
Journal of Management and Leadership 
Vol.4 No.1, May 2021 
 

13 
 

THE ROLE OF SERVICE QUALITY IMPROVES BRAND 

IMAGE IN HOTELS XYZ:  WORD OF MOUTH AS A 

MEDIATION 
 

Bonifasius MH Nainggolan1,  Puan Amidiola2 

 

STIE Pariwisata Internasional  

Email: bonifasius@stein.ac.id, puansar@gmail.com  

Received: October 10th 2021  

Approved: November 5th 2021 

 

 

Abstract 

This study aims to analyze the effect of service quality on the brand image through word 

of mouth at Hotel XYZ Jakarta. The population in this study were all guests who came 

to the Hotel XYZ Jakarta, using primary data obtained from questionnaires with the 

accidental sampling method. Data samples were obtained from 234 respondents at 

Hotel XYZ in Jakarta. This study uses non-probability sampling with the SEM method, 

which is processed by SPSS and SmartPLS programs. The results represent service 

quality has a direct influence on word of mouth and brand image. Word of mouth also 

directly influences the brand image and can mediate the relationship between service 

quality and brand image.  
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1. Introduction 

 
The development of the times provides many changes and developments in the 

tourism industry that can be seen from hospitality. Hotel as one of the means of 

accommodation becomes one of the businesses that are much in demand. From year to 

year, the number of hotels is increasing, especially in major cities or potential locations 

such as Jakarta. Every year, there is an increase in the number of hotels. It is starting 

from local, national to international chain hotels, five-star hotels even to jasmine hotels, 

with various unique and exciting concepts and styles. So that over time, staying in a 

hotel is no longer a necessity but a lifestyle.  

With so many new hotels popping up, guests have many options to decide where 

they will stay through several considerations and needs. So the competition is getting 
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tighter. For hotels that have been operating for a long time, of course, must have a 

strategy to be able to survive and compete among the many new hotels. One of the 

essential things to survive among the many existing hotels is to build and maintain a 

good brand image. Many guests tend to be more confident and trusting to stay in hotels 

with a good brand image. (Cho dan Fiore, 2015). So if you already believe in one brand, 

consumers will tend to survive using/buying the brand. 

Brand image is one of the popular variables and has been widely researched by 

experts. According to Anholt (2007), brand image is almost similar to reputation in 

brand impressions in the minds of customers or others. Brand image is not static but 

somewhat influenced by many company decisions over time (Martínez dan Chernatony, 

2004). The effect is particular to consumer perceptions about the quality of a company's 

products and services (Cretu dan Brodie, 2007). Tekin et al. (2016) A strong brand 

image influences the impression of a brand that can be the key to attracting more 

consumers deciding to buy a product. If they like the brand after making a purchase, 

there will usually be a subsequent purchase. This is because consumers tend to be 

happier and happier when they consume and interact with their favorite brands (Cho dan 

Fiore, 2015).  

The formation of brand image is often influenced by various factors, one of which 

is the Service quality felt. Where the reason guests stay, one of them is because they 

want to get good and satisfactory service. Parasuraman et al. (1988) The Service quality 

compare the quality that consumers expect and the reality they get. All businesses 

engaged in services, especially hotels, focus on the Service quality to improve 

satisfaction, loyalty, and brand image. Therefore, the Service quality is significantly 

related to brand image (Saleem dan Raja, 2014). This is in line with the statement M 

dan Ali (2017) Service quality has a significant effect on the brand image on different 

objects. The better the service quality will reflect all the dimensions that provide 

benefits to customers. However, the relationship of Service quality with a brand image 

is not always the same. However, in the study at Telkomsel Idris (2014), the Service 

quality has no significant effect on the brand image. 

Thus, between the perception of price and the Service quality to the brand image, 

an inconsistent relationship causes a gap. To bridge the gap caused, there needs to be 

communication between customers termed as word of mouth.   Word of mouth is 
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information in the form of products and or services carried out between customers in 

informal communication (Dzian et.al, 2015). Ng et al. (2011) argue that word of mouth 

is significant for service providers (intangible). Moreover, Yaman (2018) While word of 

mouth can create a positive brand image in their memory, variables proposed to mediate 

price perception and Service quality to a brand image are word of mouth. Previous 

studies conducted by Rambe et al. (2017; Somantari dan Rastini (2019) There is an 

influence between the Service quality on word of mouth. Therefore, Word of Mouth is 

thought to mediate the gap in the relationship between price perception and service 

quality to brand image by taking a case study at Hotel XYZ. This research aims: To find 

out the effect of service quality on word of mouth at Hotel XYZ; To find out the effect 

of Service quality on the brand image at Hotel XYZ; To find out the influence of word 

of mouth on brand image in Hotel XYZ; To determine the effect of service quality on 

brand image through word of mouth at Hotel XYZ. 

