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The Influence of Sevice Quality Toward Customer Satisfaction at Biuti Hotel 

in Banjarmasin 

 

By: 

Siti Julia Normawati Achsani 

 

Supervisor: 

Dimas Hendrawan, SE., MM. 

 

Abstract 

 

Service Quality (servqual) is closely related to the customer satisfaction. 

As a company that provides services to the customers, Biuti Hotel needs to pay 

attention more to the servqual to satisfy their customers. The purpose of this study 

to analyze the influence of Service Quality toward the satisfaction of Biuti Hotel 

customers in Banjarmasin 

This research used Multiple Regression Analysis. The results show that 

dimension of servqual simultaneously has an influence toward the satisfaction of 

Biuti Hotel customers. The value of Adjusted R Square show that the satisfaction 

of Biuti Hotel customers influenced by servequal as much as 0,807 or 80,7%. 

While the rest as much as 0,193 or 19,3% influenced by other variable. And when 

these factors are partially tested, only reliability that do not have significant 

influence towards customer satisfaction at Biuti Hotel in Banjarmasin. For 

variable that have dominant influenced toward customer satisfaction at Biuti Hotel 

is responsiveness. 

Key words: Servqual, Customer Satisfaction, Biuti Hotel. 
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Pengaruh Kualitas Layanan Terhadap Kepuasan Pelanggan Hotel Biuti di 

Banjarmasin 

 

Oleh: 

Siti Julia Normawati Achsani 

 

Pembimbing: 

Dimas Hendrawan, SE., MM. 

 

Abstrak 

Kualitas Layanan (Servqual) adalah hal yang erat hubungannya dengan 

kepuasan pelanggan. Hotel Biuti, adalah salah satu perusahaan yang menjual jasa 

terhadap pelanggannya. Maka Servqual perlu diperhatikan oleh Hotel Biuti untuk 

memuaskan pelanggan. Tujuan dari penelitian ini adalah untuk menganalisis  

pengaruh Servqual terhadap kepuasan pelanggan pada Hotel Biuti di Banjarmasin.  

Analisis regresi berganda digunakan untuk menganalisis penelitian ini. 

Hasil analisis menunjukkan bahwa dimensi Servqual berpengaruh secara simultan 

terhadap Kepuasan Pelanggan. Dilihat dari nilai Adjusted R Square sebesar 0,807 

atau 80,7% kepuasan pelanggan pada Hotel Biuti dipengaruhi oleh variable 

Servqual. Sedangkan sisa nya yaitu sebesar 0,193 atau 19,3% dipengaruhi oleh 

variable lain diluar variable yang diteliti. Dan ketika diuji secara parsial, hanya 

kehandalan yang tidak berpengaruh signifikan terhadap Kepuasan Pelanggan 

Hotel Buiti di Banjarmasin. Untuk variabel yang memiliki pengaruh dominan 

terhadap kepuasan pelanggan pada Hotel Biuti adalah daya tanggap. 

 

Kata kunci: Servqual, Kepuasan Pelanggan, Biuti Hotel. 
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CHAPTER I 

INTRODUCTION 

 

1.1. Background of The Study 

Nowadays, tourism has a very important role in increasing national 

development. According to (Law No. 10 of 2009 article 1 paragraph 8), 

tourism is any activity that is supported by varieties of facilities and services 

provided by the public, employers, government, and local governments. The 

notion of tourism is something that comes down to the relationships between 

travel and no permanent residence in the form of services. Tourism sector in 

Indonesia has a potential for supporting economic growth in Indonesia. 

According to Ciputra Entrepreneurship News Jakarta(2012), Indonesia has 

become a destination for investors to come and invest their money to tourism 

sector, because it has the number one sector of tourism in the world. 

Indonesia succeed in beat Russia, Brazil and the United States that had 

dominated in hotel business. Indonesia is placed in the first rank of the most 

positive business ranking, followed by Brazil, Russia, India, and the United 

States consecutively. Meanwhile, hotel business has negative ratings in New 

Zealand, France, Spain, Italy, and Greece. Moreover, Ciputra 

Entrepreneurship News Jakarta (2012) also said that about 25,000 responses 

from entrepreneurs around the world, and 339 of them are from Indonesia. 

The survey revealed some important findings regarding trends in top hotel 

business industry today. Among the main results,  Indonesia is in the first 

position in the world to hotels for having the best business prospects, and 

being profitable in 2012. Association of Hotels and Restaurants (PHRI) 
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Indonesia West Java Chairman, Jonathan Herman (2012) also said that with 

many new hotels built, the competition became increasingly tight. Herman 

said that today many hotels have sprung up recently in Indonesia. It is in the 

line with the increasing number of tourists, especially during the long week-

end. As a result of tight competition, the hotel owners must have a strategy in 

order to compete with a competitor in the field of hotel business.   

The dynamics of the service sector can be seen from the 

development of various industries. Government offers services through 

courts, employment services, hospitals, military services, police and fire 

departments, postal service, and school. Non-profit private organizations 

offers services through museum, charities, churches, colleges, foundations, 

and hospitals. A large number business organizations offers services such as 

airlines, banks, insurance companies, consulting firms, medical and law 

practices, entertainment companies, real estate firms, retailers, and as well as 

hotel business.   

Hotel business helps the development of tourism in Indonesia. It 

has been quoted by the Daily Kompas (2013), with Indonesia’s large 

population, it is a potential target market for business development. An 

interview with Guy Phillips of Hilton reveals that Indonesia is a huge market 

and it has potentials. Indonesia has great opportunities for the growth of this 

business as it has the largest population in the world. In the last 10 years, 

Indonesia's economy is growing and the number of tourists who visit this 

country also increasing. Statistical Data shows that there were about 19 

million Indonesian middle-class workers in in May 2003, and which grows to 
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131 million 10 years later in 2013. Therefore, it is seen that the development 

of the intermediate segment of the hotel is connected with the air transport 

class budget, thereby encouraging level of visits to various regions. Even 

though Hampton Hotel by Hilton will be built, budget hotels and economy-

class hotel grow rapidly in Indonesia. Those are managed both international 

and domestic operators. With increasing business growth property in 

Indonesia, they will indirectly help the development of tourism. 

There are several definition about what hotel is. For example, 

Based on the definition given by SK. Moc RI. No. 10 PM/PW. 391/Phb-77, a 

hotel is a privately run commercial accommodation, provided for any person 

to obtain service of lodging, eating and drinking. In addition, AHMA 

(American Hotel & Motel Associations) defines hotel as a place where 

lodging, food and drinks, as well as other services are provided for people 

who want to stay there for a while. With reference to the terms mentioned, 

and the regulation of hotel business in Indonesia, the Government lowers 

regulatory stated in a Menparpostel Decree No. KM/37/PW. 340/MPPT-86, 

about the business and its regulations. In Chapter 1, paragraph (b) it is stated 

that: "Hotel is a type of accommodation that uses some or whole part of the 

building to provide lodging, food and beverages, and other support services 

to the public and it is managed commercially."  

To attract the customer, there are many ways that can be done by 

companies; such as conducting marketing activities and improving the quality 

of service. In this case, increasing the quality of service is an effective way to 

attract the customer because of the quality of service can be used as a tool to 
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achieve competitive advantage. Good service quality can lead to costumerr 

loyalty, and it is likely to attract new customers. Consumers who have been 

loyal to the products and services indicate that the customer are satisfied. 

This will make them purchasing more than one activity . This is very 

profitable for the company, because through reaching the needs of costumer, 

costumer will not be put into another company's loyalty. In addition, the most 

profitable way for companies to get more customers by word of mouth 

strategy done by loyal customer to other costumer. 

The issue of service is not difficult or complicated, but should not 

be taken for granted as it can lead to more severe issues. Service system 

needs to be supported by service quality, adequate facilities, and ethics or 

attitude. With the increasingly high competition conditions among 

companies, each company races to expand their market. Expectations of an 

expansion of the market directly increases the sales.  

With the expansion of the market the development of the hotel 

business is growing and developing in Indonesia, including in Banjarmasin  

South Kalimantan. It can be seen from the growing number of construction of 

budget hotels to starred hotel in Banjarmasin. According to the tourism 

agency of South Kalimantan 2012, the number of budget hotels and starred 

hotel in Banjarmasin in 2012 reached 114, with 87 budget hotels and 26 

starred hotels. Meanwhile, back in the year of 2008, according to the data 

from PHRI, there were only 87 budget hotels and 21 starred hotels Hotel in 

Banjarmasin.  



26 
 

 

In addition, based on Radar Banjarmasin 2013, hotel business 

potential is still pretty bright in South Kalimantan for the next few years 

especially with the establishment of international network of some hotels in 

2013 that will be started soon. The Head of the tourism agency of 

Banjarmasin, Noor Hasan (2012) explained that the market for hotel business 

is still promising the increasing growth of business and tourism sectors in 

South Kalimantan. He strongly supported the presence of the hotels in 

Banjarmasin,. The existence of hotel supports the development of tourism. 

He explained that by developing tourism sector, the hotel business will also 

follow to develop. Therefore, the hotel business in 2013 will continue to 

boost the potential of tourism in Banjarmasin. He also said that he optimist 

for the future growth of tourism sector in Banjarmasin. This is certainly going 

to encourage the development of potential hotel business in Banjarmasin, he 

added. The same thing was also disclosed by Wijaya, the owner of Rattan 

Inn. Although many hotels are now standing, its market is still open. It also 

was no exception to the 5-star hotels such as Rattan Inn which also continues 

to add its hotel rooms. Banjarmasin is not only famous for its tourism objects, 

but also it is also well known for its business development. The potential is 

increasing from year to year. This is convenient for hotel. Therefore, even 

though the number of hotels continues to grow, its market will continue to 

grow.  

Biuti hotel is a budget-class hotel with 52 rooms having the ability 

to server as many as 125 people per day. Twenty  of these rooms can be fully 

charged 2 by persons, 15 rooms can be filled with 3 people, 3 rooms can be 
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filled in 4 people, and 2 rooms can be filled with 6 people. Biuti Hotel is a 

service company that sells services not only to the usual daily guests (non 

business), but sells the services to the business in the form of training for the 

Government agencies and private. Besides having four halls that can be used 

for seminars and training it also features 2 dining rooms that can 

accommodate 100 up to 150 people. 

With the growing number of hotel businesses developing in 

Banjarmasin not only it makes business competition of hotel business 

perceived by Biuti Hotel in Banjarmasin, buut the decision to stay at the Biuti 

Hotel in Banjarmasin declined every year as can be seen on the hotel 

occupancy rate in Biuti Hotel in table 1.1 below: 

Table 1.1. 

The number of guests in Biuti Hotel in Banjarmasin 2010-2012 

 

Year 

Guest 

occupancy 

rate 

Non 

Bisnis 

Guest 

occupancy 

rate  

Bisnis 

The 

number of 

Guest 

occupancy 

rate 

The 

capacity 

of guest 

occupancy  

Rate occupancy in 

percentage 

2008 1.811 38.639 40.450 45.720 88% 

2009 1.760 38.245 40.005 45.720 87% 

2010 1249 31.130 32.379 45.720 70% 

2011 1.932 23.645 25.577 45.720 54% 

2012 1.895 22.789 24.684 45.720 52% 

 

  Source: Biuti Hotel Banjarmasin, 2013 

 

From table 1.1 above, the occupancy rate reached 88% Biuti Hotel 

in 2008, where at that time, according to the data from PHRI, hotel 

competition still was not that much. There were 87 budget hotels and 21 star 

hotel. The occupancy rate at the Biuti Hotel in Banjarmasin decreased to 54% 

in 2012 reaching only 52%. Based on an existing phenomenon, the decline in 
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occupancy Biuti Hotel in Banjarmasin is possible is because the internal 

factors such as the quality of service that is less satisfying for its customers. 

The decreasing in the Biuti Hotel’s occupancy rate shows that 

customer satisfaction with Biuti Hotel has not met the customer expectations, 

even though the Biuti Hotel has provided service quality. According to 

Tjiptono (2011: 54), it is revealed that the quality of service that will give a 

boost to costumers to establish a bond and a strong relationship with the 

company. A quality service can be used as an attempt to achieve customer 

satisfaction. The company can be based on the dimensions of the quality of 

services. In addition to that, according to Parasuraman in Tjiptono (2011: 

274), there are five main dimensions, (1) Reliability, i.e. the ability to provide 

that's been promised with immediate, accurate and satisfaction. (2) 

Responsiveness of the hotel staff to help our customers and to provide service 

with the responsiveness. (3) Assurance, which includes knowledge, 

competency, politeness, reliable nature of the staff, free of hazards, risks and 

doubts. (4) Empathy, which includes the ease in strained relations, good 

communication and understanding of the individual needs of our customers. 

(5) Tangibles, which includes the physical facilities, equipment, personnel, 

and means of communication. 

And according previous research by Rofik Rama (2011) about The 

Influence Of Service Quality To The Customer Satisfaction (Research On 

Mc. Donald Sarinah Malang), it is uncovered that the influence of servqual 

taking action against costumer dominates the  satisfaction influence. This 

means that the better quality of service provide is, the higher the level of 
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customer satisfaction will be. According to previous research by Agus 

Mulyadi (2012) about The Influence Of Service Quality To The Customer 

Satisfaction (Research On PT Bank Rakyat Indonesia Tbk. Mace), it is found 

that the influence of servqual has a significant influence on costumer 

satisfaction. Moreover, according to previous research by Maria Cicilia 

(2013) about The Influence Of Service Quality To The Customer Satisfaction 

(Research On Hotel Regent Park Malang) it is uncovered that the influence of 

Servqual has a significant influence on consumer satisfaction  

From the opinions of experts and researchs before, the service 

quality can be said to be able to neither increase or decrease the level of 

customer satisfaction. Yet, costumer satisfaction in Biuti Hotel is still low as 

it is seen from table 1.1 above. Based on the background, the researcher 

would like to analyze the influence of service quality toward customer 

satisfaction at Biuti Hotel in Banjarmasin. Then, the researcher takes the title 

of the study is "The Influence of Sevice Quality Toward Customer 

Satisfaction at Biuti Hotel in Banjarmasin". 

 

1.2 Problem of the Study 

With this view of things on issues related to the marketing services 

mentioned above, the researcher wants to know the points related with the 

service that Biuti Hotel provides to customers. Therefore the authors 

identified the problem as follows: 

1. Does the service quality dimension consists of tangibility, 

reliability, responsiveness, assurance, and empathy simultaneously 

affect customer satisfaction of Biuti Hotel in Banjarmasin? 
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2. Does the service quality dimension consist of tangibility, reliability, 

responsiveness, assurance, and empathy partially affect customer 

satisfaction of Biuti Hotel in Banjarmasin ?  

1.3 Objective of the Study 

 The general objectives of this study are as follows: 

1. To know whether the service quality dimensions consist of 

tangibility, reliability, responsiveness, assurance, and empathy 

simultaneously affects customer satisfaction of Biuti Hotel in 

Banjarmasin. 

2. To know whether the service quality dimensions consist of 

tangibility, reliability, responsiveness, assurance, and empathy 

partially affects customer satisfaction of Biuti Hotel in 

Banjarmasin. 

1.4 Significance of the Study 

1. For students: 

a. To improve the theory that learned, especially about the 

dimension of service quality affecting customer satisfaction.     

b. To expand the students creativity in studying and 

understanding to conduct research, especially in related with 

service business. 

c. To be used as a means of applying the theory in an effort that 

has been obtained during the lecture according to the 

circumstances on the field, one of which helped contribute 

ideas to the problems faced by the company. 
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d. To enchance and to increase the ability of students in 

evaluating the effect of service quality dimension to customer 

satisfaction. 

2. For Academician: 

a. To be an input to evaluate the effectiveness of the program or 

curriculum relevance of a wide range of majors in 

International Program in Management Department with the 

business world and the field work. 

b. To introduce the educational institutions, especially the 

Brawijaya University Economics Department of International 

Management in enterprises / companies that require a 

graduate, or the labor graduated by the Brawijaya University. 

3. For Company or Institution: 

a. As an evaluation for company to measure the effectiveness 

and quality of service offered to consumers. 

b. As a material information and considerations for companies 

in an effort to managerial decision making, particularly on 

the dimensions of the quality of hotel services in order to 

achieve corporate goals. 

c. As an input to increase the service and maintain the loyal 

consumer for the company.   

4. For Others 
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Hopefully, this research can be used as a reference, to gain knowledge 

and information for further research, particularly related parties in the 

field and similar case studies. 
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CHAPTER II 

THEORETICAL FRAMEWORK 

 

2.1 Previous Research 

The study drawn from previous research is used to facilitate the data 

collection, analytical methods, and data processing. The review of the results 

of previous studies is summarized as follows: 

Rofik Rama (2011) 

The research conducted was entitled "The Influence Of Servqual To 

The Customer Satisfaction”, (Research On Mc. Donald Sarinah Malang). The 

variables examined tangibility, reliability, responsiveness, assurance, 

empathy and consumer satisfaction. The population in this study was all the 

consumers who did transaction in McDonald Sarinah Malang in December 

2012 and repeated what they ordered at least 3 times which were 83 people. 

The data analysis technique was multiple regression test. The results of the 

study proves that the independent variables, i.e. tangible, reliability, 

responsiveness, assurance and empathy are both simultaneous and they have 

partial significant effects on the bound variables; consumer satisfaction. It 

tested the value of F and the t test showed that there was < 0.05%. The 

dominant effect in the research was variable responsiveness. 

 
Agus Mulyadi (2012) 

He researched a topic about “The Influence Of Servqual to The 

Customer Satisfaction”, (Research On PT Bank Rakyat Indonesia Tbk. 

Mace). He examined tangibility, reliability, responsiveness, assurance, 
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empathy and customer satisfaction. The population of this research was the 

whole new clients who saved their money in PT Bank Rakyat Indonesia Tbk. 

Lawang in December 2012 and it was counted that there were as many as 100 

people who did that. This research used multiple regression test as the data 

analysis technique. The results of the study proved that the independent 

variables, tangible, reliability, responsiveness, assurance, empathetic, 

simultaneously and partially had significant influence on the variable; the 

satisfaction of the customer. It tested the value of F and the t test showed that 

there is < 0.05%, the dominant effect in the variable responsiveness. 

 

Cicilia Maria (2013) 

She conducted a research about “The Influence of Servqual to The 

Costumer Satisfaction”, (Research On Hotel Regent Park Malang). The 

variables examined the tangibility, reliability, responsiveness, assurance, 

empathy, and consumer satisfaction. The population in this study was 100 

consumers who traded in Regent Park Malang in January 2013 and repeated 

the order at least 3 times. The data analysis technique used multiple 

regression test. The results of the study proved that independent variables, 

tangible, reliability, responsiveness, assurance and empathy are both 

simultaneously and partially had significant effects on the bound variables; 

the consumer satisfaction. It is seen from the significant test F and t test that 

there was < 0.05%,  in the dominant effect on variable responsiveness. 

The previous studies were support for the new research as they can be 

used as a further reference and can be used in enriching the insights and 
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references to the quality service and customer satisfaction in the current 

research. Table 2.1. will present the summary of previous study: 
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Table 2.1 

 Summary of Previous Studies

No Researcher Title 

Variable Studied 

Analysis 

Instrument 
Result 

Independent Variable 
Dependent 

Variable 

1 Rofik Rama 

(2011) 

 

The Influence Of 

Consumer Satisfaction 

Servqual, (Research 

On Mc. Donald 

Sarinah Malang) 

Tangible (X1), Reliability 

(X2), Responsiveness (X3), 

Assurance (X4), and 

Empathy (X5). 

