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Examining Linkage of Serviccg/[arketing Mix on Customer
Satisfaction and Customer Loyalty: Hotel and Tourism Study

Qlashur Razak*

1Department of Management, STMIK Handayani Makassar, Indonesia

Abstrak

ths study aims to analyze the effect of the service marketing mix on customer satisfaction and
loyalty at Hotel Claro Makassar. This research can be classified as experimental causal research,
where this research analyzes the influence and relationshijg between one variable and another. Data
was collected through questionnaires an%ocumentation. e population in this study is customers
who have used Makassar hotel services™ata were analyzed using descriptivgeanalysis techniques
and Structural Equation Modeling (SEM). The results show that the producﬁas an effaet either
directly or through satisfaction on customer loyalty of Hotel Claro Makassar customers. Th@riee has
an impact either directly or through satisfaction on the customer loy of Hotel Claro Makassar
customers. The promotion has a positive and insignificant impact*€ither directly or through
satisfaction with customer loyalty on customers of Hotel Claro Makassar. The place affects happiness
and does not affect commitment but indirectly impacts loyalty through customer satisfaction.
Employees have an effect both presently and through satisfaction on customer loyalty of Hotel Claro
Makassar customers. Physical evidence has an impact both directly and through satisfaction with the
customer loyalty of Hotel Claro Makassar customers. The process affects both directly and through
customer loyalty customers of Hotel Claro Makassar.

Keywords: Service Marketing Mix, Customer Satisfaction@ustomer Loyalty.

I. Introduction

The development of the economy, especially the service sector in Indonesia, is also progressing
rapidly. One of Indonesia's mainstay sectors is the tourism industry, which is one of the industries
that can promise rapid economic growth. With the increase in the tourism industry, the development
of hospitality is increasing, and new hotels have sprung up in various areas that have the potential to
absorb hotel service users. The hotel has a significant role in developing the tourism industry as one
of the accommodation facilities. It functions as a place to stay for tourists who come during their
travels (Wilson et al., 2008). The rapid development of the hospitality industry has resulted in intense
competition.

Moreover, considering that free trade was enacted in 2003, many luxury hotels under foreign
management will enter the hospitality industry in Indonesia to attract guests to stay and take
advantage of other facilities available at the hotel. Developments in the world of hospitality, which
are growing, have forced hotels to carry out strategies in marketing the products apgl services offered.
One of them is to create a marketing strategy that involves the marketing mix. Thé®harketing mix is
the elements of the company's organization that the company can control in communicating with
guests and satisfying guests. However, since the beginning of 2020, many industries have not run
according to the initial target. The hotel industry is an industry that has been hit hard and has had a
tremendous impact from this pandemic. Many hotels were forced to close because no more guests
were arriving, and the food and meeting businesses were no longer filled. The Indonesian Hotel and
Restaurant Association noted that 1,642 hotels throughout Indonesia had been forced to close due to
the Covid-19 outbreak. The general chairman of the Indonesian Hotel and Restaurant Association
(PHRI) said that of the 1,642 hotels, the hotels that closed the most were in West Java with 501 hotels,
followed by Bali with 281 hotels and Jakarta with 100 hotels. With the closure of these hotels, the



tourism industry has the potential to lose revenue of up to tens of trillions. From foreign tourists, the
potential loss can be up to Rp. 60 trillion, while from foreign tourists who come to the hotel, it can be
up to Rp. 30 trillion.

With the Covid-19 pandemic, management in the hotel industry must force themselves to make
various efforts to maintain the company's viability. Data obtained from the Chair of the South
Sulawesi Indonesian Hotel and Restaurant Association (PHRI Sulsel) said hotel occupancy in the
Makassar City area is only 25 percent. This phenomenon shows that the hotel industry is currently
experiencing a significant decline in revenue, so appropriate steps are needed to restore this
condition. However, before the onset of COVID-19, it was believed that the hotel sector in Indonesia
would continue to live, especially in Makassar City. The indication is clear, the number of tourist
visits and business people continues to show an increasing trend. Tourists who come to Makassar
have various purposes. However, the main goal for touristgmto enter Makassar City is business.
Business destinations are higher than tourist destinations, agn be seen from the results of data
reported by the Central Statistics Agency (BPS) in 2018 that the purpose of businesspeople entering
Makassar is around 57.55%, tourism is 24.35%, and others around 17.10%. . The hospitality industry
supports business activities by providing complete facilities as an economic support provider for
tourists who want to do business in South Sulawesi. One of the sources of income from hospitality in
Makassar City comes from marketing services for room occupancy rates prepared for consumers;
therefore, achieving the aims and objectives of the company requires several strategies to support this
acl-'alement, one of which is in the field of marketing hotel services.

arketing is one of the main activities carried out by companies to maintain their survival.
However, the marketing paradigm has changed a lot in modern marketing like this. Companies must
make transactions to achieve marketing success and establish relationships with customers to create
customer satisfaction and loyalty (Igreja et al., 2021). Good marketing management in a company can
be likened to a path to business success. With good marketing management, companies can win the
competition in market share through the*€ompany's ability to meet customer needs and desires,
including in the hotel industry. During gareasonably sharp match, every company, including hotels,
that wants to get a positive perception o good image in the eyes of the public, the company must be
able to convince consumers that their comp is indeed superior to others. For the company to
maintain and protect this image, the company®hust be more able to provide and pay attention to all
consumer desires. This can affect old consumers to remain loyal customers of the company.

In principle, a hotel is a form of trade in services. In the service industry, every hotelier will try to
serve their guests. In other words, the strength of this business is how business actors offer the best
services to their guests. Each hotel, motel, or other form of lodging will try to provide different added
value to the products and services and the services provided to their guests. This added value makes
one hotel different from others, which ultimately causes why people have their reasons for choosing
that hotel over other hotels. The difference between the costs incurred to prepare products and
services and to provide added value is the price that guests must pay to enjoy the products and
services offered and, at the same time, the income for the hotel. Good service is something that service
companies must consider. Excellent and quality service will positively impact the company because a
good and quality service process can make copgumers loyal customers, undoubtedly adding many
benefits to the company. Moreover, vice versa il¥he company does not consider and pay attention to
the quality of service to its customers, it is possible that consumers will turn to use the company's
services again and refer to other service companies. Because consumers are kings, a consumer will
always expect to get special treatment following what they expect.

Customer satisfaction is a crucial means or a key performance indicator in measuring a hotel's
performance in the hotel industry. If the hotel can provide satisfaction for j#g customers, the hotel can
get more excellent benefits in addition to short-term profits. Suppose the®€ustomer is satisfied with
the product or service provided by a hotel. In that case, the visitor will not hesitate to return to using
the hotel's services and can be a good informant for other potential customers. This customer
satisfaction can be achieved by implementing appropriate marketing strategies, including the
marketing mix. The marketing mix, as reflected in the optimization strategy of product/service



elements, price, location, and promotion, has a positive and significant influence on customer
satisfaction which is reflected in efforts to recommend to others or the desire to recommend to others,
and this indicates that an increase in the marketing mix will result in an increase customer satisfaction
and marketing performance in hotels (De Pelsmacker et al., 2018; Nguyen & Malik, 2021).

Likewise, in the activity of the hotel industry, one aspect that must receive good attention and
management is marketing activities, better known as the marketing mix. Along with marketing
developments, the marketing mix, which previously consisted of 4Ps, has now developed into 7Ps,
including product, price, place, promotion, people, physical evidence, and process (Bacile et al., 2018).
Furthermore, according to Meliana et al. (2013), the service marketing mix (7P) consists of products,
namely goods or services offered to consumers. Prices, namely the cost consumers must pay if
consumers consume goods or services sold by the company. Distribution is where consumers can buy
company products. Promotion is advertising carried out by the company so that consumers can get to
know the company's products and are interested in consuming company products; the process is how
the company designs an excellent approach to minimize failures in the process of serving consumers,
physical evidence is how the company creates its buildings so that consumers are interested in
entering the company, and humans, namely how employees serve consumers so that consumers feel
comfortable because they are done well.

The company will control the 7P concept to increase consumer attention and interest, impacting
customer satisfaction and loyalty. The marketing department of Hotel Claro Makassar must be able to
manage the service marketing mix (7P) satisfaction to the guests as consumers. It will even have an
impact on guest loyalty. Guests expect products that meet their needs, affordable prices, easily
accessible places, correct and effective promotions, excellent and fast employ extraordinary good and
complete physical evidence quick, and fast and precise processes. Customer satisfaction is an
evaluation of obtaining products and consuming experiences. Expectations of feelings are related to
the experience of consuming and then affect the state of psychological satisfaction. Customer
satisfaction is also a consuming status; the degree of customer satisfaction reflects the emotional
structurggand involves the perception structure (Bhardwaj et al., 2021).

Theé®¥0le of the marketing mix today is not only to deliver products or services to the hands of
consumers but also to how these products or services provide satisfaction to consumers by generating
profits. The goal of the marketing mix is to attract consumers by promising superior value, setting
attractive prices, distributing products efficiently, promoting effectively, and retaining existing
customers while maintaining the principle of customer satisfaction. A company must formulate the
right marketing mix to create customer satisfaction in consuming the products or services offered by
the company. Consumer satisfaction is an emotional response to evaluating the consumption
experience of a product or service (Tegambwage & Kasoga, 2022). If consumers are satisfied,
consumers will believe in the company. They will make purchases again, but if they are not satisfied,
co ers will make purchases with competing companies.

na:;ed on the results of interviews with the Claro hotel management that before the pandemic,
namely in 2019, the Claro Hotel occupancy rate was dominated by business people; the highest Claro
Hotel occupancy rate was business activities at 70.10%, beating tourism which was only 20.50%, and
others around 9, 40%. This is due to the location of Hotel Claro in the heart of Makassar City, which is
the business center. Thus, to maintain theseggonditions in the coming years, the marketing mix
strategy needs to be continuously improvecm increase customer satisfaction, which will impact
customer loyalty. The sound management principle will provide an excellent opportunity for Claro
Hotel to dominate the market because the highest level of hotel visit population in Makassar City is
business activity. Hotel Claro Makassar is a hotel service business in Makassar City, including one of
the 4-star hotels. It is one of the tourism facilities business that provides lodging services, meeting
rooms, restaurants, and other services intended for the public to stay for a while and is managed
commercially. This hotel has a strategic location for both business and tourism. Considering that the
competitors faced by Hotel Claro Makassar are not only companies that have the same facilities and
services, Hotel Claro Makassar must also have a strategy for meeting customer satisfaction. In
addition to selling its products in the form of rooms with promised facilities, Hotel Claro Makassar



also adds value-added services that make customers feel comfortable staying and encourage
customers to come back in the future. Currently, the marketing of hotel services at Claro has
implemented a new technology that is fast and able to reach consumers globally in a short time,
where the hotel implements a marketing method using cheaper electronic media, namely the internet,
so that companies can reduce marketing costs and can increase sales volume. (FAIZAL, 2018).

