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Abstract

The purpose of this study was to determine the quality of
service, price, and promotion of customer satisfaction at

Pegipegi.com in making hotel room bookings in Makassar City.

Data obtained by distributing questionnaires to Pegipegi.com
customers who have made hotel bookings in Makassar. This
study used 506 respondents using purposive sampling. The
results showed that price and promotion significantly affected
customer satisfaction, but service quality had no significant
impact. This study concludes that responses to guest
complaints can affect the relationship between service quality
and guest satisfaction.
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Introduction

Developments in the business environment have encouraged
the hotel industry to the Information Technology (IT) intensive
environment [1]. The rapid growth of globalization allows
everything online, which requires us to make transactions
online and online buying and selling transactions (e-commerce)
in any business, including the hotel. The hotel must attract as
many guests as possible through Direct Selling, Sales Call,
Offline Travel agents, and the latest using an online travel
agent.

The growth in the value of electronic trading (e-commerce)
in Indonesia reaches 78 percent, the highest in the world.
Indonesia is the most significant ten countries of e-commerce
growth with a growth of 78% and is ranked first in the world.
[2]. Consumer satisfaction significantly impacts the company
[3]. For companies engaged in services, customer satisfaction
is the primary orientation of the company. The study defines
satisfaction as the level of a person's feelings after comparing
perceived performance (or outcome) versus expectations [4].
The quality of online services in companies engaged in
e-commerce is essential in determining a company's success.
Another study defines service in an electronic environment
(e-service) as "the delivery as service using new media such as
the web." This definition means the delivery of services using
new media, namely the website [5].

Price is the amount of money billed for a product and service
or the value that customers exchange to obtain benefits from
owning or using a product or service [6]. Promotion is a
significant activity in marketing a product or service to be

attractive to buy the product; promotional activities must be
beautiful to understand the information conveyed by the public
who reads. According to previous research, promotion is a
means by which companies try to inform, persuade, and remind
consumers either directly or indirectly about the products and
brands they sell [7]. The primary purpose of this paper is how
to know the effect of service quality, price, and promotion on
customer satisfaction of pegipegi.com on booking hotel rooms
in Makassar".

Research method and Procedure

Research Subjects

This study aimed to determine the impact of service quality,
price, and promotion on the satisfaction of guests who book
hotels using online company services pegipegi.com in
Makassar. Pegipegi.com customers place a hotel room booking
in Indonesia, Makassar City, as respondents as the subject.
Data collected from January 15, 2021, to March 20, 2021.

Research Subjects and Sampling Method

This study conducted a questionnaire survey of consumers
pegipegi.com who booked hotels. The research places are
hotels in Makassar. The population is the whole of the research
object that can be in the form of humans, animals, plants, air,
symptoms, values, events, attitudes, and others so that these
objects can be a research data source [8]. The population in this
study are Pegipegi.com customers who place a hotel room
booking in Makassar. The technique used in this study was
purposive sampling. According to [9], "sample determination
techniques with certain considerations." The sample of this
study is part of Pegipegi.com consumer in Makassar. The
criteria for respondents taken as samples are as follows
Respondents who have used the Pegipegi.com application and
respondents who have ordered rooms and transactions through
PegiPegi.com. A total of 506 pegipegi.com customers have
responded to the questionnaires that have been distributed. The
questionnaire consists of 56 items and includes statements of
rejection. This study wuses a Likert scale to measure
respondents' responses. We set "1" as Strongly Agree to "5" as
Strongly Agree. The author has three types of independent
variables as follows: Service Quality (X1), Price (X2), and
promotion (X3).

In contrast, the dependent variable consists of Customer
satisfaction (Y). However, the experimental results use
multiple regression analysis considering that all traditional
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assumptions must be met, including the normality test,
homoscedasticity, autocorrelation, parameter significance
(t-test), and goodness of fit (F-test). Fig. 1 represents the
theoretical framework of this study.

The research hypotheses as below:

Hi: Service quality influences customer satisfaction at
pegipegi.com on hotel room bookings in Makassar.
Companies that can provide good service to their customers or
customers have the most incredible opportunity to continue to
be visited by their customers. Customer satisfaction will
encourage consumers to buy and re-consume the
product/service [9]. The study shows a healthy and positive
relationship between service quality and satisfaction [10].

