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Abstract

This study aims io examine the eff markeling Innovation and customer sabisfaction on cusiomer loyally, In this
siudy, # will alzo be seen o deferming e mediating role of cusiomer salisfaclion in forming the m@bmﬁ%&m
markabng nnovation and customar loyally. The method in this sfudy usas 8 quantitative approach. The resaarch
was conducted on customers al the Reddoorz Hoelel in Bandung, The questionnaires that were ool worg 183
guestionnaires, So the sample in this study were 183 raspondents, The data collected weng anal using the
Struciural Eguation Modeling method with the help of Amas seffware Version 23, The resulfs showed thal there was
an influence between markeling i fian on customer satisfaction, there was an infuence between markeling
innawvation on customer byalty,. and there is an influence between customer satisfachon on cusfomer foyaily. The
resuls aiso show that custormer satisfaction has a mediating role that forms the relationship befween markating
mnovation and customer loyally. We suggest that customer salisfaction and marketing innovation can be further

impreved to increase custormer loyally.

Keywords: Marketing nnevation, Custemer Satisfaction, Customer Lovally

1. Introduction

The hotel sector m Indonasia is part of the lowrism indusiry
and its pasition in the nathonal economy is important becawse it
accelerates lourism consumpbon(Socianika et al., 2021). Tha
Covid-19 pandemic that is hitling the world today has resulted
in the hospitality industry in Indonesia receiving a huge
impact(Diayudha, 2020). The Central Statistics Agency (BPS)
for West Java (Jabar) informed that the Hotel Room Occu pancy
Rate {TPK) in West Java in May 2021 reached 30.58 perceni,
down 1.59 paints compared 1o the TPK in Apil 2021 which
reached 32,17 percen (Jabarprov.go i), The number of hotels
that are forced closed because thare are no mare guests
coming and the focd business and meelings & no knger
filed(Diayudha, 2020},

Cine of the tactors of the willingnass of tha hotel business is
customer loyalty. Consumer loyalty is the attitude of consumers
towards hotel services and their bahaviors 1o revisit and
recommend o odhers{ Socianika el al, 2021)

The hospitality industry must innovate o continuoushe
improve  customer  satisfac and  ullimately  increase
customes lovalty, Innovating i3 one of the most impartant
campetilive lactors lo achieve success where lately the
busine @llenvironment is ahways changing rapidiy{Sari et al.,
2021). The results of ressarch conducted by|MNawalleh & Al-
Khattab, 2019) shows (hal markelng inncvalion can increase
customer satisfaction. Innovation is an important factor 1o
increase competitiveness and business success (Masution et
al, 2021). The cther opinion also added by Sobiron
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Samatovich, [(2021)marketing s very mpotam for  hotel
davalopmant. Technological innovation can improve hatal
services (Davronoy, 2021}, The innovations made can increase
customer satisfaction, while also increasing customer loyally
{Pishgar at al., 2013). Also added by(Mawalleh & Al-Khattab,
2012 explained that markaeting innovation has an effect on
cuslomear salisfaction.

Theretore, the aims of this research are o Determine e
effect of marketing innovation om Cuslomer Satisfaction.
Determine the el Customer Satisfaction an customer
loyalty, Determine effect of marketing mnowation on
customar layally. Detarmine the effect of marketing innovation
through customer satisfaction on customer koyalty

2. Literature_Review
2.1. Customer Loyalty

Customer lovalty is a key variable relating 1o ratuming
customers, making business referals, give information from
strong  word-of-mouth,  and  providing  references  and
publications (Bowan & Shoemaker, 1984 { in Socianika et al.,
2021). Cahyani et al, (2021)cited that loyalty as a positive
atilude of a consumer. Loval customers inlluence the
profitability and owerall success of an organization in three
differant ways: [a) repaated purchases of products or services
that generale revenue for the organization, {b) reduced
marketing, adverising, and operaling costs, and () daliver
mews and senvice recommeandations lo other people (Lial el al..
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2014},

Ganearally, customear loyvalty can be defined as a customer
who do repeat purchase of products or serices and wilinghy
recommends the products or services 1o others{Saputra et al.,
2019). YuSheng & Ibrahim, {2019)cited that loyalty is an
indicator of customers' willingness and datermination to remain
with a service provider and kaep a long relationship with the
company. In the hotel context, the holel loyally litesature
presanis servica quality as an important antacadent to loyalty,
which may include stafl guality, personalization, speedy
service, interaction quality, physical environment quality, and
outcome quality (Clemes, Gan, & Ren, 2011).