 

2. Literature Review  

 
Brand Image 

 Baines et al. (2004) define imagery in a broad sense as a person's perception 

based on his knowledge and experience. A company image is a valuable picture of 

consumers concerning the activities and products of a company. (Kolade et.al, 2014). 

Meanwhile, Kotler dan Armstrong (2008) A brand is the identity of a product or service 

from one or a group of sellers that distinguishes it from a competitor by a name, 

designation, logo, symbol or design, or combination. Bilgin's (2018) Brand statement 

reflects the value, purity, and commitment related to the goods and services of a 

company in its business needs with consumers. A brand is a version of a particular 

brand from a specific class of products  (Chaudhuri dan Holbrook, 2001). 

Laksana (2008) reveals that the brand has four parts: name, sign, trademark, and 

copyright. Further afield, Keller (2013) the contributing factors to forming a brand 

image in a brand association consists of; excellence of brand association, the goodness 

of brand association, and uniqueness of brand association. 
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Service quality 

Quality is conformity with the desired purpose so that anything produced, either 

goods or services, must be in accordance to make it. (Juran dan De Feo, 2010). 

According to  Jain dan Gupta (2004), quality is a strategy that must be done to achieve 

operational efficiency and improved performance in a business. Quality is the most 

important instrument in business strategy that is the basis of competition, the search for 

consumers that is closely related to the profits generated. (Zehir dan Narcıkara, 2016). 

Zeithaml et al. (2017) Services an act, process, and performance provided, reproduced, 

or made by one person or group. Service is what a person does with certain 

requirements to meet the wishes and expectations of others. (Kenyon dan Sen, 2015). 

Service quality is a customer's evaluation of what they receive, the processes performed, 

and the environmental situation in which the service is provided. (Zeithaml et.al, 2017). 

Service quality is the ability of product/service providers to achieve customer 

satisfaction. (Tripathi, 2017). Slightly different,  Sultan (2018) Explains the Service 

quality is the extent to which intangible products can meet the needs, wants, and 

expectations of customers towards him. Parasuraman et al. (1988) has identified five 

dimensions of service quality: physical evidence (tangibles); reliability; responsiveness, 

assurance, and empathy. 

Manhas dan Tukamushaba (2015) In the hospitality industry, the Service quality 

is an essential factor determining success, which is also an advantage in competing with 

competitors. The Service quality can affect the customer's word of mouth. Therefore, 

service providers/products must pay attention to it, so that word of mouth by customers 

is increasing. (Wahyu dan Gorda, 2017). Dharmawan dan Hidayat (2018) said if the 

Service quality is higher / perceived both by customers will have a positive and 

significant effect on word of mouth. Penelitian terdahulu yang dilakukan oleh Agustin 

e. al (2020); Radiah et.al (2021); Rambe et.al (2017); Somantari dan Rastini (2019) 

There is an influence between the Service quality on the word of mouth.  

In improving the brand image, the product/service provider must pay attention 

and improve the Service quality because it dramatically affects purchasing behavior by 

customers. (Rizkalla dan Suzanawaty, 2011). Kurniawan dan Sidharta (2016) pointed 

out that the Service quality has a significant effect on the brand image, so the higher the 

Service quality will lead to a higher brand image. Previous research conducted by Abdi 
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dan Yuliati (2015); Aisha (2017); dan Wijaya et al. 2020) There is an influence between 

the Service quality on the brand image. Studies conducted by Yaman (2018) show the 

impact of word of mouth on brand image. Meanwhile, Foster (2018) revealed that the 

Service quality has a positive and significant influence on the brand image. In addition, 

it is also an important indicator for a brand to be able to compete. (Yildiz 2017). 

Previous research conducted by Narotama (2015) reveals the effect of Service quality 

on the brand image. Thus, the hypothesis can be formulated as follows: 

H1: Service quality affects word of mouth 

H2: The Service quality affects the brand image. 

