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ABSTRACT

This research is motivated by the importance of customer satisfaction measurement using trust
variable and managerial capability through company image. The research method used is explanatory
survey and primary data. The sampling technique used questionnaire with likert scale to 150
respondents in Hotel Familie 2 Metro. Testing instrument requirements used include test validity and
reliability test. Testing instrument analysis include lilifores normality test, homogeneity, linearity and
regression significance. The tool used to test is the Structural Equation Model (SEM) and use the
Linear Structural Relationship (LISREL) program which is a statistical program package for the
structural equation model. Based on the findings of the research, it is known that trust does not affect
the company image, managerial ability has a positive effect on the company's image, trust does not
affect customer satisfaction, managerial ability has a positive direct effect to customer satisfaction, and

corporate image has a positive effect on customer satisfaction.
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1. Introduction

One of the requirements for companies
to succeed in future competition is to achieve
goals by creating and retaining customers (Abd-
El-Salam, 2013). The role of profit-oriented
companies must think of the completeness of
the various means to meet customer needs
required by customers. Within a company, the
issue of confidence in the community is also
one of the priorities that management should
pay attention to (Irma, 2016). Trust is present if
a party has integrity and reliability to the other
party or declares trust as the ability to believe
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another who has been believed (Morgan &
Hunt, 1994; Ratni, 2009).

If a company wants consumers to be
satisfied then it is necessary to pay attention to
the company's image and the right strategy of
trust (Merza, 2015; Lilita, 2013). Although the
product offered by the management has been
appropriate with the tastes of consumers, but the
bad corporate image will cause less satisfied to
the consumers  (Kisworo, 2013). The
consequence is the loss of consumer confidence
in the products or services produced by the
company, the consumer's motivation to utilize
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the company's products or the services will
decrease, and the marketing area will be seized
by the competitor (Ratni, 2009). Conversely, if
the strategy used by companies in forming trust
iIs appropriate and supported by a good
corporate image, it can provide satisfaction to
consumers.

The managerial capability of every
employee in a company should always be
improved so that the company can achieve
organizational goals (Teuka, 2014). The ability
to manage the organization, and the ability to
serve customers can thrive, among others
through  employee  organizing strategies,
motivating employees, monitoring and creating
customer satisfaction. (Quddus & Hudrasyah,
2014; Lumley, 2011).

Changes in the environment and changes
in human behavior, increasingly encourage the
increasing use of services produced by the
company (Sahu, 2015). This environmental
change encourages entrepreneurs in hospitality
services, in order to provide the best service to
create customer satisfaction (Danesh, et al.,
2012).

The hospitality organization is part of
the tourism industry that provides lodging and
food and beverage facilities and services and
other services to customers who live
temporarily and commercially managed. One of
the requirements for companies to win the
competition is to achieve goals by creating and
maintaining customer loyalty (Astri, 2015;
Suharto, 2016).

The role of management as a means of
meeting  customer needs is  becoming
increasingly important for society (Rao & Sahu,
2013). Knowing the level of customer
satisfaction with trust and knowing the factors
that influence the level of customer satisfaction
and displaying a good image for the community
also apply to the company (Quddus &
Hudrasyah, 2014; Yousafzai, 2015; Hamid &
Jusoh, 2016).

The lodging services company is a
service company that is not only known as a
place to stay when away from home, but also
known as a company engaged in the service to
the community. Although the facilities are very
supportive if not supported by satisfactory
service, the customer will feel dissatisfied. It
can be seen how important the importance of
service quality for a company that produces
services (Stranjancevic & Bulatovic, 2015)

Based on the background and conceptual
framework, then conducted research that aims to
test the hypothesis of direct influence of trust on
corporate image, direct influence of managerial
ability to corporate image, positive influence of
trust on customer satisfaction, positive influence
of managerial ability to customer satisfaction,
corporate image to customer satisfaction.

2. Research Methods

This research used survey method and
implemented in February until April 2017 in
Lampung Province. Research variables include
trust as an exogenous variable, managerial
ability as exogenous, corporate image as
endogenous variable, and customer satisfaction
as endogenous variable. Target population is all
consumers who use the services of Hotel
Familie 2 Hotel Metro. The sample used is 150
respondents. Sampling method utilize accidental
sampling technique. The instrument used in this
study is a multiple choice with 5 alternative
Likert scale models. The instrument preparation
steps include the development of dimensions
and indicators, instrument preparation, validity
and reliability testing, instrument revision,
finalization, and data collection.

