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This research is conducted on the basis of 

phenomena related to experiential marketing, 

service quality, customer satisfaction and 

customer loyalty. This research is conducted 

through a quantitative survey at the Collin Beach 

Hotel in the village of Latuhalat, Ambon, as the 

object of research. The number of samples used in 

this research is 124 respondents, which is a Non-

Probability Sampling collected using the 

Purposive Sampling technique. For hypothesis 

testing, this research applies PLS-SEM with 

SmartPLS application. The results of the research 

show that experiential marketing has a positive 

and significant influence towards customer 

satisfaction. Service quality has a positive and 

significant influence towards customer 

satisfaction. Customer satisfaction has a positive 

and significant influence towards customer 

loyalty 
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INTRODUCTION 
Along with the development of modern world, there has been rapid 

growth in technology, business and economic systems. Nowadays, there are 

various kinds of service businesses that can be found in everyday life. One 

example is hotel business. Like service businesses in general, in order to maintain 

business sustainability, hotel service providers must know customers’ need. To 

anticipate this issue, one thing that can be done is to understand customer 

behavior in order to find method on establishing customer satisfaction.  

Kotler and Keller state that customer satisfaction is the level of one's 

feelings after comparing product performance (or results) with customer 

expectations (Megawati & Novita, 2017). One of the factors which establishes 

customer satisfaction is experiential marketing. Based on the results of research 

by Megawati & Novita (2017), it can be proven that experiential marketing has 

an influence towards customer satisfaction at Ahadiat Hotel & Bungalows. 

According to Smilansky, experiential marketing is an activity of identifying and 

fulfilling the needs and aspirations of customers, by involving them in two-way 

communication, which turns the personality of a brand into reality and adds 

value to the product in the eyes of the targeted audience (Panambunan et al., 

2018). When a business gives a good impression to its customers, they will be 

satisfied and motivated to continue using the goods or services offered by the 

company. 

Another factor that influences customer satisfaction is service quality. This 

fact is supported by research conducted by Nur & Fadili (2021), which shows that 

there is a partial or simultaneous influence from facilities and service quality 

towards customer satisfaction of Travelers Hotel Jakarta. Nur & Fadili (2021) 

state that service quality is a measure that indicates the suitability between the 

level of service provided and customer expectations. 

Customers, who are satisfied with experiential marketing and service 

quality provided by a hotel, will rebook the hotel's services as a form of loyalty. 

According to Schiffman and Wisenblit, loyalty is a behavioral impulse to make 

purchases repeatedly and develop customer loyalty a product (Megawati & 

Novita, 2017). Through their research, Megawati & Novita (2017) confirmed this 

opinion. The research proves that customer satisfaction has an influence towards 

customer loyalty in Ahadiat Hotel & Bungalow. 
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LITERATURE REVIEW 

Collin Beach is one of the hotels located in Ambon City, more precisely in 

the village of Latuhalat. In addition to staying, this hotel also provides a number 

of services for supporting facilities. The room rate per night for this hotel is IDR 

400,000 for the deluxe double package and IDR. 300,000 for the standard double. 

The following table contains data on the number of users of this hotel service 

from 2017 to 2021. 

Table 1. Users of Collin Beach Hotel 

No. Year Number of Users 

1. 2017 1.440 

2. 2018 1.560 

3. 2019 2.400 

4. 2020 2.340 

5. 2021 1.360 

Source: Collin Beach Hotel 

Based on the data above, it can be seen that the number of hotel users 

always fluctuates every year 2021 is the year with the lowest number of users 

with 1,360 users. In addition to the COVID-19 pandemic, the main reason for the 

decline in the number of hotel users is a number of existing shortcomings in hotel 

management, including unhygienic rooms, incomplete facilities, both inside and 

outside the room, limited local menus in restaurants, broken air conditioners, and 

unfriendly staff (https://www.google.com/travel/hotels /komentar), during 

the last 1-2 years. This poor experiential marketing and service quality must be 

improved in order to establish customer satisfaction and increase customer 

loyalty. The difference between this research and several previous studies, 

among others, is the data, object and research period. In this study, there is data 

as a gap phenomenon, the object studied is a 2-star hotel and a period in 2022. 