 

Word of Mouth 

 Word of mouth is an essential part of the scope of professional marketing that 

prioritizes the principle of trust in influencing consumer choice. (Sweeney et al., 2007). 

Menurut Jalilvand dan Samiei (2012) Word of mouth is one aspect of disseminating 

very influential information. Word of mouth is talking about products/services that are 

advice or inducements for advertising a company's product/service. (Maisam dan 

Mahsa, 2016). 

Meanwhile, Solomon (2019) Word of mouth communication is product 

information that one person disseminates against another that affects the selection of a 

product.  More with Berger dan Schwartz (2011), Word of mouth is what consumers 

talk about like the latest thing, a bad experience somewhere, or a pleasant experience 

somewhere. Based on the results, word of mouth is divided into positive and negative 

(Sweeney et al., 2007). Further afield,  Tuškej et al. (2013) stated in a positive word of 

mouth that consumers do to people they know, some things are conveyed, among 

others; tell me about the experience of consuming; recommending the brand; and talk 

about brands that have good products/ services. 

According to Indra (2018), Word of mouth is one of the promotion methods that 

is very easy and fast to do. Anyone can be the giver and receiver of information. The 

occurrence of word of mouth is considered to form a perception of a brand because it 

makes prospective customers have their judgment based on the word of mouth they 

receive. Therefore word of mouth has a powerful influence on brand image. Pramesti 

dan Rahanatha (2019) also found a positive and significant influence that word of 
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mouth has on brand image, where more word of mouth is done will improve the brand 

image. Previous research conducted by Rahman et al. (2019); and Randabunga et al. 

(2021) Found an influence between word of mouth on brand image. Thus, the 

hypothesis can be formulated as follows: : 

H3: There is a positive influence of word of mouth on brand image. 

H4: The Service quality affects the brand image at Hotel XYZ through word of mouth. 

 

3. Methodology 

 

 This research method uses structural equation model (SEM) analysis with the 

population being all guests at Hotel XYZ. The sampling method using 

nonprobability sampling is Accidental Sampling is a method of determining samples 

taken based on guests who stayed and obtained 234 data.  The distributed 

questionnaire has been tested for validity and reliability with the number of 

respondents of 20 people. Tests are conducted with SEM analysis methods using the 

SmartPLS program. Outer model testing that measures the relationship between 

observed sizes reflects its latent variable using Confirmatory Factor Analysis(CFA) 

(Brown, 2015). Convergent validity refers to the extreme loading value of  ≥  0.6, 

and construct validity refers to the AVE value of ≥ 0.5.  Reliability refers to 

composite reliability (C.R.) ≥ 0.7  and Alpha Cronbach value of≥ 0.7 (J. Hair et al., 

2017). Discriminant validity refers to the square root value of AVE (Average 

Variance Extracted). Each construct must be greater than the highest correlation of 

other constructs. (J. Hair et al., 2017).  After testing with the CFA method, the next 

stage is to create a Structural Equation Model (SEM).   The goodness of fit MODEL 

SEM (Inner Model)  refers to the  SRMR(Standardized Root Mean Squared 

Residual) criteria ≤ 0.08 (Hu & Bentler, 1999), Efek Ukuran (𝑓2) and accuracy of 

predictions (𝑄2) (J. Hair et al., 2017). Hypothesis testing refers to the level of 

significance, α=5% ( )t = 1.96. 
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4. Result 

 

Profile Respondents 

Table 1. Profile Respondents 

Gender Man 136 58,1% 

Woman 98 41,9% 

 

Age 

<20 years 8 3,4% 

20 - 30 years 148 63,3% 

31 – 40 tahun 59 25,2% 

>41 years 19 8,1% 

 

Number of 

arrivals 

First 88 37,6% 

2 times 98 41,9% 

3 - 4 times 27 11,5% 

>5 times 21 9% 

Based on Table 1 of the 234 respondents who filled out the questionnaire, it can be 

known that the majority of respondents are men as much as 58.1%, because guests who 

stay are dominated by male guests thanwomen. While in terms of age, more dominated 

by guests aged 20-30 years  (63.3%), the next age 31-40 years (25.2%) and the smallest 

age group under 20 years (3.4%). Of the number of arrivals staying at Hotel XYZ, the 

frequency of guests staying at most two times (41.9%), the next first stay (37.6%) and at 

least more than five stays (9%). 

