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PENGARUH SERVICE QUALITY DAN CUSTOMER VALUE TERHADAP 

CUSTOMER LOYALTY MELALUI CUSTOMER RELATIONSHIP 

MANAGEMENT HOTEL BINTANG 3 DI SURABAYA 

 

ABSTRAK 

Industri jasa merupakan salah satu fenomena yang unik dalam 

pembangunan nasional suatu bangsa. Semakin maju suatu bangsa, maka semakin 

besar konstribusi dari komponen jasa pada struktur pendapatan nasional suatu 

bangsa. Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

service quality dan percieved value terhadap customer loyalty melalui customer 

relationship management hotel bintang 3 di Surabaya. Penelitian ini 

menggunakan teknik pengambilan sampel yaitu non probability sampling dengan 

cara purposive sampling, dengan jumlah sampel sebanyak 150 responden. Setiap 

responden tersebut merupakan individu yang pernah mengunjungi dan bermalam 

di hotel bintang 3 Surabaya. Kuesioner digunakan untuk mengumpulkan data dan 

selanjutnya diolah dengan teknik analisis SEM (Structural Equation Modeling) 

dengan program SmartPLS 3.0. Hasil penelitian ini dapat disimpulkan: (1) service 

quality berpengaruh positif terhadap customer relationship management (2) 

customer value berpengaruh positif terhadap customer relationship management 

(3) customer relationship management berpengaruh positif terhadap customer 

loyalty 

Kata Kunci:  Service Quality, Customer Value, Customer Relationship 

Management, Customer Loyalty 
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THE EFFECT OF SERVICE QUALITY AND CUSTOMER VALUE TO 

CUSTOMER LOYALTY WITH CUSTOMER RELATIONSHIP 

MANAGEMENT IN 3 STARS HOTEL IN SURABAYA 

 

ABSTRACT 

The service industry is a unique phenomenom in development progress 

every nations . The further the country is , the more service industry contributed 

for nations income structure . This research is intend to understand and analyze 

the influence of serviced quality and perceived value for customer relationship 

management in 3 stars hotel in surabaya. This research method is using sample 

opinion like non probabilty sampling with purposive sampling method, with total 

sample of 150 respondend. Every respondend is people who have visit and stay at 

3 stars hotel in surabaya. This questionnaire using to collect data and next 

processed with SEM ( Structural Equation Modeling) method technique with 

SmartPLS 3.0 program. The result of the research , we can conclude that ,(1) 

service quality give positive effect to customer relationship management. (2) 

customer value give positive efect to customer relationship management. (3) 

customer relationship management give positive effect to customer loyalty  

 

Keywords :  service quality, customer value, customer relationship 

management, customer loyalty .  

 

 

 

 

 

 

 

 

  