Several previous studies show that the marketing mix has a positive and significant effect on
customer satisfaction, namely (Kewas et al., 2020), (Juniardi et al., 2018), and Dwi Geno (2015). The
results of the study which show that the marketing mix has a positive and significant effect on
customer loyalty are (Alif et al., 2020) and (Mubarak, 2019), while the results of the study which show
that the marketing mix has a negative and insignificant effect on customer satisfaction and loyalty are
Motyka et al. (2016), and Fatimah, (2013) as well as research by Tijjang & Rahmawati (2021) which
states that the marketing mix does not directly affect customer satisfaction. Every company is always
required to recognize, understand and fulfill customer needs and desires better than its competitors.
Likewise, Claro Hotel, as an industry engaged in the service sector, must recognize, understand, and
fulfill the needs of its guests because if the needs and desires of the guests are achieved, the basic
expectations of guests as customers have been met. When these expectations are compared with the
perceived performance of the services obtained, the customer will experience satisfaction or

disggtisfaction.

ﬁustomer satisfaction has become part of the goals of most companies because, in addition to
obtaining the maximum profit or profit as well as so that the company can face increasingly fierce
competition to maintain its survival of the company. According to Lupiyoadi & Hamdani (2013),
customer satisfaction is the level of feeling where someone statesghe results of a comparison of the
performance of the product or service received and expected.“Batisfaction cannot be created if
customers feel that the services they get have not been able to touch the limits of their desires; on the
contrary, the level of satisfaction can be created if the services provided by the company are felt to
have fulfilled yhat the customer wants. In line with that, implementing the service marketing mix
strategy will bé®¥ssential to provide more satisfaction to customers. It will be an added value for the
company itself. Companies need to monitor the factors thajgaffect customer satisfaction and look for
ways and innovations to increase customer satisfaction. Thé®#igher the level of customer satisfaction,
the greater the possibility that customers will be loyal or loyal. Every company must pay attention to
the main factors that can affect customer satisfaction, such as product quality and the price that must
be sacrificed to get the product (Kartajaya et al., 2004).

The creation of customer satisfaction can provide benefits, including harmonious relations
between the company and customers, providing a reasonable basis for repeat purchases and creating
customer loyalty, and forming a word of mouth recommendation that is profitable for the company
(Mashur et al., 2019). Customer loyalty is one of the consumer behavior desired by marketers. Loyalty
is a deeply held commitment to buy or re-support a preferred product or service in the future, even
though the influence of the situation and marketing efforts has the potential to cause customers to
swigh (Murali et al., 2016).

n assumption arises regarding customer satisfaction if it is positive (customers are satisfied),
then these customers will prefer to return to using the same company's services when they need
services again; otherwise, c@atisﬁed customers tend to leave the company and switch to a
competitor. When customers®ffssess satisfaction, it can be said and realized that custogaers have
different assessments in defining the satisfaction they feel. With the achievement oﬁJstomer
satisfaction, it is expected that the company's revenue will increase, customers will be loyal, and in
the long term, the company can continue to grow in line with the confidence of loyal customers.
Several research results state that customer satisfaction affects customer loyalty (Kotler, 2012; Mufioz-
Leiva et al., 2021; Vredeveld, 2018). Meanwhile, research that recommends that satisfaction has a
negative and insignificant effect on customer loyalty is Gupta (2008).

The increasingly fierce competition in the hospitality business has made every company more

Qware of the importance of customer loyalty to ensure their businegg continuity. Competitive
pressures that lead to changes in customer loyalty also cannot be ignored™A loyal customer becomes



a precious asset for the company. Maintaining loyal customers can reduce the effort to find new
customers, which means giving positive feedback to the company. Companies can make more cost
savin retaining old customers rather than finding new customers (Murali et al., 2016). Customer
loyaltﬁi,ll be the key for companies that want to win the competition, including in the highly
competitive hotel industry and the Claro Hotel in Makassar City as part of the hospitality industry
must be able to make various efforts to improvgathe service marketing mix. The intense competition
also motivates the Claro Hotel management t@rovide the best service to its customers. The latest
ideas and innovations will continue to be developed to get satisfied customers with the services of
Hotel Claro Makassar so@at customer loyalty will increase. Various previous studies on the
marketing mix of services,®€ustomer satisfaction, and customer loyalty have been carried out. The
similarities and differences in previous studies lie in the variables, indicators, empirical basis, objects,
and research locations.

II. Literature Review

A hotel is a type of service product. This service product is expected to benefit customers,
namely as a comfortable place to stay, meet consumer needs, and satisfy consumers. Lupiyoadi &
éamdami (2013) stated that one of the main factors companies must consider is product quality.
ustgggers will feel satisfied if their evaluation results show that their products are of high quality.
Thus@uality products have an essential role in shaping customer satisfaction. The hiﬁr the quality
of the product provided, the greater the satisfaction felt by the customer. A price is®he amount of
money charged for a particular product. Determining the right price following the services and
performance offered by the company can create customer satisfaction.

Shen et al. (2017) put forward the equilibrium price theory that the supply price will determine
the asking price. Thus, price is one of the critical variables in marketing, where the price can affect
customer satisfaction for various reasons. Economic reasons will show that low prices or prices that
are always competitive are one of the essential triggers. However, psychological reasons can show
that price is an indicator of the quality of a product. Promotion of a product or service helps in the
best way to build a relationship with the customer because everyone is looking for the best deal that
suits them. Interesting product information, for example, discounts and other special offers on
products, can increase customer satisfaction. Kotler and Armstrong (2008) state that the purpose of
sales promotion is very diverse, one of which is to increase the number of people who visit and
encourage purchases, which in the short term but in the long term will bring customer satisfaction for
the services or products provided by the company where the promotion is designed correctly and
adequately will strengthen the product's position in building long-term relationships with customers.
Place or location is a factor that can affect consumer satisfaction because a good location will make it
easier for consumers to obtain the product they need. A good location ensures quick access, can
attract many consumers and is strong enough to change consumer buying and shopping patterns.

The theory of strategic position, commonly called the stand-up strategy theory, was proposed by
Ingerick et al. (2010). Products and services are represented by the strategic position or location in
market activities. A product and service to customers cannot be separated from the role of a team
member. For service organizations, employees have the task of providing services and selling services
through good, fast, friendly, thorough, and accurate service; they can create company satisfaction and
loyalty. The theory presented by Hasler et al. (2006) is that employees are the key to the concept of
marketing products and services because talented and professional employees in service marketing
will generate profits for the company. The more professional employees are in marketing their service
products, the more they are needed by customers because it will impact customer satisfaction.
Physical evidence can determine consumers' to use services where physical evidence shows a
privileged opportunity for companies to send a consistent and strong message regarding the
organization's efforts, targeted market segments, and service characteristics. Customer satisfaction is
also influenced by the physical evidence of a company. Physical evidence following consumer
expectations will provide satisfaction for consumers. Tjiptono (2008) states that the marketing of



products and services in the form of physical evidence is needed to support the ease and smoothness
of using various tools, equipment, buildings, and machines used to provide services to customers.
The more fulfilled the physical evidence of providing productsgand services, the easier it is for
customers to use and access the available products and serviceg) that it can have an impact on
incraasing customer satisfaction.

]érocesses are all the actual procedures, meclﬁisms, and flow of activities used to deliver
services. This processing element has the meaning of*f company's effort in carrying out and carrying
out its activities to meet the needs and desires of its consumers in order to be able to increase
customer satisfaction. Riswanto et al. (2019) state that the pragess is all the actual procedures,
mechanisms, and flows of activities used to deliver services.®fhis processing element means a
company's effort to carry out its activities to meet customer satisfaction. Customers who are satisfied
with good product quality and according to their expectations will give an upbeat assessment of the
product to increase customer loyalty. Keller (2015) that the product is anything that can be offered to
the market to gatisfy a customer's desire or need that will impact customer loyalty.

The valu®f products and services depends on the price; the higher the price set to get a product
and service will make consumers rethink whether the price given follows the benefits to be obtained
if the price obtained follows the benefits obtained by the customer, the customer will feel satisfied.
Hentschel & Weydt (2017) states that customers will be loyal jfathe company sets product prices
proportional to the value of the benefits provided to customers™®’romotion is a form of marketing
communication. Promotion is a marketing activity that seeks to disseminate information,
influence/ persuade, and remind the company's target market and its products to be willing to accept,
buy, and be loyal to the products offered

. Dissemination of information or introduction of a product and service because of the strong
impression of products and services between customers. Customers are one of the potential subjects
of a strong and mutually influencing promotion to introduce and inform about products and services.
Service locations are used in supplying services to customers where location relates to decisions made
by the company about where its operations and staff will be located. The theory of strategic position,
commonly called the stand-up strategy theory, was proposed by Ingerick et al. (2010). Product and
services gke represented by the strategic position or location in market activities. Actors play an
essential*fole in the presentation of services that can influence customer perceptions; the main
element of people is employees who are tasked with providing services

. The cooperation theory put forward by Mncayi & Dunga (2016) states that collaboration is an
opportunity to market products and services to consumers. Relationship between Physical Evidence
and Customer Loyalty Physical evidence is all the facilities owned by the company for service
products that customers can enjoy. Lovelock (2005) states that physical evidence provides clues about
service quality and influences customers in assessing these services. Hence, it is necessary to think
about the nature of physical evidence fgg customers. The more robust supporting physical evidence
will indicate the level of service qualiba give a positive impression to consumers. That can create
the basis for creating consumer loyalty and making repeat purchases. Processes are related to
procedures, tasks, schedules, mechanisms, activities, and routines by which products are delivered to
customers. Opondo (2019) states that the product and service process scenario is a series of
prerequisites, stages, or activities passed to produce products and services that can be standardized to
meet customer products and services offered by manufacturers to increase customer loyalty.
Departing from the grand theory proposed by Kotler and Keller (2008:138), which states that
satisfaction is a person's feeling of pleasure or disappointment thatgyises from comparing the
product's perceived performance (or outcome) against their expectationsﬁ performance fails to meet
expectations, customers will be dissatisfied. If performance matches expectations, customers will be
satisfied. If performance exceeds expectations, the customer will be very satisfied or happy. Customer
assessment of product performance will depend on many factors, especially the loyalty relationship
that customers have with a brand. Consumers often form more favorable perceptions of a product
with a brand they already perceive as positive.



The theory of loyalty put forward by Kotler and Keller (2009:138) reveals that loyalty is a deeply
held commitment to buy or re-support a preferred product or service in the future even though the
influence of the situation and marketing efforts has the potential to cause customers to switch.
Lovelock et al. (2010:76) state that companies must focus carefully on loyal and desirable customers in
selected customers and then seek to build and maintain their loyalty through a well-designed
relationship marketing strategy. Furthermore, Lovelock et al. (2010:76) state that the basis for
customer loyalty lies in customer satisfacticmWhere service quality is the primary input, delighted
customers or even those who enjoy service®end jambe loyal supporters of the company. Pin-Fenn
Chou (2014) conducted research under the researclﬁtle An Evaluadion of Service Quality, Trust and
Customer Loyalty in Home-Delivery Service. T};ﬁtudy showg positive relationship between
service quality and trust in consumer loyalty, and®here is a positive relationship between service
quality and consumer trust.

