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ABSTRACT

Hotels are an important part of tourism and a place for anyone to rest. The aim of this
research was to determine the influence of facilities, brand image, product quality,
promotions and service quality on customer satisfaction and customer loyalty. This type
of research is quantitative with a purposive sampling technique distributed through
questionnaires to 145 employee respondents to visitors to 4 Star Hotels who live in
Tangerang and Bogor. Primary data analysis was carried out using the Structural
Equation Modeling (SEM) method. The results of this research show that the 6 (six)
proposed hypotheses are accepted, and the promotion variable has the greatest direct
influence on customer satisfaction. Based on these findings, it can be seen that the role of
facilities, brand image, product quality, promotion and service quality influence customer
satisfaction and the level of satisfaction influences customer loyalty in 4 star hotels.
Mediationally, it can be seen that the results show negative results for the service quality
and service quality variables. product quality on customer loyalty through hotel customer
satisfaction.

Keywords: image facilities, product and service quality, promotion, customer
satisfaction, customer loyalty

INTRODUCTION

Hotels are an important part of tourism and a place for anyone to rest. Hotel services
are highly perishable due to the short lifespan of hotel rooms and availability on certain
days (Alnaim et al., 2022). Basically, customer loyalty interacts with customers in depth
with sellers to improve relationships (Diatmono et al., 2020; Nurdiansyah et al., 2020; R.
A. Pratama et al., 2023). Every consumer who is committed to purchasing the chosen
product in the future forms an attitude of customer loyalty (Imran, Mariam, et al., 2020;
Juwaini et al., 2022; Yunus et al., 2023). The nature of customer loyalty becomes
comprehensive if it includes behavior and attitudes from different constructs, therefore
customer loyalty is very important (Ismagilova et al., 2021; Mariam et al., 2023; Sukarno
et al., 2020; Supiati et al., 2021). In recent years, consumer behavior has received great
attention in the hotel industry. Considering they are repositioning to attract consumers
and gain a competitive position in the hotel industry market most effectively (Ahn &
Kwon, 2020; Ramli et al., 2020; Steven et al., 2023).

The importance of facilities for the availability of an agency to facilitate existing
performance. The hotel industry needs accommodation services such as additional
facilities that can provide different value from star hotels, because with complete facilities
the satisfaction received varies from each visitor who enjoys these facilities (K. Chandra
et al., 2019; Mariam et al., 2020; Rather, 2019). Industrial economic development must
have a balance of facilities in terms of positive sectors and the state with the aim of
facilitating the flow of turnover in the world of hotels. Every facility is important for
operations, because without facilities an operation will not run well. Serving guests
throughout the day from check-in and check-out is the duty of the receptionist to serve
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guests so that they can more easily gain access (Imran, Arvian, et al., 2020; Kalim et al.,
2024; Keshavarz & Jamshidi, 2018).

The formation of a company image is very important and positive for consumers and
influences evaluations of consumers' cognition, beliefs and attitudes towards the
company. Some companies provide a good shopping experience to improve their brand
image, because this implementation will invite more visitors to find out the facts from the
image provided (Bachtiar et al., 2023; Ernawati, 2021; Rizky et al., 2023). Consumer
brand image can be determined by examining consumer brand attitudes and brand image
through various brand management approaches. The role of brand image may be different
from that perceived by society, but a company must have its own brand image according
to the services they provide to society regarding needs and uses (Ardianti, 2022;
Situmorang et al., 2023; Takaya et al., 2020).

Product quality has a high level of influence on income, because basically a high level
of product quality is a target for all groups to enjoy (Hafni, 2020; K. Kurniawati et al.,
2024; Meidiyanty et al., 2023). Factors that make consumers feel satisfied include the
level of good product quality, because a high level of product quality provides
standardization for places that provide quality products (Febriani et al., 2023; Miao et al.,
2022; Nurcahyani et al., 2023). The quality of products such as delicious food is important
for every consumer, delicious products give consumers a sense of satisfaction to try the
food a second time. Product quality includes durability, usability and durability of the
product (M. P. Pratama et al., 2023; Suhan et al., 2022; Utama et al., 2020).