2.2 Marketing Innovation

Inmovation can be defined as organizational implemention
of anew idea o behavior (Pishgar et al., 2013). Alsa added by
YuSheng & lbrahim, (20189) innovation means as searching for
and the discovery, devalopment, improvemant and adoption of
new processes, new products and also new structures of and
arganizational and procedures. Innovation also can be defined
as the process by which an person's idea or invention become
A product or sarvice (Nemat et al., 2010).

Literalure alzo distinguishes ditlerent types of innovalion
Marketing innovation has an important role in improwving
business parformance  (Ramadhani, 2019).  Marketing
innovation can be done by promofling sales of the products
agwned (Amelia, Suhamo, & Asnawali, 2018). Jose st al.,
(2015)cited that innovalion in a company can be an innovation
of product, the innovation of process, organizational innovation,
and innovation in marketing. Al this time, business Success
cannol be separated lrom innovation(Siregar el al,, 2019,
2018a, 2020; Nasution et al., 2021). YuSheng & Ilbrahim,
(2019 marketing innovaticn addresses the Implementation of
new methods, with significant changes in proguct development,
packaging, promotion, positioning, and aven in pricing.

In paper conducied by Siregar el al, (2021)exphains that
innovation is related to one's creativity in making naw things.
Organizations require the adoption of inhavative markating in
the form of new ideas and non-traditional marketing practices
refated 1o the produdt, pricing, promotion, distrbution, the
evidence  physical, process, amnd  also senvice
proggders(Breesam et al., 2019).

2.3 Customer Satisfaction

Ewery businassman is rasponsible for cusiomer or customer
satisfaction. Satisfaction is a positive fealing that a parson has
for what he or 4§k receives{Tasman et al, 2021); (Syamsuri &
Siregar. 2018). Every company must strive to satisty custamear
neads. I cuslomers are satisfied, somathing betler will happen
for the compamy’s bugsiness in the future. Cusiomers will be
loyal, income will increase, business conlinuity is guaranieed,
and the company will be superics in the midst of competiton,
when maasuring satisfaction, customers will definitaly compara
between what they receive and their expectations when using
business products or services{Kurmiawan el al., 2010), Kotler
et al (2004} customer salisfaction is a customer's feeling happy
or disappointed that appears after comparing perceptions or
impressions of performance ol service or product is below
expectations, customers will nat feel salsfied.

Many researchers agree that the meaning of customer
satisfaction link tooan allilude or cuslomer evaluation femed
by a customer comparng pre-purchase expectations of what
thay would receiva from the product or sarvice to customer's
percapions of the product ar service performance they actually
did recena (Pishgar et al, 2013). When customers raceive
good quality service, they declare it as a good vale and pay a

higher price hecause the high-quality senvice keads 1o percaived
value suparior [Socianika af al., 2021). Customear salistaction is
a terminclogy sbout evaluation as how much 8 product of
servica given by the firm can satisfy the customer need (Nemati
ol al., 20110},

2.4. Hypotheses and Research Model

Innovation is ane of the keys lo business success(Masulion
et al, 2021). The innovalions made can Increase customer
salisfaction, whila also increasing customer loyalty(Pishgar et
al., 2013}, Also added by (Nawafleh & hattak,
2019explained thal marketing innovation has an on
customer satisfaction. The results of research conducted
by{Kumiawan et al., 2018} shows innovation is cne of the
important factors that can incress§Bcustomer satisfaction.
Kurmiawan et al., (2019)alza said thal if cuslomars ane satisfied,
something better will happen for the company's business in the
future. Cusiomers will ba loyal, incomea will increase, business
continuity s guaranieed. and the company will be superar in
the midst of compaliion, whan measuring salisfaction,
custormers will definitely compare between what they receive
and theigiexpectations when using business products or
Sarvieas. resulls af research conducted byScoianka et al,,
{202 1) also shows that customer satisfaction has an effect on
customar loyalty.

Based on the lleralure, we propesed the conceptual model
balow:

Customer
Sarisfaction

Customer
Lovalty

Flgure 1. Conceptual Framewornk

Based on the results of the lterature, the following
hypotheses can be rinad:
1. Marketing innovation has a posiive offect on Cuslomer

Satisfaction.