Ha: Price influence on customer satisfaction at pegipegi.com
on hotel room bookings in Makassar.
Customers often use prices as a value indicator if the price is
associated with the benefits of goods/services. Values can be
defined as the ratio between benefits felt at a price. If the
benefits that are felt increase at a certain price level, the value is
increases [11].

Hs: Promotion influence on customer satisfaction at
pegipegi.com on hotel room bookings in Makassar.
Customers who do not know a product will minimize or
eliminate the possibility of becoming loyal and loyal customers
[12]. If customers feel satisfied will also tend to provide an
excellent reference to the product to others.

Ha: There is a positive influence on service quality, price, and
promotion on Pegipegi.com Customer Satisfaction on Hotel
Room Reservations in Makassar.

Customer
Satisfaction

_______ o i,

Fig. 1 Research Theoretical Framework

Data Analysis and Statistical Processing

This study conducted a pretest on subjects who had booked a
hotel in Makassar using the pegipegi.com application to check
the meaning and words in the questionnaire description. The
authors randomly assigned 57 pretest questionnaires to
determine the validity of the questionnaire. After constructing
the data, we practiced descriptive statistics using the SPSS
statistical program for macOS Big Sur version 11.2.3. With the
exploratory factor analysis, this study examines the correlation
between service quality, price, and promotion on guest
sensitivity at pegipegi.com. Through reliability analysis, it
checks the reliability and consistency of the internal scale.
Finally, regression analysis explores the effect of explanatory
variables on the dependent variable.

Result

General Result

Result of demographic Table I shows that for the
Characteristics of Respondents by Gender, as many as 328
male respondents (64.8%) and 178 female respondents
(35.2%). Data on the characteristics of respondents according
to age through the table above shows 153 (30.2%) respondents
are less than 21 years old, 127 respondents are 21-25 years old
(25.1%), 170 (33.6%) Respondents are 26-31 Years and 56
(11.1%) Respondents 32-38 years. The majority of respondents
are between 26-31 years old (33.6%), where this age is a
productive age where consumers need an online travel agency
to support their daily needs and work. Characteristics of
Respondents according to professional data in the table above
shows that there are 177 respondents (35.0%) as students, 172
respondents (34.0%) who work as employees, 112 respondents
(22.1%) who own businesses, and 45 Respondents (8.9%) who
have other activities and jobs. The majority of respondents are
students. Many students from Makassar are studying in the city
of Makassar, so they need an online travel agent to return to
their hometowns while on vacation. Data on the characteristics
of respondents based on income from the table above shows
that 88 respondents (17.4%) with income <1,000,000, 249
respondents (49.2) who received Rp. 1,000,000 - Rp.
3,000,000, 39 respondents (7.7%) with an income of Rp.
3,000,000 - Rp. 4,000,000 and respondents with an income>
Rp. 4,000,000 as many as 130 respondents (25.7%). The
majority of respondents received Rp. 1,000,000 - Rp.
3,000,000, namely 130 respondents (49.2%). The 197
respondents (38.9%) purchased 1 Times, 151 respondents
(29.8%) 2 Times, 41 respondents (8,1%) 3 times, and 195
respondents (23.1%) > 3 times. Respondent characteristic data
based on frequency from the table above shows 52 respondents
(10.3%) to make purchases at pegipegi.com < Rp. 500,000,
231 respondents (45.7%) make purchases at pegipegi.com Rp.
500,000 - Rp. 1,000,000, 89 respondents (17.6%) to make
purchases on pegipegi.com Rp. 1,000,000 - Rp. 2,000,000 and
134 respondents (26.5%) to make purchases on pegipegi.com>
Rp. 2,000,000.
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TABLE L
DEMOGRAPHIC ANALYSIS OF RESPONDENTS