Customer 

Satisfaction (Y) 

Multiple linear 

regression, F test, 

and T test 

The results of the study proved 

that independent variables, i.e. , 

tangible, reliability, 

responsiveness, assurance and 

empathy is are both 

simultaneously and partially had 

significant effects on the bound 

variables, namely ; the consumer 

satisfaction. It is seen from the 

significant test F and t test that 

there was shows < 0.05%, the  in 

the dominant effect is on 

variable responsiveness 

2 Agus 

Mulyadi 

(2012) 

The Influence Of 

Customer Satisfaction 

On The Servqual, 

(Research On PT Bank 

Rakyat Indonesia Tbk. 

Mace) 

Tangible (X1), Reliability 

(X2), Responsiveness (X3), 

Assurance (X4), and 

Empathy (X5). 

Customer 

Satisfaction (Y) 

Multiple linear 

regression, F test, 

and T test 

The results of the study proved 

that independent variables, 

tangible, reliability, 

responsiveness, assurance and 

empathy are both simultaneously 

and partially had significant 

effects on the bound variables; 

the consumer satisfaction. It is 

seen from the significant test F 

and t test that there was < 0.05%,  

in the dominant effect on 

variable responsiveness 

3 Cicilia Maria 

(2013) 

The Influence Of 

Consumer Satisfaction 

Servqual, (Research 

On Hotel Regent Park 

Malang) 

Tangible (X1), Reliability 

(X2), Responsiveness (X3), 

Assurance (X4), and 

Empathy (X5). 

Customer 

Satisfaction (Y) 

Multiple linear 

regression, F test, 

and T test 

The results of the study proved 

that independent variables, 

tangible, reliability, 

responsiveness, assurance and 

empathy are both simultaneously 

and partially had significant 

effects on the bound variables; 

the consumer satisfaction. It is 

seen from the significant test F 

and t test that there was < 0.05%,  

in the dominant effect on 

variable responsiveness 



19 
 

 

2.2 Theory Review 

2.2.1 Marketing 

2.2.1.1 The Definition of Marketing 

Marketing is one of the main activities that need to be done by either the 

company's corporate goods or services in an effort to maintain the viability of their 

business. It is because the marketing is one of the company's activities that are directly 

related to the consumer. Marketing activities can be defined as human activities that take 

place in relation to the market. The marketing concept basically deals with customers 

more than other business functions. Understanding, creating, communicating, delivering 

value and satisfaction to consumers are the core of the idea and concept of modern 

marketing. 

According to Philip Kotler and Armstrong (2009:5) the definition of marketing is 

a social and managerial process where individuals and groups obtain what they need and 

want by creating, offering and freely exchanging products and services of value to 

others. 

According to Carman in Tjiptono (2008:2) marketing is where the structure of 

demand for products and services are anticipated or expanded and satisfied through the 

conception, promotion, distribution and the exchange of goods. 

From the opinions above, it can be concluded that marketing is a comprehensive 

system of business activity. It is also used as a plan to determine pricing, to promote and 

to distribute goods and to satisfy the needs of consumers or users. The marketing 

activities of the company should be able to give satisfaction to the consumer if they want 

to get good response from consumers. The Company shall be fully responsible about the 

satisfaction of the products offered. Thus, all activities of the company should be 

directed to satisfy the consumer to gain profit. 
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2.2.2 The Definition of Marketing Management 

According to Kotler (2011:9), Marketing Management is the process of thinking, 

pricing, promotion and distribution of goods and services for the idea of creating a 

money exchange so that it can meet the goals of the individual and the organization. 

Based on the aforementioned opinion, marketing management can be defined as 

the process of planning the activities of the company that is directed to maintain the 

exchange of goods and services that benefit the target buyers in order to gain long term, 

and in order to achieve the objectives of the organization. 

In this case, the key purpose of an organization is to determine the needs and 

demands of target markets and delivering satisfaction better than that what has been 

offered by competitors. 

2.2.3 The Defintion of Marketing Strategy 

According to Kotler (2010: 92), marketing strategy consists of basic principles 

underlying the management of marketing to achieve business goals and marketing in a 

targeted market. Marketing strategy contains the basic decision about spending on 

marketing, marketing mix and marketing allocation. 

Opinion Corey (2010: 19), the marketing strategy directs the selection and 

analysis of the target market (the human groups to achieve organization) and the creation 

and maintenance of appropriate marketing program (product, price, distribution, 

promotion) that will satisfy the human group. 

According to Gasper (2012), marketing strategies as a fundamental tool to 

achieve the planned objectives of the company by developing a sustainable competitive 

advantage through open markets and marketing programs that are used to serve the target 

market. 
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Based on Engel (2010: 8), the marketing strategy consists of five elements that 

are mutually related. The five elements are: 

1) Market 

a) Perception of product function and clustering technologies that can be 

protected and dominated. 

b) Limited internal resources that drive the need for focus the more narrow. 

c) Cumulative Experience based on trial and error in response to the 

opportunities and challenges. 

d) special abilities that come from access to scarce resources or protected market. 

e) selection of the market begins with conducting market segmentation and then 

selecting target markets respond to opportunities and challenges. 

f) special abilities that come from access to scarce resources or protected market. 

g) selection of the market begins with conducting market segmentation and then 

pick the most possible target market to be served by the company, namely: 

2) Product planning, including the establishment of a specific sale, product line, and the 

design of individual deals on each line. The product itself offers the total benefits can 

be obtained with customers make a purchase. These benefits include product itself, 

brand name products, product availability, guarantee or warranty, service, repair and 

technical assistance provided by the seller, as well as the personal relationships that 

might formed between buyers and sellers. 

3) Pricing, determine the price that can reflect the quantitative value of the product to the 

customer. 

4) Distribution system, namely wholesale and retail channels where the product until it 

reaches the end consumer who buys and uses it. 

5) Promotion including advertising, personal selling, public relations. 
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From some of the definitions above, the conclusion that can  is that marketing 

strategy is a fundamental principle that gives direction for the company to achieve 

marketing target. Therefore, the determination of marketing strategy should be based on 

the analysis of the company through internal strengths analysis and weaknesses of the 

company, while still paying attention to the threats and opportunities facing the 

company. 

2.2.4 Marketing Purpose 

The purpose of the marketing system is the collective activities of tens of 

thousands of organizations, profit and nonprofit. Destination marketing system affects all 

the buyer, seller and public groups with similar characteristics. 

According to Kotler (2010: 21) there are four alternatives in  marketing 

destination systems that have been submitted as follows: 

1) Maximizing consumption 

The job of marketing is to facilitate and stimulate the maximum consumption, which 

in turn will create the production, employment, and prosperity to maximum. 

2) Maximizing consumer satisfaction 

The purpose of the marketing system is to maximize consumer satisfaction, not 

consumption. 

3) Maximizing the choice 

The goal is to maximize the marketing system product range and consumer choice. 

4) Maximizing quality of life 

The purpose of the marketing system is to improve the "quality of life" which 

includes quality, quantity, availability, and the cost of goods, the quality of life, 

physical environment, and the quality of the living environment and culture. 

2.2.5 Marketing Concept 
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In general, every company adopts one or more philosophy of the marketing 

concepts; the assumption that the company used as the foundation of every activity 

in satisfying the needs and the desires of consumers. The selection and the 

determination of specific marketing concepts are influenced by several factors 

including the values and vision of management, internal environment and external 

environment (Tjiptono, 2008:9) 

The marketing concept believes that achieving organizational goals 

depends on knowing the needs and the demands of target market as well as 

delivering the desired satisfaction better than how competitors do. Under the 

marketing concepts, customer focus and value are the paths to sales and profit. 

Marketing is an important factor for achieving success for the 

companies which will be aware of how and philosophy involved in it. Ways and 

the new philosophy are called the marketing concept.  

Kotler and Armstrong (2009:12) stated that concept of marketing can be 

easily understood by a few core concepts that define the purpose so that marketers 

can succeed in meeting the needs of consumers. 

It  describes the core of the marketing concept as follows: 

a. Needs, desires, and requests. 

Describes the demands of human needs, needs that can be achieve when 

they are directed to specific targets that may be able to meet the needs. 

Desire for specific products or services that are supported by the ability to 

pay will lead to its own characteristics, in addition, the enterprises should 

also be able to meet the demand of consumers are asking for. 

b. Target markets, positioning, and segmentation. 
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Market segments can be identified by looking at the differences in 

demographic, psychological, and behavior among the buyers. 

Furthermore, the company determines which segments present the 

greatest opportunities. For each selected target, the company developed a 

market bid. Market bid is considered the target buyer is positioned as 

something that gives very important benefits. 

c. Bids and brand. 

People satisfy their needs and wants with a product or service. Product or 

service is an offer that can satisfy the needs and desires. Brand is an offer 

from a known source. All companies strive to build the brand strength, 

strong brand image, fun, and unique. 

d. Value and satisfaction. 

Brand and bid will be successful if it provides value and satisfaction to 

consumers. Consumers choose among a wide range of bids that are 

considered to give a lot of value. 

 

 

e.  Marketing channels. 

To reach the target market, marketers use three types of marketing 

channels, which are used for communication channel deliver and receive 

messages from target buyers, distribution channel to exhibit or deliver a 

physical product or service to the purchaser or user, and the fatherly 

service channels to transact with the buyer. 

f. Supply chain. 
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Supply chain describes a longer channel stretching from raw materials, 

components, until the product can be passed on to consumers. 

g. Competition. 

Competition includes all the bids of competitors that have its own 

advantages, so it may be taken into consideration by the consumer. 

The main purpose of the marketing concept is to serve customers with a 

number of profits, or it can be defined as the ratio among the costs of a decent 

income. This differs from the concept that focuses on the sale of the company's 

desire. The philosophy of the approach is to produce a plant sales, and then 

convince consumers that are willing to buy it. While the approach to the marketing 

concept requires that management determine the desires of consumers first, and 

only then do the how to satisfy. 

2.2.6 Marketing Process 

The marketing process begins to find what the customer wants. This cannot be 

separated from the most basic marketing concept, which is trying to produce a 

products / services to meet consumer preferences (value based), both tangible and 

intangible. 

 

2.2.7 Service 

2.2.7.1 The Definition of Service 

Service is often viewed as a complex phenomenon. Basically, the service can be 

understood as intangible goods as they are compared to tangible goods. Thus, service is 

rarely indicated by the development of sales, while tangible goods can be directly 

demonstrated, or even tested before purchase. Services involves a variety of economic 

activities including private and public sector. The word service itself has many 

meanings, ranging from personal service to service as a product. 
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Service is an act or performance offered by one party to another to create benefits 

for customers to realize the desired changes and also behalf of the recipient. Although 

the process may be tied to a physical product, the performance is essentially intangible 

and does not normally result in ownership of any production factor (Lovelock and 

Wright, 2007:5) 

In other words, according to the Parasuraman in Tjiptono (2008: 85) there are 

two main factors that affect the quality of services; services that are expected (expected 

value) and services that are perceived (perceived value). 

According Lupiyoadi and Hamdani (2009:6), basically, all services are the result 

of economic activity rather than the form of a physical product or construction, which is 

generally produced and at the same time consumption as well as adding value to 

consumers such as convenience, amusement, pleasure, or the health of consumers. 

Basically all the services of an economic activity is that produces a product, but 

not in physical form or construction which is usually consumed at the same time when 

the product is produced, as well as adding value to the customer facing solutions. 

Thus, it can be concluded that the service is an intangible performance; more can 

be felt and not result in the transfer of ownership of goods or services consumed in the 

process of service as applicable to the product in the form of goods. Therefore, the 

success of service companies depend on customer ratings on the performance offered by 

the company as a manufacturer 

 

2.2.7.2 The Characteristic of service 

Various research on management and service marketing literature reveals that the 

service has three unique characteristics that distinguish them from goods as well as its 

impact on managing and marketing strategies. 
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Service products have different characteristics of the product (physical). 

According to Griffin in Lupiyoadi and Hamdani (2009:6) that the characteristics 

possessed by the service are as follows: 

a) Intangibility 

Services are intangibile, which means that services cannot be seen, felt, 

smelled , heard or touched before being bought and consumed. This concept 

has two senses 1. Something that cannot be touched and felt, 2. Something 

that is not easily defined formulated or understood spiritually. Services is 

different with goods. If item is an object, device, or thing; then service is an 

act, action, experience, process, performance, or business. 

b) Inseparability  

This means that the character cannot be separated as it allows services to be 

produced and consumed simultaneously. The interaction between service 

providers and customers is a special feature in the marketing of services. 

Both sides affect the results (outcomes) of services. Unlike the goods that are 

usually produced first, then sold and consumed, services are generally sold 

first and then produced and consumed on the spot and also at the same time. 

In customer relations and service providers, the effectiveness of individuals 

who deliver services are important. Characteristics of the service are often 

called unstorability where services do not recognize the storage of inventory 

or products that have been produced. 

c)  Customization 

Services are often designed specifically to meet customer needs. 

So can it be explained that a service is different in kind. If the goods can be held, 

then a service can only be consumed and cannot be owned. Service cannot be 
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seen, felt, touched or heard, but it can be enjoyed . Service delivers the value to 

customer satisfaction. 

 

2.2.7.3 Classification of service  

The existence of a wide variety of mix between goods and services, it is 

necessary to generalize the classification of services. Classification of services can be 

based on Tjiptono (2008:9), namely: 

a) Market segmentation. 

Based on market segmentation, service can be differentiated to the final 

consumer (e.g. taxis, insurance, and education) and services to consumer 

organizations (such as accounting and taxation services, management 

consulting services, management consulting services, legal consulting 

services). The main difference between these two segments is the reason of 

choosing a service, the quantity of services required, and complexity of 

construction services. 

b) Tangibility  

These criteria are based on the level of consumer involvement with the physical 

production where the services are divided into three kinds, namely rented 

goods service (consumer hire and use of certain products on the terms of tariffs 

over a certain period as well, such as car rental, VCD tapes, etc.) , owned goods 

(products that consumers have repaired, expanded or abandoned by the 

company for its services, such as car repair, park maintenance, etc.) and non-

goods (personal services intangible offered to consumers, for example services 

drivers, health professionals, baby-sitter, etc.). 

c) Skills of service providers 
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Based on the skill level of providers, services consist of professional service 

(such as: management consultants, doctors, nurses, and architects) and non-

professional (such as security and the cleaning service). Services that require 

high skills in the process of operation, customers tend to be very selective in 

choosing a provider. Conversely, if it does not require high skills of customer 

loyalty is often low because the bid is too much. 

d) Services organization’s goal 

Based on the goals of the organization, services can be divided into commercial 

or profit service (such as aviation services, banks, and insurance) and services 

non-profit service (such as foundation schools, libraries, and museums). 

e) Regulation 

From the regulatory aspects, services can be divided into regulated service (e.g. 

brokers, public transportation, and banking) and non-regulated (e.g. brokers, 

cathering, and painting the house) 

f) Intensity level employee 

Based on the intensity level of employees, services can be grouped into two 

kinds, namely equipment-based services (such as the automatic car wash, 

ATM, and long-distance telephone service) and people-based services (such as 

a football coach, security guard, a management consulting and accounting 

services). 

g) Contact level service providers and customers 

Based on the level of customer contact and service providers, service can be 

divided into high-contact service (such as hospitals, doctors, banks, 

universities) and low-contact service (such as a cinema and car repair services). 

2.2.7.4 Factors Key Success Services 
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According to Lupiyoadi (2012: 17), the results of observation and the observation 

are made by the players in the service sector who suggested that there are five steps 

which you can take to achieve success in the world of services, namely: 

1) Producing services offered 

One of the things that is important in marketing services was doing the 

adaptation and updating of services offered, rather than doing the perfect 

"package design " on first launch. Services offered must follow the whims of 

the market that is associated with the value that is actually desired by the 

customer and its use, as well as responsive to the problems that occurred. 

2) Localize point of service system 

Availability is crucial, meaning the use of the service to be very important 

because the service could not be saved so that they use as soon as possible 

when needed. Manufacturers are required to be able to determine the right 

choice over the location of the provision of services in order to allow 

customers to get it as well as improving the quality of the services. 

3) Hosted a service contract 

It means the manufacturer service strives to attract and retain customers with 

contract or give its membership by providing members (member) a certain 

ease, so that companies can enjoy other advantages such as, service product 

to be identified and also build customer loyalty so that it becomes its own 

advantages and customers do not turn to other service companies. 

4) Use the power of information 

As it has been known, service business is a business that is very sensitive to 

the progress of information technology and business services operations 

because data about customers. Transactions, as well as employees, are the 



19 
 

 

tools of life because it can distinguish services with the competitors, as well 

as to improve the quality and the service itself. 

5) Determine the strategic value of customer service 

Strategic value is a function of the design of the business strategy and the 

assessment of the methodology so that it could explain the previous issues. 

The answers to those issues could be a potential and significant strategy to 

improve business and services provided by the company. 

2.2.8 Service Quality (SERVQUAL) 

2.2.8.1 The Definition of Servqual 

According to Lovelock and Wright (2007:96) the definition of service 

quality is a long-term cognitive evaluation of the customer to the delivery of 

services of a company. 

In other words, servqual is built upon a comparison of the two main 

factors; the customer perception of the actual service they receive (Perceived 

Service) and the actual service that is expected / desirable (Expected Service). If 

reality is more than what has been expected, it can be said to be top quality 

service. However, if the reality is less than what has been expected, the service is 

said to be qualified. If the same fact in the hope of the service was became 

satisfactory. Quality is defined in term of customer perception (Winner, 

2007:425). 

Service quality can be determined by comparing the perceptions of 

consumers for the service, which obviously have been received / obtained with 

the actual service they expect / want for the service attributes of a company. If the 

services received or perceived (perceived service) as expected, then good 

perceived service quality and satisfaction, if the services received exceed the 
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expectations of consumers, the perceived service quality is very good and 

qualified. Conversely if the services received lower than what has been expected, 

then poor quality of service is perceived.  

According ISO 9000 in Lupiyoadi and Hamdani (2009:175) quality is 

defined as the “degree to which asset of inherent characteristics fulfills 

requirements”. Requirements in this term are  the need of expectation that is 

started, generally implied or obligatory. 

Quality of service must be started from the needs of the customer and ends 

with customer satisfaction and positive perceptions of service quality. This means 

that the image quality is not based on viewpoint or perception of the service 

provider, but the point of view or perception of the customer. 

From the definitions of quality of service, it can be concluded that the 

quality of service is any activity undertaken by the company in order to meet 

consumer expectations. Service in this case is defined as a service or a delivered 

by the owner of the service in the form of convenience, speed, relationships, skills 

and hospitality are addressed through the attitude and nature in providing services 

for customer satisfaction. 

 

2.2.8.2 Dimension of Service Quality 

According to Parasuraman in Lupiyoadi and Hamdani (2009:182) states that there 

are five dimensions of service quality, namely: 

a) Tangibles, 

This can be briefly defined as the appearance of physical facilities, 

equipment, personnel and communication materials. The importance of this 

will grow the tangibles dimension image service providers, especially for 

new customers in evaluating service quality. Companies that do not pay 
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attention to its physical facilities will foster confusion or even damage the 

company image. Appearance and the ability of the company's physical 

infrastructure and the circumstances surrounding environment is tangible 

proof of the service provided by service providers. This includes the 

completeness and convenience facilities offered, oofficers who dressed 

neatly, cleanliness’ and comfort of the room that have serve in order to meet 

customer satisfaction. 

Because the term of service is something that cannot be seen, cannot be 

smelled and cannot be touched, then the tangible aspects become important 

as a measure of the service. Customers will use the sense of sight to assess 

the quality of service. 

b) Reliability 

This can be briefly defined as the ability to deliver the promised service 

accurately, timely, and reliable. This dimension has two main aspects, 

namely the consistency of performance and trustworthiness (dependability). 