Therefore, the purpose of this research is to determine the influence of 

experiential marketing and service quality in establishing customer satisfaction 

to increase customer loyalty at the Collin Beach Hotel in Latuhalat, Ambon. 

Apart from being based on the gap phenomenon described previously, 

this research also found gap research in several previous studies, which were 

used to develop hypotheses. The results of the research Abadi et al. (2020) found 

that experiential marketing has a positive and significant influence towards 

customer satisfaction and loyalty. Likewise, the research of Yeh et al. (2019) 

shows the results that experiential marketing and service innovation have a 

positive impact towards customer satisfaction. Zahri et al. (2019) also stated the 

results of research that customer satisfaction is positively and significantly 

influenced by experiential marketing. In contrast to the results of the above 

research, the results of the research Heryanto et al. (2021) found that experiential 

https://www.google.com/travel/hotels%20/komentar
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marketing did not have a positive and significant effect on customer satisfaction. 

In addition, Kristiani (2019) research results prove that experiential marketing 

also has no positive effect on consumer satisfaction. In line with the results of the 

two previous studies, Maskun et al. (2018) also found that experiential marketing 

had no significant effect on customer satisfaction. Thus, the first hypothesis in 

this research is that experiential marketing has a positive and significant 

influence towards customer satisfaction at the Collin Beach Hotel in Latuhalat, 

Ambon. 

Tjiptono in Finistyawan & Bessie (2020) states that service quality is closely 

related to customer satisfaction. If the perceived service is in accordance with 

customer expectations, then the quality of service is considered good and 

satisfactory. Meanwhile, if the perceived service exceeds customer expectations, 

then the service quality is considered very good and of high quality. This opinion 

is proven through the research by Sumarsid & Paryanti (2022) which concludes 

that, partially, service quality has a significant influence towards customer 

satisfaction. Similarly, research conducted by Arsjad (2019) gives the same result, 

which shows that the service quality has a positive and significant influence 

towards customer satisfaction. Furthermore, Kurnia & Suwiknyo (2018) points 

out that customer satisfaction is influenced by the dimensions of service quality. 

Contrary to some of the research results above, the results of research from Dwi 

& Safavi (2021) put forward the result that service quality has no significant effect 

on customer satisfaction. The results of the same research were also found by 

Tibrani (2020), namely service quality does not have a significant effect on 

consumer satisfaction. Fahmi & Suwitho (2019) also provided research results 

that were not much different, namely service quality had no significant effect on 

customer satisfaction. Thus, the second hypothesis in this research is that service 

quality has a positive and significant influence towards customer satisfaction at 

the Collin Beach Hotel in Latuhalat, Ambon. 

Sonatasia et al. (2020) states that, generally, customer loyalty can be 

interpreted as a person's loyalty in using certain products, whether they are 

goods and services. Customer loyalty is a manifestation of customer satisfaction 

in using the facilities and services provided by a company, by remaining as 

customer of the company. This is in accordance with research by Erawati (2020) 

which finds that satisfaction has a simultaneous influence towards customer 

loyalty. Tamher et al. (2019) also proves that satisfaction has an influence towards 

customer loyalty. In addition, the results of Rafiah's research (2019) conclude that 

customer satisfaction has a positive and significant influence towards loyalty. 

Contradictory with the results of previous studies, Bintari et al. (2022), proves 

that satisfaction has no significant effect on consumer loyalty. The same result 

was also found by Dewi et al. (2015), that consumer satisfaction does not have a 
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positive influence on consumer loyalty. Thus, the third hypothesis in this 

research is that customer satisfaction has a positive and significant influence 

towards customer loyalty at the Collin Beach Hotel in Latuhalat, Ambon. 