Demographic of Respondents Frequency Percentage %
Gender
Male 328 64.8%
Female 178 35.2%
Age
<21 153 30.2%
21-25 127 25.1%
26-31 170 33.6%
32-38 56 11.1%
Profession 177 35.0%
College Student 172 34.0%
Employees 112 22.1%
Entrepreneur 45 8.9%
Others
Monthly Income
<IDR 1,000,000 88 17.4%
IDR 1,000,000-3,000,000 249 49.2%
IDR 3,000,000-4,000,000 39 7.7%
>IDR 4,000,000 130 25.7%
Times
1 Times 197 38.9%
2 Times 151 29.8%
3 Times 41 8.1%
>3 Times 195 23.1%

Reliability and Validity

According to the research framework, the item service
quality questionnaire on customer satisfaction was measured by
the theory of [13]. The researcher chose sixteen questions to
measure service quality, but the writer finally filtered and only
used eleven valid questions and reliability. Five invalid
questions were removed from the questions, namely questions
number two, four, five, eight, and sixteen. After confirmatory
factor analysis, the accumulated to 76.45%, and the resulting
Cronbach o coefficient of the eleven factors was 0.70,
indicating good reliability and validity associated with this
study (Table II).

According to the research framework, the item price
questionnaire on customer satisfaction was measured by the
theory of [14]. The researcher chooses twelve questions to
measure price, but the writer finally filters and only uses eleven
valid questions and reliability. One item of invalid question is
removed from the question, namely question number four.
After confirmatory factor analysis, accumulated to 70.90%,
and the resulting Cronbach a coefficient of the eleven factors
was 0.81, indicating good reliability and validity associated
with this study (Table III).

TABLE II.
VALIDITY AND RELIABILITY ANALYSIS OF SERVICE
QUALITY
Ttems Extracted Factor
DW REL RES TRU PER
SQ1 73
$Q2 73
SQ3 95
sQ 4 95
SQ 5 87
SQ6 87
SQ7 96
SQ8 91
SQ9 86
SQ 10 88
SQ 11 88
Eigenvalue 1.05 181 153 249 153
Variance Explammed % 09.54 1645 1390 2264 1390
CVE % 76.45
Cronbach a 09 89 69 88 70
Overall Cronbach « 70

SQ: service quality DW: design website; REL: reliability; RES:
responsiveness; TRU: trust; PER: personalization; CVE:
cumulative variance explained.

TABLE III.
VALIDITY AND RELIABILITY ANALYSIS OF PRICE

Item Extracted Factor
AP PSWPQ CP PSEB

PR1 .89
PR 2 .88
PR 3 71
PR 4 92
PR 5 92
PR 6 77
PR 7 72
PR 8 95
PR 9 .69
PR 10 .87
PR 11 .86
Eigenvalue 2.00 1.87 1.95 1.98
Variance Explained % 18.18 17.00 17.72 18.00
CVE % 7090
Cronbach « 74 83 73 72
Overall Cronbach a 81

PR: price; AP: affordability price; PSWPQ: price's suitability
with product quality; CP: competitiveness price; PSEB: price's
suitability with benefits; CVE: cumulative variance explained.

According to the research framework, the questionnaire
promotion item on customer was measured by the theory of
[15]. The researcher chose sixteen questions to measure
promotion. After confirmatory factor analysis, the variance
accumulated to be 64.75%, and the resulting Cronbach «o
coefficient of the fifteen factors was 0.87, indicating good
reliability and validity associated with this study (Table IV).
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TABLE IV.

VALIDITY AND RELIABILITY ANALYSIS OF PROMOTION

Extracted Factor
AD SP PS PU DM
PM 1 83
PM 2 93
PM 3 .68
PM 4 78
PM 5 54
PM 6 77
PM 7 .84
PM 8 50
PM 9 81
PM 10 74
PM 11 59
PM 12 65
PM 13 g1
PM 14 62
PM 15 .88
PM 16 64
Eigenvalue 202 221 2.05 194 214
Variance Explained % 12.62 1381 1281 12112 1337
CVE % 64.75
Cronbach o 75 72 76 72 80
Overall Cronbach o .87

PM: promotion; AD: advertising; SP: sales promotion; PS:
personal selling, PU: publicity; DM: direct marketing; CVE:
cumulative variance explained.