Reliability relates to the ability of a company providing an accurate service 

since it first without making any mistakes and deliver services in accordance 

with the agreed time. It involves honesty in giving testimony, 

professionalism in handling customerer complaints, serve on time. 

Company's ability to deliver services as promised in an accurate and reliable. 

In other hand, it is also include in accordance with customer expectations 

mean performance time, the service without fault, sympathetic attitude and 

with high accuracy. The importance of this dimension is the customer 

satisfaction will decline if the services rendered do not match what was 

promised. 
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c) Responsiveness,  

Responsiveness is the most dynamic dimension of service quality. Customer 

expectations for fast service almost certainly will change with the likely rise 

over time. 

This dimension emphasizes the attention and speed of the employees 

involved in responding to requests, questions, and consumer complaints. 

Thus, the component or the element of this dimension consists of: efficiency 

in serving the needs of customers, speed in handling customer complaints, 

and the delivery of information when the service activity is running. 

Responsiveness may foster a positive perception of the quality of services 

rendered. This is included in the event of failure or delay in delivery of 

services, service providers strive to improve or minimize loss to consumers 

immediately. 

d) Assurance 

Assurance is a dimensional quality that relates to the ability of firms and the 

behavior of employees in instilling a sense of trust and confidence to the 

customers. This dimension consists of several components like: 

communication, credibility, security, competence, and courtesy. 

The indicator of this dimension is that the quality of hospitality and courtesy 

in providing services, ability to provide security in the use of services 

offered, extensive knowledge of employees so as to answer the customer. 

This dimension is very important because it involves the perception of 

consumers against the risk of high uncertainty for service provider’s ability. 

Companies build consumer trust and loyalty through employees who are 

involved directly addressing the consumer.  
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e) Empathy 

Empathy provides a really concerned individual and customers by trying to 

understand the desire of consumers to which a company is expected to have 

an understanding and knowledge about customers, understand the needs of 

specific customers, as well as having the operating time that is convenient for 

customers. In this case, a company should established several actvities is that 

understandings they need, attention to customers, willingness to help 

customers. 

Thus, the components of this dimension is a combination of access that is 

easy to use services offered by the company, communication is the ability to 

perform to convey information to consumers or to obtain input from 

consumers and understanding of the effort to know and understand the needs 

and desires of consumers. 

2.2.8.3 Service quality model 

According to Lovelock and Wright (2007:97) service quality gap is the difference 

between the performance of service providers and the expectations of the 

customer's expectations. Meanwhile, according to Lupiyoadi and Hamdani 

(2009:184) there are five gaps that cause the difference in the perception of 

service quality, namely: 

a) Consumer expectations and perception managemen gap t Which Arise 

because management is not thorough, so do not know fully the wishes and 

expectations of consumers. 

b) Management perception quality procure services gapwhich arise because the 

consumer wants to know the management, but cannot provide appropriate 

services to consumer interest. 
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c) Quality gap services with external communications. Acccording good service 

quality specifications, but the employees who serve under-trained, still new 

and stiff. 

d) Communication gap with external service delivery. Services rendered in 

accordance with the promises in advertisements, brochures, or other 

promotional media. 

e) Gap in services experienced / perceived by the expected service. Services 

received by consumers do not the same to what is imagined. 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 

Model of Service Quality Gap 
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               Source: Rambat Lupiyoadi – A. Hamdani (2011)  

2.2.9 Costumer 

2.2.9.1 Customer expectation 

The definition of customer expectations by Lovelock and Wright (2007: 93) 

is the internal standard used to judge the quality of a customer service experience. 

Expectations of the customer or the customer expectation is always there 

for four things: 

Individual needs become an important factor if your customers already have high 

demandsand definitely high expectations as well. 

Word of mouth is when your customers can have a certain expectation because the 

stories of others. Stories from others are often regarded as a reference. 
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Past experience; People who've had good experiences in the past will be able to 

receive service at least equal to the first, if not he will be disappointed. 

External communication is a business enterprise to promise something to a 

customer in order to attract customers. 

In the context of general customer satisfaction, expectations are the 

estimation or beliefs about what the customer receives. Customer expectations are 

believed to have a major role in determining the quality of products (goods or 

services) and customer satisfaction. There are basically evaluations in a hope that 

the customers will use as a standard or reference. 

2.2.9.2 Consumer Behavior 

According to J. Peter Paul Peter and Jerry C. Olson's (2011:6) Consumer 

behavior is dynamic. This means that a consumer, the consumer group, as well as 

the wider community is always changing and moving all the time. 

Along with the increase in economic growth in Indonesia today, the 

community is getting good at selecting goods and services to be consumed. 

Therefore, in order to expand its business centers, a company must know the 

consumer behavior so that the customer's presence can be maintained. Attitudes 

and consumer behavior will have considerable influence in determining a strategy 

for a company. 

The main goal of marketers is to serve and to satisfy consumer needs and 

demands. Therefore, marketers need to understand how the consumer behavior is 

in an attempt to satisfy the needs and demands. Consumer behavior is related to 

consumer attitudes in making decisions based on cognitive processes to acquire, 

consume, and spend their products or services. 
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The field of consumer behavior covers a lot of ground. For example, it is 

the study of the processes that is involved when individuals or groups select, 

purchase, use or dispose product, services, ideas, or experiences to satisfy needs 

and desires (Michael, Solomon, 2007). 

Ruth Engel in Hurriyanti (2010) suggested that there are several factors 

influencing the behavior of Customers in the factors of the decision process, 

namely: 

 

 

 

 

Figure 2.2 

Major Factors Influencing Buyer Behavior 

 

Source: Kotler 

a) Cultural factors 

Culture is the arrangement of the basic values, perceptions, desires a 

learned behavior from family members of a society and an important 

agency sharing. Cultural factors consist of: 

Sub-culture; that is a group of people with shared value systems based on 

experience and live the same situation 
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Social class; that is is part of the community that is relatively permanent 

and well-organized; whose members have the same interests and behavior. 

b) Personal factors 

A buyer's decision is influenced by personal characteristics such as age 

and stage of life cycle, occupation, economic situation, lifestyle, 

personality, and self-concept. 

 

c) Social factors 

Consumer behavior is influenced by factors of social factors, such as: 

groups, group dynamics are two or more people who interact to achieve 

individual or joint arrangement. 

d) Psychological factors 

One's choice in the purchase is influenced by three important 

psychological factors, namely: 

Motivation; that is is the need to be stimulated enough to make someone 

look for satisfaction and needs. 

Perception; that is is the process by which a person chooses, measure, and 

interpret information to form a meaningful figure of the world recognize. 

Learning; that is is to describe the changes in individual behavior that 

arise because of the experience. This process takes place through: 

encouragement, stimulation, clues, responses, reinforcement. 

Based on the understandings above, it  can be concluded that consumer 

behavior is closely related to the decision making process in the use of goods and 

services to satisfy their needs. 
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2.2.10 Customer Satisfaction 

2.2.10.1 The definition of Customer Satisfaction 

Customer satisfaction is the extent to which a product’s perceived 

performance matches buyers’ expectations (Kotler and Armstrong, 2009:46). 

According to Scnaars (2010: 8) in Tjiptono (2011: 27), basically,  the purpose 

of a business is to make the customers feel satisfied. Creation of customer 

satisfaction may provide some benefits, such as the relationship between the 

company and its customers to be harmonious. It also provides a good basis for the 

purchase and the creation of customer loyalty and establish a recommendation by 

word of mouth (mouth of mouth) that is profitable for the company. 

Definition of customer satisfaction according to Lovelock and Wright 

(2007:96) is a short-term emotional reaction to the performance of customer 

service. Meanwhile, according to the Fornell in Tjiptono (2008:169), customer 

satisfaction is a response to the evaluation of the difference among the initial 

perception before purchasing (other performance standards) and actual 

performance as perceived after using or consuming the product concerned. 

There are still many companies that do not currently have a goal to satisfy 

the customers. They have ways of expressing a wide range of everything as 

expected every customer. This situation not only occurs in the private sector but 

also in the government sector. It is increasingly recognized that the service and 

customer satisfaction are a vital aspect in order to stay in business and win the 

competition.  
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So the level of satisfaction is a function of the difference between perceived 

performances and expectations. If the performance is below the expectations, the 

consumer will be disappointed. Yet, when the performance is in line with their 

expectation, the consumer will feel satisfied. In addition to that, when the 

performance exceeds expectations, customers will be very satisfied. Consumer 

expectations can be shaped by past experience, comments from relatives and the 

promise of marketer, as well as information from the competitor. Satisfied 

customers will be loyal for longer time, and they will be less sensitive to price. In 

addition, they will be a good member who give comments about the company. 

Understanding customer satisfaction is the degree to which the notion of 

performance (perceived performance) product will be in line with expectations of a 

buyer. When the performance of the products is lower than the expectations of 

customers, it means that it does not satisfiy the customers. However, if the 

performance is in line with expectations or exceed customer expectations then the 

buyers will be satisfied, or very happy.  

 

  

 

 

2.2.10.2 Factor affecting customer satisfaction 

According to Zeithaml et al., (2006:110) Customer satisfaction is 

influenced by specific products or service features, perception on service quality, 

and price. In addition, personal factors such as the customer’s mood or emotional 

state and situational factors such as family members’ opinions will also influence 

satisfaction. 
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In determining the consumer satisfaction, there are five factors to be considered by 

the company, for examples: 

a) Product quality, i.e. the customer. This will feel satisfied if their results 

show that the products they use quality. 

b) Quality of care or services; the customer will feel satisfied when they get 

good service or as expected. 

c) Emotion; customers will feel proud and confident , and other people will be 

amazed to him while using the product with a particular brand that tends to 

have higher levels of satisfaction. Satisfaction is not obtained because of the 

quality of the product, but the social or self-esteem is the one that makes 

customers feel satisfied with a particular brand. 

d) Price; it is when a product, that has the same quality but relatively cheap 

pricing, will give a higher value to customers. 

e) Costs; consumers who do not need to pay extra or do not have to waste time 

to get a product or service tend to be satisfied with a product or service. 

2.2.10.3 Measurement of customer satisfaction 

There are several methods that can be used by any company  to measure 

and monitor customer satisfaction and competitor's customers. According to 

Tjiptono and Candra (2007:210) there are several ways to measure customer 

satisfaction, including: 

a) Complaint and suggestion system 

Each consumer-oriented organization provide opportunities and access to 

an easy and convenient for its customers to submit suggestions, criticisms, 

opinions, and complaints. The media that are used are suggestion box, that 

is placed at the strategic location (which is easily accessible or frequently 
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pass through the customer), a comment card (which can be filled directly or 

sent via mail to the company), a special toll-free telephone line, website, 

etc. 

b) Ghost Shopping (Shooping Mystery) 

One way to get an idea of the customer satisfaction is by hiring some 

people to play or ghost shoppers posing as a potential consumer product 

companies and competitors. They are required to interact with staff and 

service providers using the products / services. 

c) Lost Customer Analysis 

Company has to contact the consumers who have stopped buying or 

suppliers who have moved in order to understand why it happens and in 

order to take policy for fixing and improving the method. 

2.2.10.4 Strategy of customer satisfaction 

a) Marketing strategies of relationship marketing 

Is a strategy in which a transaction between sellers and buyers of sustainable 

and does not end after the sales ended. In other words established a 

partnership with customers should be continuously. Relationship marketing 

strategy can be implemented by making a list of names of customers, 

including other important notes about the customer that the companies need 

to be fostered long term relationships.  

b) Superior customer service strategy 

It is a strategy which a company oriented in order to offer a better service 

than the competitors. This will require substantial funds, human resources, 

and persistent effort in order to create a superior service, so that the company 

will benefit immensely from the better service. 
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c) Strategy of unconditional guarantees 

This strategy is cored into the commitment in providing satisfaction to 

customers who, in turn, will be a dynamic source for a perfect quality product 

or service as well as the company performance. It also will increase the 

motivation of employees to achieve better performance level than before 

ones. 

 

d) Complaint handling strategies efficient 

Handling of complaints provides an opportunity to turn a dissatisfied 

customer into the satisfied one. Speed and precision handling are essential for 

the realization of customer's trust on the company. Because, the longer the 

complaint is handled, the customer will think that the companies cannot 

afford to give satisfaction to the customer.  

e) Strategy to improve corporate performance 

It includes a variety of efforts such as monitoring and measuring customer 

satisfaction on an ongoing basis. It also provides education and training 

program that is related to communication, salesmanship, and public relations 

to management. 

f) Applying Quality Function Development (QFD) 

That is the practice in designing a process in response to customer needs. 

QFD tries to translate what the customer needs to become what comes out of 

the organization. Thus, QFD allows a company to prioritize the needs of our 

customers find innovative responses to those needs, and improve processes to 

achieve maximum effectiveness. 

2.2.11 The relationship of service quality with costumer satisfaction 
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The levels of service quality can be categorized as good or poor depend on the 

serving condition that given by the company in order to satisfy the costumer. Service 

company is not something that can be easily defined, because its related with customer 

expectation. Service company on the customer service is very important element in order 

to ensure the survival or maintaining the stability of the business, because the company is 

expecting loyalty from service users. The customers will be loyal to the company if they 

get satisfy, it means service that given by the company so close or exactly toward 

customer expectation.  

Service quality is the expected level of excellence and the control over the level 

of excellence to meet customer satisfaction levels. If the services are received or 

perceived as expected, then good service quality is perceived and the customers are 

satisfacted. Thus, it will affect the level of consumer loyalty. Conversely if the services 

received lower than expected, then the perceived poor quality of service that would 

decrease the level of consumer loyalty. This is according to the Lupiyoadi’s (2009) 

statement  stating that the one that affects the level of consumer loyalty is the quality of 

service. 

Therefore, good service quality can encourage service users to establish closer 

ties with the company. For companies that want to win the competition in the service 

business, they should pay attention to the quality of care provided to service users. 

Quality of service is something complex because it has different assessment for 

its service quality of the products quality , especially because it is intangible and the 

production and consumption patterns run simultaneously. Besides the differences in 

these characteristics of the service quality assessment, the consumers are directly 

involved and participated in the process of the service, so is the quality of service is what 

the consumer response to services consumed or perceived. 
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Thus, customer satisfaction is a form of behavior towards the purchase of goods 

or services in such products. Consumer satisfaction is very important because it will 

affect the smoothness of the business or enterprise. Satisfied customers will service / 

products that will re-use of the services / products offered. This will build customer 

loyalty. 

 
2.3   Research Framework 

According to Sugiyono (2009:66) framework is a model of how the conceptual 

theory associated with a variety of factors has been identified as an important issue. 

Service quality is a picture of how far the difference between the reality of service 

(perceived service) with the expectations of the customers the service they should 

receive (expected service). Perceived incompatibility will cause the services is a 

perception gap that the customers on the quality of service. So that customer 

satisfaction is a top priority for the company to achieve success. Based on the 

description above framework schema can be thought as follows: 

 

 

 

 

 

 

 

Figure 2.3 

Research Framework 
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Source:Researcher,  2013 
 

2.4 Hypothesis 

According to the Uma Sekaran (2009:87) a hypothesis can be defined as a 

tentative, yet testable, statement, which predicts what you expect to find in your 

empirical data. Hypothesis is a tentative answer to the problems of research, until it us 

proven by the data collected. Based on the theory discussed above, it can be made as a 

model hypothesis. As for the reasons in writing of the research hypothesis is that it can 

be used to help researchers make the process more focused research. 

It is to be temporary because new answers are based on relevant theory, not based 

on empirical facts obtained through the collection of data. 

 

Figure 2.4 

Hypothesis Model 
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Remarks: 

 

     : Simultaneously affected 

 

     : Partially affected 

 

 

Based on the problems that have been formulated from the purpose of research as 

well as the theoretical basis of previous studies, the hypothesis presented in this study is : 

H1  Claimed that the service quality dimension consist of tangibility (X1), 

reliability (X2), responsiveness (X3), assurance (X4), and empathy (X5) 

simultaneously affects customer satisfaction of Biuti Hotel in Banjarmasin. 

H2  Claimed that the service quality dimension consist of tangibility (X1), 

reliability (X2), responsiveness (X3), assurance (X4), and empathy (X5) 

partially affects customer satisfaction of Biuti Hotel in Banjarmasin. 

 

Tangible (X1) 

 
Reliability (X2) 

Responsiveness (X3) 

Assurance (X4) 

Empathy (X5) 

Customer Satisfaction  

(Y) 
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CHAPTER III 

RESEARCH METHODOLOGY 

 

3.1  Research Types 

 In tThis study, the researcher uses used quantitative research methods. 

Quantitative research method is a research method  that is based on mathematical 

data and statistical data. The method used for the research used is explanatory 

research which is a method that takes sample from a population and uses 
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questionnaire for data collection. This research useds explanatory pattern (level of 

explanatory) which is a description of research highlights of the relationship 

between variables and testing research hypotheses which have been formulated 

previously. Therefore it is also called the research hypothesis testing (Sugiyono, 

2012). 

 The study design is the way to conduct research or to seek out and to carefully 

re-examine something that aims to discover, to develop, and to verify the truth of 

an event or knowledge by using scientific methods to find something. 

Based on the formulation of the problem and research objectives, the type of his 

study used the is explanatory research. According to Singarimbun and Effendi 

(2006:5), explanatory research is a research that describes the causal relationships 

between variables through hypothesis testing. Therefore, it can also be said that 

explanatory research is research that is used to test the hypotheses on the 

relationship among variables (causal relationship). 

 In the implementation of explanatory research the survey method was used. 

This is a research method that attempts to explain or to describe a social 

phenomenon by looking at the relationship of the researched variable. 

 

3.2  Research Location 

 The research was carried out in Biuti Hotel at Haryono.MT Street No.21 

RT.07 / RW.008 Banjarmasin tengah, South Borneo. 

 

3.3  Types of Data 

 Based on how to obtain it, this study uses two kinds of data sources, which 

include: 
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 a. Primary Data 

Primary data is data the that refer to the information obtained from 

first-hand by researchers associated with the variable of interest for the 

specific purpose of the study (Sekaran, 2009:180). These obtained 

directly from the research object of the respondents through the 

questionnaires and interviews. 

 

 

 b. Secondary data 

Secondary data is the data obtained from two sources of data required 

by the researcher (Bungin, 2009:122).  

 These data include an overview of the study sites. They are usually obtained 

from the library or previous research reports. The secondary data sources can be 

books, journals, articles from the internet, and theses 

 

3.4  Data Collection Methods 

  Data collection technique used in this study is Questionnaire / Surveys. 

According to Sugiyono (2011:142). Survey is the method of obtaining primary 

collecting data by giving questions or written statement to respondents to be 

answered. The technique of data collection was done by providing or distributing 

a list of questions to the respondent to get a response or a response in writing to 

obtain information related to research. 

 

3.5 Population and Sample 

3.5.1 Population 
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 According to Sugiyono (2008:80), states that the population is the 

generalization region comprising an object or a subject that has certain 

qualities and characteristics which are determined by the researchers to learn 

and then draw conclusions. 

 The population has at least one characteristic that can be distinguished 

the population with other groups. A survey does not need to examine all 

individuals in a population because it would require time, effort, and at great 

cost. Thus the data used for this study is the population that was taken from all 

customers who had used the services of the Buiti Hotel Banjarmasin in 

January until May 2013. 

3.5.2 Sample 

 The sample is a part of the population. Sample consists of selected 

member of population. Thus, sample is a number or some of the population 

because not every population can be used as a sample (Sekaran, 2009:263).  

 By examining some of the population, it is expected to describe the 

actual results of the population. The ideal method of sampling has the 

characteristic; such as: 

a. It can produce a picture that can be trusted for the entire population 

b. It can determine the precision of the results of research by 

determining the standard deviation and estimates that are obtained. 

  c. It is simple, easily implemented 

  d. It can provide information as possible at the lowest cost. 

