
Copyright: © 2023 Karta et al. This is an open access article distributed under the terms of the Creative Commons Attribution License, which permits unrestricted use, distribution, and

reproduction in any medium, provided the original source is cited.

European Journal of Business and Management Research
Vol 8 | Issue 6 | November 2023
ISSN 2507-1076

RESEARCH ARTICLE

How do Brand Image and Service Quality
Influence Tourist Buying Decisions and

Satisfaction at Puri Saron Madangan Hotel,
Bali, Indonesia

Ni Luh Putu Agustini Karta 1,*, Ni Kadek Ayu Saptawati2, I. Ketut Putra Suarthana1,
and Raden Ayu Rani Kusumo Wardani3

ABSTRACT

The purpose of this paper is to analyze how the brand image and service
quality impact buying decisions and guest satisfaction at Puri Saron
Madangan Hotel Gianyar Bali. The sample used was 98 respondents, using
the accidental sampling technique. The primary data collection method
is distributing questionnaires and conducting in-depth interviews with the
stakeholders. Path analysis was the analysis method used. The results of
the investigation show that brand image, customer satisfaction, and service
quality all have a significant and direct impact on consumer decisions.
The choice to buy also directly and significantly affects satisfaction. The
findings of this study offer direction for the Puri Saron Hotel to concentrate
more on enhancing its brand image and service quality to increase the
number of visitors who choose to come and stay at the hotel because they
are happy with the service.
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1. Introduction

The main driving force in world economic development
in recent years has been the service industry. In world
business competition, entrepreneurs compete to provide
quality service and brand image while offering customer
satisfaction and loyalty (Mai & Cuong, 2021). One of the
businesses included in the service sector is the tourism
industry. For decades, this business has experienced quite
tight competition, especially in the hotel services business.
Its current growth is very rapid and continues to grow,
where the basic things are service quality and customer
satisfaction (Ali et al., 2021). The tourism industry, espe-
cially the hospitality business, is considered crucial to its
development, given that it is the main source of income for
the country.

Customer satisfaction can realize customer retention,
namely where customers persist in using the company’s
products or services, which can benefit the company
because getting new customers will require costs that are
not cheap compared to efforts to maintain loyal customers
(Barreto et al., 2022). According to Dewi et al. (2023),
in their research, it states that if a company can provide

quality products or services, fulfilling customer ambitions
will strengthen the customer’s impression of a brand’s
image so that customers, when using the product or service,
will feel satisfied.

Service quality is an important element for companies
to have a competitive and sustainable advantage in the
international economic environment (Velazco Gonzales et
al., 2021). According to Lupiyoadi (2013), there is a direct
correlation between service quality and purchase choices,
and it can act as a significant motivator or incentive. So,
superior service quality can be a stimulus in accelerating
decision-making. According to research by Hastoko and
Stevany (2022), service quality has a significant influence
on purchasing decisions; the stronger the quality of service
provided, the more purchasing decisions can be made.

Building a positive brand image and being able to main-
tain the values of its brand image is believed to be one of
the key factors for entrepreneurs in attracting consumers’
buying interest. Forming a positive brand image in con-
sumers’ memories of a particular product opens up high
opportunities for consumers to make purchasing decisions.
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According to Dewi et al. (2022), the influence of a particu-
lar brand is very large in determining the level of customer
trust because it is manifested in the reputation of the
brand image itself. According to Rahmdhany’s research
(2022), brand image influences purchases in a positive and
significant way.

2. Theoretical Studies

2.1. Brand Image

Kurniadi and Karta (2020) stated that strong consumer
beliefs and impressions of a brand can have a strong impact
on consumer beliefs and perceptions of a product or ser-
vice, which can create an image. Kotler and Keller (2012)
claim that a brand’s image is the consumer’s perception
and belief as it manifests in an association or collection
in their memory. Three factors have been identified by
Pawitra (2001) as indicators of brand image: (1) Consumer
views of businesses that generate goods or services make
up corporate image. (2) User perceptions related to users
who use products or services make up the user image. (3)
A collection of links between consumer views of various
products or services makes up a product image.