Item

According to the research framework, the questionnaire
customer satisfaction item was measured by the theory of [16].
The researcher chose twelve questions to measure customer
satisfaction. After confirmatory factor analysis, the variance
accumulated to be 61.91%, and the resulting Cronbach o
coefficient of the twelve factors was 0.89, indicating good
reliability and validity associated with this study (Table V).

TABLE IV.
VALIDITY AND RELIABILITY ANALYSIS OF CUSTOMER
SATISFACTION
Ttem Extracted Factor
REP WOM MPDAC BI
Ccs1 .67
CS2 93
CS3 92
cs4 90
Css 85
CS6 78
Ccs7 76
CS8 .88
CcS9 .87
CS 10 75
CS 11 91
CS 12 .81
Eigenvalue 2.17 2.15 211 2.04
Variance Explained % 18.08 1792 17.58 17.00
CVE % 61.91
Cronbach a 81 79 78 76
Overall Cronbach a 89

CS: Customer satisfaction; REP: Re-purchase; WOM: Word of
mouth; Making purchasing decisions at the same company:
MPDAC:; BI: Brand image.

Descriptive Analysis of Questionnaire

Service quality has five indicators: 1. Website design
consists of SQ1 and SQ 3, where the mean value is 3.79 with
SD value 0.84. 2. Reliability consists of SQ 6 and SQ 7, where
the mean value is 4.34 with SD value 0.71. 3. Responsiveness
consists of SQ 9 and SQ 10, where the mean value is 4.06 with
SD value 0.67. 4. Trust consists of SQ 11, SQ12, SQ13 where
the mean value is 4.53 with the last value SD 0.60. 5.
Personalization consists of SQ 14 and SQ 15 where the mean
value is 4.43 with SD value 0.51. The average value of service
quality indicators is 4.26, with an SD value of 0.36.

Price has four indicators: 1. Affordability price consists of
PR 1, PR 2, PR 3, where the mean value is 4.09 with SD value
0.54. 2. Prices' Suitability with product quality consists of PR 5,
PR 6 where the mean value is 4.40 with SD value 0.63. 3.
Competitiveness price consists of PR 7, PR 8, PR 9, where the
mean value is 4.32 with SD value 0.54. 4. price's suitability
with benefits consists of PR 10, PR 11, PR 12, where the mean
value is 4.04 with an SD value of .49. The average value of the
total Price has is 4.20 with an SD value of 0.38, which shows
the distribution of the Price value is even.

TABLE V1.
DESCRIPTIVE ANALYSIS OF SERVICE QUALITY

Item / factors Mean SD
SQ1 3.78 .84
SQ3 3.81 .85
SQ6 4.34 .73
SQ7 4.34 77
SQ9 4.32 .73
SQ 10 3.80 .81
SQ11 4.62 52
SQ 12 4.51 71
SQ 13 4.46 74
SQ 14 4.42 .59
SQ 15 4.44 57
DW 3.79 .61
REL 4.34 71
RES 4.06 .67
TRU 4.53 .60
PER 443 Sl
Total SQ 4.26 .36

SQ: service quality; DW: design website; REL: reliability;
RES: responsiveness; TRU: trust; PER: personalization.

Authorized licensed use limited to: Chaoyang University of Technology. Downloaded on October 07,2021 at 06:46:34 UTC from IEEE Xplore. Restrictions apply.



TABLE VIL TABLE VIII.
DESCRIPTIVE ANALYSIS OF PRICE DESCRIPTIVE ANALYSIS OF PROMOTION
Item / factors Mean SD Item / factors Mean SD
PR 1 3.89 15 PM 1 412 58
PR 2 419 47 PM 2 4.06 63
PR 3 418 74 PM 3 3.89 59
PR 5 4.41 66 PM 4 393 62
PR & 439 g2 PM 5 3.84 67
PR 7 425 74 PM 6 412 65
PR 8 432 68 PM 7 421 63
PR 9 4.40 57 PM & 3.88 66
PR 10 3.90 66 PM 9 4.10 63
PR 11 4.02 68 PM 10 411 63
PR 12 421 49 PM 11 4.09 69
AP 4.09 54 PM 12 3.99 58
PSWPQ 4.40 .63 PM 13 3.83 1
CcPp 4.32 54 PM 14 3.79 59
PSEB 4.04 49 PM 15 393 66
Total PR 4.20 38 PM 16 418 59
PR: Price; AP: affordability price; PSWPQ: price's suitability with AD 4.02 49
product quality; CP: competitiveness price; PSEB: price's SP 4.02 47
suitability with benefits. PS 4.03 54
PU 397 53
The promotion has five indicators: 1. Advertising consists of ?ﬁﬂ PM :gg :g