According the meaning that is expressed by Sugiyono(2008:73) "The 

sample is part of the number and characteristics of the population”. 
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 Population, as described previously, is difficult to determine with 

certain amount. Accordingly, the sampling method used in this study is a non 

probability sampling method. Sugiyono (2008:120) states that sampling is a 

non probability technique that does not give equal opportunities for each 

element or member of the population to be selected into the sample. Thus, the 

use of non probability sampling, knowledge, belief, and experiences of a 

person are taken into consideration to determine the member selected as the 

sample population. 

 Because the population in this study cannot be certainly known, then 

the study used data collection method in accordance with what has been stated 

by Roscoe in Sugiyono (2011:91). He states that if a research uses multivariate 

analysis (correlation or multiple regressions), the minimum sample is 10 

multiplied by the number of variables observed. In this research, the numbers 

of variables are 6 (five independent variables and one dependent variables), so 

the minimum number of respondents are (6 x 10 = 60), so 60 respondents is 

considered over the minimum.                 

 In this study there are five attributes to be measured, that are tangibility 

(X1), reliability (X2), responsiveness (X3), assurance (X4), and empathy (X5) 

as well as customer satisfaction (Y). Therefore, in the opinion of Roscoe, the 

minimal samples for this study were 60 respondents. With consideration to the 

level of accuracy of the data generated from the population and the minimum 

sample (10) times the number of indicators observed (17) is much better, the 

researchers set a total of 170 respondents. 

3.6 The Sampling Techniques 
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 The sampling technique in this study usedis using a non probability sampling. 

Non-probability sampling is a sampling of ways in which each element of the 

unknown probability is selected to be the subject population samples (Sekaran, 

2009:276). This means that the findings from the study of the sample cannot be 

confidently generalized to the population. The sampling technique used was a 

purposive sampling.  

 According to Sekaran (2009:276), purposive sampling is confined as the specific 

types of people who can provide the desired information, either because they are only 

ones who have it or they can conform to some criteria set by researcher. 

 Based on sampling techniques that are used, then the criteria of the selected 

respondents in this study are the respondent has the following characteristics:  

1. Respondents were customers who had used the services of Biuti Hotel in 

January until May 2013 

2.  Respondents who are aged 17 and more 

3. Respondents who already used more than once use the services of Biuti Hotel 

Banjarmasin 

3.7 Operational Definition and Variable Measurement 

 3.7.1 Variable identification 

 According to Sekaran (2009:69) variable is anything that can take on 

differing or varying values. The values can differ at various times for the same 

object or person, or at the same time for different objects or person.  

 According to Lewis & booms in Tjiptono (2008:85) the quality of 

service can be defined as "a measure of how good the level of services 

rendered capable of in accordance with the expectations of customers". The 
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variables of the concept of service quality to be used in this study are based on 

the dimensions of service quality. 

 In this study the variables used are the dimensions of service quality 

which are identified with X as independent variables and customer satisfaction 

are identified with Y as the dependent variable. 

 3.7.2 Independent variable (X) 

 Independent variable is one that influences the dependent variable in 

either a positive or negative way (Sekaran, 2009:72). That is, when the 

independent variable is present, the dependent variable is also present, and 

with each unit of increase in the independent variable, there is an increase or 

decrease in the dependent variable.  

 he independent variable is the dimension of service quality. Thus, 

according to the operational definition each of variable service quality 

dimension, which are: 

a. Tangibility (X1) 

The tangibility is a series of physical facilities owned by the company that is 

used to support the delivery of services to consumers, such as: buildings, 

equipment, tools, technology and so on. 

Indicator: 

• Completeness and convenience facilities offered (X1.1) 

•  Officers who dressed neatly (X1.2) 

•  Cleanliness and comfort of the room (X1.3) 

 

b. Reliability (X2)  
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Company's ability to provide services in accordance with the promise of 

immediate, accurate, and satisfactory to the Customer. 

Indicators: 

• Honest in giving service (X2.1) 

• Professionalism in handling customer complaints (X2.2) 

• Serve on time (X2.3) 

c. Responsiveness (X3) 

Responsiveness of officers in providing prompt and quick service to 

customer. 

Indicators: 

• Efficiency in serving the needs of customer (X3.1) 

• Speed in handling customer complaints (X3.2) 

• Delivery of information when the service activity is running (X3.3) 

d. Assurance (X4) 

Knowledge, courtesy and ability of employees to convey trust and confidence 

to customers so that customers feel safe or secure. 

Indicators: 

 • The quality of hospitality and courtesy in providing services (X4.1) 

•  Ability to provide security in the use of services offered (X4.2) 

• Extensive knowledge of employees so as to answer the customer (X4.3) 

e. Empathy (X5) 

Attention and understanding of a given employee to the visitors. 

Indicators: 

• Understanding the need (X5.1) 

• Attention to customer (X5.2) 
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• Willingness to help customer (X5.3) 

3.7.3 Dependent variable (Y) 

According to the Sekaran (2009:70), dependent variable is the variable of 

primary interest to the researcher. The reseacher goal is to understand and to 

describe the dependent variable, or to explain its variability, or predict it. In 

other words, it is the main variable that lends itself for investigation as a 

viable factor. In this study the dependent variable used is the satisfaction of 

service users. 

Indicator: 

• Customer loyalty (Y1) is a customer statement relating to a favorable 

attitude or behavior after using the service. 

• References to others (Y2). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Table 3.1 

Concept, Variable, Indicator, Item of Research 
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Concept Variable Indicator Item 

SERVQUAL 

Dimension  

(X) 

Tangible 

(X1) 

• Completeness and convenience 

facilities offered  (X1.1) 

• Officers who dressed neatly (X1.2) 

• Cleanliness and comfort of the 

room (X1.3) 

- Bedroom (Bed, Bathroom, toilet, TV, AC), 

complete and worth the offer. 

- Officers uniforms worn neatly, clean, and 

courteous 

- Cleaning service continuing to maintain and 

preserve the comfort and cleanliness of the room. 

Reliability 

(X2) 

• Honest in giving service (X2.1) 

• Professionalism in handling 

customer complaints (X2.2) 

• Serve on time (X2.3) 

- The Biuti Hotel sides provide services in 

accordance with the promised. 

- The employee was very professional and 

competent way in response to customer complaints. 

- Biuti Hotel serve their customer on time. 

Responsive

ness 

 (X3) 

•Efficiency in serving the needs of 

customer (X3.1) 

•Speed in handling customer 

complaints (X3.2) 

•Delivery of information when the 

service activity is running (X3.3) 

- The efficiency service to the  needs of customers. 

- Manager on Duty provides solutions that need 

quickly respond in customer complaints. 

- Employee at any time always provide information 

on all matters relating to Biuti Hotel service. 

Assurance 

(X4) 

•The quality of hospitality and 

courtesy in providing services (X4.1)   

•Ability to provide security in the 

use of services offered (X4.2) 

•Extensive knowledge of employees  

to answer the customer (X4.3) 

- Officers conductor has been consistently polite in 

word and deed. 

- The during the use of services. 

- Biuti Hotel employee has good knowledge and 

competent in answering questions. 

Emphaty 

(X5) 

• Understanding the need (X5.1) 

• Attention to customers (X5.2) 

• Willingness to help customers 

(X5.3) 

- Biuti Hotel employee have an understanding of 

the interests and feelings of the customers 

- The attitude of staff with care and patience in 

responding to the needs of costumers 

- Employee  always had a sincere willingness to 

help customers. 

3.7 Measurement Scale  

 In this study there were five independent variables, tangibility (X1), reliability 

(X2), responsiveness (X3), assurance (X4), empathy (X5) and one dependent variable 

which is the customer satisfaction (Y). To measure the five variables, measuring 

instruments used are in the form of a statement of each indicator, and each variable are 

presented to the respondents through a questionnaire. The answer to each statement is 

calculated by summing the number of statements. Thus, the answer that is in the same 

position will receive a consistent basis as well as the number of values. 
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This study uses a later statement or quantitative analysis by using a Likert Scale. 

Likert scale is a scale used to measure attitudes, opinions, and perceptions of a person or 

group of persons on social phenomena (Sugiyono, 2008:93).  

Thus, each respondent was asked to answer a question with five alternatives, 

ranging from the level which was incompatible until very appropriate. This study uses 

interval data types. Likert scale has a scale of answers from 1 to 5: 

    Table 3.2 

                                     Measurement Scale Table 

SERVQUAL Dimension and Satisfaction 

Answer Choice Score 

Strongly Agree 5 

Agree 4 

Neither Agree or Nor Dissagree 3 

Disagree 2 

Strongly Disagree 1 

           Source: Uma Sekaran (2009) 

3.8 Research Instrument Test 

3.8.1 Validity test 

Validity refers to a test measure in which the researcher wishes to measure. 

The two major forms of validity are internal and external validity. In this case, the 

internal validity limits the discussion to the ability of a research instrument to 

measure what is purported to measure (Does the instrument really measure what 

its designer claim it does?) (Cooper and Shindler (2011: 280). 

Decision making of the validity test: 

 If the value of r count > r table, then the item is a valid question. 

 When the count value of r < r table, then the item is an invalid question 

(autumn). 
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In addition, another qualification to evaluate the validation of questions is if 

the correlation coefficient significant ≥ 0,3, it can be defined that the instruments 

or questions used are valid. 

3.8.2  Reliability test 

Reliability is a necessary contributor to the validity but it is not sufficient 

enough for validity (Cooper and Sclinder 2011: 283). Sekaran and Bougie 

(2010:161). The reliability of a measure indicates to a certain extent that it is 

without bias (error free); hence, it ensures the consistent measurement across time 

and various items in the instrument. 

And according to Hair, et al. 2010 in Zubaidi and Al Alnsari 2010, 

reliability analysis is used to measure the internal consistency of variables in a 

summated scale (Hair, et al. 2010 in Zubaidi and Al Alnsari, 2010). So this 

analysis was used to validate whether the questions which were used to measure 

each variable in the study model were either consistent or highly intercorrelated.  

Cronbach’s alpha was used to measure the reliability coefficient which also 

measures the consistency of the entire scale in which the instrument items are 

homogeneous and reflects the same underlying construction (Cooper and 

Schlinder 2011: 284). According to Hair et al. 2010 in Zubaidi and Al Alnsari 

(2010), Cronbach’s alpha is the most widely used measure, and the approved 

lower limit is 0,7 with a possibility to decrease to 0,6 with exploratory research. 

The instrument was initially examined to establish the reliability of scales. The 

Cronbach’s alpha coefficient range is bigger than 0,5 (Hair et al. 1998 in Yang, 

K.C.C  2005).  

3.9  Classical Assumption Test 
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In order to use the model to provide a representative result, the classical assumption 

test was conducted on a model to test the hypothesis. The model that was developed in 

this study had to satisfy the basic assumption that it shows no symptom of the normality 

data, multicollinearity and heteroscedasticity. 

 

 

3.9.1 Normality test 

 According to Ghozali (2006) the purpose of testing the data by testing 

the normality of the distribution of residuals is to see whether the data are 

normally distributed or not, as well as the data distribution with shape (bell 

shaped). 

Normality test was to determine whether the observed residuals are 

normally distributed or not. The method for the normality test is the 

Kolmogorov-Smirnov test. If the significance result of the Kolmogorov-

Smirnov is ≥ 0.05, it is normally distributed and otherwise is not normally 

distributed. 

Furthermore, the analysis was performed using the normal graph plot. 

Normal distribution formed a straight diagonal line, and the residual plot of 

data would be compared with the diagonal line. If it is a normal data 

distribution, the line describing the actual data will follow the normality lines. 

Basis for decision making to test for normality is: 

a. If the data spread around the diagonal lines and follow the direction of a 

diagonal line or histogram charts shows normal distribution, then the 

regression model meets the assumptions of normality. 
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b. If the data are far from the diagonal lines; or diagonal lines do not 

follow directions; or histogram charts do not show normal distribution, 

then the regression model does not meet assumptions of normality. 

3.10.2 Multicollinearity test 

 Multicollinearity is a statistical phenomenon in which two or more 

independent variables in a multiple regression model are highly correlated 

(Sekaran, 2009:352).  

The consequence of multicollinearity is a regression model that contains 

the estimated error standard that will tend to increase with the independent 

variable. 

The most simple and obvious way to detect multicollinearity is by checking 

the correlation matrix of the independent variables. The high correlation (most 

people consider correlation of 0,70 and above are high) is a first sign of 

sizeable multicollinearity. 

 The more common measures to identify multicollinearity are the 

tolerance value and the variance inflation factor (VIF – the inverse of the 

tolerance value). These measures indicate the degree in which one independent 

variable is explained by the other independent variables. A common cut off 

value is a tolerance value of 0.10, which corresponds to a VIF of 10.  

The steps to analyze multicollinearity assumption are as follows: 

• If the VIF value is smaller than 10 it is not the case then the 

multicollinearity problem. 

• If the VIF value is more than 10 then there is  multicollinearity 

problem. 
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3.10.3 Heteroscedastisity test 

 According to Ghazali (2006), this test aims to test whether the regression 

model of the residual variance inequality occurs one observation to another. If 

there are differences in variances, then heteroscedastisity symptoms are found. 

The presence of heteroscedastisity symptoms is to see whether or not a 

particular pattern in the scatter plot graph around the X and Y has a certain 

pattern, which also means that there has been a heteroscedastisity symptom. 

 Another way to detect heteroscedastisity is by looking at the graph 

scatter plot between the predicted value of the dependent variable (ZPRED) 

and the residual value (SRESID). If the points form a regular pattern like a big 

wave widened and narrowed, it indicates that heteroscedastisity occurs. 

However, if the points spread above and below the 0 on the Y axis without 

forming a specific pattern, then heteroscedastisity does not occur. 

 How to analyze the assumption of heteroscedastisity is by looking at 

the scatter plot graph, which is as follows: 

• If the regular dissemination of data on a scatter plot and form a 

specific pattern (up and down, clumped together), it can be 

concluded that there is a heteroscedastisity problem. 

• If the data spread on the scatter plot are not regular and not forming a 

specific pattern (up and down, clumped together), it can be 

concluded that heterosdastisity problem does not occur. 

3.10 Data Analysis Technique 
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Data analysis is defined as separating or breaking up an entire part into smaller 

parts especially using an examination of this part to find out their nature, proportion, 

function, interrelationship,etc. (Webster dictionary in Uma Sekaran,2006). 

The data obtained from questionnaires are subsequently processed and analyzed in the 

following ways: 

3.10.1 Multiple linear regression analysis 

The data model analysis in this study is the multiple regression analysis. 

Multiple regression analysis was used to analyze the influence of independent 

variables consisting of tangibility (X1), reliability (X2), responsiveness (X3), 

assurance (X4), and empathy (X5) and the dependent variable is customer 

satisfaction (Y). 

An equation model of multiple linear regression analysis in this study can be 

formulated: 

       Y = α + β1 Χ1 + β2 Χ2 + β3 Χ3 + β4 Χ4 + β5 Χ5 + е         

In which: 

Y = Customer satisfaction 

X1 = Tangibles  

X2 = Reliability  

X3 = Responsiveness 

X4 = Assurance 

X5 = Empathy 

 = Constanta 

β 1,….. β 5 = Coefficient regression independent variable 

e = Disturbing variable 
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 But in this research, the researcher prefers to use the standardized formula, 

because there is no denomination in the dependent variable or variable. The formula is 

as follows: 

Y = β1 Χ1 + β2 Χ2 + β3 Χ3 + β4 Χ4 + β5 Χ5 

In which: 

Y = Customer satisfaction 

X1 = Tangibles  

X2 = Reliability  

X3 = Responsiveness 

X4 = Assurance 

X5 = Empathy 

β 1,….. β 5 = Coefficient regression independent variable 

3.10.2 Coefficient of determination (Adjusted R Square). 

Adjusted R Square (R
2
) is a function that always appears in the number 

of independent variables in the model. Therefore, to compare the two models 

of R
2
, one must take into account the number of independent variables in the 

model. This can be done by using the "adjusted R square". The term means 

that the value of R
2 

is adjusted to the number of variables (degrees of freedom) 

in the model.  

In general, the coefficient of determination for the cross-section data is 

relatively low because of the large variation between each observation, while 

for the coherent data (time series) it typically has a high coefficient of 

determination. Without a doubt, the adjusted R
2
 will increase with the 

increasing number of variables, but the increase is relatively small.  
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3.12  Hypothesis Test 

3.12.1 The Simultaneous Hypothesis Testing (F Test) 

It is used to determine the relationship between independent and dependent 

variable, whether direct evidence of tangible (X1), Reliability (X2), 

Responsiveness (X3), Assurance (X4), and Empathy (X5) have a simultaneous 

effect on the dependent variable Y (customer satisfaction). 

The test steps are as follows: 

a. Determining Hypothesis Formulation 

•  H0: β1 = β2 0, meaning that the variables X1, X2, X3, X4 and X5 do not 

have a significantly simultaneous effect on variable Y 

•  Ha: β1 = β2 ≠ 0, which means that the variables X1, X2, X3, X4, and X5 

have a significantly simultaneous effect on variable Y. 

b. Determining the 95% confidence level (α = 0.05) 

c. Determine the significance 

•  The value of significance (P value) < 0.05 then H0 is rejected and Ha 

accepted. 

•  The value of significance (P value) > 0.05 then H0 rejected and Ha 

accepted. 

d. Make conclusions 

•  If (P value) < 0.05 then H0 is rejected and Ha is accepted. This means 

that independent variables simultaneously affect the dependent 

variable. 

• If (P Value) > 0.05 then H0 is rejected and Ha is accepted. This means 

that independent variables simultaneously (together) do not affect the 

dependent variable. 
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For the hypothesis test, to know whether it is accepted or rejected is by 

comparing the value of F. calculated by F. tables. If F calculated < F table, 

then H0 is refused and H1 is accepted, and if F calculated > F table, then H0 

is refused and H1 is accepted. Hypothesis testing and simultaneous partial 

data processing are done using the latest version of SPSS (Statistical 

Package for Social Sciences). 

3.12.2 The partially hypothesis testing (T test) 

It is used to determine the relationship between independent variables 

and the dependent variable, whether direct evidence of tangible (X1), 

Reliability (X2), Responsiveness (X3), Assurance (X4), and Empathy (X5) 

really have a partial effect on the dependent variable Y (customer satisfaction). 

The test steps are as follows: 

a. Determining Hypothesis Formulation 

• H0: β = 0, it indicates that the variables X1, X2, X3, X4 and X5 do not 

have a significant effect partially to variable Y. 

• H0: β = 0, it indicates that the variables X1, X2, X3, X4 and X5 have a 

significant effect partially to variable Y. 

b. Determining the 95% confidence level (α = 0.05) 

c. Determining the significance 

• The value of significance (P value) < 0.05 then H0 is rejected and Ha is 

accepted. 

• The value of significance (P value) > 0.05 then H0 is rejected and Ha is 

accepted. 

d. Drawing conclusions 
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• If (P value) < 0.05 then H0 is rejected and Ha is accepted. It shows that 

independent variables partially influence the dependent variable. 

• If (P Value) > 0.05 then H0 is accepted and rejected. This means that 

independent variables do not affect the partial dependent variable. 

The hypothesis test, whether it is accepted or rejected, can be obtained by 

comparing the t value calculated with t. tables. If t calculated < t table, then 

H0 refused and H1 accepted and if the t count > t table, then H0 is refused 

and H1 is accepted 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHAPTER IV 

FINDINGS AND DISCUSSION 

 

4.1 Description of Research Object 

4.1.1 Company Overview 
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4.1.1.1 History of Biuti Hotel in Banjarmasin 

Biuti Hotel is a Budget class 3 hotel that was founded in 1956 by H. 

