Acceptor Loyalty. Result of t -count value 4.817 > t-Table 1.965. So you can taken conclusion that Satisfaction consumer influential in mediate Service qualityto Acceptor Loyaltyat Regency BKKBN Tanggamus . Trust customer related with confidence to consistency and honesty agency reducing feelings of uncertainty and insecurity , and so on create important element​ For produce positive and intimate relationships​ between customers and companies (Balaji, 2015). Confident consumers​ can bring agency with easy sell products and services provided​ because consumers Already feel Certain will products and services that will purchased . Trust that has built between parties who have each other know Good in interaction and interaction processes in context This consumer has create satisfaction customer . Trust existing customers​ awakened to a brand will more easy create influencing ties​ in a way positive expectations expected by customers . Satisfaction customer mediate between consumer trustin a way No direct give positive and significant impact , in​ matter This influence No direct give impact positive , meaningful papacy consumer mediate consumer trustto Acceptor Loyaltyin accordance with study  (Jamal et all 2019) (Kalia 2021).

CONCLUSION
Based on the discussion of the results that have been obtained, it can be concluded as follows: Service Quality has a positive and significant effect on Acceptor Loyalty at BKKBN Tanggamus Regency. Consumer Trust has a positive and significant influence on acceptor loyalty in BKKBN Tanggamus district. Service quality has a positive and significant effect on consumer satisfaction at BKKBN Tanggamus Regency. Consumer confidence has a positive and significant effect on customer satisfaction at BKKBN Tanggamus district. Consumer satisfaction has a positive and significant effect on acceptor loyalty at BKKBN Tanggamus district. Service Quality has a positive and significant effect on Acceptor Loyalty through consumer satisfaction as a mediating variable at BKKBN Tanggamus Regency. Consumer Trust has a positive and significant influence on acceptor loyalty through consumer satisfaction as a mediating variable at BKKBN Tanggamus district.
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