PM 1, PM 2, PR 3, where the mean value is 4.02 with an SD
value 0.49. 2. Sales Promotion consists of PM 4, PM 5, PR 6,
PM 7, where the mean value is 4.02 with SD value 0.47. 3.
Personal selling consists of PM 8, PM 9, PM 10, where the
mean value is 4.03 with SD value 0.54. 4. Publicity consists of
PM 11, PM 12, PM 13, where the mean value is 3.97 with an
SD value of 0.53. 5. Direct marketing consists of PM 14, PM
15, and PM 16, where the value is SD 0.50. The average value
of promotion has is 4.20, with an SD value of 0.37.

Customer Service has four indicators: 1. Re-purchase
consists of CS 1, CS 2, CS 3, where the mean value is 4.10 with
SD .57. 2. Word of mouth consists of CS 4, CS 5, CS 6, where
the mean value is .53. 3. Making purchasing decisions at the
same company consists of CS 7, CS 8, CS 9, where the mean
value is .55. 4. Brand image consists of CS 10, CS 11, CS 12,
where the mean value is 0.57. The average value of customer
service is 3.95, with an SD value of 0.44.

Multiple regression analysis

Based on the calculation results, the correlation coefficient
between service quality and customer satisfaction is 0.293. If
included in the correlation value table, the correlation
coefficient will fall in the range of 0.20 - 0.39. Thus, the
closeness of the variable service quality and customer
satisfaction is Low Correlation, a definite but small relationship.
Then the correlation coefficient between price and customer
satisfaction is 0.583. When included in the correlation value
table, the correlation coefficient will fall to 0.40 - 0.69. Thus,
the level of closeness of the variable price and customer
satisfaction is a Moderate correlation; substantial relationship.
Then the last one is the correlation coefficient between
promotion and customer satisfaction, amounting to 0.643.
When included in the correlation value table, the correlation
coefficient will fall to 0.40 - 0.69. Thus, the level of closeness
of the variable service quality and customer satisfaction is a
Moderate correlation; substantial relationship.

PM: Promotion AD: advertising; SP: sales promotion; PS: personal
selling, PU: publicity; DM: direct marketing

TABLE IX.

DESCRIPTIVE ANALYSIS OF CUSTOMER SATISFACTION

Item / factors Mean SD
Ccs1 412 63
Ccs?2 415 68
CS3 4.03 1
Ccs4 4.09 60
CS 5 401 56
CS6 374 15
cs7 4.00 .64
CS8 385 73
Ccs9 391 60
Ccs 10 36l 74
Cs 11 399 67
Cs 12 395 66
REP 410 57
wWoM 394 53
MPDAC 391 55
BI 385 57
Total CS 395 44

CS: Customer satisfaction; REP: Re-purchase; WOM: Word of
mouth; Making purchasing decisions at the same company:
MPDAC; BI: Brand image.

TABLE X.
CORRELATED ANALYSIS BETWEEN SERVICE QUALITY,
PRICE, CUSTOMER SATISFACTION AND CUSTOMER

SATISFACTION
SQ PR PM CS
Service Quality -
Price 480% -
Promotion 400 B3T7* -
Customer Satisfaction 293 583 643* -

From the results of the regression analysis above, the
multiple regression equation is as follows:

Y=0453-0.049X1+0353X2+0556X3 +e
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Based on these results, it shows that the value of Service
Quality (X1) on guest satisfaction (Y) is -0.049, and the
importance of price (X2) on guest satisfaction (Y) is 0.353. The
value of promotion (X3) on guest satisfaction (Y) of 0.556
explained that the regression equation obtained is as follows: in
the service quality variable has the opposite direction,
increasing service quality decreases service quality of guest
satisfaction. Customers do not directly experience the services
provided to customers. After all, services are only offered
online with the help of the system and slow complaint handling
given by the company to customers, which impacts customer
satisfaction. Whereas in Price and Promotion variables, if Price
and Promotion are reasonable, it will increase guest
satisfaction.

