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ABSTRACT

Loydty of a firm's customer has been recognized as the dominant factor in a
business organization's success. This sudy help us extend our understanding of the
reaionship between customers loydty, switching behavior, percaeived qudlity,
customers satisfaction, and image.  This is of condderable interest to both
practitioners and academics in the fidd of hospitdity management. The objective of
this research is to identify the factors of  switching behavior, perceived qudity,
customer satisfaction, and image that are pogtively or negaively relaed to customer
loydty in the hotd industry.

Data collected form 200 medati hotels consumers in Yogyakata The sample
was dravn by a purposve sampling technique. Data andyses were conducted by
means of dructurd equaion modding with a program gpplication of AMOS. The
results of mode evauation with severd criteria of Goodness of Fit Indices showed
the modd was accepted. The finding of the research verified the mode indicating the
relaionship between cusomer loydty, switching behavior, perceived qudity,
customer satisfaction, and image.

The resaults illudrated that &) image has both direct and indirect (through
satisfaction) pogtively effects on customers loydty, b) perceived qudity pogtivey
affects consumers loydty through customers satidfaction, and €) customers
satidaction direct pogtively effects on loydty and negativey effects on switching
behavior, but indirect (through switching behavior) not effects on customers loydlty.
Consumers  perceptions about perceived qudity, customer satisfaction, and image are
amog equaly important to build up their loyalty.

The findings of this sudy contribute to the growing body of knowledge in
sarvice management and hospitality management. This study could be replicated in
independent hotels, in chain restaurants and/or in other service sectors. We suggest
that managers consder image, perceived qudity, and consumer sdisfaction as the
foundetions to build up loyalty.
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INTISARI

Loyditas pedanggan perusshean dikend sebaga faktor dominan organisss
dadam mencapa kesuksesan. Studi ini membantu kita ddam memperluas pemahaman
keterkaitan antara loyditas konsumen, perilaku berdih merek, kuditas, kepuasan
konsumen, dan cdtra Hd ini menarik untuk dikgi bak bagi prektis maupun
akademis ddam lingkup managemen hospitality. Tujuan dari penditian ini addah
untuk mengidentifiked faktor-faktor perileku berdih merek, kualitas, kepuasan, dan
citra yang berpengaruh postif ataupun negatif terhadap loyditas konsumen daam
industri perhotelan.

Data dikumpulkan dari 200 pelanggan hotd meati di Yogyakata Penarikan
sampd  menggunakan  teknik  purposive sampling. Data diandiss dengan
menggunakan Sructural Equation Modeling (SEM) dengan program aplikas AMOS.
Hasl evduas modd menunjukkan bebergpa kriteria goodness of fit index modd
depat diterima Temuan ini mengindikeskan bahwa adanya keterkaitan antara
loyditas konsumen, perilaku berdih merek, kualitas, kepuasan konsumen, dan citra

Hasl terscbut depat dijelaskan bahwa @) citra baik secara langsung maupun
tidek langsung (mddui kepuasan) berpengaruh postif pada loyditas konsumen, b)
kuditas berpengarun pogtif pada loyditas konsumen medui kepuasan konsumen,
dan ) kepuasan konsumen secara langsung berpengarun pada loyditas dan
berpengarun  negatif pada perilaku berdih merek, tetepi secara tidek langsung
(meldui perilaku berdih merek) tidak berpengaruh pada loyditas konsumen. Perseps
konsumen tentang kuditas, kepuasan, dan citra merupakan ha yang penting ddam
membangun loyditas konsumen.

Temuan pada dudi ini memberikan kondribus pada pengembangan ilmu
pengetahuan dibidang mangemen jasa dan managemen hospitality.  Studi ini dapat
direplikas pada independent hotel, restoran dan pada berbagai sektor industri jasa
lan. Penulis menyarankan pada manager agar memperhatikan citra, kuditas, dan
kepuasan konsumen sebagal dasar ddam membangun loyalitas.

Kata kunci : loyditass konsumen, perilaku berdih meek, kuditas yang
dipersepsikan, kepuasan, dan citra.
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