Maksum (the late). At the first time, Biuti Hotel was a hotel with a standard 

homestay quality, and named as Beauty Homestay.  

Beauty Homestay had only 16 rooms with a capacity of 32 people. 

The humble standard quality provided the customers with a bed without any 

additional facilities such as air conditioner, television and bathroom in the 

room. At this period, the marketing target of beauty homestay were 

government agencies, private, a member of national army as well as 

tourists. 

In 1974 Beauty Homestay enhanced the quality and the facility to 

become budget class 3 hotel and changed its name into Beauty Hotel. 

Beauty Hotel upgraded the number of the rooms and the facility to become 

31 rooms. Each room were given a bathroom, AC and televisions. Beauty 

Hotel were still running until the early 1993, they had to stop operating 

because the founder of beauty Hotel passed away. During 1993-1995, after 

being left by its founder, it was released to private enterprise to run. Then, 

Beauty hotel was taken over by Drs. H. Anwar Fauzi in 1996 and renamed 

it into Biuti Hotel, under the impression that the new name was more 

memorable and thus led to an attraction. 

Biuti Hotel had improved largely today. In 2013, Biuti Hotel had 

become a budget class 3 hotel with more competitive capacities and 

facilities, and had 49 rooms which vary from superior, deluxe, and family 

type. Biuti Hotel also had 2 dining and meeting rooms that could hold 

people to 200 people per meeting room. The Biuti Hotel is now focusing 
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more to seminars, trainings and meetings for government agencies and 

private institutions, as well as tourists. 

4.1.1.2 Biuti Hotel Facilities 

There are 3 type of rooms in Biuti Hotel namely Superior, Deluxe 

and Family. Each room is packaged with a bathroom, water heater, AC, 

television, welcome drink, free wifi, and free breakfast for 2 people. Biuti 

Hotel also had 2 meeting rooms which are able to hold 30 to 200 people, 

.and also 2 dining rooms including restaurant. Other facilities offered are a 

guest lobby , a massage service (call), and ticket booking (ticket agents).  

Each facility in Biuti Hotel could be seen in the pictures below: 

 

 

 

Figure 3.1 

Superior Type 

 

Source: Biuti Hotel 2013 

Figure 3.2 

Deluxe Type 

 

Source: Biuti Hotel 2013 

Figure 3.3 

Family Type 
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Source: Biuti Hotel 2013 

 

Figure 3.4 

Meeting Room 

 

Source: Biuti Hotel 2013 

 

 

 

 

Figure 3.5 

Dinning Rooom 

 

Source: Biuti Hotel 2013 

Figure 3.6 

Lobby 

 

Source: Biuti Hotel 2013 

 

Figure 3.7 

The Receptionist 
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Source:  Biuti Hotel 2013 

4.2 Characteristic of Respondents 

This study aimed to analyse the influence of service quality towards customer 

satisfaction at Biuti Hotel in Banjarmasin. Therefore, this study used a certain 

customer in Biuti Hotel as a respondent, and then their data was identified as the first 

responder. Respondent’s data used in this study were the customer’s gender, age, 

work, amount of income, hometown and staying intensity.  In this study, 

approximately 170 questionnaires were distributed. For more details, characteristics 

of the respondents in this study could be described as follows: 

4.2.1 Respondents’ Characteristic by Gender 

Gender had an impact for any individual to be able to take a decision 

whenever they face an issue.  

Table 4.1 points out the results of the deployment of sex-based questionnaire 

respondents. 

                    Tabel 4.1 

                  Gender Composition of Respondents 

Gender Frequency Percentage 

Male 87 51,2 

Female 83 48,8 

Total 170 100,0 

                               Source: Primary data was processed August, 2013) 

It could be seen from the table above that from 170 respondents who used to 

be the respondents of this research, the male respondents were as much as 51,2% 

(87 people). Then, the female respondents were 48,8% (83 people). From the data 
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above it could be concluded that the comparison between male and female 

respondents had almost similar percentage and number, which means that male and 

female had similar activity or work outside house.  

 

 

 

4.2.2  Respondents’ Characteristic by Age 

One factor to consider in providing services to costumers is the age factor. 

This is because each of the different age groups tends to behave differently. The 

composition of different ages had an impact on the diversity of behavior. The age 

composition of Biuti Hotel study respondents could be seen in the following 

table: 

Table 4.2 

Age Composition of Respondents  

Age Frequency Percentage 

17 – 25 21 12,4 

26 – 35 57 33,5 

36 – 45 55 32,4 

46 – 55 27 15,9 

> 55 10 5,9 

Total 170 100,0 

                    Source: Primary data was processed (August, 2013). 

It could be seen from Table 4.2 that respondents aged 17-25 years were as 

many as 21 people (12,4%). Respondents aged 26-35 years comprised of 57 

people (33,5%). Aged 36-45 years consisted of 55 people (32,4%), a total of 27 

respondents (15,9%) were between 46-55 years, and respondents aged over 55 

years made up to 10 people (5,9%).  
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From the data above, it could be concluded that the majority of respondents 

were aged 17-25 years, and also had a little more than the percentage of age 26-

35 years. This indicates that the age of 15 – 25 years old and 26 – 35 years old 

typically had a good ability, where they had more activity outside like traveling 

out of town for Business or personal trip. However, for the age of more than 45 

years old, they began to find other alternative hotels that were more convenient 

pertaining to their age. 

4.2.3 Respondents’ Characteristic by Staying Intencity 

Respondents’ characteristics items viewed from their staying intensity were as 

follows: 

Table 4.3 

Staying intensity 

Staying intensity Frequency Percentage 

Twice  102 60,0 

Third 39 22,9 

Fourth 15 8,8 

> Fourth 14 8,2 

Total 170 100,0 

 Source: Primary data was processed (August, 2013) 

Based on the table above, from 170 respondents, 102 people (60 %) 

had stayed at the Biuti Hotel twice. 39 others (22.9%) had been staying for as 

many as 3 times, 15 people (5.5%) had stayed 4 times and the last 14 people 

(8,2%) had stayed more than 4 times. 

From the data above, it could be concluded that the data was 

dominated by respondents who had stayed as many as twice, because most 

customers in Biuti Hotel had only stayed in Banjarmasin for a few days only. 
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Moreover, it was also because most of them felt disappointed with Biuti Hotel 

services. 

4.2.4 Respondents’ Characteristic by Their Current Work 

This characteristic affected the amount of income per month of the respondents. 

The overview of the respondents by type of work could be seen in the table below: 

                                                              Table 4.4 

                    Present Work Composition of Respondents 

Work Frequency Percentage 

Teacher 23 13,5 

Entrepreneur 24 14,1 

Private Employee 53 31,2 

Civil Servant 55 32,4 

Student 6 3,5 

Other 9 5,3 

Total 170 100,0 

        Source: Primary data was processed (August, 2013) 

 Based on the table above, from 170 sample of respondents in this study, 55 

people were (32.4%) working as civil servants, 53 people (31,2%) worked as 

private employees, 24 people (14.1%) was entrepreneurs, 23 people (13.5%) were 

teachers, 9 people (5.3%) were workers whose jobs were not mentioned on the 

questionnaire and the remaining 6 people (3.5%) were students. 

From the data above, it could be concluded that the dominant respondents 

were civil servants as well as private employees. This phenomenon is in page with 

one of the market segmentation of Biuti Hotel  which are government or private 

agency. In fact, most government or private agency used the meeting rooms to 

organize training or meeting. 

4.2.5  Respondents’ Characteristic by Income 
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The respondents characteristics  viewed from the income earned each month are 

as follows:                   

Tabel 4.5 

Income Earned Composition of Respondents 

Income Frequency Percentage 

< Rp 1.000.000 8 4,7 

> Rp 1.000.000 - until Rp 2.000.000 61 35,9 

> Rp 2.000.000 - until Rp 5.000.000 87 51,2 

> Rp 5.000.000 14 8,2 

Total 170 100,0 

Source: Primary data was processed (August, 2013) 

 

Based on table above, from 170 respondents, around 87 people 

(51.2%) earned between Rp. 2,000,000 until Rp 5,000,000, while other respondents 

(35,9%) had an income between Rp 1,000,000 until Rp 2,000,000 in each month, 

14 people (8,2%) earned more than Rp 5,000,000 and 8 other people (4.7%) had 

made less than Rp 1,000,000 in a month. 

From the description above, the customers of Biuti Hotel were mostly 

people of middle class, around > Rp 1.000.000 - Rp 2.000.000 and > Rp 2.000.000 

- Rp 5.000.000. This was in accordance with the original market segmentation of 

Biuti Hotel which were for medium to medium–low segment of the economy class, 

despite the fact that most respondents came from relatively high incomers. Besides, 

for those who earned > Rp. 5.000.000, they prefer to choose other hotels that were 

more exclusive or luxurious. 

4.2.6 Characteristic of Respondent by Hometown 

The respondent’s characteristics of Biuti Hotel in Banjarmasin in accordance with 

their hometown are as follow:  

         Tabel 4.6 
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            Characteristic of Respondent by Hometown 

Hometown Frequency Percentage 

Banjarmasin 46 27,1 

Jakarta 17 10,0 

Others 107 62,9 

Total 170 100,0 

                Source: Primary data was processed (August, 2013)  

Based on the table 4.6 above, it could be seen that from exactly 170 respondents who 

became the sample of this research, 107 people were (62,9%) from outside Banjarmasin, 46 

people were (27.1%) from Banjarmasin and 17 other people (10%) came from Jakarta. From 

the fact above, most of the costumers in Biuti Hotel were people from another town, apart 

from Banjarmasin but still in Borneo. It proves that people who came to Biuti Hotel were 

people who had a business transaction/matter and in need of transitting or staying in 

Banjarmasin.  

 

 

4.3 Frequency Distribution of the Research Variables 

This study aimed to analyse the influence of service quality dimensions towards 

Biuti Hotel’s customers. The basic of service quality in this study consisted of five 

variables: tangibility (X1), reliability (X2), responsiveness (X3), assurance (X4), and 

empathy (X5). In this case, customer satisfaction (Y) was a dependent variable.  

The study was conducted on 170 customers who stayed at Biuti Hotel in 

Banjarmasin to provide data which was taken from questionnaires.  

Below is the table of mean values interpretation: 

      

 Table 4.7 

      Interpretation of Mean Value 

Mean Value Interpretation 
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1 – 1,8 Very Low 

1,8 – 2,6 Low 

2,6 – 3,4 Enough 

3,4 – 4,2 High 

4,2 – 5,0 Very High 

          Source: Researcher. 2013 

4.3.1 The Frequency Distribution of Tangibility Variable (X1) 

The frequency of respondent answers regarding a statement on tangibility variable 

(X1) which consist of three statements that could be seen in following table: 

   

 

 

   Table 4.8 

             Frequency Distribution of Tangibility Variable (X1) 

Item 
SD D NA A SA 

Mean 
F % F % f % F % F % 

X1.1 3 1,8 16 9,4 12 7,1 92 54,1 47 27,6 3,96 

X1.2 6 3,5 23 13,5 15 8,8 84 49,4 42 24,7 3,78 

X1.3 8 4,7 33 19,4 24 14,1 73 42,9 32 18,8 3,52 

The Average Frequency of  Variable (X1) 3,75 
      Source: Primary data was processed (August, 2013) 

Remarks: 

X1.1: The completeness and convenience facilities offered  

X1.2: The staff who dressed neatly 

X1.3: The cleanliness and comfort of the room 

Based on the table above, the value of the first statement was indicated by 

(X1.1) which stated that the hotel facilities (bedroom, bathroom, TC, AC, and water 

heater), were complete and worth offering. It could be seen as many as 54,1% 

respondent agreed and had an average value of 3.96 items. This showed that 

customers agreed with the statements in this variable. Customers felt that those 
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facilities were also good and satisfying. The mean value is the largest average value 

of the item on this variables. This indicated that the majority of customers were on the 

same page with the statement in (X1.1). 

  The second statement (X1.2) said that the staff dressed neatly. It was stated by 

49,4 % of respondents who agreed with the statement. The average value in this item 

(X1.2) is 3.78. In the third statement (X1.3), around 42.9% respondent agreed, and 

this item had an average value of 3.52 which means that the customers agreed to the 

cleanliness and comfort of the rooms in Biuti Hotel. 

  Overall, the average value for the variable Tangibility items (X1) is equal to 

4.006. This value indicated that the customers were satisfied with the tangibility that 

were provided by the Biuti Hotel. 

4.3.2 Frequency Distribution of Reliability Variable (X2) 

The frequency of respondent who answered the statements on reliability variable 

(X2) could be seen in following table: 

Table 4.9 

                    Frequency Distribution of Reliability Variable (X2)  

Item 
SD D NA A SA 

Mean 
F % f % F % F % F % 

X2.1 7 4,1 32 18,8 17 10,0 90 52,9 24 14,1 3,54 

X2.2 8 4,7 36 21,2 21 12,4 82 48,2 23 13,5 3,45 

X2.3 10 5,9 37 21,8 25 14,7 75 44,1 23 13,5 3,38 

The Average Frequency of  Variable (X2) 3,45 
       Source: Primary data was processed (August, 2013) 

Remarks: 

X2.1:  The honesty in giving service 

X2.2:  The professionalism in handling customer complaints 

X2.3: The punctuality of the service 

 Based on Table 4.12 above, the variable of the first statement is (X2.1) which said 

about the hotel side honesty in giving service in accordance with what they had 
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promised. Around 52.9% of respondent agreed and this item had an average value of 

3.54. This illustrated that the customers agreed with the statements in this variable. The 

mean value of X2.1 is the largest average mean value among other items. This indicated 

that the majority of customers agree with the statement in (X2.1). 

 The second statement (X2.2) said that Biuti Hotel’s professionalism in handling the 

customer complaints. Around 48.2 % agreed to this statement. The average value in this 

item (X2.2) is 3.45. The third statement (X2.3) stated the punctuality of Biuti Hotel in 

providing their service. Approximately, 44,1% respondent agreed and this item had an 

average value of 3.38 which means that most customers agreed that Biuti Hotel provided 

their service on time. 

 Overall, the average value for the Reliability Variable (X2) is equal to 3.45. This value 

shows that the customers were satisfied with the reliability which had been provided by 

the Biuti Hotel. But the result of multiple linear regressions said that the reliability 

variable did not have any significant influence to the customer satisfaction. The 

researcher believed that this occurred because most Biuti Hotel customers just wanted to 

stay while they had business, not to enjoy the view, service or others.  

.4.3.3 Frequency Distribution of Responsiveness Variable (X3) 

The frequency of respondent who answered the statements on the responsiveness 

variable (X3) could be seen in the following table:             

 

 

 

 

Table 4.10 

                       Frequency Distribution of Responsiveness Variable (X3) 

Item SD D NA A SA Mean 
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F % f % F % f % F % 

X3.1 13 7,6 33 19,4 21 12,4 78 45,9 25 14,7 3,41 

X3.2 12 7,6 34 20,0 19 11,2 72 42,4 32 18,8 3,45 

X3.3 13 7,6 36 21,2 21 12,4 78 45,9 22 12,9 3,35 

The Average Frequency of Variable (X3) 3,40 
 Source: Primary data was processed (August, 2013) 

Remarks: 

X3.1:  The efficiency in serving the needs of customer  

X3.2:  The speed in handling customer complaints 

X3.3: The delivery of information when the service activity is running 

Based on the table 4.13 above, the variable of the first statement is (X3.1) that 

indicated the efficiency of Biuti Hotel in serving the needs of all customers. As many as 

45.9% respondent agree and this variable had an average value of 3.41. Those number of 

customers agreed with the statements in this variable.  

The second variable (X3.2) showed the speed in handling customer complaints. 

Around 42,4 % customers agreed to this statement. The average value of this item (X3.2) 

was 3.45 which means that the customers agreed that Biuti Hotel was quick in handling 

customer complaints. This variable mean value the largest average value among the three 

items. This illustrates that the majority of customers agreed with the statement as 

indicated in (X3.2).  

The third statement (X3.3) is about Biuti Hotel delivery of information when the 

service activity is running. The data showed that 45.9% respondent agreed and this 

variable had an average value of 3.35 which means that the customers agreed how good 

Biuti Hotel in delivering information when service is being carried on. Overall, the 

average value for the variable of Responsiveness (X3) was equal to 3.40.  This value 

showed that the customers were mostly satisfied with the reliability that had been 

provided by the Biuti Hotel.  

4.3.4 Frequency Distribution of Assurance Variables (X4) 
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Frequency of respondent answers regarding a statement on the assurance 

variable (X4) which consist of three statements that could be seen in following 

table: 

           Table 4.11 

                  Frequency Distribution of Assurance Variables (X4) 

Item 
SD D NA A SA 

Mean 
f % F % f % f % F % 

X4.1 9 5,3 31 18,2 10 5,9 82 48,2 38 22,4 3,64 

X4.2 12 7,1 40 23,5 17 10,0 74 43,5 27 15,9 3,38 

X4.3 14 8,2 36 21,2 22 12,9 74 43,5 24 14,1 3,34 

The Average Frequency of Variabel X4 3,45 
Source: Primary data was processed (August, 2013) 

 

Remarks: 

X4.1: The quality of hospitality and courtesy in providing services 

X4.2: The Ability to provide security and safety insurance in using the services 

offered  

X4.3: The supporting knowledge of employees to answer customer's inquiries 

Based on Table 4.14 above, the sub-variable of the first statement is (X4.1), it was 

about the quality of hospitality and courtesy in providing services. The table showed that 

around 48.2% respondents agreed and this sub-variable had an average value of 3.64. 

This illustrated that customers agreed with the statements of this variable. Customers felt 

that the hospitality and courtesy of Biuti Hotel side in serving customer were satisfying. 

Its mean value is the largest average value among other items. This illustrates that the 

majority of customers agreed with the statement in (X4.1). 

The second statement (X4.2) was about the ability to provide security and safety 

insurance in using the services offered. Around 43,5 % respondent agreed to this 

statement. The average value of this item (X3.2) was 3.38 which means the customers 

agreed with the ability to provide security and safety insurance in using the services 

offered 
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The third item (X4.3) was The supporting knowledge of employees to answer 

customer's inquiries. It showed around 43,5% of respondents agreed and this item had an 

average value of 3.34 which means that the customers agreed with the supporting 

knowledge of employees to answer customer's inquiries. Overall, the average value of all 

items for the variable Assurance (X4) was 3.45. This value indicated that the customers 

were satisfied with the assurance which had been provided by the hotel.  

 

4.3.5 Frequency Distribution of Empathy Variable (X5)  

The frequency of respondents who answered three statements based on the 

empathy variable (X5) could be seen in following table: 

  

 

 

 

 

Table 4.12 

        Frequency Distribution of Empathy Variable (X5) 

Item 
SD D NA A SA 

Mean 
F % f % f % F % F % 

X5.1 10 5,9 35 20,6 20 11,8 78 45,9 27 15,9 3,45 

X5.2 13 7,6 34 20,0 20 11,8 70 41,2 33 19,4 3,45 

X5.3 15 8,8 29 17,1 22 12,9 80 47,1 24 14,1 3,41 

The Average Frequency of Variable (X5) 3,44 
Source: Primary data was processed (August, 2013) 

 

Remarks: 

X5.1: Understanding the need  

X5.2: Attention to the customers 

X5.3: Willingness to help the customers  

Based on the table 4.15, the value of the first statement was symbolized by 

(X5.1). This item was about how Biuti Hotel understood the need of the customers. 