TABLE XI.
REGRESSION ANALYSIS OF THE EFFECTS OF
SERVICE QUALITY, PRICE, CUSTOMER
SATISFACTION ON CUSTOMER SATISFACTION

Model uc SC Sig Cs

B SE Beta ) T VIF
(constant) 453 .200 2263 .024
SQ -049 046 -040 -1.059 290  .754* 1326
PR 353 051 308 6.891 000  .534* 1874
PM 556 051 462 10.814 000  .583* 1.717

SQ: Service Quality; PR: Price; PM: Promotion; UC:
Unstandardized Coefficients; SC: Standardized coefficient; SE:
Std. Error CS: Collinearity Statistics; T: Tolerance. *p<.05

Variable X1 (Service Quality) obtained t count - 1.059 with a
significant level of 0.290 using a limit of 0.05; the significance
value is greater than the 5% level, meaning that Ho is accepted
and Ha is rejected. Thus, the first hypothesis of this study is not
proven. It means that there is no significant effect of service
quality (X1) on Guest Satisfaction (Y). Variable X2 (Price)
obtained t count 6,891 with a significant level of 0.000 by using
a limit of 0.05; the significance value is smaller than the 5%
level, which means that Ho is rejected and Ha is accepted. Thus,
the second hypothesis of this study is proven. It means a
significant effect of Price (X2) on Guest Satisfaction (Y).
Variable X3 (Promotion), it is obtained t count 10.814 with a
significant level of 0.000 using a limit of 0.05. The significance
value is smaller than the 5% level, which means that Ho is
rejected and Ha is accepted. Thus, the third hypothesis of this
study is proven, which means that there is a significant effect of
Promotion (X3) on Guest Satisfaction (Y).

Multiple regression analysis using the F test (Fisher) aims to
determine the effect of all variables, including service quality,
price, and promotion, on customer satisfaction of pegipegi.com
customers who are booking hotels in Makassar. Suppose the
significance value is less than 0.05 (sig <0.05), the regression
model is statistically significant from the test results obtained
the calculated F value of 145.560 with a significance of 0,000.
Because the significance value is smaller than 0.05 (0.000
<0.05), it can be concluded that the hypothesis which states,
"There is an effect of service quality, price and promotion
together on customer satisfaction of pegipegi.com customers
who are booking hotels in Makassar.

The coefficient of determination is a measuring tool to
measure the influence of the independent variable on the
dependent variable. The determination coefficient ranges from

number 0 to 1; the coefficient of determination is close to
number 1, the greater the influence of the independent variable
on the dependent variable. The results of the Adjusted R2 test
in this study obtained a value of 0.465. This shows that
customer satisfaction is influenced by the variables of service
quality, price, and promotion by 46.5%. In comparison, the
remaining 53.5% is influenced by other factors not included in
this study.

Discussion and Conclusion

This study aimed to analyze the relationship between service
quality, price, and promotion on customer satisfaction who
booked hotel rooms in Makassar. Makassar is one of the cities
that is developing in the world of hospitality. There are many
hotels in Makassar, starting from 1-star hotels to 5-star hotels.
As a good hotel developer, e-commerce companies are needed
to help develop hospitality in Makassar. Various kinds of hotels
in Makassar with the services and facilities provided are
expected to be able to provide satisfaction to guests who stay
with the help of an e-commerce company that helps with hotel
reservations in Makassar for significant results for the
contribution of research in the world of hospitality and
E-commerce in Indonesia. Indonesia, especially in Makassar.
Following research procedures, from data collection to data
analysis, analysis results prove that the relationship between
service quality and customer satisfaction is not significant.
Meanwhile, the variable price and promotion have a substantial
effect on customer satisfaction, so that the hypothesis has been
proven that the results of previous studies can be compared
theoretically with the results of this study [6,17-25].