2.2. Service Quality

According to Lovelock et al. (2010), service quality is
everything that is regularly and continuously carried out
to fulfill or even exceed consumer desires. Service quality
is said to be good if it follows consumer wishes and even
exceeds expectations. If the wishes do not match expec-
tations, it can influence consumers to look for services
with quality according to their wishes from other competi-
tors. There are five service quality indicators, according
to Fahtira (2020), namely: Tangible (direct form), namely
the ability in the form of the company’s physical facili-
ties. Reliability, namely reliability in providing fast, precise
services and providing clear information. Responsive-
ness, namely the ability to provide services according
to promises and respond quickly to consumer desires.
Assurance, namely knowledge, courtesy, skills, and reliable
attitudes of employees. Empathy is a caring attitude that
pays special attention to understanding consumer desires.

2.3. Purchase/Buying Decision

According to Tjiptono (2014), the purchasing decision
is a stage where consumers find out about the problem,
then look for information or input about a product or
brand, which is analyzed from several types of options
that can solve the problem, and finally move on to the

purchasing decision stage. According to Kotler and Keller
(2012), four factors can influence consumer purchasing
decisions, including culture, which is influenced by cultural
factors, subcultures, and social class. Social factors are
influenced by family, reference groups, roles, and status.
Motivational factors, perception, learning, beliefs, and
attitudes influence psychology. Individuals are influenced
by personal characteristics such as age, job, income, and
different lifestyles.

2.4. Customer Satisfaction

According to Tjiptono (2012), satisfaction is a feeling
that arises from consumers after comparing the impres-
sions and capabilities of a product, accompanied by
expectations. According to Rangkuti (2011), customer sat-
isfaction is the response given by the customer to the
differences that occur between previous needs and the real
performance felt after using a product. The impact of
customer satisfaction on companies, according to Tjiptono
(2015), is as follows: the occurrence of good and aligned
relationships with customers, encouraging repurchasing,
creating customer loyalty, willingness to recommend from
customers, creating a positive image for the company, and
being able to increase company profits.

3. Methodology

This research is classified as quantitative descriptive with
two dependent variables, namely brand image and service
quality, and an independent variable, namely satisfaction
with the mediating variable, namely purchasing decisions.
Questionnaires were distributed to 98 respondents using
an accidental sampling technique for tourists at the Puri
Saron Madangan Kaja Hotel, Petak Village, Gianyar Bali.
Data analysis techniques use path analysis (path analysis)
with the following research hypotheses:

According to Peter & Olson (2009), brand image is
a consumer’s impression and tendency towards a brand,
which arises from various collections of brands in the
consumer’s mind. If a company has attractiveness and
a positive image, it can cause or trigger consumers to
make purchases (Pawitra, 2001). Amron (2018), Anwar
and Andrean (2021), and Pradita and Sitio (2020) state
that brand image has a positive and significant effect on
purchasing decisions, showing that the better the brand
image, the more purchasing decisions will be made.

H1 : Brand image has a positive and significant effect on
purchase decisions.

Fig. 1. Research concept.
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TABLE I: Validity and Reliability Test Results

Variable Indicator Validity test Reliability test

Pearson correlations Remark Cronbach’s alpha Remark

Brand image (X1) X1.1 0.538 Valid 0.830 Reliable

X1.2 0.679 Valid
X1.3 0.641 Valid
X1.4 0.641 Valid
X1.5 0.600 Valid
X1.6 0.720 Valid
X1.7 0.686 Valid
X1.8 0.641 Valid
X1.9 0.731 Valid

Quality of service
(X2)

X2.1 0.605 Valid 0.893 Reliable

X2.2 0.544 Valid
X2.3 0.472 Valid
X2.4 0.652 Valid
X2.5 0.703 Valid
X2.6 0.686 Valid
X2.7 0.689 Valid
X2.8 0.696 Valid
X2.9 0.623 Valid
X2.10 0.564 Valid
X2.11 0.707 Valid
X2.12 0.677 Valid
X2.13 0.653 Valid
X2.14 0.611 Valid
X2.15 0.598 Valid