Previous studies have been conducted regarding the influence of facilities, brand
image, product quality, promotions and service quality on customer satisfaction and
customer loyalty (Amalia et al., 2024; Megawaty et al., 2024; Mulyadi et al., 2020;
Rumaidlany et al., 2022; Sinurat et al., 2024; Yin & Lin, 2022), other research states that
the influence of service quality and product quality is part of consumer needs
(Ghazmahadi et al., 2020; Mulyadi et al., 2020; Sardar et al., 2021).

The aim of this research is to determine the effectFacilities, Brand Image, Product
Quality, Promotion, Service Quality on Customer Satisfaction and Customer Loyalty in
the hotel business. Based on the background, the researcher took the title "The Influence
of Hospitality Marketing Performance on the Lack of Visitors in the Hotel Business".

LITERATURE REVIEW
Facilities

Facilities are something that makes the customer's business easier. Ideally, high-end
facilities require ongoing maintenance and professional staff's dedicated attention to
handling and operation (Gopi & Samat, 2020; Khasanah et al., 2021; Mariam et al., 2022;
Takaya et al., 2019). Superior hotel facilities lead to increased customer satisfaction. This
should also not result in hoteliers blaming substandard hotel facilities for failing to achieve
high levels of customer satisfaction (Eki & Ramli, 2024; Ramli, 2013; Vitram et al., 2023).
Facilities are everything that is physically provided by the service seller to provide
convenience to customers (Arbol & Ramli, 2024; E. Kurniawati & Ramli, 2024;
Lakhsmidevy, 2018).
Brand Image

Brand image is a combination of perceived quality and other associations regarding a
particular brand that consumers know (Amgad et al., 2021; Mariam & Ramli, 2022;
Ramli, 2017). Brand image is one of the essential factors in maintaining or increasing
business sales (Cuong, 2020; Mariam & Ramli, 2022). Brand image is an important
component for developing a business (Mulya & Ramli, 2023; Rinaldi & Ramli, 2023;
Ristanti & Iriani, 2020). Brand Image and corporate identity are two different things,
although closely related. Brand image is another variable that directly or indirectly
influences international competitiveness.
Product Quality

The quality of a product depends on the ability of the product itself to have good
functions which include durability, reliability, accuracy and smooth operation, as well as



improving service and other important attributes (Eksangkul & Nuangjamnong, 2022;
Indriani & Ramli, 2024; Ramli, 2020a; Ramli & Novariani, 2020). Several studies have
discussed the relationship between consumer satisfaction and product quality using
critical incident techniques. Product quality is the overall characteristics of a product or
service that can satisfy customer needs explicitly or implicitly (Indriani & Ramli, 2024;
Miati, 2020; Salma & Ramli, 2023).
Promotion

Promotion is an activity that communicates the advantages of a product and
encourages target consumers to buy it (Novarian & Ramli, 2020; Rahmawati & Ramli,
2024; Verplanken & Sato, 2011). From the above definition, we can conclude that
advertising is the process of influencing target consumers and persuading them to buy or
switch to products produced by a company (Mariam & Ramli, 2023; Novarian & Ramli,
2020; Phromlert et al., 2019). Promotion can be defined as a form of marketing
communication. Promotion is one of the key components of the 4Ps in the marketing mix
and is very important to study because it is an important part of achieving market share
(A. Chandra & Tan, 2022; Harahap & Ramli, 2023; Ramli, 2019). Promotion is an
organizational tool to inform, persuade and remind consumers directly and indirectly
about its products and brands (Atulkar, 2020; Dewi & Ramli, 2023; Kadir & Ramli, 2024).
Service Quality

