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Abstract: Satisfaction is a concept that continues to be considered by all organizations and companies engaged 

in the service of goods and services. Inna Bali Heritage Hotel is one of the star hotels in Denpasar which 

continuously strives to improve the satisfaction of tourists staying at Inna Bali Heritage Hotel. WarungShinta 

Restaurant is one of the outlets that provide food and drink services to guests who stay. Guest satisfaction has 

not been measured properly; this can be seen from the number of sales tends to fluctuate. This study seeks to 

analyze the effect of service quality on the satisfaction of guests who stay and get services at WarungShinta 

Restaurant. Respondents of this study were tourists visiting WarungShinta Restaurant. Method used in this study 

is the survey method, with a total of 100 respondents. Based on the results of the analysis, it was found that 

assurance variable had a significant influence on guest satisfaction. While tangible, reliability, responsiveness 

and empathy did not give a significant influence on the guest’s satisfaction. The dimensions of service quality 

have a little effect which is 15% on guest satisfaction. Management should continue to motivate employees to 

work and pay more attention to the needs of guests to be able to continue to improve the guest’s satisfaction 

who come to WarungShinta Inna Bali Heritage Hotel. 
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I. Introduction 
Tourism is one of the main factors that are expected to be able to make a major contribution in the 

efforts of regional economic growth. In the Bali BPS report, it was stated that in 2016 the Bali economy grew by 

6.05% with the highest growth rate occurring in the service sector, which amounted to 11.08%. Bali as one of 

the main tourist destinations in Indonesia, has advantages in tourist attraction from other regions, because it has 

very adequate facilities that can be enjoyed by tourists such as the availability of something to see (something to 

see), something that can be done (something to do), and something that can be bought (something to buy). 

Foreign tourists who come to Bali prefer 60.27% of natural-related destinations and 30.15% of foreign tourists 

prefer destinations related to culture and historical places (Bali Central Statistic, 2016). This will provide 

excellent input for tourism managers both private and government in order to maintain and manage destinations 

while still improving the quality of destinations and services to foreign and domestic tourists. 

Various events that have been held in Bali also have an impact on the number of tourists visiting 

various tourist attractions in Bali and other tourism supporting facilities. Hotels are one of the industries 

supporting the success of the tourism industry and 70.11% of foreign tourists visiting Bali choose to stay in 

starred hotels (Bali Central Statistic, 2016) . The increasing number of foreign tourist visits is not supported by 

the average length of stay of foreign tourists in Bali. For star hotels, the average length of stay of tourists 

reaches 3.30 days, lower than the previous year which reached 3.56 days. While non-star hotels, the average 

length of stay of foreign tourists reached 3.46 days, up from the previous year which had reached 3.38 days 

(Bali Central Statistic, 2016).  

Inna Bali Heritage Hotel is one of the star hotels in Denpasar City and is the oldest hotel in Bali. The 

location of a very strategic hotel in the heart of Denpasar is one of the advantages given to tourists who visit 

mainly to the city of Denpasar. Tourists who stay at Inna Bali Heritage in recent years tend to fluctuate, as well 

as tourists who eat and drink at WarungShinta Restaurant. WarungShinta Restaurant serves guests in providing 

breakfast, lunch and dinner. Management continuously monitors the quality of services provided by staff as well 

as improvements to facilities directly used by guests. Measurement of service quality is one of the main 

priorities in order to measure the level of satisfaction of visiting tourists. The measurement of service quality 

towards tourist satisfaction at WarungShinta Restaurant has never been measured scientifically, only using guest 

comment cards. Analysis of the results of this guest commentary has not been analyzed further, so that 

management has not clearly understood the influence of each variable in measuring tourist satisfaction. The 
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purpose of this study was to determine the effect of the services quality provided by WarungShinta Restaurant 

on tourist satisfaction at Inna Bali Heritage Hotel. 

Service Quality created cannot be measured from a company perspective, but must be from a 

perceived/quality perspective (Manimaran, 2010). Service quality is an important antecedent of customer value, 

because many studies find a positive and significant influence on service quality on customer value perceptions 

(Cretu&Brodie, 2009). The value perceived by customers has become an important part of management in 

understanding the importance of providing customer value in the development of the service process. 

Understanding customer perceived value involves many aspects. The perceived value of customers has been 

found to be the main predictor of customer satisfaction and intention to repurchase / intention after purchase 

behavior (Chitty, et. al, 2007). Most research on service quality carried out in the past two decades has been 

based on the SERVQUAL model. Parasuraman, et al. (1988) developed this model to measure service quality 

from a broader perspective. Initially SERVQUAL focused on ten dimensions of service quality and then 

reduced the number of dimensions into five dimensions namely tangibles, reliability, responsiveness, assurance, 

and empathy. So in the context of service companies, not only learn the quality of service perceived and learn 

how service quality is measured, but also provide direction in improving service quality in order to achieve 

customer satisfaction. Consumers consider products that are intangible, namely service quality, have contributed 

a large role in encouraging customer satisfaction or dissatisfaction (Negi, 2009). 