_@roduct (X1)

Price (X2)

Promotion (X3)

Customer Customer Loyalty
REE) Satisfaction (Y1) (Y2)
People (X5)
Pysical

Evidence (X6)

Process (X7)

Figure 1. Conceptual Framework

Hypotheses are statements about concepts that can be judged true or false if they point to a
phenomenon that has been observed and tested empirically. Based on previous theory and research,
the researcher proposed the following hypotheses:

H1: Products affect customer satisfaction.

H2: Price influences customer satisfaction.

H3: Promotion influences customer satisfaction.

H4: Place influences customer satisfaction

H5: Employees influence customer satisfaction.

H6: Physical Evidence influences customer satisfaction.
H7: Process influences customer satisfaction.

H9: oducts affect customer loyalty.

H10:"Price affects customer loyalty.

H11: Promotion affects customer loyalty.

H12: Places influence customer loyalty.

H13: Employees influence customer loyalty.

H14: Physical Evidence affects customer loyalty.

H15: Process affects caner loyalty.

H16: Products influencé0yalty through customer satisfaction.
H17: Price affects loyalty through customer satisfaction.



H18: Promotion affects loyalty through customer satisfaction

H19: Place affects loyalty through customer satisfaction

H20: Employees affect loyalty through customer satisfaction

H21: Physical evidence affects loyalty through customer satisfaction
H22: Process affects loyalty through customer satisfaction customers.
H23: Satisfaction affects customer loyalty.

III. Research Method
3.1. Research Sample

ths type of research is quantitative research with a hypothesis. Quantitative research is a form
of scientific research that examines a problem from a phenomenon and looks at the framework of the
relationship or relationship between variables in the problem specified (Gozali, 2004). The aim to be
achieved by using quantitative research is to obtain management of the magnitude of the significance
of the hypothesized model as an answer to the problem that has been formulated. Nine variables are
used: product price, promotion, place, employees, physical evidence, process, hotel customer
satisfaction, and loyalty. Furthermore, the determination of the instrument based on the research
variables is then carried out to determine the nyggber of samples. It is collecting data using
questionnaires, interviews, and documentation. Thigsearch was carried out for eighteen months,
namely from March 2021 to March 2022, covering the implementation of a preliminary survey,
preparation of proposals, and research to implement the dissertation exam. The object of this research
is the company engaged in the hotel sector; this research will choose a hotel located in Makassar,
namely Hotel Claro. The reason for choosing the object of this research is that it raises issues that are
very relevant to the research object.

3.2. Procedure and Measurement

The indicators in this study are 27 indicators; referring to the third point, the minimum sample
size is 5 x 27 or 135 samples, and the maximum sample size is 10 x 27 = 270 samples, so the sample of
this study is 152 people, this is because at the time the questionnaire was prepared aggmany as 200.
However, the questionnaires were filled out entirely and could be processed only 152 this study,
the sampling technique used was non-probability sampling, whereas the method chosen was
purposive sampling. Purposive sampling is a technique with specific considerations (Sugiyono, 2008:
200). The considerations for determining the sgmple are as follows: Customers who have used
lodging services at the %;o Makassar hotel; Thé®ige of the customer is more than 18 years; Willing
to be a respondent. To"inalyze the data, achieve the research objectives, and test the proposed
hypothesis, the data obtained will then be processed according to the neehof the analysis. The
technique used is descriptive statistical analysis technique and inferential*Statistics. Descriptive
analysis is intended to describe the research variables to obtain an overview of the condition of the
research variables in hospitality in the city of Makassar. The data that has been collected will then be
tabulated in tabular form and will be discussed descriptively. The descriptive measure is the
provision of numbers both in the number of respondents (people) and in the form of frequency and
percentage.

Statistigal analysis uses inferential statistics to test the independent and dependenjgyariables’
effects. The®ata analysis method used in this study is structural equation analysis (;Hructural
Equation Modeling (SEM) to determine the causal relationship between the latent variables contained
in the structural equation. To analyze the data, interpret the research results, and test hypotheses, the
overall model, is used. The structural model testing and the related testing of the observed variables
are used. Several statistical application programs are used to facilitate the analysis process, including
SPSS (Statistical Package for Service Solution) and AMOS (Moment of Structure Analysis), which are
packages in the SEM program. This measurement model involves indicators and variables



(constructs). In this study, five constructs are asured:@rvice quality, trust, perception of
information technology, satisfaction, and loyalty%easurement model testing is carried out to
determige whether the measurement model is compatible (suitable) or not for use. Therefore, in the
test, the*Confirmatory Factor Analysis (CFA) method is used in thegorm of the goodness of fit. The
goodness of it test tests the model’s suitability through a study of*arious goodness of fit criteria.
There are several conformity indices and cut-off values to test whether a model can be accepted or
rejected, namely: X2 - Chi-Square statistic, where the model is considered excellent or satisfagégry if
the Chi-Square value is low. The smaller the value of X?, the better the model, and it is accepteﬁased
on probability with a cut-off value of > 0.05 or > 0.10. RMSEA (The Root Mean Square Error of
Apggoximation) shows the goodness of fit expected when the model is estimated in the population.
Thy SEA value, which is less than or equal to 0.08, is an index for the acceptance of the model,
which shows a close fit of the model based on the degrees of freedom. GFI (Goodness of Fit Index) is a
non-statistical measure that has a range of values between 0 (poor fit) to 1.0 (perfect fit). A highgzalue
in this index indicates a “better fit.” AGFI (Adjusted Goodness of Fit Index), where the FI level*ias a
value equal to or greater than 0.90. CMIN/DF is The Minimum Sample Discrepancy Function divided
by the Degree of Freedom. CMIN/DF is nothing but a chi-square statistic; X2 divided by DF is called
relative X2 If the relative X? value is less than 2.0 or 3.0, it indicates an acceptable fit between the
model and the data. TLLg&I'ucker Lewis Index) is a cumulative index that cogapares a tested model
against a baseline mode["he recommended value as a reference for accepting®® model is 0.95, and a
value close to 1 indicates a perfect fit. CFI (Comparative Fit Index), where close to 1, iggdicates the
highest level of fit, and the recommended value is CFI 0.95. The operational definition i element
of research that tells how to measure a variable or can be said to be a kind of implementation guide
on how to measure a variable, as shown in Table 1.

Tabel 1. Definisi Operasional

Variabel Variabel Observe Defenisi Indikator
Laten
Hasil produksi berupa jasa * Ketgrk‘e.n al.an Hotel
. e Variasi jenis layanan
Produk (X1) yang ditawarkan pada .
e Kesesuaian layanan dengan
pelanggan hotel
harapan pelanggan hotel
e Harga kamar yang
ditawarkan kompetitif
Kete.pata.n harga dengan dibandingkan dengan hotel
kualitas jasa yang .
Harga (X2) . lain
ditawarkan pada . .
e Harga sesuai dengan kualitas
pelanggan hotel
layanan
e Paket event
¢ Kemudahan jangkauan
Bauran . . .
Pemasaran Media yang digunakan transportasi
Tempat (X3) untuk memasarkan jasa ¢ Kemudahan memperoleh
kepada pelanggan hotel informasi
e Kondisi Lingkungan
e Informasi diketahui dari
media online
e Informasijasa pelayanan
Promosi (X4) Wujud pengenalan jasa dikemas dengan menarik dan
pada pelanggan hotel mudah
¢ Informasi yang didapatkan
sesuai dengan kenyataan yang
ada
Karyawan (X5) Orang yang dipekerjakan e Pengetahuan karyawan




Variabel Variabel Observe Defenisi Indikator
Laten
untuk menjamin terhadap semua jenis layanan
kelancaran akivitas yang ditawarkan
pemberian layanan pada ¢ Kemampuan karyawan
pelanggan hotel memberikan solusi atas
keluhan yang dihadapi
e Kemampuan karyawan
melayani sepenuh hati
e Lahan parkir yang luas
o Sarana dan prasarana yang | e Interior hotel
Bukti Fisik (X6) . .
digunakan ¢ Kemampuan fasilitas dalam
menunjang pelayanan
Kegiatan atau aktivitas e Kemudahan layanan
Proses (X7) dalam pemberian layanan |e Kesesuaian prosedur
pada pelanggan hotel e Kecepatan layanan
Perasaan senang atau kecewa pelanggan yang e Kepuasan terhadap pelayanan
Q dihasilkan atas @galamannya setelah yang terima secara langsung
epuasan . ; .
B membandmgkg emasaran jasa, melah.n.p'roduk, J Kepuasan terhadap pelayanan
harga, promosi,tempat, karyawan, bukti fisik, dan jasa secara menyeluruh
proses e Memenuhi harapan pelanggan
Kesetiaan pelanggan untuk menggunakan layanan
. hunian hotel claro makassar akan tetap e Akan menggunakan kembali
Loyalitas . dg .
Pelanggan menggunakan layanan dlm.as‘ ang.akan da'tang e Akan mereikome.d'amkan
tanpa adanya paksaan dari pihak lain, tetapi o Terus menjadi pilihan utama
timbul dari dirinya sendiri

IV.Qesult and Discussion
4.1. Result

This study describes the characteristics of respondents who are customers who have stayed at
the Claro Hotel Makassar City obtained through a questionnaire. In distributing the questionnaires to
the respondents, 200 questionnaires were given, but 152 questionnaires deserveggto be processed. The
characteristic in question is the identity of the respondent, which consists OQ gender, 2) age, 3)

ducation level, 4) occupation, and 5) several stays. Briefly, the characteristics of the respondents can
ée seen in Table 6 as follows:

Table 2. Composition of Respondents by Gender, Age, Education Level, Occupation and

Number of Stays
No Characteristics of respondents | Frequency (Person) | Percentage (%)
Gender

1 Male 91 59,9
Woman 61 40,1

Age (Year)
» 21 -30 41 27,0
31-40 91 59,9
>40 20 13,2

Level of education

3 Senior High School 22 14,5
Diploma 23 19,7
Bachelor 60 39,5




No Characteristics of respondents Frequency (Person) Percentage (%)
Magister 38 25,0
Doctoral 2 1,3
Profession
4 General employees 62 40,8
Civil servant 42 27,6
Self-employed 48 3L6
Number of stays

5 1 time 52 34,2
2-3 times 22 14,5
>3 times 78 51,3

Table 2 shows that the characteristics of the respondents according to gender, as seen in this
sampleggre primarily male, as many as 91 people or 59.9%. The remaining 61 peggle, or 40.1%, are
women*Characteristics of respondents based on age seen in this sample the age of*fhost respondents
were between 31-40 years, as many as 91 people or 59.9% then followed by ages between 20-30 years
as as 41 people or 27% while the remaining 20 people or 13.2% are those aged 40 years and

ver.®€haracteristics of respondents based on education level can be seen in this sample. The

ducation level of most respondents is S1, as many as 60 people or 39.5% then, followed by S2
education level as many as 38 people or 25% then with Diploma education level as many as 23 people
or 19.7% then with SMA education level is 22 people or 14.5% while the remaining two people or
1.3% are with S3 education level. Characteristics of respondents based on occupations seen in this
sample, most of the respondents' occupations were private employees, as many as 62 people or 40.8%
then, followed by self-employed jobs as manyggs 48 people or 31.6%. At the same time, the remaining
42 people, or 27.6%, had jobs as civil servants®Characteristics of respondents based on the number of
stays at the Claro Makassar hotel seen in this sample the number of stays of the most respondents
was more than three times as many as 78 people or 51.3% then, followed by the number of stays one
time as many as 52 people or 34.2% while the remaining 22 people or 14.5% stay 2-3 times.