 

 

  

                                              H1 

 

                                                                                             H3 

 

 

                                              H2 

 

Figure 1. Conceptual Framework 

 

 

METHODOLOGY 

This research is conducted using a quantitative survey, which aims to test 

the hypothesis determined by statistical tools, based on sample data taken from 

the population (Prof. Dr. H. M. Burhan Bungin, S.Sos., 2005). Population is all 

elements that have the same characteristics (Hair, Jr, 2015). The population in this 

research is customers who have used the services of the Collin Beach Hotel in 

Latuhalat, Ambon. Meanwhile, sample is the smallest part of the population 

(Hair, Jr, 2015). Sample for this research is non-probability sampling, which is 

collected using purposive sampling technique. Purposive Sampling is a sampling 

technique by classifying respondents according to the researcher’s assessment 

(Sarstedt et al., 2018). The classification for respondents in this research is that 

they have used the services of Hotel Collin Beach twice or more. Meanwhile, to 

determine the number of samples, the applied rule required that the sample size 

should be 100 or more than 100 (Hair et al., 2014; Ralahallo et al., 2020), therefore, 

the number of samples for this research is 124 respondents. 

The measurement of the questionnaire variables in this research is carried 

out using a Likert Scale based on previous research. Experiential marketing is 

measured using 5 indicators Hadiwidjaja & Dharmayanti (2014), service quality 

is measured using 5 indicators Ijadi Maghsoodi et al. (2019), customer satisfaction 

is measured using 3 indicators Baumeister et al. (2022), and customer loyalty is 

measured using 5 indicators Molinillo et al. (2022). The PLS-SEM technique with 

the SmartPLS application is applied to analyze the data. The reason for using 

PLS-SEM is that the model in this research is a complex model (Sarstedt et al., 

2022) and there is no data normality after being collected by researchers (Sarstedt 

et al., 2022; Tabelessy et al., 2020). 
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RESULTS AND DISCUSSION 
Characteristics of Respondents 

The majority of respondents in this research are women (57.26%), aged 
more than 45 years (31.45%), working as private employees (24.19%), having 
income between 2 - 4 million rupiah/month (29 0.03%) with a total of more than 
4 visits (29.03%). 

Table 2. Internal Consistency Reliability 
Variable rho_A Composite Reliability 

Experiential Marketing (EM) 0,910 0,928 

Service Quality (SQ) 0,873 0,894 

Customer Satisfaction (CS) 0,898 0,931 

Customer Loyalty (CL) 0,928 0,933 

Source: Data Processing, 2022 
Table 2 shows that all variables have good internal consistency reliability 

because the value of rho_A and composite reliability is above 0.7, which is greater 
than the recommended value (Sarstedt et al., 2022). 

 
Table 3. Convergent Validity 

Variable Average Variance Extracted (AVE) 

Experiential Marketing (EM) 0,720 

Service Quality (SQ) 0,629 

Customer Satisfaction (CS) 0,819 

Customer Loyalty (CL) 0,736 

Source: Data Processing, 2022 
Table 3 shows that all variables have good convergent validity because the 

value of AVE is above 0.5, which is greater than the recommended value (Sarstedt 
et al., 2022). 

 
Table 4. Discriminant Validity 

 CL CS EM SQ 

CL     
CS 0,533    
EM 0,202 0,579   
SQ 0,210 0,513 0,433  

Source: Data Processing, 2022 
Table 4 shows that all variables have good discriminant validity because 

the value of HTMT is below 0.85, which is smaller than the recommended value 
(Sarstedt et al., 2022). 
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Figure 2. Structural Model 

 
Table 5. Path Coefficients 

Hypothesis Original Sample (O) T Statistics (|O/STDEV|) P Values 

CS -> CL 0,495 7,302 0,000 

EM -> CS 0,412 5,289 0,000 

SQ -> CS 0,304 3,655 0,000 

Source: Data Processing, 2022 
Figure 2 and Table 5 prove that based on the test results, all proposed 

hypotheses can be accepted. H1 is accepted because experiential marketing has a 
positive and significant influence towards customer satisfaction, with a T-
Statistic value of 5,289 (p = 0.000). H2 is accepted because service quality has a 
positive and significant influence towards customer satisfaction, with a T-
Statistic value of 3,655 (p = 0.000). H3 is accepted because customer satisfaction 
has a positive and significant influence towards customer loyalty with a T-
Statistic value of 7,302 (p = 000). 