 

Figure 1. Research Model 
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Convergent Validity 

 Validity testing for reflective indicators can be done using the correlation 

between the indicator's value and its construct value. Measurements with thoughtful 

hands show a change in an arrow in a construct if other indicators on the exact construct 

change. Measure by looking at the loading factor value is considered to meet the criteria 

if the value > 0.7 (Hair et al., 2014). As in Table 2, the overall indicator has a loading 

factor above 0.708 and is adequate and meets the convergent value. 

 

Table 2. Convergent Validity Test Results 

Variable Indicators 
Loading 

Factor 

Cronbach 

Alpha 

Reliability 

Composite 
AVE Conclusion 

Service 

quality 

(X1) 

KP2 0,747 

0,903 0,921 0,564 Good 

KP3 0,754 

KP4 0,734 

KP5 0,713 

KP6 0,768 

KP7 0,733 

KP10 0,775 

KP12 0,786 

KP13 0,749 

Word of 

Mouth   

(Y1) 

W1 0,733 

0,868 0,901 0,602 Good 

W2 0,816 

W3 0,783 

W4 0,796 

W5 0,790 

W6 0,735 

Brand 

Image  

(Y2) 

CM1 0,815 

0,866 0,903 0,65 Good 

CM2 0,814 

CM3 0,808 

CM4 0,786 

CM5 0,808 
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Discriminant Validity 

In the discriminant validity test, one way to measure it is to look at the value of 

cross loading factor; an indicator is declared valid if it has the highest loading factor 

value to the intended construct compared to the loading factor value to other constructs 

(Hair et al., 2014). From table 3, numbers printed boldly show the maximum number in 

each row. It appears that the loading factor of each indicator against the variable or 

construct of the destination has the most significant value, and this indicates that latent 

constructs predict indicators on their blocks better than indicators in other blocks. 

Table 3. Discriminant Validity Test Results 

Indicators Service quality (KP) 
Word of Mouth 

(W) 

Brand Image 

(CM) 
Conclusion 

KP2 0,747 0,653 0,605 Good 

KP3 0,754 0,571 0,495 Good 

KP4 0,734 0,561 0,491 Good 

KP5 0,713 0,524 0,498 Good 

KP6 0,768 0,606 0,613 Good 

KP7 0,733 0,545 0,559 Good 

KP10 0,775 0,594 0,582 Good 

KP12 0,786 0,667 0,582 Good 

KP13 0,749 0,554 0,562 Good 

W1 0,603 0,733 0,528 Good 

W2 0,641 0,816 0,670 Good 

W3 0,662 0,783 0,621 Good 

W4 0,626 0,796 0,607 Good 

W5 0,600 0,790 0,615 Good 

W6 0,499 0,735 0,507 Good 

CM1 0,642 0,660 0,815 Good 

CM2 0,554 0,620 0,814 Good 

CM3 0,521 0,567 0,808 Good 

CM4 0,584 0,592 0,786 Good 

CM5 0,668 0,640 0,808 Good 
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Construct Reliability 

 The construct reliability test is measured through two criteria: Cronbach's Alpha 

and Composite Reliability from the indicator block that measures the construct. 

Construct is declared reliable if Cronbach's alpha and composite reliability values are 

above 0.70 (Hair et al., 2014). As seen in Table 2, the entire construct in the model has a 

value of Cronbach's Alpha and Composite Reliability >0.70. So that all statements on 

the indicator are reliable and adequate. 

 

Evaluation of Structural Model (Inner Model) 

Construct Multicollinearity Test 

 Table 4 shows all Variance Inflation Factor (VIF) inner values smaller than five 

so that it is concluded that all constructs are related to each other, and there is no 

multicollinearity disorder (Hair et al., 2014) 

 

Table 4. Vif Inner Value 

 Variable 
Word of 

Mouth 

Brand 

Image 

Service 

quality 
1,000 2,592 

Word of 

Mouth 
  2,592 

 

Coefficient of Determination (R-Square) 

Hair et al. (2014) states the value of R-squares for each endogenous variable as 

the predictive strength of a structural model used to explain the effect of a particular 

exogenous variable on an endogenous variable whether it has a substantive impact. The 

values of R-squares 0.75, 0.50, and 0.25 can be concluded that the model is robust, 

moderate, and weak. The results of Table 5 show that 61.4% of word-of-mouth 

variables are affected by service quality variables. While the brand image variable as 

much as 63.8% is influenced by the Service quality and word of mouth. 
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Table 5. Value R2 

Variable R2 Conclusion 

Word of 

Mouth 
0,614 Moderate 

Brand 

Image 
0,638 Moderate 

 

Size Effect (F-Square)  

Calculate the size effect on the model to see if the removed construct has a 

substantive impact on endogenous construct construction  (Hair et al., 2014). Based on 

Table 6, the size effect of the Service quality variable against Word of Mouth is > 0.35, 

so that the value is significant. However, the impact of the Service quality measure on 

Brand Image is < 0.15, so the weight is small. At the same time, the effect of word of 

mouth size on brand image is>0.15, so its value is moderate.  