Validity is the validity that shows l@r a tool can measure what is being measured. An
instrument is said to be valid if the Pearsori*€orrelation coefficient > r table (a= n-2) where n is the
number of samples. If the sample of the nuggher of validity tests is 152, then 152-2 = 150 is obtained so
that the r table is 0.207. For more details, th&Fesults of the validity of each variable are as follows:

Table 3. Validity and Reliability Test Results fogroduct, Price, Promotion, Place, Employee,
Physical Evidence, Process, Satisfaction and Customer Loyalty Test Results

Variables Question Items | r-estimated r-calculated CIXII;) ];a:h Information
X1.1 0,207 0,849 ,
Produc@n X1.2 0,207 0,892 0.806 Vﬁgi@?j
X1.3 0,207 0,818
X2.1 0,207 0,849 ,
Price (X2) X2.2 0,207 0,929 0.866 V;Si;{‘ed
X2.3 0,207 0,887
X3.1 0,207 0,814 _
Promotion (X3) X3.2 0,207 0,774 0.704 V;;i;id
X33 0,207 0,800
X4.1 0,207 0,919 ,
PlaceR4) X4.2 0,207 0,938 0.899 Vlj‘iiigf;d
X4.3 0,207 0,878
X5.1 0,207 0,819 .
Employees (X5) X5.2 0,207 0,801 0.729 V;‘Si;;d
X5.3 0,207 0,813




Variables Question Items | r-estimated r-calculated C]XII; T:h Information
, X6.1 0,207 0,803 .
Ei‘f’;;‘fe ) X6.2 0,207 0,806 0.724 Vljiiigf‘ed
X63 0,207 0,812
X7.1 0,207 0,829 ,
Process (X7) X722 0,207 0,855 0.806 Vlj‘gi;;d
73 0,207 0,868
Customer 11 0,207 0,890 —
Satisfaction Y12 0,207 0,879 0.823 ;eiiai?e
(Y1) Y13 0,207 0,815
Y21 0,207 0,840 .
Ec‘)ls;‘l’t by Y22 0,207 0,845 0.694 Vlj‘iii;‘ed
yalty Y23 0,207 0,711

@able 3 shows that the validity test results for all variables in this study are declared valid where
all statement items have r-calculategaresults greater than r-estimated. Analysis of research results
using a structural equation model@ructural Equation Model / SEM) with confirmatory factor
analysis (CFA) AMOS 21. nalysis of Moment Structure, Arbuckle, 1997). The critical ratio (CR)
shows the predictive powel®0f observation variables both at the individual level and at the construct
level is seen through the critical ratio (CR). If the critical ratio is significant, these dimensions will be
helpful to for predicting latent constructs or variables. This study's latent variables (construct) consist
of product, price garomotion, place, employees, physical evidence, process, customer satisfaction, and
customer loyalty®sing the structural equation model from AMOS, the fit model indicators will be
obtained. The benchmark used in testing each hypothesis is the critical ratio (CR) value on the
regression weight with a minimum value of 2.0.

The criteria used are to test whether the proposed model is compatible with the data or not. The
model fit criteria consist of 1) the degree of freedom must be positive and 2) the non-significant Chi-
square required (p 0.05) and above the accepted conservative (p = 0.10) (Hair et al., 2006), 3)
incremental fit above 0.90, namely GFI (goodness of fit index), Adjusted GFI (AGFI), Tucker Lewis
Index (TLI), The Minimum Sample Discrepancy Function (CMIN) divided by degree of freedom (DF)

d Comparative Fit Index (CFI), and 4) RMSEA (Root Mean Square Error of Approximation).

Q(l)nﬁrmatory factor analysis examines thé®ariables that define a construct that cannot be measured
directly. The analysis of the indicators used gives meaning to the labels given to latent variables or
other confirmed constructs.

a) Evaluation of the Fulfillment of the Normality Assumption in the Data

Qnivariate and multivariate normality of the data used in this analysis was tested using AMOS
21. The analysis results are attached in Appendix 7 regarding the Assessment of normality. The
critical measure for testing normality is cr which is influenced by the sample size and its skewness in
its calculation.

By referring to the value in column cr in Appendix 7, if in colurgg cr there is a score greater than
2.58 or less than -2.58 (normality distribution at 1 percent alpha)]Qere is evidence that the data
distribution is not normal. On the other hand, the data is usually distributed if the CR value is below
2.58 or greater than - 2.58. Using the criteria abovgait can be concluded that of the 27 indicators, four
indicators are generally not distributed, whoseq value is more significant than 2.58, and the
remaining 23 indicators are typically distribut

However, the assumption of normality it®5EM analysis is not too critical if the observation data
reaches 100 or more. Based on the Central Limit Theorem from a large sample, sample statistics close
to the normal distribution can be generated (Solimun, 2002:79). Because this study used 152
observational data (Appendix 7), the data can be assumed to be expected. The computational results



shovﬂlat the data used in this study is free from univariate outliers because there is no variable with
a z-score above this limit. The minimum z-score limit is -4.72687 (Zscore X4.1), and the maximum z-
score limit is 1.79827 (Zscore X5.1).

b)¥roduct, Price, Promotion, Place, Employees, Physical Evidence and Process.

One of the SEM tests is model testing; based on Table 4, thglaluation of the model shows that
out of the eight goodness of fit indices criteria, it seems that there are already jggo that meet the
criteria, considering that the indicators and samples in this study are still small, s ere needs to be
more proof whether there is conformity. Between the model and the data, through the fulfillment of

@e goodness of fit indices criterion value, a modification of the model is carried out by doing a

orrelation between the error indicators according to the instructions from the modification indices on

the condition that the modification is carried out without changing the meaning of the relationship
between variables. The results of the analysis after the final model are as follows:
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Figure 1. Measurement omariable Relationship Model

The results of the model test presented in Figure 2 above are evaluated based on the goodness of
fit indices in table 4, along with the model criteria and critical values that have data suitability
presented.

Table 4. Evaluation of criteria for Goodness of Fit Indices Overall Model

Googness of fit index Cut-off Value Hasil Model Keterangan

ghi_square Expected small 297,453 < (0,05:262 = 300,755) Good
robability > 0,05 0,065 Good
CMIN/DFE <2,00 1,135 Good
RMSEA <0,08 0,030 Good

GFI >0,90 0,879 Marginal

AGFI >0,90 0,826 Marginal
TLI >0,94 0,982 Good
CFI >0,94 0,987 Good




Based on Table 4, the evaluation of the model shows that of the eight"¥oodness of fit indices
criteria, six have met the criteria, so the overgll model can be said to be following the data and can be
analyzed further. Table 4 shows that theProduct, price, promotion, place, employee, physical

vidence, and process measurement model shows that the model criteria have shown a fit model or
Q.litabﬂity between the data and the model. The eight existing fixed critegia evidence this, only one
does not meet the criteria, but the value is close. Thus the exogenous CFA¥hodel shows a good level
of acceptance. Therefore it can be concluded that the model is acceptable. Furthermore, to determine
the variables that can be used as indicaéqrs of products, prices, promotions, places, employees,
physical evidence, and processes, it carﬁ observed from the loading factor value or lggnbda
coefficient (\) and its significance level, which reflects each variable as a product indicator@
promotion, place, employees, physical evidence and process are shown in table 5.

rice,

Table 5. Loading factor (A\) Measurement of product factors, prices, promotions, places,
employees, physical evidence and processes

Variable Indicator ﬂoading Factor (\) | Critical Ratio | Probability (p) | Information

Product
X1.1 0,837 Fix <0.001
X1.2 0,840 12,474 <0.001 Significant
X1.3 0,736 8,863 <0.001

Price
X2.1 0,781 10,324 <0.001
X2.2 0,886 14,348 <0.001 Significant
X2.3 0,858 Fix <0.001
Promotion
X3.1 0,508 6,111 <0.001
X3.2 0,716 Fix <0.001 Significant
X3.3 0,699 8,404 <0.002
Place

X4.1 0,891 15,725 <0.001
X4.2 0,922 Fix <0.001 Significant
X4.3 0,786 12,928 <0.001

People
X5.1 0,654 Fix <0.001
X5.2 0,646 7,197 < 0.001 Significant
X5.3 0,792 8,404 <0.001

Physical Evidence

X6.1 0,609 7,456 <0.001
X6.2 0,747 9,029 <0.001 Significant
X6.3 0,758 Fix <0.002

Process
X7.1 0,772 9,935 <0.001
X7.2 0,613 8,621 <0.001 Significant
X7.3 0,774 Fix <0.002

Loading factor (A\) measurggent of the@roduct, price, promotio lace, employee, physical
evidence, and process variable Table 5 shows the test results of the®prodgct, price, promotion,
place, employee, physical evidence, and process variable measurement model*f each indicator that
explains constructs, especially latent variables (unobsggved variables) so that all indicators are
included in the next test and are considered significant: d on the empirical model proposed in
this study, it is possible to test proposed hypothesiﬁu‘ough path coefficient testing on the
structural equation model. Table a hypothesis testing by looking at the p-value; if the p-value is



less than 0.05, the relationship between the variables is significant. The test results are presented in

the following table.
Table 6. Hypothesis Testing
HIP Independent Dependent Direct Effect
Variable Variable Standardize CR p-value Info
Customer
H1 | Product Satisfaction 0,238 | 2,39 0,020 Support
. Customer
H2 | Price Satisfaction 0,262 | 2311 0,023 Support
. Customer
H3 | Promotion Satisfaction 0228 | 1,284 0,195 UnSupport
H4 | Place Customer 0212| 2605 | o008 | SuPPOrt
Satisfaction
H5 | People Customer 0469 | 2530 | 0012 | Support
Satisfaction
H6 | Physical evidence Custome'zr 0,465 | 2,389 0,021 Support
Satisfaction
H7 | Process Customer 0594 | 2861 | o004 | Oupport
Satisfaction
H8 | Product Customer Loyalty 0,249 2,252 0,025 Support
H9 | Price Customer Loyalty 0212 | 1,983 0,048 Support
H10 | Promotion Customer Loyalty 0,045 0,228 0,819 UnSupport
H11 | Place Customer Loyalty -0,011 | -0,118 0,909 | UnSupport
H12 | People Customer Loyalty 0,219 | 2,040 0,040 Support
H13 | Physical evidence Customer Loyalty 0192 | 1,981 0,048 Support
H14 | Process Customer Loyalty 0533 | 3193 <0,001 Support
H15 | Customer Satisfaction | Customer Loyalty 0410 | 3,884 <0,001 Support
Indirect Effect
HIP | Independent Dependen Intervening Koefisien Vali:le Info
H16 | Product Customer Customer 0008 | 0041 | SuPPOrt
Loyalty Satisfaction
H17 | Price Customer Cqstomgr 0,107 0,047 Support
Loyalty Satisfaction
. Customer Customer
H18 | Promotion Loyalty Satisfaction 0,093 0,223 | UnSupport
H19 | Place Customer Cgstom.er 0,087 0,031 Support
Loyalty Satisfaction
Customer Customer Support
H20 | People Loyalty Satisfaction 0,192 0,034
Ho1 Physmal Customer Cgstom.er 0,191 0,042 Support
evidence Loyalty Satisfaction
H22 | Process Customer Customer 0244 | 0021 | Support
Loyalty Satisfaction

Qypothesized direct paths.
indirect influence paths. Th

Based on Table 7, there are twelve significant and three insignificant paths of the fifteen
ere are six significant and one insignificant effect among the seven

terpretation of Table 7 can be explained as follows:




2.

