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Abstract— This study aims to examine the effect of  service 

quality and perceived value on customer satisfaction of Melka 

Excelsior Hotel, Lovina. Design of this study is causal research. 

Samples in this study were domestic and foreign countries guests 

who had stay at the hotel totaling 75 responden. Data collection 

was done by questionnaire method. Data was analyzed by 

multiple linear regression analysis. The results of this study 

indicate that service quality and perceived value has significant 

influence on customer satisfaction of Melka Excelsior Hotel and 

the rest is influenced by other factors not taken in this research. 

Keywords: Service Quality, Perceived Value and Customer     

Satisfaction, Melka Excelsior Hotel 

I.  INTRODUCTION  

Tourism industry currently plays an important role in 

economic growth in Indonesia. Tourism is one of new style 

industry which is able to provide fast economic growth in case 

of employment opportunities, income, standard of living and 

in activating other production sectors in tourist-receiving 

countries (Wahab, 2003: 5). The development of tourism 

begins to develop rapidly, especially in accommodation 

service providers. That is because the improvement of tourism 

facilities that continue to be encouraged in order to improve 

the quality of competitiveness. Providers of accommodation 

services make it easier for tourists to find a place to stay and 

temporary accommodation while in a certain area 

Hotel is one of the most familiar accommodation 

provider services used by tourists. Ease of access to stay, 

complete facilities and quality of service make the hotel as the 

right choice for tourists to get comfort. Compared to other 

accommodation services such as homestays and villas, hotels 

have advantages with a variety of service facilities, offering 

varied room rates and unique characteristics of each hotel. In 

Bali, hotel growth from year to year continues to increase. It is 

in line with increased tourist visits. Specifically, in the Lovina 

area, the number of hotels were 18 star hotels, 66 jasmine 

hotels and 2,103 of total rooms in 2018 (Statistics Agency of 

of Buleleng District). 

The rapid hotel growth in Lovina increases competitive 

competition. This can be seen with the increasing number of 

hotels offering various service facilities. In the end ,the choice 

of tourists in choosing a hotel is based on the benefits and 

perceived comfort. the hotel have to attent to customer, 

customer dissatisfaction is caused by consumer expectations to 

get optimal service are still considered far from what is 

expected, causing consumers to feel dissatisfied. This 

component is very important and may compel a customer to 

have positive or negative feelings towards a particular product 

or service. Positive expectations show that a customer will be 

connected or attached emotionally with the product or service 

and negative expectations will repel the customer (Qaiser 

Danish, 2018). Customer satisfaction is individual person 

reaction toward particular product when compare the 

performance of the product with any person expectation 

(Leong, Hew, Lee, & Ooi, 2015). According to Lupiyoadi and 

Hamdani (2006: 174), which suggests that in determining the 

level of satisfaction, customers often see the value of a product 

and the service performance received from a product (service) 

purchase process. 

The results of previous studies show that service quality 

and perceived value have a significant impact on customer 

satisfaction. Previous research conducted by of Firmawan 

Adixio (2013), it states that service quality and perceived 

value variables have a positive and significant effect on 

customer satisfaction variables. Service quality plays 

important role in increasing customer satisfaction. Quality of 

service has a high value to bring back consumers who have 

used services before. According to Guspul (2014), Service 

quality can be defined as how far the difference is between 

reality and customer expectations for the service they receive. 

Service Quality has become a useful weapon for organization 

since it helps them to differentiate from other competitors 

(Salam Sarker, 2017).   

Beside service quality, perceived value also affects 

customer satisfaction. Tjiptono (2011: 15), emphasizes that 

marketing is closely related to efforts to create and provide 

value to customers. Simply stated, perceived value is 

determined by the difference between total benefits and total 

customer costs. Customers generally expect products or 

services that they consume can be accepted and enjoyed with 
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good and satisfying services (Siwantara, 2011). According to 

Monroe (in Tjiptono, 2007: 296) perceived value is the 

tradeoff between customer perceptions of the quality or 

benefits of products and sacrifices made through the price 

paid.  