Service quality is a concept that has become a major concern for companies in providing services to 

their customers, especially in an increasingly competitive environment, and commitment is positively influenced 

by patient satisfaction. Cronin, et al. (2000) found that service quality has a direct effect on satisfaction and also 

directly affects behavioral intentions, further service quality will have a higher value of behavioral intention if 

through satisfaction, this indicate that the service quality perceived by customers will have more impact high on 

customer behavior intentions when customers get satisfaction with company services. Some studies also show 

that hotel service quality will have an effect on satisfaction (Abbasi, et. al, 2010) and service quality has an 

indirect influence on behavioral intention through satisfaction (Olorunniwo, et. al, 2006). 

Van Vuuren et al. (2012) state that satisfaction is the customer's emotional response when evaluating 

differences between expectations about service and perceptions of actual performance and perceptions of 

performance obtained through the customer's physical interaction with business products and services. 

Consumer satisfaction will encourage the formation of loyalty to both the brand and the company, and loyalty is 

the result of the satisfaction felt by the customer (Oliver, 1980; Kandampully& Hu, 2007). Therefore, customer 

satisfaction is a matter of concern to the company by providing the best quality products and services, so that it 

is expected to increase consumer loyalty to the company in the future. 

Consumer satisfaction can be achieved if the quality of services is expected in accordance with his 

wishes (Li &Krit, 2012). So, if the service received by the consumer exceeds or equals his expectations, then the 

service provided by the service provider is satisfactory, and vice versa. Through customer satisfaction, it is 

expected to create loyalty in which customers will make repeat purchases or reuse, not easily affected by other 

similar companies and will also form free promotions for companies by providing positive recommendations to 

others / word of mouth communication (Jani& Han, 2013). 

 

II. Material And Methods 
This research was conducted at WarungShinta Restaurant Inna Bali Heritage Hotel. This research uses 

a quantitative research design. Data will be taken randomly so that the conclusions of the research results can be 

generalized to the population where the sample was taken. This study used a survey method because the data 

was collected from respondents using a questionnaire. The variables used in this study are the results of 

identification of service quality and satisfaction variables that have been used in several previous studies, 

especially based on the results of research from (Parasuraman, et al. 1988; Li &Krit, 2012) and (Keshavarz, et. 

al. (2016). The service quality variables in this study used 5 dimensions of service quality, namely reliability, 

assurance, tangible, empathy and responsiveness consisting of 23 indicators and satisfaction variables consisting 

of 4 indicators. 

The instrument used is divided into two parts: part I collects general tourist demographic information; 

while part II refers to tourists' perceptions of service quality attributes and tourist satisfaction with these 

attributes. Filling out questionnaires is done around the hotel so that it will be easier in the process of filling out 

the questionnaire. All evaluations were measured using a five-point Likert Summated Scale (LSR) which refers 

to the variable quality of service and satisfaction. The questionnaire was carried out by distributing 

questionnaires to tourists visiting WarungShinta Restaurant. Determinations of the number of samples using 

Slovin formula, and the sample size in this study were 100 samples. 
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III. Result  
Profile of Respondents  

Based on the questionnaire collected, data were obtained about the age, gender, education, country of 

origin, purpose to visit and length of stay in Bali. The characteristics of respondents based on age can be seen 

that there were 37 respondents under the age of 25 years or 37%, then age between 37 - 47 years or 28%. The 

characteristics of respondents based on gender can be seen that there is 75% of respondents were male and 25% 

were female. Based on education can be seen that the level of graduate respondents is dominated by diploma 

education level by 40%, then high school graduates by 29%, undergraduate graduates by 22% and post graduate 

graduates by 9%.  

Respondents were dominated from Indonesia by 48%, then from Australia at 8% and others at 28%. 

Based on their purpose visiting Bali it can be seen that respondents have a destination to Bali, mostly for 

vacation purposes (43%), and then for seminars (17%) and for business purposes at 12%. Majority of 

respondents who came to Bali lived in Bali for more than 3 days at 42%, then 30% of respondents lived in Bali 

for a maximum of 3 days. This shows that respondents spend more of their time on vacation and stay long in 

Bali. From these data it is known that the majority of respondents to Bali lived more than 3 days. 

 

Table 1. Results of Regression Analysis 

Model 

Unstandardized Coefficients Standardized 

Coefficients T Sig. 

B Std. Error Beta 

1 

(Constant) 5.555 2.243  2.477 .015 

Tangible .077 .107 .083 .725 .470 

Reliability .123 .093 .141 1.322 .189 

Responsiveness .104 .106 .099 .987 .326 

Assurance .229 .083 .274 2.748 .007 

Empathy .039 .086 .047 .456 .650 

 

From table 9 can be arranged in the form of a regression equation: Y = 5.555 + 0.077X1 + 0.123X2 + 

0.104X3 + 0.229X4 + 0.039X5. The constant (a) = 5.555 shows the satisfaction of guests who get service at 

WarungShinta if there is no influence of tangible variables (X1), reliability (X2), responsiveness (X3), assurance 

(X4) and empathy (X5) if the independent variable affecting the value is considered zero. The value of the 

regression coefficient of the tangible variable (X1) indicates a positive influence of 0.077 on guest satisfaction. 