 

Table 6. Value f2 

Variabel f2 Conclusion  

Service quality → Word of 

Mouth 
1,592 Good 

Word of Mouth → Brand Image 0,247 Moderate 

Service quality → Brand Image 0,141 Bad 

 

Accuracy of Prediction (Q-Square) 

 Hair et al. (2014) explain that accuracy prediction or Q²  is an observation of 

how well the path model can predict the variables studied. If the size effect value is at 

0.02, then it is worth a small amount. If the value is 0.15, then the category is moderate, 

and if it is worth 0.35 means significant. Based on Table 7, the accuracy value of word 

of mouth variable prediction and brand image > 0.35. Both have high predictive 

accuracy. 
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Table 7. Value Q2 

 Variables Q²  Conclusion 

Word of Mouth 0,361 Good 

Brand Image 0,406 Good 

 

SRMR (Standardized Root Mean Square Residual) 

 Hair et al. (2014) states that  SRMR is the square root of the fair difference 

of the implied matrix with the empirical correlation matrix. It is an absolute model 

match value. The smaller the difference from the estimated model with the results, 

the better the model. The SRMR value is said to be good if < 0.08. The model is 

said to be getting better if the value of the SRMR gets smaller, even rated perfect if 

the value is 0  (Hu and Bentler, 1999). Henseler et al. (2014) state that SRMR has 

the advantage because it is considered the most appropriate in assessing the 

suitability of composite factor models with data.  In Table 8, the value of SRMR is 

0.059, so the model is considered appropriate. 

Tabel 8. SRMR Test 

  

Original 

Sample 

(O) 

Conclusion 

Model 

Saturated 
0,059 Good 

Estimation 

Model 
0.059 Good 

 

Hypothesis Testing 

Hypothesis testing is to find out if there are between variable influences in the 

model. The relationship between variables is significant if T-statistics are worth more 

than T-tables and P-values are less than 0.05 (Hair et al., 2017). In this study, the T-

table used was 1.96. Table 10 contains path coefficient information along with T-

statistical values and P-values obtained from smartPLS bootstrapping calculations. The 

information in this table becomes a reference in evaluating hypotheses. 
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Tabel 10.  Path Coefficient Value 

Influence Between 

Variables 

Original 

Sample 

(O) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

p-

values 
Conclusion 

 Direct Influence 

Service quality → Word of 

Mouth 
0,784 0,034 22,789 0,000 Significant 

Service quality → Brand 

Image 
0,364 0,077 4,706 0,000 Significant 

Word of Mouth → Brand 

Image 
0,481 0,077 6,221 0,000 Significant 

 Pengaruh Tidak Langsung 

Word of Mouth → Service 

quality → Brand Image 
0,377 0,068 5,571 0,000 Significant 

 

Direct Effect 

Effect of service quality on word of mouth 

The results of the first hypothesis test showed that the relationship between 

service quality and word of mouth had a path coefficient value of 0.784 (positive) with 

a statistical T is 22.78924, which was more significant than T-table 1.96. Meanwhile, 

the value of the P-value is 0.000, which is smaller than 0.05. Thus it was concluded that 

the Service quality had a positive and significant effect on word of mouth at Hotel 

XYZ. The first hypothesis is accepted. Therefore, it can be said that the Service quality 

at Hotel XYZ has been considered suitable to encourage word of mouth 

communication. The results of this study follow previous research conducted by, found 

an influence between the Service quality to word of mouth on different objects. 

Manhas and Tukamushaba (2015) say that in the hospitality industry, Service 

quality is an essential factor that determines success which is also an advantage in 

competing with competitors. It indicates that all aspects of the service quality at Hotel 

XYZ have been fulfilled and have an advantage in the eyes of guests, which will 
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encourage the occurrence of word of mouth. Dharmawan and Hidayat (2018) 

expressed that if the Service quality is higher / perceived both by customers will have a 

positive and significant effect on word of mouth. Thus, Hotel XYZ must pay attention 

to the service aspect because the better the Service quality will increase the desire of 

guests to do word of mouth. 