In terms of service quality, there is no significant effect on
customer satisfaction. Meanwhile, the importance of service
quality can increase company development and improve
customer satisfaction who have expectations that must be met
[26]. Customer satisfaction is directly related to customer
needs. The extent to which these needs are met determines
enjoyment in the case of conformity or disappointment from
mismatch [27]. In practice, besides service quality, there are
price and promotion variables that can significantly influence
tourist satisfaction. Promotion variables that can significantly
influence tourist satisfaction. Customer satisfaction does not
focus on service quality but instead focuses on price and
promotion according to the research results on price and
promotion variables, significantly affecting customer
satisfaction. Therefore, the pegipegi.com company that
provides a platform for customers to reserve hotel rooms in
Makassar must pay close attention to the quality service
provided to customers. The goal is to analyze customer
satisfaction based on service quality, price, and promotion. So
that through Service quality, other variables or predictors,
namely Price and Promotion, can be filled with better customer
satisfaction in the future.

After customers booked hotels through pegipegi.com, they
agree that the service quality provided by pegipegi.com is still
not good and makes customers from pegipegi.com. The latter
make room bookings feel unsatisfied in terms of providing this
service due to the service offered by pegipegi.com online is
proven by the results obtained in this study which states the
insignificance of the service quality factor in this study. Then
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the results obtained are also accepted in this study which says
that there is a negative effect on service quality on guest
satisfaction of pegipegi.com who make room bookings in
Makassar. The negative impact obtained from the results of this
study is because the higher the level of service quality, the
higher the price that will give to the customer, and the high
price can affect guest satisfaction. The results obtained in this
study show that the price variable shows positive results, which
means that the price sufficiently affects guest satisfaction. Then
from the results of this study, it was found that promotion is one
of the factors that significantly influence the satisfaction of this
guest because pegipegi.com is engaged in an online company
where promotion is a factor that plays an essential role in
introducing this company to customers. The conclusion in this
study is that Service quality, price, and promotion together
affect guest satisfaction.

Recommendation

This research was limited by time and human resources. The
sample in this study is also limited to pegipegi.com customers
who book hotels in Makassar, and it would be better if the
sample taken includes pegipegi.com consumers in Makassar
and other cities so that the research results can be generalized in
a broader scope. The results of this study may not apply to other
E-commerce companies because the attributes of each
E-commerce company are different. This research suggests that
researchers can follow up to expand the scope of this research
to present it accurately. The questionnaire used in this study
was modified from a series of questionnaires conducted by
other researchers. Then this study examines the effect of
service quality, price, and promotion only. Other factors can
affect consumer satisfaction, such as competition, costs, and
quality of products/services.

Acknowledge and Funding

This study thanks the respondents for their enthusiastic
participation. This research was not sponsored by any funding.

References

[1] R.Law, D. Buhalis, and C. Cobanoglu, "Progress on information
and communication technologies in hospitality and tourism,"
International Journal of Contemporary Hospitality Management,
2014.

[2] K. K. d. I. R. I. (KOMINFO). "Kemkominfo: Pertumbuhan
e-Commerce Indonesia Capai 78 Persen."
https://www.kominfo.go.id/content/detail/16770/kemkominfo-p
ertumbuhan-e-commer
ce-indonesia-capai-78-persen/0/sorotan_me dia

[3] F. Buttle, "Customer Relationship Management (manajemen
hubungan pelanggan) concept and Tools," Malang: Bayumedia
Publishing, 2007.

[4] P.Kotler, J. I. Shalowitz, and R. J. Stevens, Strategic marketing
for health care organizations: building a customer-driven health
system. John Wiley & Sons, 2008.

[5] C. A. Voss, "Rethinking paradigms of service," International
Journal of Operations & Production Management, 2003.

[6] P. Kotler and G. Armstrong, "Prinsip-Prinsip Pemasaran
Jakarta," Penerbit Erlangga, 2008.