10.

11.

12.

13.

14.

15.

16.

The product significantly affects customer satisfaction@tith P = 0.020 <0.05 with a
coefficient value of 0.238. This coefficient indicates that the customer feels that the better
é\e impression of the service product, the better customer satisfaction will be.
rice has a significant positive effect on customer satisfaction with P = 0.023 < 0.05 with a
coefficient value of 0.262, this coefficient indicates that the more appropriate the price
paid with the expectation of benefits obtained by customers, customer satisfaction will
also be better
Promotion has no“Significant positive effect on customer satisfaction with P = 0.195 >
0.05 with a coefficient value of 0.228; this coefficient indicates that the promotion does
not eggourage the creation of customer satisfaction.
Placﬁls a significant effect on customer satisfaction with P = 0.008 < 0.05 with a
coefficient value of 0.212. This coefficient indicates that the better the location and
arrangement of ghe hotel design, the better customer satisfaction.
Employees havé® significant positive effect on customer satisfaction with P = 0.012 <0.05
with a coefficient value of 0.469, this coefficient indicates that the better the appearance
and service proviged by employees, the better customer satisfaction will be
Physical evidencé®ias a significant positive effect on customer satisfaction with P = 0.021
< 0.05 with a coefficient value of 0.465. This coefficient indicates that the better the
physical evidence or supporting facilities for hotel services, the better customer
satisfactio
The proce;gas a significant positive effect on customer satisfaction with P = 0.004 < 0.05
with a coefficient value of 0.594. This coefficient indicates that the better the service felt
when using hgtel services, the more customer satisfaction created.
The product®as a significant positive effect on customer loyalty with P = 0.025 <0.05
with a coefficient value of 0.249, this coefficient indicates that the better the product is
percgied, the better consumer loyalty will be
Pricgas a significant positive effect on customer loyalty with P = 0.048 < 0.05 with a
coefficient value of 0.212, this means that thegbetter the level of suitability of the price
paid with the benﬁs felt by the customer, th&€ustomer loyalty will also be better
Promotion has no"Significant positive effect on customer loyalty with P = 0.819 > 0.05
with a coefficient value of 0.045; this coefficient indicates that the promotion cannot
encojgage the creation of customer loyalty.
Place®ias an insignificant negative effect on customer loyalty with P = 0.909 > 0.05 with a
coefficient value of -0.011; this coefficient indicates that if the place/location and hotel
arrangement degggn cannot directly create customer loyalty
Employees havegsignificant positive effect on the loyalty of customers with P = 0.040 <
0.05 with a coefficient value of 0.219, this coefficient indicates that good service and
appearance of e yees can increase customer loyalty
Physical evidenceé®ias a significant positive effect on customer loyalty with P = 0.048 <
0.05 with a coefficient value of 0.192. This coefficient indicates that physical evidence or
good supporting facilities will encourage the devglopment of customer loyalty.
The process significantly affects customer loyaltﬁ!ith P = 0.000 <0.05 with a coefficient
value of 0.533. This coefficient indicates a good impression felt by customers during the
service process so that that impression will encourage the development of customer
loyalty.
Customegtisfaction has a significant positive effect on customer loyalty with P = 0.000
<0.05 with a coefficient value of 0.410, this coefficient indicates that the better customer
satisfaction, thggeetter customer loyalty.
Products affect®ustomer loyalty through customer satisfaction, with P = 0.041 < 0.050
with a coefficient value of 0.098. This means that the better-perceived service products
will encourage increased customer satisfaction, which ultimately impacts better
customer loyalty.



17. Price affects customer loyalty through customer®Satisfaction, with P = 0.047 > 0.050 with
a coefficient value of 0.147. This means that the better the level of compliance with the
price paid by customers with the benefits provided, the more customer satisfaction will
increase, impacting better customer loyalty.

18. Promotion does not affect customer loyalty through customel®Satisfaction, with P = 0.223
< 0.05 with a value coefficient of 0.093. This means that the promotions carried out
cannot be directly benefited customers, so they do not create customer satisfaction and
customer loyalty

19. Place affects customer loyalty through customet*Satisfaction with P = 0.031 > 0.05 with a
coefficient value of 0.087; this coefficiend shows that the better the location and
arrangement of the hotel design, the bettemstomer satisfaction and ultimately impact
on customer loyalty

20. Employees affect customer loyalty through custome@atisfaction with P = 0.034 < 0.05
with a coefficient value of 0.192, this coefficient indicates that seggice and appearance are
good both employees will create a sense of customer satisfactior%o that it has an impact
on customer loyalty

21. Physical evidence affects customer loyalty througﬂatisfaction with P = 0.042 < 0.05 with
a coefficient value of 0.191. This coefficient indicates that there is evidence that Good
physical or supporting facilities will create a sense of customer satisfaction to encourage
the development of customer loyalty.

22. The process affects customer loyalty through customer satisfactiorglith P =0.021 < 0.05
with a coefficient value of 0.244. This coefficient indicates that a good impression felt by
customers during the service process will create a sense of satisfaction, which
encourages customer loyalty.

4.2. Discussion and Conclusion

ahis discussion focuses on decisions resulting from hypothesis testing, as an effort to answer the
formulation of research problems. The results of the analysis of hypothesis testing are described as
follows:

1. Thgﬁ‘ect of Products on Customer Satisfaction

The results of hypothesis testing indicate that the product has a positive and significant effect on
customer satisfaction. This indicates that the positive and significant effect ocgurs because the product
variable can be appropriately applied to achieve customer satisfaction. The®positive and significant
influence that occurs is the result of the contribution of the product variable indicators that a good
product presentation starting from the hotel's popularity, providing a variety of services, and
providing services following customer ectations will determine customer satisfaction Claro
Makassar hotel service, users. The indicato*®f the product variable that has the highest average is the
variety of types of sezxices provided by the Hotel Claro Makassar. The hotel provides very varied
services. The producﬁas a positive and significant effect on customer satisfaction. This shows that
the better the product, the better customer satisfaction. The customer in deciding to use hotel services
is very considerate of the quality of the product from the hotel in question. The main factor affecting
customer satisfaction is the quality of products aﬁservices and services and sales. The relevance of
this theory with the research conducted shows®hat one of theggupporting factors to increasing
customer satisfaction is presenting quality products. Apart from*hat, factors that affect customer
satisfaction are product and service features; in this case, customer satisfaction ggith products or
services is influenced by customer evaluations of service or product features. ThusQuality products
have an essential role in shaping customer satisfaction. The higher the quality of the product
provided, the higher the satisfaction felt by the customer.

2. Thgﬁ‘ect of Price on Customer Satisfaction



The results of hypothesis testing indicate that price has a positive and significant effect on
customer satisfaction. This indicates a significant positiveagffect because the price variable can be
appropriately applied to achieve customer satisfaction. Thggsitive and significant effect that occurs
is the result of the price variable indicator's contribution that reasonable pricing starts from
competitive room prices compared to other hotels, prices according to service quality, and the
existence of special prices for event packages according to customgmexpectations will determine
satisfaction — customers who use Claro Makassar hotel services. Pricé®las a positive and significant
effect on customer satisfaction. This shows that price is one aspect that customers consider when
customers buy services. How well the price offered will be the choice that suits customer needs.
Pricing is an important matter where the price is the main factor determining thesposition and must
be decided according to the target market, product mix, service, and competitionﬁricing is a critical
point in the service marketing mix because price determines the revenue of a business. Pricing
decisions are very significant in determining the value/benefit provided to customers. Each hotel,
including Claro Makassar, sells goods and services and sets specific prices for the products they have
produced. Usually, these prices vary. The price of the rooms sold can vary from time to time
depending on the type, time, and facilities provided. There are also prices for food and drinks
provided in restaurants and prices for other hotel facilities, which are set based on existing standards.
This shows that the more reasonable the price paid with the expectation of the benefits obtained by
the customer, the better customer satisfaction will be. This finding is in line with the theory put
forward by Kotler (2016), which states that price is the amount of money charged for a particular
product. Determining the right price following the services and performance offered by the company
can create customer satisfaction. Another theory supporting this research is the theory of price-quality
from Steband (2010), which states that price quality is determined by pricing according to the
products (goods/services) offered. Furthermore, Friedman (2013) put forward the theory of price
balance that the supply price will determine the asking price. Thus the price is one of the critical
variables in marketing, where the price can affect customer satisfaction for various reasons. Economic
reasons will show that low prices or always competitive prices are one critical trigger. However,
psychological reasons can show that price is an indicator of the quality of a product.

3. Thgﬁect of Promotion on Customer Satisfaction

The results of hypothesis testing indicate that promotion has a positive but not significant effect
on customer satisfaction. This means that all promotional indicators, which consist of general
information from online media, and service information, are packaged attractive nd efficiently,
and the information obtained follows the existing facts. It has been going well, so"ft has a positive
influence on customer satisfaction, but the contribution of this promotion is not significant to
customer satisfaction. This little reason occurs because this promotional activity is not directly
enjoyed by customers, meaning that promotional activities carried out by Hotel Claro are to provide
information to customers regarding the types of hotel services, hotel programs, facilities available,
types of hotel rooms, and services offered. To attract customers to use existigg services, customer
satisfaction will be felt after buying or using the service. Thus, direct promotioﬁoes not significantly
affect customer satisfaction.