 

Effect of service quality on brand image 

The results of the second hypothesis test showed that the relationship between 

price perception and brand image had a path coefficient value of 0.364 (positive), with a 

statistical T is 4.706 greater than T-table 1.96. Meanwhile, the P-value of 0.000 is 

smaller than 0.05. That means the Service quality has a positive and significant effect 

on the brand image. Therefore, the fourth hypothesis is accepted. These results are the 

following research conducted by, which found that the Service quality has a positive 

and significant effect on brand image on different objects. 

Manhas and Tukamushaba (2015) stated that service quality becomes a 

benchmark of performance and customer satisfaction targets to improve brand image. 

Besides the better the Service quality felt, will improve the cheerful appearance of the 

hotel. Their experience will affect the impact on the brand.  To enhance brand image, 

product/service providers must pay attention and improve Service quality because it 

dramatically affects purchasing behavior by customers  (Rizkalla and Suzanawaty, 

2011). Therefore, Hotel XYZ is expected to provide the best service experience to 

guests staying to improve their brand image in guests' minds. 

 

Influence of word of mouth variables on brand image 

The third hypothesis test result showed that the relationship between word of 

mouth and brand image had a path coefficient value of 0.481 (positive) with a statistical 

T is 6.221 greater than T-table 1.96. Meanwhile, the P-value of 0.000 is smaller than 

0.05. So that means that word of mouth has a positive and significant effect on the 

brand image. Thus, the third hypothesis is accepted. These results are similar to 

previous studies conducted, which found that word of mouth significantly affects brand 

image on different objects. 
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According to Indra (2018), word of mouth is considered to form perceptions 

of a brand because it makes prospective customers have their assessment based on the 

word of mouth they receive. So what one tells you about the Hotel XYZ will shape the 

perception of the brand image. Pramesti and Rahanatha (2019)  also found a positive 

and significant influence that word of mouth has on brand image, where more word of 

mouth is done will improve brand image. The better reviews and experiences they hear 

from people around them (coworkers, family, and others), then they'll think the hotel is 

good. Instead, the worse the experience and reviews received, they will conclude the 

hotel was not good. Therefore word of mouth has a powerful influence on brand image. 

 

Indirect Effect 

Effect of service quality on the brand image through word of mouth. 

 The indirect influence value between the service quality variable and the brand 

image through word of mouth was 0.377 (positive). A statistical T-statistic is 5.71, more 

significant than the T-table of 1.96. Meanwhile, the value of the P-value of 0.000 is 

smaller than 0.05. Thus it is concluded that the Service quality has an indirect and 

significant effect on the brand image through word of mouth at Hotel XYZ. The fourth 

hypothesis is accepted. Research combining service quality, word of mouth, and brand 

image are relatively limited. However, a previous study conducted by Prikurnia (2021)  

found an influence between Service quality on word of mouth. Narotama (2015)  found 

the impact of Service quality on brand image. A study conducted by  Yaman (2018)  

showed the influence of word of mouth on brand image. 

The study results found that Service quality influences the brand image in Hotel 

XYZ through word of mouth. The better the Service quality that is felt will increase the 

desire to tell or recommend it to others. A recommendation is a form of word of mouth 

that guests do because of good service quality, affecting the brand image. Positive 

suggestions and stories about the Hotel XYZ will form a positive brand image of the 

person it tells. So, indirectly the Service quality can improve the brand image by 

mediating by word of mouth. So Hotel XYZ must pay attention to service quality 

because it can affect the brand image through word of mouth done by guests.  
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5. Conclusion and Recommendation 

 

Conclusion 

After completing the research on Hotel XYZ, the authors found the following 

conclusions: 

1. The Service quality significantly affects word of mouth at Hotel XYZ with a 

contribution of 0.788. 

2. The Service quality significantly affects the brand image at Hotel XYZ with a 

contribution of 0.364. 

3. Word of Mouth had a significant effect on the brand image at Hotel XYZ with a 

contribution of 0.481. 

4. The Service quality indirectly affects the brand image of word of mouth at Hotel 

XYZ with a contribution of 0.377. 

 

Recommendation 

Based on the conclusion of the study results, the following are concluded 

suggestions as consideration for Hotel XYZ for input in future decision making. 