As many as 45,9% of respondents agreed to this statement and this item had an 
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average value of 3.45 items. This showed that the customers were on the same 

page with the statements of this item. Customers felt that Biuti Hotel understood 

the customers’ needs very well. The mean value of this item was the largest 

average value of the item among the other variables. This illustrated that the 

majority of customers agreed with the statement in (X5.1). 

The second item (X5.2) was about the attention of Biuti Hotel to the customers. 

It was proven from 41,2 % of respondents who agreed to this statement. The 

average value of this item was 3.45 which means that the customers agreed with 

the attention of Biuti Hotel to the customers. The mean value of this item was the 

largest average values among other items. This illustrates that the majority of 

customers agreed with the statement in (X5.2). 

The third statement (X5.3) was the willingness of Biuti Hotel to help their 

customers. Approximately 47,1% respondent agreed and this item had an average 

value of 3.41 which means that the customers agreed with the willingness of Biuti 

Hotel to help their customers. Overall, the average value of the three items for the 

variable Assurance (X5) was equal to 3.44. This value indicated that the customers 

were satisfied with the empathy in which the Biuti Hotel provided. 

Table 4.13 

               Frequency Distribution of Customer Satisfaction (Y) 

Item 
SD D NA A SA 

Mean 
F % F % f % f % f % 

Y1 15 8,8 27 15,9 27 15,9 72 42,4 29 17,1 3,43 

Y2 19 11,2 26 15,3 22 12,9 73 42,9 30 17,6 3,41 

The Average Frequency of Variable Y 3,42 
 Source: Primary data was processed (August, 2013) 

Remarks: 

Y1.1: The customer loyalty is a customer statement pertaining to a favorable 

attitude or behavior after using the service. 

Y1.2: Recommendation to others  
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Based on Table 4.16, the value of the first statement (Y1.1) was that 

respondents will still choose to stay at Biuti Hotel when they need to stay next 

time. Around 42.4 % respondent agreed and this item had an average value of 3.43.  

This shows that most respondents agreed with the statement that they were mostly 

satisfied and would use the Biuti Hotel again if there were another opportunity 

given to them. 

 The second statement (Y1.2) was about giving recommendation to others to 

stay at Biuti Hotel because of the quality of the hotel was very satisfactory.  

Around 42,9 % of respondents agreed to this recommend their friends. Further, this 

item had an average value of 3.41 (Y1.2).  

4.4 Testing of Research Instruments 

4.4.1 Validity Test 

The validity of the instrument is a measurement to show the level of validity 

and authenticity of an instrument. It is said to be a valid instrument, if the data of 

the studied variables could be measured or disclosed appropriately.  

Validity testing is needed to be done in any kind of research, particularly, by 

using questionnaires in testing the validity of data which is intended to determine 

the validity of understanding regarding the validity of the concept with empirical 

reality. Valid or not an instrument could be determined by comparing the Pearson 

Product Moment Correlation index with a significance level of 5% (0.05) and r 

values (correlation coefficient). Variable is declared valid if the significance level 

of less than or < 5 % (0.05) and r values (correlation coefficient) greater than or > 

0.3.  

Testing the validity of the resulting through SPSS program, could be seen in 

the following table: 
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 Table 4.14 

        Validity Test of Research Instrument 

Variabl

e 

Ite

m 
r 

Si

g 

Descriptio

n 

Tangibility (X1) 

X1.1 0,882 0,000 Valid 

X1.2 0,936 0,000 Valid 

X1.3 0,898 0,000 Valid 

Reliability (X2) 

X2.1 0,950 0,000 Valid 

X2.2 0,947 0,000 Valid 

X2.3 0,947 0,000 Valid 

Responsiveness 

(X3) 

X3.1 0,961 0,000 Valid 

X3.2 0,949 0,000 Valid 

X3.3 0,920 0,000 Valid 

Assurance (X4) 

X4.1 0,916 0,000 Valid 

X4.2 0,928 0,000 Valid 

X4.3 0,937 0,000 Valid 

Empathy (X5) 

X5.1 0,942 0,000 Valid 

X5.2 0,947 0,000 Valid 

X5.3 0,954 0,000 Valid 

Customer 

Satisfaction (Y) 

Y1 0,982 0,000 Valid 

Y2 0,983 0,000 Valid 
                       Source: Primary data was processed (August, 2013) 

 

Based on Table 4.17 above, it could be described: 

1. Tangibility variable (X1) that consist of X1.1 items had a positive coefficient 

correlation ( r ) of 0.882, which means that the value was more than 0.3 and 

had a significance of 0.000 in which less than significance level of 5% (0.05). 

This showed that the validity of X1.1 item had been fulfilled. X1.2 items had a 

positive coefficient correlation (r) of 0.936, which means that the value was 

more than 0.3 and had an significance of 0.000 in which less than significance 

level of 5% (0.05). This showed that the validity of X1.2 item had been fulfilled. 

X1.3 items had a positive coefficient correlation (r) of 0.898, which means that 

the value was more than 0.3 and had  significance of 0.000 in which less than 
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the significance level of 5% (0.05). This shows that the validity of X1.3 item 

had been fulfilled. 

2. Reliability variable (X2) that comprised of X2.1 items had a positive coefficient 

correlation ( r ) of 0.950, which means that the value was more than 0.3 and 

had an significance of 0.000 in which less than significance level of 5% (0.05). 

This showed that the validity of X2.1 item had been fulfilled. X2.2 items had a 

positive coefficient correlation ( r ) of 0.947, which means that the value was 

more than 0.3 and it had a significance of 0.000 in which less than significance 

level of 5% (0.05). This also showed that the validity of X2.2, had been fulfilled. 

X2.3 Items had a positive coefficient correlation ( r ) of 0.947, which means that 

the value more than 0.3 and had significance of 0.000 in which less than the 

significance level of 5% (0.05). This showed that the validity of X2.3 item had 

been fulfilled. 

3. Responsiveness variable (X3) that comprised of X3.1 had a positive coefficient 

correlation ( r ) of 0.961, which means that the value was more than 0.3 and 

had an significance of 0.000 in which it was less than the significance level of 

5% (0.05). This showed that the validity of X3.1 had been fulfilled. The items of 

X3.2 had a positive coefficient correlation (r) of 0.949, which means that the 

value was more than 0.3 and had an significance of 0.000 in which less than 

significance level of 5% (0.05). This showed that the validity of X3.2 had been 

fulfilled. The items in, X3.3, were having a positive coefficient correlation (r) of 

0.920, it means that the value was more than 0.3 and had a significance of 

0.000 in which less than significance level of 5% (0.05). This shows that the 

validity of X3.3 item had been fulfilled. 
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4. Assurance variable (X4) that comprised of X4.1 items had a positive coefficient 

correlation ( r ) of 0.916, which means that the value was more than 0.3 and 

had a significance of 0.000 in which less than the significance level of 5% 

(0.05). This showed that the validity of X4.1 item had been fulfilled. X4.2 had a 

positive coefficient correlation ( r ) of 0.928, which means that the value was 

more than 0.3 and had significance of 0.000 in which less than the significance 

level of 5% (0.05). This showed that the validity of X4.2 item had been fulfilled. 

The X4.3 had a positive coefficient correlation ( r ) of 0.937, which means that 

the value was more than 0.3 and had an significance of 0.000 in which less than 

significance level of 5% (0.05). This showed the fact that the validity of X4.3 

item had been fulfilled. 

5. Empathy variable (X5) that comprised of X5.1 which had a positive coefficient 

correlation ( r ) of 0.942, which means that the value was more than 0.3 and 

had a significance of 0.000 in which less than the significance level of 5% 

(0.05). This also showed that the validity of X5.1 had been fulfilled. The item of 

X5.2 had a positive coefficient correlation ( r ) of 0.947, which means that the 

value was more than 0.3 and had significance of 0.000 which was less than the 

significance level of 5% (0.05). This showed that the validity of X5.2 item had 

been fulfilled. The item of X5.3 had a positive coefficient correlation ( r ) of 

0.954, which means that the value was more than 0.3 and had significance of 

0.000 in which it was less than the significance level of 5% (0.05). This shows 

that the validity of the item of X5.3 had been fulfilled. 

6. Customer Satisfaction variable (Y) that comprised of Y1 had a positive 

coefficient correlation ( r ) of 0.982, which means that the value was more than 

0.3 and had significance of 0.000 which was less than the significance level of 
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5% (0.05). This indicated that the validity of Y1 had been fulfilled. The item of 

Y2 had a positive coefficient correlation ( r ) of 0.983, which means that the 

value was more than 0.3 and had a significance of 0.000 in which it was less 

than the significance level of 5% (0.05). This illustrated that the validity of Y2, 

had been fulfilled.  

From the description in the Table 4.17 above, it showed an information that all of 

variables from tangibility (X1), Reliability (X2), Responsiveness (X3), Assurance 

(X4), Empathy (X5) and customer satisfaction variable (Y) had a significance level 

< 0.05 (5%) and also had a positive coefficient correlation ( r ) > 0.3. Because each 

of the indicators in each of these variables had fulfilled the validity, it could be 

carried to the next computation step. 

 

4.4.2 Reliability Test 

A reliability test is conducted to determine the level of confirmability or a 

consistent measuring tool. The reliability provides the correspondence between the 

results of the measurements.  A reliable instrument means that the instrument is 

good enough to be able to uncover reliable data.  

This test is used to determine the extent to which a person's answers are 

consistent or stable over time. Reliability shows in a sense that an instrument could 

be trusted enough to be used as an instrument collecting data because the 

instrument is proper. 

In this study, the reliability test is done using the formula of Cronbach-Alpha 

(α) to determine whether the results of the measurement data that obtained 

reliability is qualified or not.  The questionnaire instrument is considered as 

reliable if it had a coefficient alpha (α) which is > 0.6 and vice versa. The 
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reliability test results were produced by SPSS program which were described in 

following table: 

 

 

 

 

 

 

 

 

 

 

Table 4.15 

Reliability Test of Research Instrument 

Variable Coefficient Alpha Description 

Tangibility (X1) 0,887 Reliable 

Reliability (X2) 0,943 Reliable 

Responsiveness (X3) 0,938 Reliable 

Assurance (X4) 0,918 Reliable 

Empathy (X5) 0,943 Reliable 

Customer Satisfaction (Y) 0,964 Reliable 

Source: Primary data was processed (August, 2013) 

Based on Table 4.18 above, a tangibility variable (X1) had the Alpha- 

Cronbach Coefficient of 0.887, which was greater than 0.6. This showed that the 

tangibility variable (X1) was reliable. Reliability variable (X2) had the Alpha-

Cronbach Coefficient of 0.943, which was greater than 0.6. This showed that the 

reliability variable (X2) was reliable. Responsiveness variable (X3) had the Alpha-

Cronbach Coefficient of 0.938, which was greater than 0.6. This showed that 

responsiveness variable (X3) was reliable. Assurance variable (X4) had the Alpha-

Cronbach Coefficient of 0.918, which was greater than 0.6. This indicated that the 
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assurance variable (X4) was reliable. The empathy variable (X5) had an Alpha-

Cronbach Coefficient of 0.943, which was greater than 0.6. This showed that the 

empathy variable (X5) was reliable. Then, the customer satisfaction (Y) had the 

Alpha-Cronbach Coefficient of 0.964, which was greater than 0.6. This illustrated 

that the customer satisfaction variable (Y) was reliable. 

From the description in Table 4.18, the information showed that all variables 

from tangibility (X1), Reliability (X2), Responsiveness (X3), Assurance (X4), 

Empathy (X5) to customer satisfaction variable (Y) had the Alpha-Cronbach 

Coefficient ( α ) > 0.6. Therefore, all variables had fulfilled the reliability criteria. 

4.5 Classical Assumption Test 

4.5.1 Multicollinearity Test 

Multicollinearity is an often encountered statistical phenomenon in which two 

or more independent variables in a multiple regression model are highly correlated. 

Multicollinearity test aims to test whether the regression model did not meet 

any inter-correlation between the independent variables. If there is a correlation, 

there will be multicollinearity. A good regression model should not have any 

correlation among the independent variables. 

The method used to detect multicollinearity was Variance Inflation factor 

(VIF) and tolerance. If VIF > 10, then the independent variables had 

multicollinearity problems with the other independent variables. Otherwise, if the 

VIF values < 10, then there was no multicollinearity.  

 The the calculation results of multicollinearity test are as follows: 
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         Table 4.16 

        Multicollinearity Test 

Independent Variable VIF Description 

Tangibility (X1) 2,340 Non Multicollinearity 

 Reliability (X2) 7,121 Non Multicollinearity 

 Responsiveness (X3) 8,035 Non Multicollinearity 

 Assurance (X4) 7,324 Non Multicollinearity 

 Empathy (X5) 6,612 Non Multicollinearity 

            Source: Primary data was processed (August, 2013) 

From the table 4.19 above, it was concluded that the appropriate regression model 

used in this study as a condition of multicollinearity did not occur, because after 

being filled with the Variance Inflation Factor (VIF) of each independent variable, 

the value which was less than 10 or VIF < 10. 

4.5.2 Normality Test 

Normality Test aims to test whether in regression models, residual or bully 

variables have normal distributions (Ghozali 2006: 110). Good regression models 

have normal data distribution or even close to normal. The methods used for 

normality test is by using the Kolmogorov-Smirnov against the residual value of 

the results of the regression equation and graph method to normal PP-plot. When 

the probability of Kolmogorov-Smirnov test results are greater than 0.05 the 

assumptions of normality is fulfilled. By using Graph PP-Plot, it  could be seen that 

the points of the diagonal line of approaching data so that it could be stated that the 

model spreads normally. The result is done as follows: 

Figure 4.1 

Normal P-P Plot of Regression Standardized Residual 
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Source: Primary data was processed (August, 2013) 

Based on the figure 4.4, the line spreads around the diagonal lines and follows the 

direction of the diagonal line or histogram charts. Here, normal distribution is 

shown, then the regression model meets the the assumptions of normality.  

Normality test could also be obtained by using analysis of One Sample 

Kolmogorov-Smirnov Test. If Asymp.sig value is greater than the error rate in the 

regression model, it could be said that it spreads normally. From the analysis One 

sample of Kolmogorov-Smirnov Test results obtained in the following table: 

Table 4.17 

Normality Test using One Sample Kolmogorov-Smirnov Test 

Statistic Test asymp sig. Descreption 

Kolmogorov-Smirnov Z 0,135 

Normal 

Distribution 

            Source: Primary data was processed (August, 2013) 

From the Kolmogorov-Smirnov Test table Kolmogorov-Smirnov coefficients were 

obtained at 1.161 with a significance value of 0.135 where the value is greater than 

α > 0.05. Because the significance value was greater than α > 0.05, it could be 

concluded that the residuals fulfilled the normality assumption. 

4.5.3 Heteroscedastisity Test 

Heteroscedastisity test was conducted to examine whether in a regression model 

there is a residual variance inequality which is occurred from one observation to 

another observation. If the variance of the residuals from one observation to 

another observation is equally fixed, it is called Homoscedastisity. If the variance 

is different, it is called heteroscedasticity. A good regression model did not result 

in heteroscedasticity. One way to detect heteroscedasticity is by looking at the 

graph scatter plot between the predicted value of the dependent variable (ZPRED) 
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and the residual value (SRESID). If the regular dissemination of data on a 

scatterplot forms a specific pattern (up and down, clumped together) concluded 

there is a problem of heteroscedasticity. The result of Heteroscedasticity test could 

be seen in the figure below: 

   Figure 4.2 

 

Source: Primary data was processed (August, 2013) 

Based on the graph scatter plot above, it shows that there was no clear 

pattern on this residual distribution so that it could be concluded that the 

symptom of heteroscedasticity did not occur or in other words the 

assumptions of non- heteroscedasticity have been met. 

4.6 Data Analysis Methods 

4.6.1 Multiple Linear Regression Analysis 

In processing the data using multiple linear regression analysis, it is 

performed in several steps to find out the relationship between the independent and 

the dependent variables, through the relationship of Tangibility (X1), Reliability 

(X2), Responsiveness (X3), Assurance (X4) and Empathy (X5) variable. Meanwhile, 

the dependent variable in this research is Customer Satisfaction (Y). The results of 

data processing using SPSS is in the following table: 
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Table 4.18 

                       Result of Multiple Linear Regressions 

Variable 
(Standardized 

Coefficient)  β 
tarithmetic Sig. Remarks 

Constant 

 
 -1,739 ,084  

Tangibility 

(X1) 
,108 2,086 ,039 Significant 

Reliability 

(X2) 
,116 1,289 ,199 Not Significant 

Responsiveness 

(X3) 
,254 2,656 ,009 Significant 

Assurance 

(X4) 
,235 2,566 ,011 Significant 

Empathy 

(X5) 
,250 2,880 ,005 Significant 

Α = 0,05     

Coefficient of 

Determination (R
2

adjusted) = 0,807 

 

  
 

F-arithmetic = 142,412     

F-table = 2,269     

Significance = 0,000     

t-table = 1,975     

 Source: Primary data was processed (August, 2013) 

 

 = ConstantaBased on the table above, the calculation result was known that 

the regression of coefficient of determination (adjusted R
2
) was 0.807. This means 

that 80,7% customer satisfaction (Y) was affected by the Tangibility (X1), 

Reliability (X2), Responsiveness (X3), Assurance (X4) and Empathy (X5) variables, 
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whereas the remaining 19,3% customer satisfaction (Y) was influenced by other 

variables that were not examined in this research, for instance the variables related 

to the 4's marketing mix, such as product, price, place, and promotion. There was 

also the promotion mix that consisted of advertising, personal selling, sales 

promotion, public relations, and direct marketing that were not used in this 

research. 

4.6.2 First Hypothesis Testing (F test) 

Tangibility (X1), Reliability (X2), Responsiveness (X3), Assurance (X4), and 

Empathy  (X5) variable affected simultaneously to the customer satisfaction (Y). In 

the F distribution table, a score of 2.269 Ftable Fvalue calculation results in Table 4.18 

compared with Ftable, so Fcalculated resulting in a value which was greater than Ftable 

(14,412 > 2.296). 

In addition, Table 4.18 also found a significance value of 0.000. This value led 

to the comparison with the significance value of α = 0.05, resulting in the 

significance value which was smaller than α = 0.05. The comparison of both 

decisions could be taken if H0 was rejected at level α = 0.05. Therefore, it could be 

concluded that the Tangibility (X1), Reliability (X2), Responsiveness (X3), 

Assurance (X4), and Empathy (X5) had a significantly simultaneous effect on the 

customer satisfaction (Y).  

4.6.3 Second Hypothesis Testing (t test) 

The second hypothesis testing (t test) used to find out whether each 

independent variables partially influence on dependent variable toward customer 

satisfaction at Biuti Hotel in Banjarmasin. The independent variables could be said 

to have significant effects partially when tcalculated > ttable and Sig.F < 0.05. And also 

the hypothesis formulation: 
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• H0 : β1 = 0, meaning that the variable X1, X2, X3, X4 and X5 did not have 

a partially significant effect on Y variable. 