Testing instrument validity use biserial
correlation. The scale of trust, managerial
abilities, the scale of corporate image and
customer satisfaction scale which are tested for
validity use the coefficient of "Product
Moment", while reliability testing use the
coefficient of "Cronbach's Alpha" (Ghozali,
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2011; Suharto, 2016; Hair, 2009). Data analysis
techniques include descriptive  statistical
analysis, inflation statistics, Test requirements
analysis includes test normality, homogeneity,
linearity and regression significance.
Multivariate statistics use path analysis (Path
Analysis). Processing using Microsoft Excel,
SPSS, and LISREL.

3. Research Results

Prior to data analysis, the required
requirements analysis requirements as follows:
a. Test Requirements Analysis of Data

Homogeneity

The test results of this analysis
requirements are used to find out the
relationship  between variables, with the
requirement that each variable must have a

normal distribution.

Table 1. Requirements Analysis Test of Data Normality

No. EZ? gg;?gsggrnor Lvalue L tabte Decision Conclusion
1. Yi0nX; 0.05 0,072 Ho acceptable Normality
2. Yion X, 0.083 0,072 | HoUn acceptable | Un Normality
3. Y,0n X; 0.052 0,072 H, acceptable Normality
4. Y,0n X, 0.055 0,072 Ho acceptable Normality
5. Y,on Y 0.059 0,072 H, acceptable Normality

b. Test Requirements Analysis of Data

Homogeneity

The results of testing requirements of

this analysis are used to determine the

relationship  between variables, with the
requirement that each variable must have a
homogeneous relationship.

Table 2. Requirements Analysis Test of Homogeneity

No. Homogenity XPvalue Xtable Conclusion
1. Y1 o0n X; 33,885 132,144 Homogeneous
2. Y1 0n X; 45,932 141,030 Homogeneous
3. Y, 0n X; 24,653 132,144 Homogeneous
4. Y, 0n X, 38,486 141,030 Homogeneous
5. Y,onY; 21,754 141,030 Homogeneous

c. Test Requirements Analysis of Linearity

and Significant Regression

The results of this test are used to

determine the relationship between variables,
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with the requirement that each variable must
have a linear relationship and regression
significance.
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Table 3. Summary of Requirements Analysis Test of Linearity and Significance of regression

Variable Fualue and Fravle Slg regression Fualue and Ftable Linearity
fvalue ftable fvalue ftable regression
Yio0n X; 10,24 | 2,12 Significant 0.10 | 2,12 Linearity
Yion X; 58,60 | 2,12 Significant 0.10 | 2,12 Linearity
Y,0n X; 14,32 | 2,12 Significant 011 | 2,12 Linearity
Y, 0on X; 203,94 | 2,12 Significant 0.02 | 2,12 Linearity
YzonY; 4,13 2,12 Significant 512 | 212 Un Linearity

Result of Path Coefficient Calculation, tyaie
After the test requirements analysis is

done, the next is to calculate and test each path

coefficient as presented in the following table:

Table 4. Summary of Result of Path Coefficient

No. Variable Coctficient Path (p) Decision Conclusion
SLF* tvalue
1 Y1 0n X; -0,10 -1,27 Ho accepted Un Significant
2 Yion X; 0,59 5,93 Ho rejected Significant
3 Y,0n X; -0,09 -1,54 Ho accepted Un Significant
4 Y,0n X; 0,67 7,14 Ho rejected Significant
5 Y,on Y, 0,25 2,82 Ho rejected Significant
*:Standardized Loading Factor.
Sub-Structure Path Coefficient 1 provide decision-making test hypotheses 1 and
The model of the coefficient analysis of 2.
the sub-structural path 1 is expressed in terms of
equations Yy = B3 Xy + B32Xz + €1. This test will
E >
-/
=20 [ o=

Chi-Square=391.3%9, 4df=183, P-value=0.00000, BMSE&=0.087
Figure 1. Sub-Structure PathLine Coefficient 1
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Based on sub-structural test 1 obtained
path coefficient (B31) amount -0,10 and worth
tvae = -1,27< table(0,05: 150) = 1,97. So, Ho
received and the coefficient of path p11 is not
significant, meaning trust does not have a direct
positive effect on the company image. Path
coefficient (B32) amount 0,59 and worth tyaue =
5,93> traple(o,05: 150) = 1,97. S0, Ho rejected and
path coefficient (B3,) is significant, it means

managerial ability have a direct positive effect
on company image.