Positive regression coefficients indicate a direct effect, meaning that if tangible is increased then guest 

satisfaction will increase. Also the value of the reliability variable (X2) indicates a positive influence of 0.123 on 

guest satisfaction. The positive regression coefficient shows a direct effect, meaning that the higher the level of 

reliability in WarungShinta will lead to higher guest satisfaction.  

Responsiveness variable (X3) also shows a positive influence of 0.104 on guest satisfaction. Positive 

regression coefficients indicate a direct effect, meaning that the higher the level of responsiveness in the 

organization will lead to the higher satisfaction of guests who come to WarungShinta. The value of assurance 

variable (X4) shows a positive influence of 0.229 on guest satisfaction. This also indicates a direct effect, 

meaning that the higher the level of assurance in the organization will lead to higher guest satisfaction. Also the 

value of empathy variable (X5) shows a positive influence of 0.039 on guest satisfaction. The positive regression 

coefficient shows a direct effect, meaning that the higher the level of employee empathy in serving guests at 

WarungShinta will cause the higher satisfaction of guests who come to WarungShinta. 
 

Table 2. Results of Correlation Values 
Mod

el 
R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .442a .195 .152 1.415 

 

Based on Table 10 it can be seen that the correlation value (r) of 0.442 shows that the relationship of all 

service quality on guest satisfaction (Y) is have a strong relationship. The coefficient of determination (r2) to 

find out how much the contribution of service quality variables to the guest satisfaction variable came to 

WarungShinta. Based on Table 10, the results of the adjusted value R
2
 = 0.152. This shows that service quality 

variables contribute 15% to guest satisfaction while the remaining 85% is contributed by other variable which 

was not observed in this study. 

Based on the results of calculations in Table 9, the results obtained from the analysis of hypothesis 1 

test are whether there is a significant effect of tangible variables on guest satisfaction, it can be seen that the 

significance level of 0.470 is greater than the level of α = 5% means that the tangible variable gives an effect 

that is not significant to the satisfaction of guests. Based on the results of hypothesis 2 testing, is there a 

significant effect of reliability variables on guest satisfaction, it can be seen that the significance level of 0.189 
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is greater than the level of α = 5% means that the reliability variable has no significant effect on the guest 

satisfaction variable at WarungShinta . 

Based on the results of hypothesis 3 testing, which is whether there is a significant effect of the 

responsiveness variable on guest activities, it can be seen that the significance level of 0.326 is greater than the 

level of α = 5% which means that the responsiveness variable gives an insignificant influence on guest 

satisfaction at WarungShinta. Based on the results of hypothesis 4 testing, is there a significant effect of variable 

assurance on guest satisfaction, it can be seen that the significance level of 0.007 is smaller than the level of α = 

5% means that the assurance variable has a significant influence on the guest satisfaction variable at 

WarungShinta. Based on the results of hypothesis 5 testing, is there a significant influence of empathy variables 

on guest satisfaction, it can be seen that the significance level of 0.650 is greater than the level of α = 5% means 

that the empathy variable has no significant effect on variable guest satisfaction at WarungShinta. 

 

IV. Discussion And Conclusion 
Based on the results of research and discussion, it can be concluded that service quality measured based 

on five dimensions of service quality has an influence on the satisfaction of guests who come to visit 

WarungShinta at Inna Bali Heritage Hotel. Based on the results of the analysis, it was found that there was only 

one variable in the service quality dimension that had a significant effect on guest satisfaction visiting the 

WarungShinta Inna Bali Heritage Hotel, namely assurance variable had a significant influence on guest 

satisfaction. While tangible, reliability, responsiveness and empathy did not provide a significant influence on 

the satisfaction of guests visiting WarungShinta. 

Guest satisfaction is influenced by many variables; in this study obtained information that it turns out 

that the assurance variable provides a significant influence on guest satisfaction. This result is a concern for the 

management of Inna Bali Heritage Hotel, especially WarungShinta, to be able to maintain the quality that has 

been given to guests. There are 5 indicators of guarantee variables that have a real influence on guest 

satisfaction, namely guests can trust restaurant staff, guests feel safe transacting with satf restaurants, restaurant 

staff are very polite in serving guests, staff are knowledgeable in answering guest questions, staff have attention 

to guests and staff have sympathy for guests. This is what should be maintained by management to continue to 

be able to provide satisfaction to guests.  

Management must also pay more attention to the variables tangible, reliability, responsiveness and 

empathy in increasing the satisfaction of visiting guests. Service quality variables did not have a significant 

effect on guest satisfaction at WarungShinta, because in this study the adjusted r square value was 15%. The 

management should continue to motivate employees to work and pay more attention to the needs of guests to be 

able to continue to increase guest satisfaction that comes to WarungShinta Inna Bali Heritage Hotel. 

Future studies are expected to include other variables other than the variables used in this study such as 

the variable quality of food served, food prices so that it can have a greater influence on guest satisfaction. 

Subsequent research can also be applied to other companies, where the results of these studies can provide 

information and comparison to the effect of service quality on guest satisfaction. This study has limitations as 

this study was carried out limited to the object of research in hotels 
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