The decision (Y1) Y1.1 0.642 Valid 0.740 Reliable

Y1.2 0.627 Valid
Y1.3 0.690 Valid
Y1.4 0.730 Valid
Y1.5 0.633 Valid
Y1.6 0.640 Valid

Satisfaction (Y2) Y2.1 0.711 Valid 0.811 Reliable

Y2.2 0.711 Valid
Y2.3 0.603 Valid
Y2.4 0.651 Valid
Y2.5 0.660 Valid
Y2.6 0.733 Valid
Y2.7 0.743 Valid
Y2.8 0.771 Valid
Y2.9 0.729 Valid

According to Lupiyoadi (2013), there is a significant
correlation between service quality and purchase choices,
and that relationship might even act as a motivating fac-
tor. Superior service quality might, therefore, encourage
decision-making to proceed more quickly. Research by
Luthfianto and Suprihhadi (2017) indicates that customer
service levels have a significant impact on buying choices.
The findings of studies by Sihombing et al. (2022), Vierd-
wiyani and Syafarudin (2020), and Zafira and Sugiarti
(2022) indicate that service quality has a considerable
impact on purchase decisions and that good service quality
can also enhance purchasing decisions support these find-
ings.

H2 : Service quality has a positive and significant impact
on decisions.

A leading brand, accompanied by a good reputation,
certainly makes customers remember the brand contin-
uously, which is considered capable of adding customer

satisfaction. According to the American Marketing Asso-
ciation (AMA), consumers tend to trust brands they
remember and are unwilling to research further a brand
that is not yet recognized. According to studies by Dewi
et al. (2023), Kusmadeni (2021), Diputra and Yasa (2021),
and Cuong and Long (2020), brand image significantly
and favorably affects satisfaction. This shows that brand
image can increase customer satisfaction. The higher the
brand image value that the company builds, the higher the
level of satisfaction felt by customers.

H3 : Brand image has a positive and significant effect on
satisfaction.

According to Kotler and Armstrong (2008), service
quality is the overall uniqueness and nature of a prod-
uct or service that is capable of satisfying the needs that
consumers expect. Paying particular attention to company
service performance standards is the best way to improve
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service quality (Vierdwiyani & Syafarudin, 2020). The cre-
ation of customer satisfaction is to provide guarantees for
improving good service quality standards for customers
that are tailored to their wishes and expectations (Ali et al.,
2018). According to studies by Rusmahafi and Wulandari
(2020) and Fairliantina and Fachrurrozi (2022), service
quality significantly and favorably influences customer
satisfaction.

H4 : Service quality has a positive and significant effect
on satisfaction.

According to Kotler and Amstrong (2012), consumer
behavior is knowledge that examines a person or group in
the process of selecting and purchasing goods or services
that consumers expect in order to fulfill their wants and
needs. Research conducted by Putra and Hartono (2020),
Tjahjono et al. (2021), Rahmdhany (2022), and Pradita
and Sitio (2020) state that purchasing decisions have a
significant effect on consumer satisfaction; the higher the
decision level, the greater the satisfaction.

H5 : Decisions have a positive and significant effect on
satisfaction.

The concept of this research is described in Fig. 1.

4. Results

4.1. Validity and Reliability Test

Table I shows that the results of the validity and relia-
bility tests of all statement items for the four variables are
declared valid and show good data reliability, so they are
suitable and can be used for research purposes.

4.2. Data Normality Test and Multicollinearity Test

The data normality test carried out using the
Kolmogorov-Smirnov test shows that the sig value of
the Kolmogorov-Smirnov test is 0.177 > 0.05, so it can
be concluded that all the variables studied are normally
distributed.

Given that the tolerance values for brand image (X1),
service quality (X2), and purchase decision scale (Y1) are
all above 0.10 and the VIF value is 10.0, it can be said
that the influence of brand image and service quality on
decisions and satisfaction does not manifest symptoms of
multicollinearity.