Requests that the author can give include: 

1. Hotel XYZ is expected to provide training to staff to improve the service they do 

to guests so that it is better and makes guests trust and be noticed during their 

stay. 

2. For further researchers, it is recommended to develop research using other 

variables such as service experience, alternative appeal, customer value, and 

satisfaction that may positively affect the occurrence of a word of mouth and 

brand image. 
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Appendix 

KUESIONER 
 
  
 
Petunjuk Pengisian : 
1. Responden dimohon mengisi kolom profil responden sebelum menjawab 

pertanyaan dalam kuesioner. 
2. Responden dimohon mengisi kuesioner dengan menjawab seluruh pernyataan 

yang telah disediakan. 
3. Berilah tanda (√) pertanyaan berikut sesuai dengan keadaan yang sesunguhnya 

pada kolom yang tersedia. 

Predikat Keterangan Bobot 

SS Sangat Setuju 5 

S Setuju 4 

N Netral 3 

TS Tidak Setuju 2 

STS Sangat Tidak Setuju 1 

 
Identitas Responden : 
 
1. Jenis Kelamin  :       Pria    Wanita 
2. Usia   :       < 20  tahun 

  5 21- 30 tahun  
5   31- 40  tahun 

> 41 tahun 
3.  Frekuensi Menginap   Pertama Kali  

2  Kali 
     3 – 4 Kali 
     > 4 Kali 
 
 
 

KUALITAS PELAYANAN 

No Pernyataan SS S N TS STS 

         Tangibles 

1 Fasilitas dan pelayanan di Hotel 
Menara Peninsula baik. 

     

2 Staf di Hotel Menara Peninsula 
berpenampilan rapi dan menarik. 
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         Realibility 

3 Pelayanan di Hotel Menara Peninsula 
baik. 

     

4 Staf di Hotel Menara Peninsula 
mampu melayani dengan baik ketika 
saya membutuhkan sesuatu 

     

         Responsiveness 

5 Staf di Hotel Menara Peninsula cepat 
tanggap ketika saya membutuhkan 
sesuatu. 

     

6 Staf di Hotel Menara Peninsula 
mendengarkan dengan baik keluhan 
saya selama menginap. 

     

         Assurance 

7 Pelayanan yang tepat oleh staf di 
Hotel Menara Peninsula membuat 
saya percaya dan yakin. 

     

         Emphaty 

8 Staf di Hotel Menara Peninsula 
memperhatikan setiap kebutuhan 
saya sehingga membuat saya 
nyaman. 

     

9 Staf di Hotel Menara Peninsula ramah 
dan tulus. 

     

 

 

WORD OF MOUTH 

No Pernyataan SS S N TS STS 

         Menceritakan Pengalaman Mengkonsumsi 

1 Saya akan menceritakan pengalaman 
menginap di Hotel Menara Peninsula 
kepada orang yang saya kenal. 

     

2 Semakin sering saya menginap di 
Hotel Menara Peninsula, saya akan 
semakin suka menceritakan 
pengalaman saya kepada orang lain 
yang saya kenal. 

     

         Merekomendasikan Merek 

3 Saya akan merekomendasikan Hotel 
Menara Peninsula kepada orang lain. 

     

4 Saya akan menyarankan Hotel 
Menara Peninsula ketika ada yang 
membutuhkan informasi. 

     

         Membicarakan Merek Yang Memiliki Produk/Layanan Yang Bagus 

5 Saya menceritakan Hotel Menara 
Peninsula karena bagus. 

     

6 Saya suka membicarakan 
produk/layanan yang bagus dari Hotel 
Menara Peninsula. 
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CITRA MEREK 

No Pernyataan SS S N TS STS 

         Keunggulan Asosiasi Merek 

1 Hotel Menara Peninsula adalah hotel 
dengan citra merek yang baik dan 
terpercaya 

     

2 Hotel Menara Peninsula adalah hotel 
yang selalu saya ingat. 

     

         Kekuatan Asosiasi Merek 

3 Kepopuleran Hotel Menara Peninsula 
membuat saya tertarik untuk 
menginap. 

     

4 Hotel Menara Peninsula sudah 
dikenal masyarakat luas. 

     

         Keunikan Asosiasi Merek 

5 Hotel Menara Peninsula memiliki 
desain ruangan dan ciri khas yang 
unik. 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