The result of the research conducted by Abdul Quddus 

(2014) shows that all independent variables of service quality 

consisting reliability, responsiveness, assurance, empathy and 

tangible variables have shown to have strong relationship with 

customer satisfaction. According to Ismail (2017)), partial 

testing also shows that service quality variables has a positive 

and significant effect. This is different from the results of 

research Dibyantoro (2012), it suggests that the t test found 

that there are three dimensions of service quality which do not 

affect customer satisfaction which are reliability, 

responsiveness, and assurance. This was also stated by Salam 

Sarker (2012) showing that in testing the dimensions of 

service quality obtained tangible and responsiveness had no 

effect on customer satisfaction.  
Previous research, Mardikawati (2013) shows the same 

result that perceived value  have affect customer satisfaction. 

Previous research conducted by Lenny Pratiwi (2015) found 

that perceived value had a positive and significant effect on 

customer satisfaction. However, different research results 

stated by Jeanne Ananti Sutanto (2008) found Perceived value 

when associated with satisfaction, indicating that the 

relationship or influence is weak but significant. 

Based on  the statements of the problem raised in this 

study to analize influence are as follows: 1) the influence of 

service quality and perceived value on customer satisfaction. 

2) the influence of service  quality on customer  satisfaction. 

3) the influence  of perceived  value on customer  satisfaction. 

4)how big influence the service quality and perceived value on 

customer satisfaction.  

 

II. LITERATURE REVIEW 

 

A. Customer Satisfaction 

The word satisfaction is from Latin Language “satis”. it 

means good enough and proper. while "Facio" means to do or 

make. Thus, satisfaction can be interpreted as "efforts to fulfill 

something" (Tjiptono, 2014: 353). 139). Customer satisfaction 

has an important role in maintaining customers. Therefore, the 

company must be able to provide the best service. Meanwhile, 

according to Westbrook and Reilly (in Tjiptono, 2014: 353), 

customer satisfaction is an emotional response to experiences 

relating to certain products or services purchased, retailed or 

even behavior patterns (such as shopping behavior and buyer 

behavior), and the market overall. According to Hawkins and 

Lonney quoted in Tjiptono (2001: 101,) there are three 

indicators of measurement of customer satisfaction, as follow; 

(1) Suitability of expectations. It is the level of suitability 

between product performance expected by customer and 

perceived by customer, including Products obtained are in line 

with or exceeding expectations. (2) Interest to revisit. It is the 

willingness of customer to re-visit or re-purchase related 

products. (3) The willingness to give recommendation. It is 

consumers' willingness to recommend products they  have felt 

to friends or family.  

B. Service Quality 

Service is each activity or benefit which can be given by one 

party to another. Basically, it is not intangible and it also does 

not result in ownership of something and its production can or 

can’t be associated with a physical product (Suyanto, 2007: 

152). Service quality is also considered to be the quality of 

service which gives satisfaction to customers who use the 

service. According to Goetsh and Davis (in Tjiptono, 2001: 

51), quality is a dynamic condition associated with products, 

services, people, processes and the environment that meets or 

exceeds expectations. According to Myckof (in Tjiptono, 

2001), service quality is the expected level of excellence and 

control over the level of excellence to meet customer desires. 

Quality of service can simply be interpreted as a measure of 

how well the level of service provided is able to match 

customer expectations (Tjiptono, 2008: 85). According to 

Parasuraman (in Lupiyoadi, 2006: 182), he identifies five 

dimentions SEVQUAL used in evaluating service quality, 

they are as follow: (1) Tangible, it consists of physical 

facilities, equipment, employees and means of 

communication. This relates to well-maintained facilities, 

friendly employees and easy access to communication. (2) 

Reliability, it is the ability to provide the promised service 

immediately, accurately and satisfactorily. This reliability 

reflects sooner or later in providing services. (3) 

Responsiveness, it is the desire of staff to help customers and 

provide responsive services. (4) Assurance, it includes 

knowledge, abilities, courtesy and trustworthiness of the staff; 

free from danger, risk and doubt. (5) Empathy, it is the 

easiness to contact, good communication, personal attention 

and understanding the needs of customers. 

C. Perceived Value 

Kotler (2007) states that perceived value is the diffence 

between total perceived value and total customer fees. 

Customer perceived value is the difference between the 

prospective customer's evaluation of all the benefits and costs 

of certain offers and other considered. alternatives Monroe (in 

Tjiptono, 2007: 296) also argues that perceived value is a 

tradeoff between customer perceptions of product quality or 

benefits and sacrifices made through the price paid. 