Service quality is a consumer's overall assessment based on their overall experience
(Novianti & Ramli, 2023; Rodriguez et al., 2020; Sylvyani & Ramli, 2023). Services in
the hotel industry, service quality is one of the strongest competitive advantages of
modern hotel companies (Garepasha et al., 2020; Mariam & Ramli, 2021; Ramli &
Mariam, 2020). Service quality is defined as the overall assessment made by consumers
regarding the superiority of a service (Sari & Ramli, 2023; Sylvia & Ramli, 2023; Tarkang
et al., 2020).
Customer Satisfaction

Customer satisfaction is a post-purchase behavior that describes the feelings a person
feels when using a particular product or service (Maharani & Ramli, 2024; Ramli, 2020b;
Yin & Lin, 2022). Customer Satisfaction is a consumer's overall assessment based on their
overall experience (Gunawan & Ramli, 2023; Rubio et al., 2017; Samuel & Ramli, 2024).
Customer satisfaction is one of the important issues in business and influences many
results including sales performance (Davis et al., 2021; Eki & Ramli, 2024; Mariam &
Ramli, 2020). Customer satisfaction comes from assessing anticipated performance
compared with the reality of perceived performance and price paid.
Customer Loyalty

Customer loyalty is a worthwhile goal in a saturated and competitive market as banks
struggle to maintain their competitive position against new entrants and customer savvy
(Ozkan et al., 2020).Customer loyalty is a deep commitment to repurchase or support a
selected product or service in the future, even when situational influences or marketing
efforts may cause a change in behavior(Ramanta, 2021). Customer loyalty is a customer's
desire to remain loyal to an organization and continue patronage over time(Manyanga et
al., 2022).
The Relationship of Facilities to Customer Satisfaction

The relationship between facilities and customer satisfaction is such that it is more
intense for high-income customers, in contrast to middle-income customers who have a
more intense relationship with the perception of the organization's personnel and
business.(Baquero, 2023).Basically, good facilities will provide good satisfaction for
customers(Sudrajad, 2023). Research on hospitals argues that customer satisfaction
increases because the facilities of the place are complete(Gonzalez, 2019).Research
fromSudrajad, (2023)The research results show that facilities influence customer
satisfaction at Warkop Sawah Kopi, Tanjungsari Boyolangu Tilungagung Village. The
research results show that service facilities have a significant effect on customer
satisfaction(Mubarok et al., 2023) Likewise, research results show that service facilities
have a significant effect on customers(Dewi et al., 2020).
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H1: The Effect of Facilities on Customer Satisfaction.

The Relationship between Brand Image and Customer Satisfaction

Consumers form slightly different brand associations depending on a company's brand
management approach, which can further influence brand perceptions such as attitudes
towards the brand and brand image(Hsieh et al., 2023). Statement from(Kusuma &
Marlena, 2021)means that customer satisfaction is closely related to Brand Image. From
researchLucky et al., (2023)argue that brand image has a positive effect on customer
satisfaction in consuming products from a brand or company. Research fromSutrisna &
Putri, (2023). The results show that brand image has a positive and significant effect on
consumer satisfaction. A positive brand image also leads to appropriate customer
satisfaction. Consumers who feel they have purchased from a reputable company are
more satisfied and confident with their purchase(Song et al., 2019). The price image of a
product generally forms consumer perceptions based on a comparison between the price
and the value they receive(Lucky et al., 2023).

H2: The Influence of Brand Image on Customer Satisfaction.

The Relationship between Product Quality and Customer Satisfaction

Product quality has an influence and contributes to customer satisfaction, based on
previous research showing that consumers value organic food as a source of trust(Chopin
et al., 2023). According toDewi et al., (2020)Product quality also has a relationship with
customer loyalty. Research fromKaswengi & Lambey-Checchin, (2020)confirms the
quality of fresh food products since logistics services and the marketing offer of a product
are closely interrelated to maintain customer satisfaction. Research from Yulistria, (2023).
The results show that product quality influences customer satisfaction at PT Mitra
Bangun Perwira. The research results confirm that product quality has a significant effect
on customer satisfaction and loyalty(Caren Alada & Caroline Castafio, 2019). Other
research also confirms that product quality has a significant effect on customer satisfaction
and loyalty(Zhong & Moon, 2020).A number of studies have found that product quality
has a relationship with customer satisfaction. Research fromBekele, nd (2019)found that
product quality dimensions such as product features and aesthetics have a strong positive
relationship with customer satisfaction. Additionally, more research reveals that product
quality has a positive effect on customer satisfaction(Sari & Ali, 2020).