Sub-Structure Path Coefficient 2

The model of the coefficient analysis of
the sub-structure path 2 is expressed in terms of
equations Yo = BarX1 + BaoXo + BazYa + €, This
test will provide decision-making test
hypotheses 3, 4, and 5.

5.‘16'_{ =1
-50
x3 - 5L
~—

w o
w o
"
8]
/ E
M B

Mo oNR

Chi-Square=391.39, df=183,

2.16

P-walue=0.00000, BMSER=0.087

Figure 2. Sub-Structure Path Coefficient 2

Based on sub-structure 2 testing, the
path coefficient was obtained (41) amount -0,09
and worth tyaue = -1,54< ttable(0,0S: 150) = 1,97. So,
Ho received so that the path coefficient (B41) IS
insignificant. This means that trust has no direct
positive effect on customer satisfaction. Path
coefficient (ps2) amount 0,67 and worth tyae =
7,14> tiaple (0,05: 150) = 1,97. S0, Ho rejected so the
path coefficient (B42) is significant. This means
that managerial ability has a direct positive
effect on customer satisfaction. Path coefficient
(pa3) amount 0,25 and worth tyaue = 2,82> tiapie
©0s: 150) = 1,97. So, Hg rejected so the path
coefficient (P43 ) is significant. This means that
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corporate image has a direct positive effect on
customer satisfaction.

Based on the calculation of path
coefficients and t-value for the purpose of
testing the established hypothesis, indicate that
the five path coefficients > 0,05 and t-value >
1,97. So, Ho rejected and three lanes are
significant.

Standardized Solution Path Chart

The overall standardized solution path
diagram of each variable through Lisrel
program 8.80 is illustrated as follows.
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Figure 3. Standardized Solution Path Chart

Based on Figure 3 (Standardized
Solution Path Diagram), in addition to direct
influence, there is also a total and indirect effect
between exogenous variables (X) and
endogenous variables (). Based on the lisrel
output of the standardized total effect shows
that: (1) the total effect of the confidence
variable X; and managerial ability X; on the
company image (YY) is also equal to the direct
effect of each effect, (2) the total effect of trust
variable Xy, managerial ability X5, and company
image (Y1) to customer satisfaction (Y?) is equal
to the value of direct influence (direct effect) of
each variable, because it is not mediated by
other variables (intervening variable), (3)
indirect effect of trust variable (X;) on customer
satisfaction (YY) equal to -0,10 x 0,25= -0,025,
because the other variable (intervening variable)
is company image (Y1) equal to 0,25, whereas
its total influence is -0,09 + (-0,025) = -0,115
and (4) indirect effect variable managerial
ability X;) to customer satisfaction (Y;) of 0,59
x 0,25 = 0,148 because of intervening variable
that is company image (Y1) equal to 0,25, mean
total influence is 0,67 + 0,148 = 0,818.

Description of the total effect of
exogenous variables (X) on the endogenous
variable (Y) above shows that the variables X;
and X, have a positive effect on Y, because of
the intervening (mediation) variable Y; has a

greater influence value than the variables that
are not mediated other variables. In other words,
trust, managerial ability and corporate image
together affect customer satisfaction has greater
value of influence compared to only one
variable (X) affecting customer satisfaction. It
also occurs in corporate image variables, that
trust and managerial capabilities affect the
company image has a greater influence value
compared to only one variable (X) that affects
the company image.

4. Discussion
a. Effect of Belief on Corporate Image

The results of the study found that trust
had no direct positive effect on the company
image. It shows that if trust cultivates a sense of
honesty, promises consumers, coaching
relationships, consistent with thoughts and
actions, then the company's image can design
the company, honesty, justice and attitudes of
knowledge, the overall impression of the
organization, evaluate the overall service of the
company, opinions that come into the minds of
customers when they hear the name of the
company, the company employees will still
provide a good corporate image for the
company.