Meanwhile, according to Rangkuti (2003: 31), perceived value 

is as a comprehensive assessment of the benefits of a product, 

based on customer perceptions of what is obtained with the 

costs incurred. Zethaml (1988) perceived value is as 

evaluation of product effectiveness based on the comparison 

of customer about payment and acquisition. According to Gale 

& Wood (in Tjiptono 2006: 297) formulating perceived value 

is as quality perceived by the market and adjusted to the 

relative prices of the company's products. Based on Sweeney 

and Soutar (in Tjiptono, 2005: 298), four indicators used to 

measure customer value are as follow: (1) Emotional value is 

from product’s ability to generate positive feelings for 

consumers. (2) Social value is a value obtained from product’s 
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ability to improve consumer self-social concept. (3) 

Quality/Performance Value is obtained value from customer’s 

perception toward quality and performance expected to 

product or service. (4) Value for Money is value generated 

from product because of the reduction of short-term and long-

term costs. The attributes of value to costs include the 

comparison of costs incurred with the benefits derived from 

the product and the comparison of costs incurred for the 

product with similar products from other companies. 

 

III. RESEARCH METHOD  

This research used causal quantitative research design 

used to obtain proven findings regarding the effect of service 

quality and perceived value on customer satisfaction at Melka 

Excelsior Hotel. The sampling method used in this research 

was nonprobabilistic sampling with purposive sampling. Each 

element in the population did not have the same probability of 

being selected as a sample or in other words, the selection of 

sample members was not random and subjective. The number 

of samples needed to test the effect were 75 respondents. 

Research used the questionnaire method. Respondents’ criteria 

taken for samples were as follow; (1) Customer who has ever 

used facilities or stayed at Melka Excelsior Hotel. (2) From 

various the various types of community groups that become 

consumers, the respondents chosen are aged 17-30 years. 

Election based on age is considered to be an adult and those 

who can answer questions raised by researchers. 

The analytical method used in this research was 

quantitative analysis. This analysis was an analysis of data 

using statistical formulas. The analysis technique used in this 

research was multiple linear regression. Before the data was 

processed into multiple regression analysis, it was first tested 

by testing classic assumptions because the requirements for 

multiple regression analysis are free of classical assumptions. 

Before the data was inputted to the SPSS program, it was first 

tested on the classic assumption test, such as: (1) normality 

test, (2) multicollinearity test, (3) heteroscedasticity test, and 

(4) autocorrelation test. Hypothesis test in this research used 

partial test (t-test) and Simultaneous testing (F-test). In this 

research, the hypothesis testing to be proven was as follows: 

H1:  Influence of service quality and perceived value on 

customer satisfaction  

H2:  Influence of service quality on customer satisfaction  

H3:  Influence of perceived value on customer satisfaction  

Figure 1. Research variables 

IV. RESULT AND DISCUSSION 

A. Research Results 

Based on coefficient table, service quality variable is 4,721 

and sig is 0,000 while t table is 1,888 because t arithmetic> T 

table is 4,721.> 1,888 and sig <0.05 is 0,000 <0.05, then Ho is 

rejected, meaning that partially there is a significant influence 

between service quality on customer satisfaction. Perceive 

value variable is 5,050 and sig is 0,000 while t table is 1,888 

because t arithmetic> T table is 5,050.> 1,888 and sig <0.05 is 

0,000 <0.05, then Ho is rejected, meaning that partially there 

is a significant influence between perceive value on customer 

satisfaction. Based on ANOVA table explained that the 

calculated F value of 247,604 with a significance of 0,000 

<0.05. It can be concluded that Ho is rejected, which means 

that there is an influence of service quality and perceive value 

on customer satisfaction. 

Based on result of multiple linear regression test, it 

showed value of coefficient Ryx1x2 of 0.873. It means ≠ 0 with 

p-value 0,000 < alpha 0,05. thus, Ho is rejected. It means that 

there is a significant influence of service quality and perceived 

value of customer satisfaction at Melka Excelsior Hotel, 

Lovina. The magnitude of the contribution of the influence of 

service quality and perceived value on customer satisfaction 

was 0.934. These results indicate that 93.4% of customer 

satisfaction is influenced by the variable service quality and 

perceived value, while the contribution of other variables 

outside the research variable is 0,66 or 6,6%. This indicates 

that service quality and perceived value accepted play a role in 

efforts to increase customer satisfaction. 