H3: The Effect of Product Quality on Customer Satisfaction.

The Relationship of Promotion to Customer Satisfaction

StudyBlom et al., (2021)from showing that customer satisfaction can vary with
promotions. Research fromKusuma & Marlena, (2021)emphasized that it is not only
brand image that is related to customer satisfaction, but also other factors, namely
promotion. Promotions are designed to combine personal selling and sales with the goal
of influencing purchasing decisions and customer satisfaction(Mubarok et al.,
2023).Research fromAstono, (2023). The results show that promotions have a positive
and significant effect on customer satisfaction. Research fromBlom et al., (2021)The
results show that promotions have an effect on customer satisfaction.The research results
confirm that promotions have a significant effect on customer satisfaction(Rehman et al.,
2022). Likewise, research results confirm that promotions have a significant effect on
customer loyalty(Zinaida & Anggraini, 2022).

H4: The Effect of Promotion on Customer Satisfaction.

The Relationship between Service Quality and Customer Satisfaction

In addition to product quality, take into account the quality of service, especially the
service of preparing fresh food products(Gonzalez, 2019).In the services marketing
literature, it is assumed that customers can evaluate the performance of a service, and the
results are compared with existing expectations before purchase or consumption(Ozkan
et al., 2020).Research fromMubarok et al., (2023)argue that the relationship between
service quality is a major part of the level of customer satisfaction. Research
from(Sudrajad, 2023). The results of the research show that Service Quality influences
Customer Satisfaction at Warkop Sawah Kopi, Tanjungsari Boyolangu Tilungagung