The indicator of the promotion variable that has the highest average is service information
packaged in an attractive and easy way where the Claro Makassar hotel presents promotional
materials for hotel services through brochures, magazines, and website pages as well as promo
brodcasts, Claro hotels also maintain good relations with travel agents and other industries such as
Traveloka, Pegi-Pegi, Blibli, Tiket.com through special offer programs for travel agents and other
exciting programs, other promotions carried out by Claro are providing stay vouchers for parties who
have collaborated, presenting specific programs such as "Shanghai in Love" on every Valentine's Day,
credit card discount promos for rooms and restaurants, as well as regular promotions even though
there are no events still carried out in the media, usually twice a month at Tribun and Fajar, as well as
promotions with using electronic media such as local radio or television stations, such as: Makassar
TV and Fajar TV then the second indicator, namely the information obtained in accordance with the



existing reality, is one of the attractions to make Claro the customer's choice and the promotion
indicator that has the lowest average is information that is known from online media, this is
important to be a concern for parties Claro hotel management to be improved considering that online
media is currently the most quickly accessed information center by the entire community wherever it
is located, one of which is by updating the web site regul so that the information presented is the
latest information. Understanding the description above ¥t is known that direct promotion has a
positive and insignificant effect on customer satisfaction, so it becomes a consideration to improve
and fix promotions through the use of online media, service information is packaged attractively and
efficiently, and the information obtained is following the existing reality, so that the contribution is
significant to customer satisfaction because the promotion does not encourage the creation of
customer satisfaction. Based on the discussion above, the effect of promotion on customer satisfaction
needs support to improve the positive and insignificant effect into a positive and significant effect
using the theory according to Khan et al. (2012), explaining promotion as a different form of activity
to attract and get attention. Through personal selling, public relations, sales promotion, and
advertising, customers buy products or services. Promotion of a product or service helps in the best
way to build a relationship with the customer because everyone is looking for the best deal that suits
them. Interesting product information, for example, discounts and other special offers on products,
can increase customer satisfaction. Another theory from Kotler and Armstrong (2008) states that the
purpose of sales promotion is very diverse, one of which is to increase the number of people who visit
and encourage purchases which in the short term but in the long term will bring customer satisfaction
for the services or products provided by the company. Promotions that are appropriately designed
and correctly will strengthen the product's position in building long-term relationships with
customers.

4. Thgﬁ‘ect of Place on Customer Satisfaction

The results of hypothesis testing indicate that the place has a positive and significant effect on
customer satisfaction. This indicates that the positive and significant influence occurs because the
cation variable is the Claro hotel, with a very strategic location to achieve customer satisfaction. The
$ositive and significant influence that occurs is the result of the contribution of the place variable
indicator that the location of the Claro hotel, which is strategic, ranging from ease of transportation
coverage, ease of obtaining information, and environmental Conﬁons greatly determine customer
satisfaction of Claro Makassar hotel service users. The indicato the place variable that has the
highest average is the ease of transportation coverage where the location of the Claro Makassar hotel,
which is in the center of Makassar city, with a distance from the airport, is quite close to a 45 minute
drive time, in terms of the location of the Claro Makassar hotel it is categorized as "City Hotel"
because it is located in the middle of the city. The location is very strategic because it is close to the
business center. Furthermore, the second indicator, namely the ease of obtaining information, is one
of the attractions to make Claro the choice of cggtomers. The place's lowest average indicator is
environmental conditions—hotel users. The placﬁas a positive and significant effect on customer
satisfaction. This shows that location or place can contribute to the success of a hotel industry because
customers will be significantly helped by an easily accessible location, considering that a strategic
location can be used as a competitive advantage. Determining the right location will minimize the
burden of investment costs and long-term and short-term operations soéat the hotel industry can
increase its competitiveness. The location of the Claro Makassar hotel iS*0ne of the factors that can
affect customer satisfaction. This is because the strategic location makes it easier for consumers to go
to the location and feel comfortable while in the location. This research implies that to increase
customer satisfaction, the Claro Makassar hotel, through its location, is to maintain environmental

conditions around the hotel so that visitors feel safe and comfortable while enjoying hotel services.

5. The Influence of Employees on Custome@atisﬁzction
The results of hypothesis testing indicate that employees have a positive and significant effect on
customer satisfaction. This indicates that the positive and significant effect occurs because the Claro



hotel employee variable has employees with good knowledge and service abilities. Thé®positive and
significant influence that occurs is the result of the contribution of employee variable indicators that
Claro hotel employees are qualified in their fields, such as employees knowing all types of services
offered, employees can provide solutions to complaints faced, and employees always serve
wholeheartedly greatly determine customer satisfaction Claro Makassar hotel service, users. The
indicator of employee variables that have the highest average is the ability of employees to provide
solutions to complaints faced wherein the organizational structure of the Claro Makassar hotel; there
is a Front Office which is one of the important divisions that handle guests directly moving one
division with Public Relations which has the main task is to handle all relationships from guests
checking in to guests checking out. The task of accommodating criticism, suggestions, and complaints
from all guests is handled at the Claro Makassar hotel. Overall, Claro Makassar Hotel has a Front
Office Manager who is in charge of handling all forms of relationships made to guests in detail,
including resolving complaints from each guest. Hotel Claro Makassar, as a service provider
business, of course, really hopes to provide the best for its guests. However, no matter how much the
hotel does, there must be something that guests feel is lacking and becomes a separate complaint; the
Claro Makassar hotel makes a special section that can handle every need or complaint to be better for
getting the satisfaction of the guests. Claro Makassar hotel guests who come from various regions also
influence the attitude of all guests who come. This will undoubtedly impact requests submitted by
guests regarding satisfaction, or their responses are also possible regarding things that are considered
unsatisfactory for them. Front Office Manager is also one of the divisions concerned about this. When
submitting a complaint, everything cannot be resolved with the unilateral wishes of the guest but
must be adjusted to company policy. The policy is contained in the SOP (Standard Operational
Procedure) for handling complaints carried out through a gradual process. Each stage must be carried
out properly and precisely because in dealing with or solving problems, not only required solutions
but completion so as not to have an impact on the values possessed by the hotel. The second
indicator, namely the ability of employees to serve wholeheartedly, is one of the attractions to make
Claro the choice of customers. The indicator of gmployees who have the lowest average is employee
knowledge of all services offered. Employees®fiave a positive and significant effect on customer
satisfaction. This shows that the responsiveness and speed in handling incoming complaints can
increase customer satisfaction. It remains the hotel of choice for guests in addition to handling
complaints quickly and coupled with a service quality assessment system on the travel agent page
that has collaborated with the hotel. Claro Makassar will make it easier for guests to convey, view,
choose and assess how the services received guests are. For companies that provide services to
customers, such as the Claro Makassar hotel, employees are a vital element in the service marketing
mix because both the service production process and the delivery of services to customers require a
human element whose attitudes and behavior have a direct impact on customer perceptions of the
output received. From a service provider. Employees play a role in providing good service while
delivgging services to customers, thereby creating trust and satisfaction for customers. Employees
have@ positive and significant effect on customer satisfaction. This shows that the better the
appearance and service provided by employees, the better customer satisfaction. This finding aligns
with the marketer theory put forward by Assauri (2001), which states that the subject of marketing
activities for products and services lies with the marketer. Good marketers are easy to market their
products and services because they understand their work. Another theory that supports this
research is the theory of attraction (interesting) by Norton (2006) is one theory that supports the
appearance of employees in marketing their products and services. Another theory presented by
Thompson (2006) is that employees are the key to the concept of product and service marketing
because talented and professional employees in service marketing will generate profits for the
company. The more professional employees are in marketing their service products, the more they
are needed by customers because it will impact customer satisfaction.

6. Effect of Physical Evidencgr Customer Satisfaction



The results of hypothesis testing indicate that physical evidence has a positive and significant
effect on customer satisfaction. This suggests that the positive and significant impact occurs because
of the physi evidence variable where the Claro hotel has complete, modern, and luxurious
facilities. The%ositive and significant influence that arises is the result of the contribution of the
physical evidence variable indicators that Claro hotel facilities are good, complete, modern, and
luxurious such as a large parking area, hotel interior, and the ability of facilities to support services
greatly determine customer satisfaction of Claro Makassar hotel service users.

The indicator of the physical evidence variable that has the highest average is the ability of
facilities to support services where the Claro Makassar hotel has various facilities that can be used by
hotel service users ranging from comfortable rooms with luxurious interiors, a large parking area
equipped with with different other types of services such as the number of rooms available is 333
rooms where all rooms are equipped with controlled air conditioners, telephone lines, safe deposit
boxes, TV, IDD and DLD telephone lines, smoke detectors and spraying systems, electronic control
panels, connection high speed internet, child care, mini bar, coffee and tea maker, various restaurants
ranging from international, carita restaurant, Exlo, Legend and Chin restaurant (Sunachi),
available sports and leisure facilities such as: swimming pool, fitness centei@!artha Tilaar salon and
spa, fitness, Jacuzzi, sauna & steam, and butler massage services, there are 13 meeting rooms with a
capacity of 10 - 200 people, a Mini Bar Room (Jasmine Hall) with a capacity of 200 - 300 people and
the largest room, namely the Convention Hall with a total of 3,500 - 8000 people as well as a
performance and entertainment room with a performance building area of 400 M2 , there are various
kinds of entertainment available such as Redtros, D & Liquid & study 33, so it is called One Stop
Entertainment and various other facilities, then the second indicator, namely the interior of the hotel,
is one of the attractions to make Claro the choice of customers and an indicator of physical evidence
that has an average The lowest point is the large parking area, this is an essential concern for the
Claro hotel management to pay attention to, especially with regard to parking facilities that are more
organized and neat. However, the Claro hotel parking lot is equipped with security (24 hours), and
there is CCTV in every corner of the parking lot so that visitors can safely leave their vehicles. Finding
a parking space is also easy, because of the large parking area. The officers also helped in the search
and provided solutiorﬁor a comfortable parking area.

Physical evidencé®las a positive and significant effect on customer satisfaction. This shows that
physical evidence plays a vital role in providing convenience, smoothness, speed, and quality of
service because physical evidence in the form of various facilities at the Clagro Makassar hotel is
maintained in quality to ensure the realization of quality products and services®o that it will have an
impact on increasing customer satisfaction. The Claro Hotel uses physical evidence for the provision
of different services with the aim that customers can distinguish between Claro hotels and other
hotels so that in the end, it will give a distinct impression to its customers that Claro hotels are very
concerned about the services provided to their guests, which jyarious international class facilities
support to achieve maximum guest satisfaction. Physical evidencﬁ:as a positive and significant effect
on customer satisfaction. This shows that the better the physical evidence or supporting facilities for
hotel services, the better customer satisfaction. This finding is in line with the theory put forward by
Tjiptono (2008), which states that the marketing of products and services in the form of physical
evidence is needed to support the ease and smoothness of the use of various tools, equipment,
buildings and machines used to provide services to customers. The more fulfilled the physical
evidence of delivering productggand services, the easier it is for customers to use and access the
available products and serviceﬁ) that it can have an impact on increasing customer satisfaction.
Another theory that supports this research is Zeithaml et al. (2009). Physical evidence is something
that can determine consumers to use services where physical evidence shows a unique opportunity
for companies to send consistent and robust messages regarding the organization's efforts, targeted
market segments, and service characteristics. Physical evidence of a company also influences
customer satisfaction. Physical evidence following consumer expectations will provide satisfaction for
consumers.



The results of research on the effect of physical evidence on customer satisfaction are supported
by a previous study conducted by Didik Pianto Hertiana Ikasari (2013), regginmending that physical
evidence has a positive and significant effect on customer satisfaction.®fhe similarity with this
research lies in the variables studied and the object under study, namely the hospitality industry,
while the difference lies in the analytical tools used. Previous studies used multiple regression
analysis, while this study used SEM analysis.