By applying the White Test above, it can be seen that
from the calculated C2 value < C2 table, namely 13.33 <

120.99, it can be concluded that there are no symptoms or
are free from the Heteroscedasticity Test.

4.3. Results of the Path Analysis

The basis for calculating path coefficients is correlation
and regression analysis. Based on data testing, the results
of structural regression analysis showed that the coefficient
of significance value of the two variables X1 and X2 was
0.000 less than 0.05. This result concluded that regression
model 1, namely variables X1 and X2, had a significant
effect on Y1.

Furthermore, based on the R-squared value contained
in the model summary, it is 0.612. X1 and X2 contribute
61.2% to Y1, while other variables not examined contribute
the remaining 38.8%. Meanwhile, to evaluate e1, we can

Fig. 2. Path diagram of structure I.

find the formula e1 = √(1 − 0.612) = 0.623. Thus, the path
diagram image for structure I is presented in Fig. 2.

According to the structural regression analysis II, the
coefficient of the significant value of the variables X1 and
Y1 is 0.000, 0.001 and 0.011, respectively, all of which are
less than 0.05. These findings lead to the conclusion that
Y2 is significantly impacted by the variables in Regression
Model II, X1, X2, and Y1.

Furthermore, based on the R-squared value contained
in the model summary of 0.699, this indicates that the
contribution or influence of X1, X2, and Y1 on Y2 is
69.9%, while the remaining 30.1% is a contribution from
other variables not examined. Meanwhile, to evaluate e2,
e2 = √(1 − 0.699) = 0.549. The path diagram image for
structure II is given in Fig. 3.

Table II shows the findings of Structure I and Structure
II tests on the impact of brand image and service quality
on purchasing decisions and satisfaction.

5. Discussion

5.1. Effect of Brand Image on Decisions at Puri Saron
Hotel Madangan

The first hypothesis states that brand image has a pos-
itive and significant effect on decisions. The analysis’s
findings indicate that brand image has a direct impact on
decisions of 0.485 with a significance level below 0.05. It
may be stated that an improvement in brand value can
influence tourists’ decisions to spend more money at Puri
Saron Hotel Madangan.

This research is in line with research conducted by
Ecstasia and Maftukhah (2018) and Atan (2021), which
state that brand image has a direct and significant effect
on purchasing decisions. The brand image of Puri Saron
Hotel Madangan seems good and is considered to have
a fairly extensive network because Puri Saron Hotel has
several location units in Bali and even outside Bali. Positive
perceptions and confidence to buy quality products and
services offered by the company can increase customer
confidence so that the brand image is well perceived in the
minds of customers, thereby increasing tourist purchasing
decisions. Puri Saron Hotel Madangan.
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Fig. 3. Path diagram for structure II.

TABLE II: Path Analysis Test Results

Variables in the path Direct effect Total effect p-value Remark

Brand image (X1) → Buying decision (Y1) 0.485 0.485 <0.001 H1 Accepted
Service quality (X2) → Buying decision (Y1) 0.353 0.353 <0.001 H2 Accepted

Brand image (X1) → Satisfaction (Y2) 0.384 0.384 <0.001 H3 Accepted
Service quality (X2) → Satisfaction (Y2) 0.301 0.301 0.001 H4 Accepted
Buying decision (Y1) → Satisfaction (Y2) 0.236 0.236 0.011 H5 Accepted

5.2. Effect of Service Quality on Buying Decisions at
Puri Saron Hotel Madangan
The second hypothesis states that Service Quality has

a positive and significant effect on Buying Decisions.
According to the analysis’s findings, the direct impact of
service quality on purchasing decisions is 0.353, with a sig-
nificance level below 0.05. It may be stated that improving
service quality may influence tourists staying at Puri Saron
Hotel Madang to make more purchases.

The findings of this study are consistent with those
of Prakoso (2022) and Kurniadi and Karta (2020), who
found that the quality of a company’s customer service
significantly influences its customers’ decisions to make
purchases. The quality of service provided by Puri Saron
Hotel Madangan is considered very good, especially on
the assurance indicator, which receives the highest average
response. This shows that customers feel comfortable and
safe because employees are always friendly and polite,
employees have fairly good knowledge of the products
offered by the company, and employees are able to under-
stand the desires of customers.