These findings are not in accordance
with research conducted by Merza, (2015),
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which concludes that trust has a significant
influence on the company's image.

b. The Influence of Managerial Ability To
Corporate Image

The results of the study found that
managerial ability had a direct positive effect on
the company image. It shows that if managerial
ability can plan, organize, give motivation,
supervision and marking to consumer company,
hence good image of company, will be formed
by attitude of response done by company
employees. The responsiveness is already
manifested by company employees in the form
of convenience.

The findings of Teuka, (2014) and Astri,
(2015) conclude that managerial capability is
the ability to perform tasks based on the
competence performed by a person in achieving
the goals of working with others.

c. The Influence of Trust on Customer
Satisfaction

The results of the study found that trust
had no direct positive effect on customer
satisfaction. It shows if trust can be a sense of
honesty,  promise  consumers,  coaching
relationships, then customer satisfaction can
create a good impression for customers,
profitable for the company because, and with
good customer satisfaction, the customer
remains loyal to use the services of the
company.

These findings are consistent with
research conducted by Irma (2016) which
concludes that trust has an influence on
satisfaction of the customers.

d. The Influence of Managerial Ability To
Customer Satisfaction
The results suggest that managerial
ability has a direct positive effect on customer
satisfaction. This indicates if variations of
changes that occur in managerial capabilities,
Jurnal limiah FE-UMM, Vol. 12 (2018) No. 1
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will cause changes to the ups and downs of
customer satisfaction, the customer satisfaction
impression after getting the services of the
company, perceive the performance of
employees with the customers satisfaction with
existing services in the company will make
customers keep using company services.

These findings are consistent with
research conducted by Bharwana (2013) which
concludes that partially managerial ability has a
significant influence on customer satisfaction.

e. The Influence Of Corporate Image On
Customer Satisfaction

The results suggest that corporate image
has a positive effect on customer satisfaction.
This shows that if variations of changes that
occur in the image of the company, will cause
changes to the ups and downs of customer
satisfaction. If the company image can affect
consumer confidence, evaluate the overall
service of the company, the opinions that come
into the customer's mind when they hear the
company's name.

By establishing a good corporate design
can create the image of the company, employees
can be honest, fair, know the broad knowledge,
the overall impression of the organization,
evaluate the overall service of the company,
then the customer satisfaction can provide
information something needed, have
responsiveness to customer complaints, will
increasingly believe in the company.

These findings are consistent with
research conducted by Subarto (2016) and
Suratno (2016) that corporate image has a
significant effect on customer satisfaction.

5. Conclusions
Based on the analysis and discussion, it
can be concluded several things as follows:
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a. Trust has no direct positive effect on the
company’s image. It shows that if the
customer's trust is improved, it does not
directly affect the company's image.

b. Managerial ability has a direct positive
effect on the company’s image. It shows that
if the managerial ability is improved, then C.
the company image will be better.

c. Trust has no direct positive effect on
customer satisfaction. It shows that if the
consumer confidence is improved, it does
not directly affect customer satisfaction.

d. Managerial ability has a direct positive d.
effect on customer satisfaction. This shows
that if the managerial ability is improved,
then the customer satisfaction will be better.

e. Corporate image has a direct positive effect
on customer satisfaction. This shows that if
the company's image the better, then the
customer satisfaction will be better.

6. Suggestions
The advice is given to doing this
research include:

a. Increased confidence in corporate image is
one of the things that must be realized in
order to achieve corporate goals, because
with the effort to increase customer
confidence will direct the appeal of
consumers to take decisions to use the
services company. The company needs to
conduct periodic trust improvements on the
principles of customer's relation
management to employees in accordance
with the company's vision and mission.
Improvement of services such as honesty in
instilling trust, promising consumers /
customers, relationship building, customer
desired knowledge, consistency between
thoughts and actions is one thing that must
be able to realize the effectiveness of
corporate goals.

b. To avoid the occurrence of customer
disrespect, the service provided to the
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customer should need to improve the quality
of the employee's resources through the
improvement of educational competence
and the exercises are relevant. So as to
provide  reliable  service, efficient,
responsible, fast, timely and accurate.
Company management should pay attention
to the indicators of trust, managerial skills,
corporate image and customer satisfaction
for the general purpose of the organization
can be achieved and can win the
competition.

In order to improve the quality of service,
the management needs to improve the
condition of the building (physical
appearance) with attention to cleanliness,
comfort with attractive interior, complete
supporting facilities (parking) as well as
safety and security of customers.
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