• H1 : β1 ≠ 0, which means that the variable X1, X2, X3, X4, and X5  had a 

partially significant effect on Y variable. 

a. Tangibility variable (X1) 

By using SPSS, t test statistics found 2,086 with a significance value of 0.039. 

tcount test statistic value was greater than the ttable (2.086 > 1.975) and a 

significance value was more than α > 0.05. This test indicates that H1 was 

rejected thus it was concluded that the tangibility variable (X1) did not have any 

significant effect on the customer satisfaction (Y) 

b. Reliability variable (X2) 

By using SPSS software, t test statistics found of 4,284 with a significance 

value of 0.199. tcount test statistic value was greater than the ttable (4,284 > 1,986) 

and a significance value was more than α = 0.05. Then it could be concluded 

variable reliability (X2) did not significantly affect to the customer satisfaction 

variable (Y). 

c. Responsiveness variable (X3) 

By using SPSS software, t test statistics found 2,656 with a significance value 

of 0.009. tcount test statistic value was greater than the ttable (2,656 > 1,009) and a 

significance value less than α = 0.05. This test indicates that H0 is rejected thus 

it could be concluded that the responsiveness variable (X3) had a significant 

effect on the customer satisfaction (Y). 

d. Assurance variable (X4)  
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By using SPSS software, t test statistics found of 2,566 with a significance 

value of 0.011. tcount test statistic value was greater than the ttable (2,566 > 1,975) 

and a significance value less than α = 0.05. This test indicates that H0 was 

rejected thus it could be concluded that the assurance variable (X4) had a 

significant effect on the customer satisfaction (Y). 

e. Empathy variable (X5) 

By using SPSS software, t test statistics found of 2,880 with a significance 

value of 0.005. tcount test statistic value was greater than the ttable (2,880 > 1,975) 

and a significance value less than α = 0.05. This test indicates that H0 was 

rejected thus it could be concluded that the empathy variable (X5) had a 

significant effect the customer satisfaction (Y). 

4.6.4 Dominant of Influence Test 

To determine the independent variables that have most influence on customer 

satisfaction variables (Y) at Biuti Hotel, it could be done by comparing the 

standardized regression coefficient (Standardized β) between independent variables 

with each other.  

Based on the table Result of Multiple Linear Regressions, it shows that 

variable which had the highest beta coefficient was responsiveness variable (X3) 

with beta coefficient of 0,254. So it could be concluded that the most dominant 

variable or influential towards the customer satisfaction variable was 

responsiveness variable (X3). 

4.7 Discussion 

Improving the quality of service offered will make the company gain a lot of 

attention from customers. This is because the quality of service can be used as a tool for 

achieving the competitive advantage. The improvement of service quality will lead to 
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customers loyalty, and is likely to attract new customers. Customers who have been loyal 

to products and services also mean that they should be satisfied, thus making them 

purchase the product more than once. This is very profitable for the company, because it 

is through achieving the needs of customers, they will not turn to other companies and 

will also be faithful in the process, the most likely time for the free promotion in the form 

(Word of mouth) by  loyal customers to other potential customers. 

Hospitality is a strategically important business in the economy. Hotel business 

can boost tourism activities in an area, because hotel is able to serve and provide 

facilities to every travelers. Therefore, to meet those needs is indispensable by providing 

the hotel services that have better quality as well as the quantity that includes the 

comfort, security and facility. In this case, the service company that moves there should 

have an effective strategy in terms of the quality of the services that affect customer 

satisfaction into the company goals. 

 

4.7.1 Simultaneous 

Based on the result, it illustrates that the hypothesis testing of the regression 

model of Tangibility (X1), Reliability (X2), Responsiveness (X3), Assurance (X4), 

and Empathy  (X5) variable affect simultaneously to the customer satisfaction (Y). 

In the F distribution table, a score of 2.296 Ftable F value calculation results in Table 

4.24 compared with Ftable, so Fcalculated counting results which was greater than Ftable 

(14.412 > 2.296). 

In addition, the significance value of 0.000 is also found. This was compared 

with a significance value of α = 0.05 then the significance was smaller than α = 

0.05. Comparison of both decisions could be taken, H0 was rejected at level α = 

0.05. Therefore it could be concluded that the Tangibility (X1), Reliability (X2), 
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Responsiveness (X3), Assurance (X4), and Empathy (X5) had a significantly 

simultaneous effect on the customer satisfaction (Y). Because the dependent 

variable (X) had significantly simultaneous effect on the independent variable (Y), 

Biuti Hotel should keep on improving their service quality. Although the average 

number of respondents agreed, in fact the results of the questionnaires showed that 

the customer had not yet been satisfied with the quality of service, which was 

shown by the degree of assessment for the neutral indicator.  

 

 

4.7.2 Partially 

On the other hand, the quality of service was set out as well in 5 variables 

Tangibility (X1), Reliability did not have any partial effect on the dependent variable 

in customer satisfaction of Biuti Hotel (Y). However, the other variable such as (X2), 

Responsiveness (X3), Assurance (X4) and Empathy (X5) had significantly partial 

effect on the dependent variable towards the customer satisfaction of Biuti Hotel (Y). 

In fact, Responsiveness variables (X3) dominantly affected customer satisfaction of 

the Hotel. It was knowb because Responsiveness Variables (X3) are variables which 

has the greatest Standardized β coefficients among other independent variables. 

Hence, the hypothesis that Responsiveness variables (X3) had a dominant influence on 

Customer satisfaction (Y) of Biuti Hotel in Banjarmasin is proven. 

Referring to the results of this research, Biuti Hotel as a company which engaged 

in the service had to know many weaknesses and drawbacks that are still faced by the 

customers , so that their expectations about the quality of service could be fulfilled and in 

the end, it could also be used to improve the customer satisfaction. 

1. Tangibility Variable (X1) 
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Based on the results of the questionnaires given to the customers of Biuti Hotel 

with 3 statement items relating to Tangibility variables (X1), it was known for 

statements (X1.1) that the employee uniform was neat, clean and polite which had the 

largest mean average value among other statements. This was the indication that the 

Biuti Hotel was able to provide complete facilities. Furthermore, this also could make 

your customers feel more satisfied and comfortable to stay at Biuti Hotel. Meanwhile, 

some test results to Tangibility variables (X1) had a significant influence on customer 

satisfaction (Y), which declared tcalculated > ttable (2,086>1,975) and also of the standard 

coefficient β 0.108. Overall, in the study of Tangibility variables (X1), which consisted 

of room facilities (bed, bathroom, TV, air conditioning, water heaters), complete and 

worth the offer, employee/staff dresses neatly, clean and comfort room have already 

met the expectations of users of the services, but should have further completion related 

to the good effect alongside with the satisfaction. Biuti Hotels has to improve the 

physical appearance, because it concerns what is actually perceived by the customers. 

Facilities to support completeness also has the necessary equipment such as a blow 

dryer, telephone, refrigerator and coffee maker. Although the Biuti Hotel is categorized 

as budget hotel, it has many adequate facilities that will increase the customer 

satisfaction. 

2.    Reliability Variable (X2) 

Based on the results of questionnaires given to the Biuti Hotel customers with 

3 statement items related to the reliability variable (X2), The item of (X1.1), which 

stated about the honesty of Biuti Hotel in giving their service, had the largest mean 

average value than other statements. Meanwhile, the reliability (X2) did not have 

any significant effect on the customer satisfaction (Y), that could be found tcalculated 

> ttable (1,289 > 1,975) and also from Standardized β coefficient of 0.116 with the 
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significance of 0,199 which means that was more than 0,05. This occurred because 

most customers of Biuti Hotel just wanted to stay while they were having business 

trips, not to enjoy the view, service etc.  

Overall, in this research, the reliability variable (X2) that comprised of the 

Biuti Hotel services provided in accordance with the promise, the staff were very 

professional and competent in responding the customer complaints or inquiries, 

giving service on time, but there should be further improvements to satisfy the 

customers because there were few things which were not realized yet. For example 

Biuti Hotel had to give more formal trainings to the employees, so it could improve 

the ability of their employees. 

3.    Responsiveness Variable (X3) 

Based on the results of questionnaires given to the Biuti Hotel customers in 

Banjarmasin, the 3 statement items related to the responsiveness variable (X3), 

known as the statement (X3.2) was about the speed of Biuti Hotel employees in 

handling customer complaints which had the largest mean average value among 

other statements. This indicates Biuti Hotel had been able to provide services that 

are compliant with what was already established in the written information in 

multiple media, websites, or the world of mouth method. Meanwhile the partially 

test result, responsiveness (X3) had a significant effect on the customer satisfaction 

(Y), that could be found tcalculated > ttable (2,656 > 1,975) and also from Standardized 

β coefficient of 0.254. Responsiveness variable (X3) also became a dominant 

variable effect on Customer satisfaction (Y) of Biuti Hotel customers in 

Banjarmasin. Overall, in this research, the responsiveness variable (X3) that 

comprised of the fast service to the needs of the customers, the employees of Biuti 

hotel respond customer complaints quickly, Biuti Hotel at any time always 
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provides information on all matters that which had already met the expectations of 

service users, but there should be further improvements that had not been met yet 

in the process of delivering solutions or information. One of the solutions is for 

example Biuti Hotel must give some further training to the employees, so the 

ability of employees will increase after getting the training. 

4.   Assurance Variable (X4) 

Based on the results of questionnaires given to the Biuti Hotel customers with 3 

statement items related to the assurance variable (X4), it was known that the 

statement of (X4.1) was about the quality of hospitality and courtesy in providing 

services, which had the largest mean average value than other statements. This 

indicates that Biuti Hotel employees had been able to guarantee a good thing, 

because it would form a mutualistic interaction between customers and Biuti Hotel. 

On one side, the customers felt more comfortable and safe. On the other side, it 

would add a good reputation for the  Biuti Hotel to the society who had become a 

loyal customer. Meanwhile, from the partial effect result, the assurance (X4) had a 

significant effect on the customer satisfaction (Y), that could be found from 

tcalculated > ttable (2,566 > 1,975) and also from Standardized β coefficient of 0.235. 

Overall, in this research, the assurance variable (X4) that consisted of Biuti Hotel 

employees who had consistently been polite in word and deed, the assurance of 

safety and security while using hotel services, Biuti Hotel employees had good 

knowledge and competent in answering questions that already meet the 

expectations of the customers, but should have  further improvements so that Biuti 

Hotel would be able to provide better security, safety, and comfortability of the 

services itself. For example, based on the fact in Biuti Hotel, they did not have any 
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security officer. It is, of course, necessary to increase the safety in Biuti Hotel by 

hiring Security Officer to lessen the probability of crime. 

5.  Empathy Variable (X5) 

Based on the results of questionnaires given to the Biuti Hotel customers with 3 

statement items related to the empathy variable (X5), the statement of (X5.1) was 

the Biuti Hotel employee had an understanding of the interests and feelings of the 

Customers and (X5.2) was the Biuti Hotel Employee. This item had the largest 

mean average value than other statements. This indicates that Biuti Hotel 

employees was able to give appropriate attention to the customer, both in terms of 

appeal and prohibition. Meanwhile from a partial test result empathy (X5) it had a 

significant effect on the customer satisfaction (Y), that could be found in tcalculated > 

ttable (2,880 > 1,975) and also from Standardized β coefficient of 0.250. Overall, in 

this research, the empathy variable (X5) that stated about the Biuti Hotel employee 

who had an understanding of the interests and feelings of the customers, the 

attitude of staff with care and patience in responding to the needs of customers, and 

the employee always had a sincere willingness to help customers. Those three had 

met the expectations of the service users, but should have further improvements in 

regards to the realization of customer satisfaction because in this context, the hotel 

was a lodging accommodation, which means that there were many customers who 

stayed there. Therefore, employees would have difficulty if employees provided 

individual attention, or in other words, giving awareness to  every customers who 

stay. The only solution for Biuti Hotel is by giving training to their employees to 

improve the employees’ ability in handling the customers. 
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CHAPTER V 

CONCLUSION AND RECOMMENDATION 

 

5.1 Conclusion 

The quality of service is a prestigious asset which has an important role for any 

companies not to mention, the customer satisfaction because it is also the key to success 

in the competition of hospitality. This research is about the effect of the SERVQUAL 



19 
 

 

dimension towards the customer satisfaction which is limited only to the Tangibility, 

Reliability, Responsiveness, Assurance and Empathy variables and aims to determine the 

effect of these variables on Biuti Hotel customers in Banjarmasin. 

Based on the research. it can be drawn that: 

1. SERVQUAL dimension, which consisted of tangibility, reliability, 

responsiveness, assurance and empathy, has a simultaneous effect on the 

customer satisfaction of Biuti Hotel customers in Banjarmasin. 

2. SERVQUAL dimension, which consists of  the above variables except 

Reliability, has a partial effect on the customer satisfaction of Biuti Hotel in 

Banjarmasin. 

3. Responsiveness variable is the most dominant and influential variable in 

SERVQUAL dimension towards the Biuti Hotel customers’ satisfaction in 

Banjarmasin. Responsiveness is a variable which is concerned and directly felt by 

every Biuti Hotel customers. 

 

 

 

5.2 Recommendation 

From this research, the researcher have several suggestions which are as follows: 

1.  The result shows that the customer satisfaction with the service Tangibility 

variable which has a value which is still low, based on the result of Multiple 

Linear Regression. It needs big improvements relating to the room facilities (bed, 

bathroom, TV, air conditioning, water heater), to the employees who should dress 

neatly, the room cleanliness and comfortability. 

2.  Biuti Hotel should improve the quality of service further, especially of the 

Responsiveness variable, because it is proven to be the most dominant factor that 
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affects customers satisfaction. Even tough the majority of customers have been 

satisfied enough with several indicators, this aspect still needs further 

improvements as well. 

3.  In general, from the five quality component of services, they are already good. 

However, an average number of respondents agreed, in fact,  the result of the 

questionnaires shows that the customers have not yet been satisfied with the 

quality of service, which is shown from the degree of assessment for neutral 

indicator which is quiet high. So, Biuti Hotel should pay attention to this matter 

and further improve the quality of service, because Servqual has influenced the 

customer satisfaction as many as 80,7%, based on the coefficient determination. 

4.  For future researcher, the result of this study can be used as an additional 

reference, although it is still far from being perfect. Therefore, to conduct a 

research on the issues related to the quality of service, especially in the field of 

marketing, they should consider other factors and empirical studies. For instance, 

other factors are the professionalism and skills, attitudes and behavior, 

accessibility and flexibility, reliability and trustworthiness, credibility and 

reputation recovery as well as other variables which have an influence on 

customer satisfaction. 

 

 



19 
 

 

 REFERENCES 

Agus Mulyadi, (2012). Pengaruh Servqual Terhadap Kepuasan Nasabah 

(Riset Pada PT. Bank Rakyat Indonesia, Tbk. Lawang). 

Burhan, Bungin. 2006. Metode Penelitian Kuantitatif. Jakarta: Kencana 

Prenada Media Group. 

Cicilia Maria, (2013). Pengaruh Servqual Terhadap Kepuasan Konsumen 

(Riset Pada Hotel Regent Park Malang).  

Cooper, D. R., & Shindler, P. S. 2011. Business Research Methods. 11
th

 

Edition. New York: McGraw Hill. 

Ghozali, Imam. 2006. Aplikasi Analisis Multivariate Dengan Program SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Hurriyanti, Ratih, 2010, Bauran Pemasaran dan Loyalitas Konsumen. Cetakan 

Kedua, Bandung: CV. Alfabeta. 

Kotler, Philip and Gary Amstrong, 2009. Marketing (an introduction). New 

Jersey: Pearson International. 

Kotler, Philip and Kevin Lane Keller, 2009. Marketing Management. 12 

Edition. Translated by Bob Sabran, MM. 2008. Jakarta: Erlangga 

Kotler, Philip and Kevin Lane Keller, 2010. Manajemen Pemasaran, 13 

Edition. Jakarta: Erlangga. 

Kotler, Philip 2011. Marketing Management, 14
th

 Edition. New Jersey: 

Pearson International. 

Kotler, Philip and Kevin Lane Keller, 2010.  Manajemen Pemasaran, 13
th

 

Edition, Jakarta : Erlangga. 

Lovelock. C. and Laurent Wright 2007, Service Marketing: People 

Technology Strategy. Second Edition. Upper Saddle River, NJ Pearson Education 

International. 

Lupoyadi, Rambat and A. Hamdani, 2009. Management Pemasaran Jasa. Edisi 

2. Jakarta : Salemba 

Peter J. Paul and Olson Jerry C. 2011, Perilaku Konsumen dan Strategi 

Pemasaran, Consumer Behavior. Translated by Anggota IKAPI, Jakarta, Penerbit 

Erlangga. 

Rofik Rama, (2011). Pengaruh Servqual Terhadap Kepuasan Konsumen 

(Riset pada Mc. Donald Sarinah Malang). 

Sekaran, Uma, 2006, Research Method for Business. Jilid 2. Terjemahan oleh 

Kwan Men Yon, Jakarta: Salemba Empat. 

Sekaran, Uma and Roger Bougie, 2009, Research Method for Business, Fifth 

Edition, United Kingdom: john Wiley & Sons Ltd.  



19 
 

 

Singarimbun, Masri dan Effendi, 2006. MetodePenelitian Survai. Cetakan 18. 

Jakarta: LP3ES. 

Solomon, Michael R. 2007, Consumer Behavior: buying, having, and being, 

Prentice Hall. 

.Sugiono, 2008, Metode Penelitian Bisnis: Pendekatan Kuantitatif R dan D. 

Bandung: CV Alfabeta 

Sugiono, 2011, Metode Penelitian Bisnis: Pendekatan Kuantitatif R dan D. 

Bandung: CV Alfabeta 

Tjiptono, Fandy, 2008. Service Management : Mewujudkan Layanan Prima. 

Yogyakarta : Penerbit Andi Offset. 

Tjiptono, F. and Candra, G. 2011. Service Quality and Satisfaction. Edisi 3. 

Yogyakarta: Penerbit ANDI. 

Winner, Russel S,. 2007. Marketing Management. 3
rd

 Edition. New Jersey 

Pearson International. 

Zeithami, Valarie A., Mary Jo Bitner, Dwayne D. Gremier. 2006. Service 

Marketing: Integrating Customer Focus across the firm. 4
th

 Edition. New York: 

McGraw Hill. 

Ciputra Entrepreneurship News Jakarta, 2013. Sector Investment in Indonesia 

[Online]. Available from: http://www.ciputraentrepreneurship.com/ce-

news/indonesia-jadi-tujuan-bisnis-hotel-nomor-satu-di-dunia [Accessed April 19, 

2013]. 

Daily Kompas, 2013. Hotel Businesses can Help The Development of 

Tourism In Indonesia [Online]. Available from: 

http://properti.kompas.com/read/2013/05/13/03514348/Jaringan.Hilton.Hotel.Incar.K

ota-kota.di.Indonesia [Accessed April 21, 2013]. 

Law No.10, article 1 No.8. 2009. Definition of Tourism [Online]. Available 

from: 

http://www.ponorogo.go.id/web2/ponorogo1/index.php?option=com_content&view=

category&id=152&layout=blog&Itemid=529 [Accessed April 19, 2013]. 

AHMA (American Hotel & Motel Associations), 2010. Definition of Hotel 

[Online]. Available from: http://tanda-baca82.blogspot.com/2013/03/pengertian-atau-

definisi-hotel.html [Accessed April 19, 2013]. 