[7] K. L. Keller, "Building strong brands in a modern marketing

communications  environment,"  Journal of
communications, vol. 15, no. 2-3, pp. 139-155, 2009.

[8] D. Sunyoto and T. Admojo, "Konsep dasar riset pemasaran dan
perilaku konsumen," 2014.

[9] T.-C. Liu and L.-W. Wu, "Customer retention and cross-buying
in the banking industry: An integration of service attributes,
satisfaction and trust," Journal of financial services marketing,
vol. 12, no. 2, pp.132-145, 2007.

[10] A. S. Maulana, "Pengaruh kualitas pelayanan dan harga terhadap
kepuasan pelanggan PT. TOL" Jurnal Ekonomi Universitas Esa
Unggul, vol. 7, no. 2, p. 78663, 2016.

[11] S. Kodu, "Harga, kualitas produk dan kualitas pelayanan
pengaruhnya terhadap keputusan pembelian mobil Toyota
avanza," Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen,
Bisnis dan Akuntansi, vol. 1, no. 3, 2013.

[12] G. Armstrong, P. Kotler, and Z. He,
introduction," 2005.

[13] G. G. Lee and H. F. Lin, "Customer perceptions of e- service
quality in online shopping," International Journal of Retail &
Distribution Management, 2005.

[14] P. Stanton and J. Stanton, "The questionable economics of
governmental  accounting,"  Accounting, Auditing &
Accountability Journal, 1998.

[15] P. Kotler and G. Armstrong, "Prinsip-prinsip pemasaran,"”
Jakarta: Erlangga, 2001.

[16] P. a. K. L. K. Kotler, Marketing Management. Jakarta: Erlangga,
2009.

[17] A. Kartikasari and A. Albari, "The Influence of Product Quality,
Service Quality and Price on Customer Satisfaction and
Loyalty," Asian Journal of Entrepreneurship and Family
Business, vol. 3, no. 1, pp. 49-64, 2019.

[18] P. Rita, T. Oliveira, and A. Farisa, "The impact of e-service
quality and customer satisfaction on customer behavior in online
shopping," Heliyon, vol. 5, no. 10, p. €02690, 2019.

[19] M. Machfoedz, "Pengantar pemasaran modern," Yogyakarta:
Upp Amp Ykpn, 2005.

[20] D. Abdullah, N. Hamir, N. M. Nor, J. Krishnaswamy, and A. M.
M. Rostum, "Food quality, service quality, price fairness and
restaurant re-patronage intention: The mediating role of
customer satisfaction," International Journal of Academic
Research in Business and Social Sciences, vol. 8, no. 17, pp.
211-226, 2018.

[21] I. Ghozali, "Aplikasi Analisis Multivariate Dengan Program
IBM dan SPSS," Semarang: BP Universitas Diponegoro, 2011.

[22] M. Ghozali, "Pengaruh Kualitas Pelayanan dan Harga terhadap
Kepuasan Pelanggan pada Expedisi di Surabaya," Jurnal Ilmu
dan Riset Manajemen, vol. 3, no. 3, pp. 1-15,2014.

[23] A. Mahmud and S. H. Kamaruzaman Jusoff, "The effect of
service quality and price on satisfaction and loyalty of customer
of commercial flight service industry," 2013.

[24] F. Tjiptono Ph.D, Pemasaran Jasa Prinsip Penerapan Penelitian.
Yogyakarta: ANDI, 2014.

[25] H. A. Buchory and D. Saladin, "Manajemen Pemasaran: Teori,
Aplikasi dan Tanya Jawab," Bandung: Linda Karya, 2010.

[26] K. K. P. Kotler and D. Manceau, Marketing management 14e.
PEARSON FRANCE, 2012.

[27] D. W. Hill Jr, "Estimating the effects of human rights treaties on
state behavior," The Journal of Politics, vol. 72, no. 4, pp.
1161-1174,2010.

marketing

"Marketing: an

Authorized licensed use limited to: Chaoyang University of Technology. Downloaded on October 07,2021 at 06:46:34 UTC from IEEE Xplore. Restrictions apply.