2. Cuslomer Salisfaction has a positive on customer
Icyalty

3. Marketing innovafion has a positive effect on customer
Icyalty

4. Marketing imnowation through customer satisfaction has
a positive elfect on customer koyalty.

3. Research Methodology
3.1, Participants

This rezearch & quantitative reesarch. The research was
conductad on small and medium enlerprisas in tha haspitality
industry sector in the city of Bandung, The respondants of this
research are online-based holal customersReddoorz in
Bandung. The research cample was 183 rffpondems. Data
collection is done by using a questionnaire. The data analysis
technigue uses struclural equation madeling with the help of
Armas software Version 23

57
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3.2 Measures This study uses three wvariables, namely marketing
innovation, customer salisfaction and customer loyalty.

Variable ! Indicator In items
Marketing Innavation . Innovation in sarvices H
(Bremsam et al., 2019) 2. Innovation in prices
B, Innovation in promotion
4. Innovalion in distribution

. Salistied with employee appearance 4

Cuslomer Salizlaction 1
{Pizam &t al., 19939} 2. Satisfied with responsivensss 1o complaints
Managing buggel
4. Satisfied with prices of drinks, meals and service
4. Satisfied with Cruality of service
Customer Loyalty 1. Compared o other hotals inthis area. | have stayed |5
NTabaku & Kruja, 2019) more in this hotel
2, Say Positive things about the hated
3. Highly recommend the hotel to athers
4. Encourage ralations 1o visil this hotel
5. Continue to be a guest
Tabie 1. Construct and Measureameanis
4. Finding In quantitalive research, the normality lest is ane of the
uirements that must be meat in structural squation limg.
4.1. Hnr.mality Testlng m racommandad valua of skewness and IEI:cfl.r‘hzlsis ic - nE:I

2.58 (Schumacker & Lomax, 2010)

.Assessment of normality (Group number 1)

s W o s | or
5 =009 | -051 035 096
d 56 -308 -.244 - 674
¥a .183 1.066 | -353 - 475
¥ 030 168 - 610 -1.684
¥1 042 | 229 =126 345
xz2.4 =185 | 1037 | =112 308
x2a 042 ] =785 -2167
X2z =115 | -B35 =384 -1,089
x21 -051 | -282 -.561 -1,648
LA -088 | -543 | -313 864
x.z J08 | 566 =218 -~ 587
X3 2r 143 - 433 =1.195
x4 111 | -611 - 283 ~TET
Multivariate 3352 1.148

Source: Data Proceszing
Table 2: Normaily Testing

The table above shows thal the dala in the study are
normaly distributed. The value of or is obtained. Multivarkale of h: The Goodness_of Fit Test

1148, resulls of the gocdness of i lesl can be saen in the
following table:
The Geodness_of Fit_Index Result Critical Valug Decision
CrinDF 1.iae <2 Good
usted Goodness of Fit 0920 =0,900 Giood
& goodness_af_Fil Indes ) 845 =0.900 Good Fit |
it_Index 0992 =0.900 GCiood Fit |
0.9a0 =0.800 Goad Fit

AcedUALITY  Vol. 23, No. 188/June 2022 58




[SSM: 15822559

GENERAL MANAGEMENT
MI ‘Q}ﬁﬂ% Error of Approximation [ o .. =0.080 —
Roaot Mean Squars Residual (RMSHE] D.025 < 0.060 Good Fil

“IB results of the goodness of it test have been mel as
shown in Table 4.

Table 3: The Goodness_of Fif Test

Hypothesis testin
madeling with |

is carfed out using struchural eguation
help af Amos Soltware wersion 23

4.3.Hypotheses Testing Hypathesis testing §s seen fram the critical ratic value = 1,98
and a probability level of 005 [Byrne, 2010j).
Estimate SE CR P Decision
Custorner_Satislaction =~  Marketing_innovatian B25 118 6948 000 Acceplad
Customer Lovalty == Customer Salistaction 572 1138 4.153 RiilH Accapled
Customer_Lovalty <-—  Marketing_Innovation 186 138 1.412 158  Nol Accapled