Village. Research fromMubarok et al., (2023)shows that service quality influences
customer satisfaction. Research fromGligor et al., (2019)The results show that service
quality influences customer satisfaction.
H5: The Effect of Service Quality on Customer Satisfaction.
The Relationship between Customer Satisfaction and Customer Loyalty
Customer trust in the company and the quality of the customer's relationship with the
company and employees will determine loyalty(Syam & Fahri, 2024).Research shows
that customer satisfaction influences the lack of value of customer loyalty(Slack & Singh,
2020).Basically, optimal customer satisfaction will be able to create customer
loyalty(Khairawati, 2019). Research fromOzkan et al., (2020)The results show that there
is an influence of customer satisfaction on customer loyalty. StudySlack & Singh,
(2020)from showing customer satisfaction partially inhibits the level of service quality on
customer loyalty in supermarkets. Research fromRamanta, (2021).The results show that
the customer satisfaction variable has a significant effect on CV customer loyalty. Gift of
Tuminting Furniture.
H6: The Effect of Customer Satisfaction on Customer Loyalty.
The Effect of Facilities on Customer Loyalty is mediated by Customer Satisfaction
The relationship between facilities and customer satisfaction is such that it is more intense
for high-income customers, in contrast to middle-income customers who have a more
intense relationship with the perception of the organization's personnel and
business.(Baquero, 2023).Basically, good facilities will provide good satisfaction for
customers(Sudrajad, 2023). Research on hospitals argues that customer satisfaction
increases because the facilities of the place are complete(Gonzalez, 2019).Research
fromSudrajad, (2023)The research results show that facilities influence customer
satisfaction at Warkop Sawah Kopi, Tanjungsari Boyolangu Tilungagung Village. The
research results show that service facilities have a significant effect on customer
satisfaction(Mubarok et al., 2023).Likewise, research results show that service facilities
have a significant effect on customers(Dewi et al., 2020).
H7: The Effect of Facilities on Customer Loyalty is mediated by Customer Satisfaction.
The Influence of Brand Image on Customer Loyalty Mediated by Customer
Satisfaction
Consumers form slightly different brand associations depending on a company's brand
management approach, which can further influence brand perceptions such as attitudes
towards the brand and brand image(Hsieh et al., 2023). Statement from(Kusuma &
Marlena, 2021)means that customer satisfaction is closely related to Brand Image. From
researchLucky et al., (2023)argue that a positive brand image greatly influences consumer
loyalty and commitment in consuming products from a brand or company. Research
fromSutrisna & Putri, (2023). The results show that brand image has a positive and
significant effect on consumer satisfaction. A positive brand image also leads to
appropriate customer satisfaction. Consumers who feel they have purchased from a
reputable company are more satisfied and confident with their purchase(Song et al.,
2019). The price image of a product generally forms consumer perceptions based on a
comparison between the price and the value they receive(Lucky et al., 2023).
HS8: The Influence of Brand Image on Customer Loyalty Mediated by Customer
Satisfaction.
The Influence of Product Quality on Customer Loyalty is Mediated by Customer
Satisfaction
Product quality has an influence and contributes to customer satisfaction, based on
previous research showing that consumers value organic food as a source of trust(Chopin
et al., 2023). According toDewi et al., (2020)Product quality also has a relationship with
customer loyalty. Research from(Kaswengi & Lambey-Checchin, 2020)confirms the
quality of fresh food products since logistics services and the marketing offer of a product
are closely interrelated to maintain customer satisfaction. Research from Yulistria, (2023).
The results show that product quality influences customer satisfaction at PT Mitra
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Bangun Perwira. The research results confirm that product quality has a significant effect
on customer satisfaction and loyalty(Alada & Castafio, 2019). Other research also
confirms that product quality has a significant effect on customer satisfaction and
loyalty(Zhong & Moon, 2020).A number of studies have found that product quality has
a relationship with customer satisfaction. Research fromBekele, nd (2019)found that
product quality dimensions such as product features and aesthetics have a strong positive
relationship with customer satisfaction. Additionally, more research reveals that product
quality has a positive effect on customer satisfaction(Sari & Ali, 2020).

H9: The Effect of Product Quality on Customer Loyalty Mediated by Customer
Satisfaction.

The Effect of Promotions on Customer Satisfaction Customer Loyalty is Mediated by
Customer Satisfaction.

StudyBlom et al., (2021)from showing that customer satisfaction can vary with
promotions. Research fromKusuma & Marlena, (2021)emphasized that it is not only
brand image that is related to customer satisfaction, but also other factors, namely
promotion. Promotions are designed to combine personal selling and sales with the goal
of influencing purchasing decisions and customer satisfaction(Mubarok et al.,
2023).Research fromAstono, (2023). The results show that promotions have a positive
and significant effect on customer satisfaction. Research fromBlom et al., (2021)The
results show that promotions have an effect on customer satisfaction.The research results
confirm that promotions have a significant effect on customer satisfaction(Rehman et al.,
2022). Likewise, research results confirm that promotions have a significant effect on
customer loyalty(Zinaida & Anggraini, 2022).

H10: The Effect of Promotions on Customer Loyalty Mediated by Customer Satisfaction.
The Effect of Service Quality on Customer Loyalty is Mediated by Customer
Satisfaction.

In addition to product quality, take into account the quality of service, especially the
service of preparing fresh food products(Gonzalez, 2019).In the services marketing
literature, it is assumed that customers can evaluate the performance of a service, and the
results are compared with existing expectations before purchase or consumption(Ozkan
et al., 2020).Research fromMubarok et al., (2023)argue that the relationship between
service quality is a major part of the level of customer satisfaction. Research from
Sudrajad, (2023). The results of the research show that Service Quality influences
Customer Satisfaction at Warkop Sawah Kopi, Tanjungsari Boyolangu Tilungagung
Village. Research fromMubarok et al., (2023)shows that service quality influences
customer satisfaction. Research from Gligor et al., (2019) The results show that service
quality influences customer satisfaction.