 

Table 2. Result of Anova Analysis 

 
Service quality affects positively and significantly 

toward customer satisfaction. This is seen from the pyx1 

coefficient of 0,486. It means that  ≠ 0 with p-value of 0.000 > 

alpha 0.05. thus, Ho is rejected, which means there is an 

influence and significant service quality on customer 

satisfaction at Melka Excelsior Hotel, Lovina with a large 

contribution the influence is 0,236 or 23,6%. 

Perceived value affects positively and significantly 

toward customer satisfaction. It can be seen from pyx2 

coefficient value of 0,511 means ≠ 0 with a p-value of 0,000 
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<alpha 0.05, Thus Ho is rejected, which means there is a 

positive and significant influence of perceived value on 

customer satisfaction at Melka Excelsior Hotel, Lovina with a 

large contribution of influence of 0,261 or 26,1%. 

The relationship structure of the influence of service 

quality (X1) and perceived value (X2) on customer satisfaction 

(Y) are show in the figure below. 

Figure 2. The relationship of the variables 

B. Discussion 

Service quality and perceived value affected significantly 

toward customer satisfaction at Melka Excelsior Hotel, 

Lovina. This indicates that every change occurring in the 

independent variable, such as the quality of service and  

perceived value can increase customer satisfaction at Melka 

Excelsior Hotel, Lovina. This is in line with the theory of 

Lupiyoadi and Hamdani (2006: 174), which suggests that in 

determining the level of satisfaction, customers often see the 

value of a product and the service performance received from 

a product (service) purchase process. 

Service quality affected positively and significantly 

toward customer satisfaction at Melka Excelsion Hotel, 

Lovina. It is inline with Tjiptono (2001:60) who states that 

service quality is closely related to customer satisfaction. High 

quality service will cause customer satisfaction while visiting. 

If the quality of service received or felt is as expected, the 

service quality is perceived as good and satisfying. If the 

service received exceeds customer expectations, the service 

quality is perceived as the ideal quality. Otherwise, if the 

service received is lower than expected, the perceived quality 

of service is poor. The coefficient of positive service quality 

indicates that the relationship between service quality and 

customer satisfaction is unidirectional, which means that every 

increase in service quality will increase customer satisfaction 

and vice versa. Each decrease in service quality will increase 

customer satisfaction. The results of this research are in line 

with the results of research conducted by Ari Riko Firmawan 

Adixio (2013) showing that service quality has a positive and 

significant effect on customer satisfaction. 

Perceived value affects positively and significantly 

toward customer satisfaction in Melka Excelsior Hotel, 

Lovina. According to Monroe (in Tjiptono, 2007: 296) 

perceived value is the tradeoff between customer perceptions 

of the quality or benefits of products and sacrifices made 

through the price paid. The key to generate customer loyalty is 

to provide high perceived value (Kotler, 2005: 71),. The 

coefficient of perceived value which is positive indicates that 

the relationship between the perceived value and customer 

satisfaction is unidirectional, which means that any increase in 

the perceived value will increase customer satisfaction and 

vice versa. A decline in the perceived value will reduce 

customer satisfaction. The results of this research support 

research conducted by Lenny Pratiwi (2015) which shows that 

the received value has a positive and significant effect toward 

customer satisfaction.  

  

V. CONCLUSION 

A. Conclusion 

Conclusions Based on the results of data analysis and 

discussion, conclusions can be drawn as follows. 

1) Service quality and  perceived value have a significant 

influence on customer satisfaction at Melka Excelsior 

Hotel, Lovina. 

(2) Service quality has a positive and significant influence on 

customer satisfaction at Melka Excelsior Hotel, Lovina. 

(3) Perceived value has a positive and significant influence on 

customer satisfaction at Melka Excelsior Hotel, Lovina. 

 
B. Suggestion 

Based on the results of the data analyst and discussion, 

suggestions can be made for customer satisfaction.  Hotel is 

expected to be able to maximize customer satisfaction through 

the quality of service and value received. It can be conducted 

through increasing the ability to provide services and establish 

good communication with consumers for maximize quality 

service and it can be conducted by optimizing the quality of 

service, giving a sense of pride and pleasure to consumers who 

visit for maximize perceived value.  
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