 
Table 6. R Square Value 

Variable R Square 

Customer Loyalty 0,245 

Customer Satisfaction 0,356 

Source: Data Processing, 2022 
Table 6 explains that the R-Square value for the customer satisfaction 

variable is 0.356, which means that experiential marketing and service quality 
have an influence of 35.6%. As for customer loyalty, the R-Square value is 0.245, 
which means that customer satisfaction has an influence of 24.5%. 
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Discussion 
The Influence of Experiential Marketing Towards Customer Satisfaction 

According to the results of hypothesis testing, experiential marketing has 
a positive and significant influence towards customer satisfaction of the Collin 
Beach Hotel in Latuhalat, Ambon. It is proven by the T-Statistic value of 5,289 (p 
= 0.000). By providing a pleasant experience for customers through interior and 
exterior features that are able to fulfill customer expectations, customer 
satisfaction will be established. The results obtained are also supported by 
various other studies such as: Abadi et al. (2020), Yeh et al. (2019) and Zahri et al. 
(2019). 
The Influence of Service Quality Towards Customer Satisfaction 

According to the results of hypothesis testing, service quality has a 
positive and significant influence towards customer satisfaction of the Collin 
Beach Hotel in Latuhalat, Ambon. It is proven by the T-Statistic value of 3,655 (p 
= 0.000). This hotel can provide quality service to customers who come and this 
is evident from the measurement through the variables: tangibles, reliability, 
responsiveness, assurance, and empathy. All of them give a good impression so 
as to form customer satisfaction. The results obtained are also supported by 
various other studies such as: Sumarsid & Paryanti (2022), Arsjad (2019), and 
Kurnia & Suwiknyo (2018). 
The Influence of Customer Satisfaction Towards Customer Loyalty 

According to the results of hypothesis testing, customer satisfaction has a 
positive and significant influence towards customer loyalty of the Collin Beach 
Hotel in Latuhalat, Ambon. It is proven by the T-Statistic value of 7,302 (p = 000). 
Satisfaction felt by customers will provide encouragement for these customers to 
use the hotel services again. So with customer satisfaction, customer loyalty to 
this hotel increases. The results obtained are also supported by various other 
studies such as: Erawati (2020), Tamher et al. (2019), and Rafiah (2019). 
 

CONCLUSION AND SUGGESTION 

The results of the study prove that customer satisfaction has an influence 

on increasing customer loyalty of the Collin Beach Hotel in Latuhalat, Ambon. It 

is proven by the T-Statistic value of 7,302 (p = 000). This confirms that for the 

customers who are loyal to use the services of this hotel, the services provided 

have been fulfilled or exceeded their expectations. Meanwhile, customer 

satisfaction is established through experiential marketing and service quality 

which has been well-managed by the hotel management. It is proven by the T-

Statistic value of 5.289 (p = 0.000) for experiential marketing and the T-Statistic 

value of 3.655 (p = 0.000) for service quality. Therefore, Collin Beach Hotel should 

be able to give a better impression through the hotel performance that fulfills the 

expectation of so that they get a good appreciation from the customers. An 

example of one thing that the hotel can provide is BAR (Best Available Rate). 

This research has limitations based on the results of hypothesis testing. 

The evaluation of customer satisfaction is only based on two factors, namely 
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experiential marketing and service quality. It is recommended for further 

research to add other factors such as natural tourism objects and attractions, 

taking into account that this hotel is also located in a well-known natural tourist 

area in the city of Ambon. 
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