Based on the resulls of hyvpothasis tesling as shown in
Table 4 can be explained that there B an nfluence betwesn
miarketing innovaton on cusl alistaction. The eritical ratio
n] value Is 6,945 > 1.96 with a p-vale of 0.000. Thus, It can
be informed that thera is A positive and significant nfluence
betwesn marketing Innovation on custemer satisfaction. This
means thal the higher the level of innovation by dining
campanias, the highar the level of hatel customer satisfaction

Table 4: Hypothesis Testing Result

in the city of Bandung. Further testing the second hypothesis
ophtained A critical ratio (cr} of 4.153 = 1.96 and a p-value of
0.000. This means thal it can be informed that there is an
influence between customer satisfactlon and customer loyalty.
Furthermora, testing the third hypothesis also shows a positive
Influence, but not significant between marketing Innovation and
customer loyalty, The critical ratic value is 1,412 < 1,96 and the
pevalue is 0.158.

4.4. Discussion

The research we are currently conducting will examine the
gffect of marketing innovation and cusiomer satisfaction on
customer loyalty, We did this researc @§n the hotel secior in
Bandung, namely the customers of the Reddoorz hotel in
Bandung. Innovation made by the company, in this context the
hioted indusﬂ i cne of the key factors that can increase the
company's success (Siregar ef al. 2021); (Pranowo et al,
2020); (Siregar et al,, 2020); (Nasution et al,, 2021} ; (Siregar &l
al. 2018h).

Chi-squeare = 10,160 ;df = 62 p= 223
(CMINDF =1 132RMSEA = 027 RMR = 025
;GF1 = 545 JAGFI = 920 ;CFl = .992; TLI =580

Figure 2: The Bl Model of Research

B} The first hypothesis in this prasent ludy is thal marketing
innovation has a positive and significant effect on customer
salisfaction. It means that, the better the lavel of inmovalion
carfed oul by people or fim, it will lend to increase salistadfBn
of customer. The resulls of hypothesis testing indicate that
there & a posithve and significant inlluencs between markeling
Innavation on customer satisfaction. The critdfllratio (cr) value
it 6948 = 196 wih a p-value of 0.000. Thus, it can be
explained thal we found a positve and signilicant influence
between marketing innovalion on cuslomer satisfaction, This
maans thal the higher the lavel innovalion by dining companies,
the higher the level of customer satisfaction in hotels in
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Bandung. “ﬁ results of thiz study are suppontad by previcus
research by Mamati et al., (2010 hwho lound that the innovations
made by the company will have a positive effect on cusiomer
satisfaction and customer loyalty. Also added by Nawafleh &
Al-khattab, (2019) who found that marketing nnovation can
increase customer satisfaction.

The second hypothesis is the influence of cusiomer
satisfacton offfeusiomer loyaiy. the crtical ratio (or) value is
4153 = 1.96 and the p-value i 0.000. This maans that it can
be informed that there is an influsnce between customer
satisfachon and customer loyalty, Customers who are satisfied
with hotel services will kend 1o come back 10 visit. Meanwhile,
customers who are net satishied with the services provided by
the hotal, this will tend to make cusfomears not come back, in
other words, do not make repeal purchases. Thesefore,
increasing customer satisfaction is very important for the
campany, sothal the company nol abandoned by the custormer.
Customers who are satisfied with the services provided by the
hetel, then will make customers to re-order. Customer
satisfaction 10 evaluate as how much a firm has been abie lo
sahisfy people or customers (Memati et al., 2010). Also added
by Memati et al., (2010} customerdlll be more loval i the
company has a prionty In Increasing customer satisfaction, The
results of research conducied by Malelak o al., (2021} also
show the influence of customer satisfaction on cusiomer
oy sty

Meanwhile, the third hypothesis in this study was not
accepted. The critical ratio value is 1.412 = 1.98 and the p-valua
is 0.158. This means that our finding found a positive, but not
signilicant effect between marketing innovation on cuslomer
loyaty. In another term, we can say that the markating

avation has no significant effect an customer layalty directly.
Based on the direct and indirect effects, it was found that the
customer satisfaction has a greater factor in influencing hotat
customer loyalty. The direct effect of customer satisfaction on
customer loy, has a cosfiicient regression of 0.588 or 58.85%.
Meanwhile, the direct efect of marketing inRovation on
cugtomer loyally 8 0,185 or 18.5%.

The rasults also show that the indirect effect of markating
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