H11: The Effect of Service Quality on Customer Loyalty Mediated by Customer
Satisfaction.

Research Model

From the hypothesis above, the following is the research model framework (Fig 1).

Figure 1. Research Model



METHODS

In the study conducted by the author, the measurements of the variables studied were
adopted from previous research. Where the customer satisfaction variable, the author uses
3 statements adopted from(Erkmen & Hancer, 2019). Next, the service quality variable is
measured with 4 questions adopted from(Erkmen & Hancer, 2019). Facilities are
measured with 6 questions adopted from(Syam & Fahri, 2024). Brand image is measured
with 3 questions adopted from(Erkmen & Hancer, 2019). Product quality is measured by
6 questions adopted from research(Erkmen & Hancer, 2019). Promotion uses 3 questions
adopted from research(Mubarak Syam & Fahri, 2024).Service quality is measured by 4
questions adopted from research(Erkmen & Hancer, 2019).

The Likert scale in this study using 4 scales ranging from 1 (strongly disagree) to 4
(strongly agree) was used to measure all of these items. The accumulated measurements
amounted to 29 statements which can be seen in detail in appendix 2 (operational
variables) and appendix 3 (questionnaire). In terms of research objectives, this study is
empirical research that uses descriptive surveys in the data collection method. The
population of this study includes all hotel managers at both upper and middle levels in 4-
star hotels.

The data in this research will be accumulated using a survey method by distributing
online questionnaires via Google Form to specific respondents. The population in this
study were hotel visitors in the Tangerang and Bogor areas. The research sample used a
purposive sampling technique with the sample criteria being that they had visited at least
once to a hotel domiciled in Tangerang or Bogor. Based on the provisions of SEM PLS
analysis, therefore, the number of respondents required is five times the number of
questions contained in the questionnaire(Hair et al., 2018)namely (29x5) 145 people.

RESULTS AND DISCUSSION
Outer Model Testing

Convergence validity can be determined by looking at the loading factors in the outer
loading table and also by looking at the Average Variance Extracted (AVE) value. As
stated by Hair et al. (2021), the threshold value that must be met to reduce convergent
validity is >0.07 for factor loading and >0.05 for AVE. The results of this research show
that there are 29 indicators that have factor loadings greater than 0.7, meaning that they
can be interpreted as having an AVE value greater than 0.5. Based on this data, it is known
that the variables Facilities, Brand Image, Product Quality, Promotion and Service
Quality have an influence on the level of customer satisfaction of at least 0.094% to 1%,
while the remaining variables were not studied. In this study, it shows that around 99%
of the data. The variables Brand Image, Product Quality, Promotion and Service Quality
on Customer Loyalty are 0.029 or 0.3%, but 99.7% is explained by other variables not
examined in this research.

Inner Model Testing (Hypothesis Testing)

Testing the inner model (hypothesis testing) of research by looking at the results of the
significance of the path coefficient. According to Hair et al. (2021) if the statistical T value
is greater than the T table (1.655) at the 5% level, with a p-value < 0.05 then it can be said
that there is a significant influence while the direction of the relationship can be
determined by looking at the original sample value. Based on the results of calculations
using the bootstrapping method, the results in the table below are obtained:
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Figure 2. Hypothesis Test Results
Table 2. Hypothesis Test Results

. Original T Statistics P
Hypothesis | g =70 | (10/STDEV) | Values |  RESHItS
FS->KPN H1 -0.167 2,878 0.004 Accepted
CM->KPN H2 -0.195 3,864 0,000 Accepted
KPK-> H3 -0.143 2,317 0.021 Accepted
KPN

PM-> KPN H4 -0.210 4,557 0,000 Accepted
KP-> KPN H5 -0.193 3,635 0,000 Accepted
KPN->PL H6 -0.188 2,546 0.011 Accepted

Source: Results of researcher data processing, 2024

Inner model testing (hypothesis testing) is a two-way test to see cause and effect by looking
at the results of the significance of the path coefficient. If the statistical t value is greater
than the t table (1.655) at the 5% level, with a p-value < 0.05 it can be said that there is a
significant influence. Based on the table above, the results of six hypotheses are obtained,
namely H1, H2, H3, H4, H5 and H6 with T statistics greater than T table (1.960) and p-
value < 0.05, so these six hypotheses can be said to have a significant and positive
influence.