 

 

APPENDICES 

 

APPENDIX 1 : Output SPSS 



19 
 

 

Frequency Table 

Jenis kelamin 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Laki-laki 87 51,2 51,2 51,2 

Perempuan 83 48,8 48,8 100,0 

Total 170 100,0 100,0  

 

Usia 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

17 - 25 21 12,4 12,4 12,4 

26 - 35 57 33,5 33,5 45,9 

36 - 45 55 32,4 32,4 78,2 

46 - 55 27 15,9 15,9 94,1 

> 55 10 5,9 5,9 100,0 

Total 170 100,0 100,0  

 

 

Pekerjaan 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Guru 23 13,5 13,5 13,5 

Pengusaha 24 14,1 14,1 27,6 

Pegawai swasta 53 31,2 31,2 58,8 

PNS 55 32,4 32,4 91,2 

Pelajar 6 3,5 3,5 94,7 

Lainnya 9 5,3 5,3 100,0 

Total 170 100,0 100,0  

 

 

Intensitas menginap 
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 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

     

2 kali 102 60,0 60,0 60,0 

3 kali 39 22,9 22,9 82,9 

4 kali 15 8,8 8,8 91,8 

> 4 kali 14 8,2 8,2 100,0 

Total 170 100,0 100,0  

 

Pendapatan 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

< Rp 1.000.000 8 4,7 4,7 4,7 

> Rp 1.000.000 - hingga Rp 
2.000.000 

61 35,9 35,9 40,6 

> Rp 2.000.000 - hingga Rp 
5.000.000 

87 51,2 51,2 91,8 

> Rp 5.000.000 14 8,2 8,2 100,0 

Total 170 100,0 100,0  

 

Asal 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Banjarmasin 46 27,1 27,1 27,1 

Jakarta 17 10,0 10,0 37,1 

Lainnya 107 62,9 62,9 100,0 

Total 170 100,0 100,0  

 

 

 

Frequencies 

Statistics 
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 X1.1 X1.2 X1.3 

N 

Valid 170 170 170 

Missing 0 0 0 

Mean 3,9647 3,7824 3,5176 

 

Frequency Table 

X1.1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 3 1,8 1,8 1,8 

2,00 16 9,4 9,4 11,2 

3,00 12 7,1 7,1 18,2 

4,00 92 54,1 54,1 72,4 

5,00 47 27,6 27,6 100,0 

Total 170 100,0 100,0  

 

X1.2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 6 3,5 3,5 3,5 

2,00 23 13,5 13,5 17,1 

3,00 15 8,8 8,8 25,9 

4,00 84 49,4 49,4 75,3 

5,00 42 24,7 24,7 100,0 

Total 170 100,0 100,0  

 

 

 

 

X1.3 

 Frequency Percent Valid Percent Cumulative 
Percent 
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Valid 

1,00 8 4,7 4,7 4,7 

2,00 33 19,4 19,4 24,1 

3,00 24 14,1 14,1 38,2 

4,00 73 42,9 42,9 81,2 

5,00 32 18,8 18,8 100,0 

Total 170 100,0 100,0  

 

Frequencies 

Statistics 

 X2.1 X2.2 X2.3 

N 

Valid 170 170 170 

Missing 0 0 0 

Mean 3,5412 3,4471 3,3765 

 

Frequency Table 

X2.1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 7 4,1 4,1 4,1 

2,00 32 18,8 18,8 22,9 

3,00 17 10,0 10,0 32,9 

4,00 90 52,9 52,9 85,9 

5,00 24 14,1 14,1 100,0 

Total 170 100,0 100,0  

 

 

 

 

X2.2 

 Frequency Percent Valid Percent Cumulative 
Percent 
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Valid 

1,00 8 4,7 4,7 4,7 

2,00 36 21,2 21,2 25,9 

3,00 21 12,4 12,4 38,2 

4,00 82 48,2 48,2 86,5 

5,00 23 13,5 13,5 100,0 

Total 170 100,0 100,0  

 

X2.3 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 10 5,9 5,9 5,9 

2,00 37 21,8 21,8 27,6 

3,00 25 14,7 14,7 42,4 

4,00 75 44,1 44,1 86,5 

5,00 23 13,5 13,5 100,0 

Total 170 100,0 100,0  

 

Frequencies 

Statistics 

 X3.1 X3.2 X3.3 

N 

Valid 170 170 170 

Missing 0 0 0 

Mean 3,4059 3,4471 3,3529 

 

 

 

 

 

Frequency Table 

X3.1 
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 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 13 7,6 7,6 7,6 

2,00 33 19,4 19,4 27,1 

3,00 21 12,4 12,4 39,4 

4,00 78 45,9 45,9 85,3 

5,00 25 14,7 14,7 100,0 

Total 170 100,0 100,0  

 

X3.2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 13 7,6 7,6 7,6 

2,00 34 20,0 20,0 27,6 

3,00 19 11,2 11,2 38,8 

4,00 72 42,4 42,4 81,2 

5,00 32 18,8 18,8 100,0 

Total 170 100,0 100,0  

 

X3.3 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 13 7,6 7,6 7,6 

2,00 36 21,2 21,2 28,8 

3,00 21 12,4 12,4 41,2 

4,00 78 45,9 45,9 87,1 

5,00 22 12,9 12,9 100,0 

Total 170 100,0 100,0  

 

 

Frequencies 

Statistics 
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 X4.1 X4.2 X4.3 

N 

Valid 170 170 170 

Missing 0 0 0 

Mean 3,6412 3,3765 3,3412 

 

Frequency Table 

X4.1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 9 5,3 5,3 5,3 

2,00 31 18,2 18,2 23,5 

3,00 10 5,9 5,9 29,4 

4,00 82 48,2 48,2 77,6 

5,00 38 22,4 22,4 100,0 

Total 170 100,0 100,0  

 

X4.2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 12 7,1 7,1 7,1 

2,00 40 23,5 23,5 30,6 

3,00 17 10,0 10,0 40,6 

4,00 74 43,5 43,5 84,1 

5,00 27 15,9 15,9 100,0 

Total 170 100,0 100,0  

 

 

 

 

 

X4.3 
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 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 14 8,2 8,2 8,2 

2,00 36 21,2 21,2 29,4 

3,00 22 12,9 12,9 42,4 

4,00 74 43,5 43,5 85,9 

5,00 24 14,1 14,1 100,0 

Total 170 100,0 100,0  

 

Frequencies 

Statistics 

 X5.1 X5.2 X5.3 

N 

Valid 170 170 170 

Missing 0 0 0 

Mean 3,4529 3,4471 3,4059 

 

Frequency Table 

X5.1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 10 5,9 5,9 5,9 

2,00 35 20,6 20,6 26,5 

3,00 20 11,8 11,8 38,2 

4,00 78 45,9 45,9 84,1 

5,00 27 15,9 15,9 100,0 

Total 170 100,0 100,0  

 

 

X5.2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 1,00 13 7,6 7,6 7,6 
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2,00 34 20,0 20,0 27,6 

3,00 20 11,8 11,8 39,4 

4,00 70 41,2 41,2 80,6 

5,00 33 19,4 19,4 100,0 

Total 170 100,0 100,0  

 

X5.3 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 15 8,8 8,8 8,8 

2,00 29 17,1 17,1 25,9 

3,00 22 12,9 12,9 38,8 

4,00 80 47,1 47,1 85,9 

5,00 24 14,1 14,1 100,0 

Total 170 100,0 100,0  

 

 

Frequencies 

Statistics 

 Y1 Y2 

N 

Valid 170 170 

Missing 0 0 

Mean 3,4294 3,4059 

 

 

 

Frequency Table 

Y1 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 1,00 15 8,8 8,8 8,8 
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2,00 27 15,9 15,9 24,7 

3,00 27 15,9 15,9 40,6 

4,00 72 42,4 42,4 82,9 

5,00 29 17,1 17,1 100,0 

Total 170 100,0 100,0  

 

Y2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

1,00 19 11,2 11,2 11,2 

2,00 26 15,3 15,3 26,5 

3,00 22 12,9 12,9 39,4 

4,00 73 42,9 42,9 82,4 

5,00 30 17,6 17,6 100,0 

Total 170 100,0 100,0  

 

 

 

 

 

 

 

 

 

 

Uji Validitas dan Reliabilitas 

Correlations 

Correlations 

 X1.1 X1.2 X1.3 X1 
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X1.1 

Pearson Correlation 1 ,782
**
 ,650

**
 ,882

**
 

Sig. (2-tailed)  ,000 ,000 ,000 

N 170 170 170 170 

X1.2 

Pearson Correlation ,782
**
 1 ,758

**
 ,936

**
 

Sig. (2-tailed) ,000  ,000 ,000 

N 170 170 170 170 

X1.3 

Pearson Correlation ,650
**
 ,758

**
 1 ,898

**
 

Sig. (2-tailed) ,000 ,000  ,000 

N 170 170 170 170 

X1 

Pearson Correlation ,882
**
 ,936

**
 ,898

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 170 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,887 3 

 

 

 

 

 

 

 

Correlations 

Correlations 

 X2.1 X2.2 X2.3 X2 



19 
 

 

X2.1 

Pearson Correlation 1 ,856
**
 ,849

**
 ,950

**
 

Sig. (2-tailed)  ,000 ,000 ,000 

N 170 170 170 170 

X2.2 

Pearson Correlation ,856
**
 1 ,839

**
 ,947

**
 

Sig. (2-tailed) ,000  ,000 ,000 

N 170 170 170 170 

X2.3 

Pearson Correlation ,849
**
 ,839

**
 1 ,947

**
 

Sig. (2-tailed) ,000 ,000  ,000 

N 170 170 170 170 

X2 

Pearson Correlation ,950
**
 ,947

**
 ,947

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 170 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

Reliability 

Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,943 3 

 

 

 

 

 

 

Correlations 

Correlations 

 X3.1 X3.2 X3.3 X3 
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X3.1 

Pearson Correlation 1 ,896
**
 ,824

**
 ,961

**
 

Sig. (2-tailed)  ,000 ,000 ,000 

N 170 170 170 170 

X3.2 

Pearson Correlation ,896
**
 1 ,785

**
 ,949

**
 

Sig. (2-tailed) ,000  ,000 ,000 

N 170 170 170 170 

X3.3 

Pearson Correlation ,824
**
 ,785

**
 1 ,920

**
 

Sig. (2-tailed) ,000 ,000  ,000 

N 170 170 170 170 

X3 

Pearson Correlation ,961
**
 ,949

**
 ,920

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 170 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Reliability 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,938 3 
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Correlations 

Correlations 

 X4.1 X4.2 X4.3 X4 

X4.1 

Pearson Correlation 1 ,763
**
 ,790

**
 ,916

**
 

Sig. (2-tailed)  ,000 ,000 ,000 

N 170 170 170 170 

X4.2 

Pearson Correlation ,763
**
 1 ,816

**
 ,928

**
 

Sig. (2-tailed) ,000  ,000 ,000 

N 170 170 170 170 

X4.3 

Pearson Correlation ,790
**
 ,816

**
 1 ,937

**
 

Sig. (2-tailed) ,000 ,000  ,000 

N 170 170 170 170 

X4 

Pearson Correlation ,916
**
 ,928

**
 ,937

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 170 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Reliability 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,918 3 
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Correlations 

Correlations 

 X5.1 X5.2 X5.3 X5 

X5.1 

Pearson Correlation 1 ,829
**
 ,854

**
 ,942

**
 

Sig. (2-tailed)  ,000 ,000 ,000 

N 170 170 170 170 

X5.2 

Pearson Correlation ,829
**
 1 ,857

**
 ,947

**
 

Sig. (2-tailed) ,000  ,000 ,000 

N 170 170 170 170 

X5.3 

Pearson Correlation ,854
**
 ,857

**
 1 ,954

**
 

Sig. (2-tailed) ,000 ,000  ,000 

N 170 170 170 170 

X5 

Pearson Correlation ,942
**
 ,947

**
 ,954

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 170 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Reliability 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,943 3 

 

 

 

 

Correlations 
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Correlations 

 Y1 Y2 Y 

Y1 

Pearson Correlation 1 ,931
**
 ,982

**
 

Sig. (2-tailed)  ,000 ,000 

N 170 170 170 

Y2 

Pearson Correlation ,931
**
 1 ,983

**
 

Sig. (2-tailed) ,000  ,000 

N 170 170 170 

Y 

Pearson Correlation ,982
**
 ,983

**
 1 

Sig. (2-tailed) ,000 ,000  

N 170 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases 

Valid 170 100,0 

Excluded
a
 0 ,0 

Total 170 100,0 

a. Listwise deletion based on all variables in the 
procedure. 

 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,964 2 



 
 

 
 

 

Uji Asumsi Klasik 

1. Normalitas 
Uji Kolmogorov-Smirnov 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 170 

Normal Parameters
a,b

 
Mean 0E-7 

Std. Deviation 1,04475781 

Most Extreme Differences 

Absolute ,089 

Positive ,061 

Negative -,089 

Kolmogorov-Smirnov Z 1,161 

Asymp. Sig. (2-tailed) ,135 

a. Test distribution is Normal. 

b. Calculated from data. 

 

 
 
 

2. Multikolinearitas 
 



 
 

 
 

Model Collinearity Statistics 

Tolerance VIF 

1 

(Constant)   

X1 ,427 2,340 

X2 ,140 7,121 

X3 ,124 8,035 

X4 ,137 7,324 

X5 ,151 6,612 

 
3. Heteroskedastisitas 

 

 

 

 

 

 

 

Analisis Regresi Berganda 

Regression 

Variables Entered/Removed
a
 



 
 

 
 

Model Variables Entered Variables 
Removed 

Method 

1 
X5, X1, X2, X4, 
X3

b
 

. Enter 

a. Dependent Variable: Y 

b. All requested variables entered. 

 

Model Summary
b
 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-Watson 

1 ,902
a
 ,813 ,807 1,06056 2,035 

a. Predictors: (Constant), X5, X1, X2, X4, X3 

b. Dependent Variable: Y 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 800,922 5 160,184 142,412 ,000
b
 

Residual 184,467 164 1,125   

Total 985,388 169    

a. Dependent Variable: Y 

b. Predictors: (Constant), X5, X1, X2, X4, X3 

 

 

 

 

 

Coefficients
a
 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. Correlations Collinearity 
Statistics 

B Std. 
Error 

Beta Zero-
order 

Partial Part Tolerance VIF 

1 (Constant) -,584 ,336  -
1,739 

,084      



 
 

 
 

X1 ,091 ,044 ,108 2,086 ,039 ,706 ,161 ,070 ,427 2,340 

X2 ,089 ,069 ,116 1,289 ,199 ,848 ,100 ,044 ,140 7,121 

X3 ,182 ,069 ,254 2,656 ,009 ,866 ,203 ,090 ,124 8,035 

X4 ,171 ,067 ,235 2,566 ,011 ,865 ,196 ,087 ,137 7,324 

X5 ,179 ,062 ,250 2,880 ,005 ,859 ,219 ,097 ,151 6,612 

a. Dependent Variable: Y 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 
 

 

Universitas Brawijaya 

Fakultas Ekonomi dan 

Bisnis 

Kepada Yth: 

Bapak/ Ibu/ Sdr Responden 

Dengan hormat,  

Sehubungan dengan proses penulisan skripsi, kami membutuhkan informasi dari 

pelanggan Hotel Biuti Banjarmasin untuk mengisi kuesioner ini. Judul penelitian 

kami adalah “Pengaruh Kualitas Jasa Terhadap Kepuasan Pelanggan Hotel Biuti 

Banjarmasin.” Penelitian ini bertujuan untuk mengidentifikasi bagaimana 

Kualitas Pelayanan (Bukti Fisik, Reliabilitas atau Keandalan, Daya Tanggap, 

jaminan, empati) berpengaruh terhadap Kepuasan Pelanggan Hotel Biuti 

Banjarmasin. Atas bantuan dan  kesediaan Bapak/ Ibu/ Sdr dalam menigisi 

kuesioner ini kami ucapkan terimakasih.  

          Salam, 

 

Siti Julia Normawati Achsani 

Peneliti 

 

I. IDENTITAS RESPONDEN 

Silakan isi salah satu opsi atas pertanyaan dibawah ini. 

1. Jenis kelamin Anda: 

a. Laki - laki 

b. Perempuan 

 

2. Usia Anda: 



 
 

 
 

a. 17 - 25     d. 46 - 55 

b. 26 - 35      e. ≥ 55 

c. 36 - 45     

3. Pekerjaan anda: 

a. Guru     d. PNS 

b. Pengusaha     e. Pelajar 

c. Pegawai Swasta    f. Lainnya (mohon 

disebutkan)________ 

 

4. Sudah berapa kali Anda menginap di Hotel Biuti Banjrmasin?  

a. 1 kali     d. 4 kali 

b. 2 kali      e.  ≥ 4 kali 

c. 3 kali     

 

5. Pendapatan anda per bulan: 

a. < Rp. 1.000.000,- 

b. > Rp. 1.000.000,- hingga Rp. 2.000.000,- 

c. > Rp. 2.000.000,- hingga Rp. 5.000.000,- 

d. > Rp. 5.000.000,- 

 

6. Dimanakah Anda berasal? 

a. Banjarmasin 

b. Jakarta 

c. Lainnya (mohon disebutkan) _______________ 

 

Mohon untuk memberikan tanda (X) sebagai nilai persepsi Anda pada 

kolom dibawah, yang mana setiap kolomnya memiliki nilai persepsi yang 

berbeda. Nilain pada tiap kolom terdiri atas STS (sangat tidak setuju), TS 

(tidak setuju), N (netral),S (Setuju), dan SS (sangat setuju). 

 

Bukti Fisik (X1) 

 

STS 

 

TS 

 

N 

 

S 

 

SS 

Hotel Biuti Banjarmasin 

memiliki fasilitas yang 

lengkap dalam kamar 

     



 
 

 
 

(Tempat tidur, kamar 

mandi, TV, AC, Water 

Hitter)   

Karyawan Hotel Biuti 

Banjarmasin berpakaian 

secara  rapi dan sopan 

     

Kondisi fasilitas fisik Hotel 

Biuti Banjarmasin selalu 

terpelihara kebersihan serta 

kenyamanannya 

     

 

Reliabilitas (X2) 

 

STS 

 

TS 

 

N 

 

S 

 

SS 

Pelayanan Hotel Biuti 

Banjarmasin  sesuai dengan 

yang sudah dijanjikan. 

     

Hotel Biuti Banjarmasin 

memberikan pelayanan 

tepat pada waktunya 

     

Pihak Hotel Biuti 

Banjarmasin sangat 

kompeten dan profesional 

dalam menggapi keluhan 

pelanggan  

     

 

Daya Tanggap (X3) 

 

STS 

 

TS 

 

N 

 

S 

 

SS 



 
 

 
 

Karyawan Hotel Biuti 

Banjarmasin cepat dan 

tanggap dalam menanggapi 

keluhan dari pelanggan 

     

Hotel Biuti Banjarmasin 

memberikan pelayanan 

yang cepat untuk 

memenuhi kebutuhan 

pelanggan 

     

Karyawan Hotel Biuti 

selalu memberitahukan 

informasi yang berkaitan 

dengan Hotel Biuti Selama 

Pelayanan berlangsung 

     

 

Jaminan (X4) 

 

STS 

 

TS 

 

N 

 

S 

 

SS 

Karyawan Hotel Biuti 

Banjarmasin selalu ramah 

tamah dalam melayani 

pelanggan 

     

Hotel Biuti Banjarmasin 

mampu untuk menyediakan 

keamanan dalam 

penggunaan layanan yang 

ditawarkan 

     

Karyawan Hotel Biuti 

Banjarmasin mempunyai 

pengetahuan yang baik dan 

     



 
 

 
 

kompeten dalam menjawab 

pertanyaan pelanggan 

 

Empati (X5) 

 

 

STS 

 

TS 

 

N 

 

S 

 

SS 

Karyawan Hotel Biuti 

Banjarmasin dapat 

mengerti kebutuhan dan 

keinginan pelanggan  

     

Karyawan Hotel Biuti 

Banjarmasin dapat 

menanggapi dengan sabar 

kebutuhan pelanggan 

     

Karyawan Hotel Biuti 

Banjarmasin selalu 

memiliki keinginan dalam 

membantu pelanggan 

     

 

Kepuasan Pelanggan (Y) 

 

 

STS 

 

TS 

 

N 

 

S 

 

SS 

Anda akan memilih Hotel 

Biuti Banjarmasin lagi 

untuk menginaap di lain 

kesempatan 

 

     



 
 

 
 

Anda akan 

merekomendasikan Hotel 

Biuti Banjarmasin Kepada 

kerabat, keluarga karena 

kualitas pelayanannya 

     

 

 

 

 