7. iject of Process on Customer Satisfaction]

The results of hypothesis testing indicate that the process has a positive and significant effect on
customer satisfaction. This suggests that the positive and significant impact occurs because of the
process variable where the Claro hotel prqogides hotel services with ease of service, clear procedures,
and fast and precise service processes. Th(glsitive and significant influence that occurs is the result
of the contribution of the process variable indicators that the service procedures provided by the
Claro hotel already have internationally accepted standards such as ease of service, clarity of
operations, and fast service, which significantly determines customer satisfaction of users of Claro
Makassar hotel services. The indicatol®8t the process variable that has the highest average is the speed
of service. The Claro Makassar hotel is committed to providing assistance quickly and precisely
according to consumer needs consistently and being able to compete in this era of globalization. A
fast service process can improve the image of a hotel business because the speed of service is the main
factor desired by customers. Therefore, customers always want a fast process from check-in to check
out. Customers who get service with a quick process will feel satisfied and give positive opinions
when telling their experiences to others. The attraction to making Claro the customer's choice and the
process indicator with the lowest average is the suitability of this procedure. This shows that the
process involves every activity needed to provide products or services with the best service to
consumers where methods that can be understood by customers and following what they want will
also determine customer satisfaction where the service process at the hotel begins to be provided to
guests on when checking in to checking out where hotel guests are involved in the production of
services. Hence, the hotel needs to understand the essential nature of the process faced by its
customers. The hotel prepares procedures for transactions that are pretig simple and do not harm the
mind, time, or energy so that customers will feel satisfied. The procesﬁas a positive and significant
effect on customer satisfaction. This shows that the better the service is supposed to be when using
hotel services, the more it will encourage the creation of customer satisfaction.

References

Alif, K., Kamase, J., Hasbi, A. M., & Syahnur, H. (2020). Pengaruh Bauran Pemasaran Terhadap
Loyalitas Konsumen Rokok Class Mild Pada Produk PT. Niaga Nusa Abadi Cabang Makassar.
PARADOKS: Jurnal Ilmu Ekonomi, 3(4), 46-55.

Bacile, T. J., Wolter, J. S., Allen, A. M., & Xu, P. (2018). The Effects of Online Incivility and Consumer-
to-Consumer Interactional Justice on Complainants, Observers, and Service Providers During
Social Media Service Recovery. Journal of Interactive Marketing, 44, 60-81.
https:/ /doi.org/https:/ /doi.org/10.1016/j.intmar.2018.04.002

Bhardwaj, A., Mishra, S., & Kumar Jain, T. (2021). An analysis to understanding the job satisfaction of
employees in banking industry. Materials Today: Proceedings, 37, 170-174.
https:/ /doi.org/https:/ /doi.org/10.1016/j.matpr.2020.04.783

Davies, T., & Chandler, R. (2013). Online deliberation design: Choices, criteria, and evidence. ArXiv
Preprint ArXiv:1302.5177.

De Pelsmacker, P., van Tilburg, S., & Holthof, C. (2018). Digital marketing strategies, online reviews
and hotel performance. International Journal of Hospitality Management, 72, 47-55.
https:/ /doi.org/https:/ /doi.org/10.1016/j.ijhm.2018.01.003

FAIZAL, C. H. (2018). Analisis Faktor-Faktor Yang Mempengaruhi Kepuasan Penumpang Pengguna
Kereta Api Kedung Sepur (Studi Kasus Pada KA Kedung Sepur Rute Semarang-Grobogan).
SKRIPSI.

Fathimabh, F. (2013). Pengaruh Bauran Pemasaran terhadap kepuasan konsumen air mineral asa di



Samarinda. Ilmu Administrasi Bisnis, 1, 340-350.

Gupta, S. (2008). Research note — Channel structure with knowledge spillovers. Marketing Science,
27(2), 247-261.

Hasler, M. G., Thompson, M. D., & Schuler, M. (2006). National human resource development in
transitioning societies in the developing world: Brazil. Advances in Developing Human Resources,
8(1), 99-115.

Hentschel, E., & Weydt, H. (2017). Die Wortarten des Deutschen. In Grammatik und deutsche
Grammatiken (pp. 39-60). Max Niemeyer Verlag.

Igreja, C. M., Sousa, B. B., Silva, T., & Veloso, C. M. (2021). Assessment of the quality of the service
perceived in specific contexts of management of a family business. Journal of Family Business
Management, ahead-of-p(ahead-of-print). https:/ /doi.org/10.1108 /JFBM-10-2021-0135

Ingerick, M., Oliver, J., Allen, M., Knapp, D., Hoffman, R., Greenston, P., & Owens, K. (2010).
Prototype Procedures to Describe Army Jobs. Human Resources Research Organization Alexandria
VA.

Juniardi, A., Haerani, S., & Munir, A. R. (2018). Pengaruh Strategi Bauran Pemasaran Terhadap
Kepuasan Dan Loyalitas Pelanggan Hotel Novotel Makassar Grand Shayla City Centre.
Hasanuddin Journal of Applied Business and Entrepreneurship, 1(4), 52-64.

Kartajaya, H., Indrio, B. D., & Madyani, D. (2004). Marketing in venus. Gramedia Pustaka Utama.

Keller, J. R. (2015). Markets, networks and internal mobility: The allocation of human resources within
contemporary organizations. University of Pennsylvania.

Kewas, G. M., Lapian, J. S., & Rogi, M. (2020). Pengaruh Strategi Bauran Pemasaran dan Manajemen
Hubungan Pelanggan Terhadap Kepuasan Wisatawan China pada Best Western Lagoon Hotel
Manado. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 8(4).

Kotler, P. (2012). Marketing management/Philip Kotler, Kevin Lane Keller. Pearson Education Limited,
817,1.

Lupiyoadi, R., & Hamdani, A. (2013). Service marketing management. Jakarta: Four Salemba.

Mashur, R., Gunawan, B. I., Ashoer, M., Hidayat, M., Perdana, H., & Putra, K. (2019). Moving From
Traditional to Society 5 . 0 : Case study by Online Transportation Business. Journal Distribution
Science, 9, 93-102. https:/ /doi.org/http:/ /dx.doi.org/10.15722 /jds.17.09.201909.93

Meliana, M., Sulistiono, S., & Setiawan, B. (2013). Pengaruh Kualitas Pelayanan dan Kepercayaan
Konsumen Terhadap Keputusan Pembelian. Jurnal Ilmiah Manajemen Kesatuan, 1(3), 247-254.

Mncayi, P., & Dunga, S. H. (2016). Career choice and unemployment length: A study of graduates
from a South African university. Industry and Higher Education, 30(6), 413-423.

Motyka, S., Suri, R., Grewal, D., & Kohli, C. (2016). Disfluent vs. fluent price offers: Paradoxical role of
processing disfluency. Journal of the Academy of Marketing Science, 44(5), 627-638.

Mubarak, A. (2019). Studi Kontribusi Kohesivitas Kelompok terhadap Work Engagement Pada
Aviation Security Bandara Husein Sastranegara. Prosiding Psikologi, 892-899.

Mufioz-Leiva, F., Rodriguez Lépez, M. E., Liebana-Cabanillas, F., & Moro, S. (2021). Past, present, and
future research on self-service merchandising: a co-word and text mining approach. European
Journal of Marketing, 55(8), 2269-2307. https:/ /doi.org/10.1108/ EJM-02-2019-0179

Murali, S., Pugazhendhi, S., & Muralidharan, C. (2016). Modelling and Investigating the relationship
of after sales service quality with customer satisfaction, retention and loyalty - A case study of
home appliances business. Journal of Retailing and Consumer Services, 30, 67-83.
https:/ /doi.org/https:/ /doi.org/10.1016/j.jretconser.2016.01.001

Nguyen, T.-M., & Malik, A. (2021). Impact of knowledge sharing on employees’ service quality:
the moderating role of artificial intelligence. International Marketing Review, ahead-of-p(ahead-of-
print). https:/ /doi.org/10.1108/IMR-02-2021-0078

Opondo, P. A. (2019). Fish scouts, fish marketing and licensing during the colonial period in Lake
Victoria, Kenya. Fish Marketing and Licensing During the Colonial Period in Lake Victoria, Kenya
(October 8, 2019).

Riswanto, A., Hurriyati, R., Wibowo, L. A., & Gaffar, V. (2019). Empirical Assessment of the Role of
Product Innovation in Dynamic Marketing Capabilities and Company Performance. Quality-
Access to Success, 20(173).

Shen, G. C,, Nguyen, H. T. H., Das, A., Sachingongu, N., Chansa, C., Qamruddin, J., & Friedman, ].
(2017). Incentives to change: effects of performance-based financing on health workers in
Zambia. Human Resources for Health, 15(1), 1-15.



Tegambwage, A. G., & Kasoga, P. S. (2022). Antecedents of customer loyalty in Islamic banking:
evidence from Tanzania. Journal of Islamic Accounting and Business Research, 13(4), 701-713.
https:/ /doi.org/10.1108/JIABR-10-2021-0288

Tijjang, B., & Rahmawati, L. (2021). Strategi Pemasaran Hubungannya Dengan Keputusan Pembelian
Konsumen. Jurnal Ilmiah Manajemen & Kewirausahaan, §(2), 196-207.

Vredeveld, A. J. (2018). Emotional intelligence, external emotional connections and brand attachment.
Journal of Product & Brand Management, 27(5), 545-556. https:/ / doi.org/10.1108 /JPBM-10-2017-
1613

Wilson, A. M., Zeithaml, V., Bitner, M., & Gremler, D. (2008). Services marketing: 1st European edition.