Mediation Effect Analysis

Table 3. Mediation Hypothesis Test Results

Hypothesis sa?;:ﬁien&l)) ms::::% (a (T)jtse}lt,;;%cé bl v a11:1es Results
FS ->> II)KI-I"N ) H7 0.031 0.035 2,124 0.034 Accepted
CM_;>PIISPN H8 0.037 0.042 2,297 0.022 Accepted
= -:I{%,PN - H9 0.027 0.031 1,597 0.110 Rejected
PM-;,I{{P i H10 0.040 0.049 1,992 0.046 Accepted
Kp -:;iPN : HI11 0.036 0.047 1,652 0.099 Rejected

Source: Results of researcher data processing, 2024
The test results above show that the influence of brand image, facilities and promotions
on customer loyalty through customer satisfaction has a positive effect with a P value of
less than 0.5 and a T statistic of more than 1,655. Meanwhile, the influence of service



quality and product quality on customer loyalty through customer satisfaction has a
negative effect from the P value of more than 0.5 and the T statistic of less than 1,655.
DISCUSSION

The first findings of the research can provide an illustration that the space of a 4-star
hotel has comfort that matches its star value with visualization that is soothing to the eye.
Every visitor is provided with all aspects of need in the room. It can also be seen that the
level of lighting is appropriate and the colors of the hotel do not tire the eyes and the
equipment is more than adequate. It can be concluded that the facility variable has an
influence on customer loyalty through customer satisfaction. Customers who receive the
required facilities will definitely get satisfaction, such as hotel visitors who provide all
their needs in terms of comfort, bathing and food. The level of individual loyalty will
increase because an important role has been fulfilled, namely facilities. So it can be
concluded that the brand image variable has an influence on customer loyalty through
customer satisfaction. With the influence of brand image, the level of satisfaction is
received because what is experienced matches what is discussed. Then customers will be
loyal to the hotel.

It can be concluded that the product quality variable has no influence on customer
loyalty through customer satisfaction. Each person has their own standard of product
quality received, therefore the mediation of the customer satisfaction variable influences
hotel customer loyalty. So it can be concluded that the promotional variable has an
influence on customer loyalty through customer satisfaction. The role of promotion
always influences someone to search further whether what they see and hear is in
accordance with the existing facts or not. However, the influence of customer satisfaction
definitely influences the loyalty of hotel visitors.

The role of service quality is that sometimes it does not match customer expectations
which makes them disappointed from what they expected. So it can be concluded that the
service quality variable has no influence on customer loyalty through customer
satisfaction. Service is a very important factor, but not all customers are satisfied and
therefore it affects their loyalty in returning to the hotel. So it can be concluded that the
facility variable has an influence on customer satisfaction. Basically, good facilities will
provide good satisfaction for customers(Cahya Hadi Sudrajad, 2023). Research on
hospitals argues that customer satisfaction increases because the facilities of the place are
complete(Gonzalez, 2019).

A good image will have an impact on customer satisfaction because it is present in a
place that has a good perspective among the community. So it can be concluded that the
brand image variable has an influence on customer satisfaction. From researchLucky et
al., (2023)argue that a positive brand image greatly influences consumer loyalty and
commitment in consuming products from a brand or company. Research from(Sutrisna
& Putri, 2023).