7 turnitin

® 23% Overall Similarity

Top sources found in the following databases:

» 23% Internet database

TOP SOURCES

The sources with the highest number of matches within the submission. Overlapping sources will not be
displayed.

mail.jurnal.fe.umi.ac.id

Internet

cprenet.com

Internet

ijsrp.org

Internet

ijrrjournal.com

Internet

i-scholar.in

Internet

rsisinternational.org

Internet

journal.stieamkop.ac.id

Internet

koreascience.or.kr

Internet

docplayer.net

Internet

Similarity Report ID: 0id:30061:19013265

* 0% Publications database

2%

2%

1%

1%

1%

<1%

<1%

<1%

<1%

Sources overview


https://mail.jurnal.fe.umi.ac.id/index.php/JMB/article/download/925/666
http://cprenet.com/uploads/archive/cbe1ec3a3b981aac4bf370f0cd1b18d6.pdf
http://www.ijsrp.org/print-journal/ijsrp-aug-2016-print.pdf
https://www.ijrrjournal.com/IJRR_Vol.8_Issue.2_Feb2021/IJRR021.pdf
http://www.i-scholar.in/index.php/tijbm/article/download/198016/184492
https://www.rsisinternational.org/journals/ijriss/Digital-Library/volume-5-issue-10/408-420.pdf
https://journal.stieamkop.ac.id/index.php/yume/article/download/1612/1044
https://www.koreascience.or.kr/article/JAKO202034651879491.pdf
http://docplayer.net/8503738-Syamsul-bahri-1-djabir-hamzah-2-ria-mardiana-yusuf-3.html

7 turnitin

© 6 6 6 ©¢ 6 6 6 6 0 © 6

text-id.123dok.com

Internet

ijrrjournal.com

Internet

dinastipub.org

Internet

goldenratio.id

Internet

storage.googleapis.com

Internet

ijerr.info

Internet

riset-iaid.net

Internet

journal.walisongo.ac.id

Internet

ijisrt.com

Internet

trj.stptrisakti.ac.id

Internet

rigeo.org

Internet

rjoas.com

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


https://text-id.123dok.com/document/zgg4k28z-pengaruh-kualitas-produk-terhadap-kepuasan-konsumen-pada-pengguna-telepon-seluler-merek-blackberry-ipi189924.html
https://ijrrjournal.com/IJRR_Vol.8_Issue.3_March2021/IJRR032.pdf
https://dinastipub.org/DIJEFA/article/download/728/518/
https://goldenratio.id/index.php/grhrm/article/download/160/103
https://storage.googleapis.com/cos-osf-prod-files-us/5e4845cc749f27e66fd2a22c268acc80789552ea242495e58753a06ff886aeee?Expires=1646873383&GoogleAccessId=files-us%40cos-osf-prod.iam.gserviceaccount.com&Signature=px5ZwSOra3tyMeB6B2rwR3bNWFN6LIZXf958MdSCGWLfU4W6YjBhp1rCsphHa54RD8M%2BQzhm8%2Bu8qp7xuBTiZfo4U3on8aykbTTBEQi%2FKf6SOSvHBFWKAaRR4AjY1BBFzVg%2FucxYq7R7TJ3%2FgmTT8WNoCaGJyak%2B9bCbjLHrGbR6EjxfokVsIiQhQKUdsjs3nPKhqNQxwryalJEHLTk1N3o6cqQiFD%2Bfk8yMN3WHi38ooLRIMg5HtgBTs4K7lJnw1VnvYDetDMxoAMbNwjDnCEmXDC1Rb3yJH%2B9%2F8v24qQPvzxMUB%2FQB2Env56orQ9H6XHpW8pb0MUbzH7bp73RrKA%3D%3D&response-content-disposition=attachment%3B+filename%3D%221161-1762-1-SM.pdf%22%3B+filename%2A%3DUTF-8%27%271161-1762-1-SM.pdf
https://ijcrr.info/index.php/ijcrr/article/view/899
https://riset-iaid.net/index.php/SE/article/download/200/666/
https://journal.walisongo.ac.id/index.php/arbah/article/view/10104
https://ijisrt.com/assets/upload/files/IJISRT19NOV194.pdf
http://trj.stptrisakti.ac.id/index.php/trj/article/download/116/74/
https://rigeo.org/submit-a-menuscript/index.php/submission/article/download/163/858/1047
https://rjoas.com/issues/2017-11.pdf

7 turnitin

® 0 6 6 6 6 06 6 6 6 6 06

digilib.mercubuana.ac.id

Internet

i-csrs.org

Internet

core.ac.uk

Internet

sloap.org

Internet

asian-efl-journal.com

Internet

journal.uad.ac.id

Internet

jurnal.stie-aas.ac.id

Internet

ijjmmu.com

Internet

ejurnal.binawakya.or.id

Internet

eprints.umpo.ac.id

Internet

repository.stei.ac.id

Internet

slideshare.net

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


http://digilib.mercubuana.ac.id/manager/t!@file_artikel_abstrak/Isi_Artikel_934644135444.pdf
http://www.i-csrs.org/Volumes/jasf/vol.1/1.1.pdf
https://core.ac.uk/download/pdf/25495658.pdf
http://sloap.org/journal/index.php/ijss/article/download/1820/637/753
https://www.asian-efl-journal.com/wp-content/uploads/AEJ-Volume-27-Issue-5.2-December-2020.pdf
http://journal.uad.ac.id/index.php/CHANNEL/article/view/21053
http://jurnal.stie-aas.ac.id/index.php/IJEBAR/article/download/1916/1025
https://ijmmu.com/index.php/ijmmu/article/download/1749/1370
https://ejurnal.binawakya.or.id/index.php/MBI/article/view/1193
http://eprints.umpo.ac.id/4052/8/lampiran.pdf
http://repository.stei.ac.id/2122/2/JurnalSTEI_21150600003_2019%20english.pdf
https://www.slideshare.net/QUESTJOURNAL/marketing-mix-effects-of-service-quality-and-consumer-behavior-on-loyalty-the-mediating-role-of-customer-satisfaction

7 turnitin

®© 6 6 6 6 6 6 6 6 6 6 6

ejournal.upi.edu

Internet

repository.unhas.ac.id

Internet

goldenratio.id

Internet

ejbmr.org

Internet

media.neliti.com

Internet

pt.scribd.com

Internet

stiealwashliyahsibolga.ac.id

Internet

Dspace.Uii.Ac.Id

Internet

journal-ijah.org

Internet

sciedu.ca

Internet

jurnal.unpand.ac.id

Internet

ojs.sampoernauniversity.ac.id

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


https://ejournal.upi.edu/index.php/thejobsreview/article/download/33378/15859
http://repository.unhas.ac.id/handle/123456789/23110
https://www.goldenratio.id/index.php/grhrm/article/download/52/58
https://ejbmr.org/index.php/ejbmr/article/download/243/136/
https://media.neliti.com/media/publications/380520-the-influence-of-service-quality-and-soc-757e3970.pdf
https://pt.scribd.com/document/353659715/Spiritual-Intelligence
https://stiealwashliyahsibolga.ac.id/jurnal/index.php/jesya/article/download/32/35/
https://Dspace.Uii.Ac.Id/bitstream/handle/123456789/33216/17311003%20Ulya%20Maharani.pdf?isAllowed=y&sequence=1
https://journal-ijah.org/2018files/ijah_02__24.pdf
http://sciedu.ca/journal/index.php/ijhe/article/download/16822/10567
https://jurnal.unpand.ac.id/index.php/MS/article/download/1268/1235
https://ojs.sampoernauniversity.ac.id/index.php/JOBE/article/download/125/106/

7 turnitin

®© 6 6 6 6 06 6 6 6 6 6 6

emerald.com

Internet

ijsk.org

Internet

revolution.allbest.ru

Internet

seajbel.com

Internet

impactjournals.us

Internet

ir.uitm.edu.my

Internet

journal.unisnu.ac.id

Internet

globalilluminators.org

Internet

research-advances.org

Internet

serialsjournals.com

Internet

growingscience.com

Internet

archives.palarch.nl

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


https://www.emerald.com/insight/content/doi/10.1108/JMD-12-2016-0315/full/html
http://www.ijsk.org/volume-3-issue-8/
https://revolution.allbest.ru/psychology/01241113_0.html
http://seajbel.com/wp-content/uploads/2022/05/SEAJBEL26.ISU1_283.pdf
http://impactjournals.us/download/archives/26-08-2021-1629969449-6-IMPACT%20:%20IJRBM-3.%20IJRBM%20-%20CUSTOMER%20LOYALTY%20THROUGH%20CUSTOMER%20SATISFACTION.pdf
https://ir.uitm.edu.my/id/eprint/46824/1/46824.pdf
https://journal.unisnu.ac.id/jmer/article/download/2021.6.02.1-16/24/
https://www.globalilluminators.org/wp-content/uploads/2014/12/ETAR-14-255.pdf
https://research-advances.org/index.php/RAJMSS/article/download/1118/978
https://serialsjournals.com/abstract/95326_7.pdf
http://www.growingscience.com/msl/Vol10/msl_2020_214.pdf
https://archives.palarch.nl/index.php/jae/article/download/8360/7805/16376

7 turnitin

© 6 6 6 6 6 6 6 6 6 6 ©O

ijlrem.org

Internet

issuu.com

Internet

jeams.unmerbaya.ac.id

Internet

journal.accountingpointofview.id

Internet

ilomata.org

Internet

digilibadmin.unismuh.ac.id

Internet

eudl.eu

Internet

jurnal.fe.umi.ac.id

Internet

jurnal.uii.ac.id

Internet

konsultasiskripsi.com

Internet

repositori.uin-alauddin.ac.id

Internet

repository.president.ac.id

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


http://ijlrem.org/papers/V5i6/1.RA04122.pdf
https://issuu.com/www.ijbmm.com/docs/1641572689
https://jeams.unmerbaya.ac.id/index.php/jeams/article/download/7/7/14
http://journal.accountingpointofview.id/index.php/POVREMA/article/download/201/162/
https://www.ilomata.org/index.php/ijjm/article/download/273/195
https://digilibadmin.unismuh.ac.id/upload/964-Full_Text.pdf
https://eudl.eu/pdf/proceedings/ICAME/2019
http://jurnal.fe.umi.ac.id/index.php/JMB/article/download/632/461
https://jurnal.uii.ac.id/ajie/article/download/11616/8720
https://konsultasiskripsi.com/tag/judul-manajemen/page/68/
http://repositori.uin-alauddin.ac.id/7894/1/RISNA.pdf
http://repository.president.ac.id/bitstream/handle/123456789/5602/014201600105%20Vina%20Anggi%20Sitorus.pdf?isAllowed=y&sequence=1

7 turnitin

®© 6 6 6 0 0 6

rpajournals.com

Internet

internationaljournalssrg.org

Internet

scirj.org

Internet

doaj.org

Internet

ejournal.unikama.ac.id

Internet

gssrr.org

Internet

moraref.kemenag.go.id

Internet

Similarity Report ID: 0id:30061:19013265

<1%

<1%

<1%

<1%

<1%

<1%

<1%

Sources overview


https://rpajournals.com/wp-content/uploads/2019/02/ITHJ-2019-01-14.pdf
https://www.internationaljournalssrg.org/IJEMS/2022/Volume9-Issue2/IJEMS-V9I2P106.pdf
http://www.scirj.org/papers-0118/scirj-P0118486.pdf
https://doaj.org/article/022a497c86a64d97b0d42f763c054f58
https://ejournal.unikama.ac.id/index.php/mbr/article/view/5928
https://www.gssrr.org/index.php/JournalOfBasicAndApplied/article/view/5757
https://moraref.kemenag.go.id/documents/article/98077985952803409

7 turnitin

® Excluded from Similarity Report

» Crossref database
» Submitted Works database
* Quoted material

» Manually excluded sources

EXCLUDED SOURCES

iosrjournals.org

Internet

iosrjournals.org

Internet

pasca-umi.ac.id

Internet

journal.uii.ac.id

Internet

Similarity Report ID: 0id:30061:19013265

» Crossref Posted Content database

« Bibliographic material

« Cited material

9%

9%

6%

5%

Excluded from Similarity Report


https://iosrjournals.org/iosr-jbm/papers/Vol22-issue5/Series-4/F2205045068.pdf
http://www.iosrjournals.org/iosr-jbm/papers/Vol20-issue1/Version-4/K2001046168.pdf
https://pasca-umi.ac.id/index.php/jms/article/download/910/978/3845
https://journal.uii.ac.id/icabe/article/download/14714/9931