The level of product quality shows how good the service value is in terms of
consumption, primary needs such as cleanliness, comfort and so on that Novhotel
provides for individual needs. So it can be concluded that the product quality variable has
an influence on customer satisfaction. Based on research fromDewi et al., (2020)Product
quality also has a relationship with customer loyalty. Research fromKaswengi & Lambey-
Checchin, (2020)confirms the quality of fresh food products since logistics services and
the marketing offer of a product are closely interrelated to maintain customer satisfaction.
Based on the results received, the promotion is running well, which is a form of success
for 4 Star Hotels in the Bogor and Tangerang areas which attract customers because what
is marketed is in line with consumers' expectations to experience the services of the hotel.
It can be concluded that the promotion variable has an influence on customer satisfaction.
Research fromAri Dwi Astono, (2023). The results show that promotions have a positive
and significant effect on customer satisfaction. Other research fromBlom et al., (2021)The
results show that promotions have an effect on customer satisfaction.
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CONCLUSION

This research is known to examine the influence of hotel marketing performance on
the lack of visitors in the hotel business. This research also explains that many factors
influence customer satisfaction and customer loyalty from the level of facilities, brand
image, product quality, promotions and service quality provided by hotel employees who
live in Tangerang and Bogor. This research proves that the quality of the product has
appropriate standards. Many types of food are provided ranging from regional to
international food, the service provided is also satisfying with the charming restaurant
visualization and familiar aromas with delicious desserts providing an assessment that the
quality of the products provided by the Hotel has been well realized for hotel visitors. The
results of this research also prove that the level of hotel marketing is running well because
there are visitors who know about the existence of 4 star hotels in the Bogor and
Tangerang area from social media or advertisements. Visitors also get discounts from
booking rooms if certain criteria are met, such as the minimum number of rooms and
length of stay at the hotel.

In this research there are also results which show that the food service provided seems
good and the response from employees to all visitors' needs is met. How the waiter
provides a level of satisfaction from a fast and responsive attitude towards visitors
provides satisfaction in itself. The level of atmosphere in the Hotel is very good because
the comfort provided by the waiters to visitors is very friendly in interacting. The findings
in this research are related to visitors who came, some because of recommendations from
friends who had already subscribed, some also from those who felt comfortable after
trying once at a 4-star hotel in the Tangerang and Bogor areas. Sometimes some visitors
provide incentives to employees at the hotel for the appreciation given because of the level
of customer satisfaction that the service provided is satisfactory and meets standards.

Based on these findings, it can be seen that the role of facilities, brand image, product
quality, promotion and service quality influence customer satisfaction and the level of
satisfaction influences customer loyalty in 4 star hotels. Mediationally, it can be seen that
the results show negative results for the service quality and service quality variables.
product quality on customer loyalty through hotel customer satisfaction.
LIMITATIONS AND RECOMMENDATION

Some conclusions from this research, or first limitations that can be improved and
developed. This concern relates to the responses of the research participants, which were
limited to those who had at least checked into a Hotel; as a result, loyalty scores are
somewhat erratic and can only be recorded directly after careful consideration. Regarding
the variables used in this research, there are many other factors that might influence
customer loyalty and satisfaction, and these factors are mainly related to user categories,
which are defined more broadly or biasedly. The next research step is to adjust the
hypothesis and sample size to comply with research standards. From the mediation results
it can be seen that the hypothesis of product quality and service quality has no effect on
customer loyalty through customer satisfaction because each person has their own
standards in terms of product quality and level of satisfaction.

MANAGERIAL IMPLICATIONS

This research provides visualization regarding managerial implications for hotel
employee performance to stabilize the level of facilities that have an impact on customer
satisfaction and customer loyalty. Next, brand image has an impact on customer
satisfaction and customer loyalty. The level of product quality that has an impact on
customer satisfaction and customer loyalty. Hotel marketing performance is very
important to attract visitors and increase hotel occupancy. Service quality and product
quality indirectly do not affect customer satisfaction through loyalty, this must be
improved again in terms of service that is in accordance with the cultural criteria of the
surrounding environment and the quality of the products presented must be in accordance
with standardization. Hospitality facilities play an important role in attracting and
retaining visitors. Appropriate, high-quality amenities will enhance the guest experience,



extend their stay, and increase the likelihood of return visits and recommendations to
others.
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