5.3. Effect of Brand Image on Satisfaction at Puri Saron
Hotel Madangan
The third hypothesis states that brand image has a pos-

itive and significant effect on satisfaction. According to
the analysis’s findings, brand image has a direct impact on
satisfaction that is measured at 0.384 with a significance
level below 0.05. We may get the conclusion that the Puri
Saron Hotel Madangan would experience higher visitor
satisfaction with a higher brand image value.

This research is in line with research conducted by Dewi
et al. (2023) and Diputra and Yasa (2021), who state
that brand image has a positive and significant effect on
satisfaction. The product image offered by Puri Saron
Hotel Madangan has received quite a high response. These
results indicate that the product/service attributes that are
owned are quite good and are rated positively, such as a

logo that is easy to remember, and the advantage is having
several Puri Saron Hotel units that make it easier for
customers to get information about the products/services
offered, quality assurance, and product/service offerings
offered, either by packaging attractive promotions on the
Puri Saron Hotel Group website and on social media such
as Facebook and Instagram.

5.4. Influence of Service Quality on Satisfaction at Puri
Saron Madangan

The fourth hypothesis states that service quality has a
positive and significant effect on satisfaction. According
to the analysis’s findings, the direct influence of service
quality on decisions is 0.301, with a significance level below
0.05. The Puri Saron Hotel Madangan can boost visitor
satisfaction by improving service quality, it can be said.

This research is in line with research conducted by Her-
man (2022) and Vierdwiyani and Syafarudin (2020), which
state that service quality has a positive and significant
influence on satisfaction and that increasing service quality
can also increase consumer satisfaction. The quality of
service shown by Puri Saron Madangan employees is con-
sidered very good because employees always behave well,
politely, and friendly so that customers feel comfortable
and safe. Customers feel that they receive special treatment
and that it is easy to get the information and assistance they
need, reflected in the sense of empathy that is always shown
in every service by Puri Saron Hotel Madangan staff.

5.5. Influence of Decisions on Satisfaction at Puri Saron
Madangan

The fifth hypothesis states that decisions have a positive
and significant effect on satisfaction. From the results of
the analysis, the value of service quality on satisfaction
shows a direct effect of 0.236 and a significance level
below 0.05. It can be concluded that an increase in deci-
sions can increase tourist satisfaction at Puri Saron Hotel
Madangan.
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This research is in line with research conducted by
Tjahjono et al. (2021) and Rahmdhany (2022), who state
that purchasing decisions have a positive and significant
effect on satisfaction. The higher the purchase decision,
the greater consumer satisfaction. The increase in guests’
decision to stay at Puri Saron Hotel Madangan is strength-
ened by the ease of finding information about products and
services offered by travel agents offline and online through
other social media. The ease of transactions offered by
Puri Saron Hotel Madangan, such as the availability of
machines for payments using credit cards and Qris ser-
vices, always provide products and services according to
consumer needs.

Efforts to increase tourist satisfaction are carried out
by Puri Saron Hotel Madangan through offering products
and services that meet customer expectations both in terms
of price and quality. Quality staff service, friendly, polite,
paying special attention, and making it easier for guests.
The facilities offered are adequate, such as 1 large swim-
ming pool for the public, 2 private and private swimming
pools for children, 2 meeting rooms, and 1 restaurant. The
benefits obtained from the products and services offered
are adequate and as expected. Increasing customer pur-
chasing decisions at Puri Saron Hotel Madangan makes
customers get satisfaction that matches or even exceeds
expectations.

6. Conclusions and Suggestions

6.1. Conclusions
There are various findings from this research after anal-

ysis and discussion of the research outcomes from data
collecting, processing, and hypothesis testing that have
been carried out:

1. Brand image has a direct and significant influence on
decisions; this means that the better the brand image
of Puri Saron Hotel Madangan, the more tourists
will be able to make a purchase.

2. Service quality has a direct and significant effect
on decisions; this means that increasing the service
quality of Puri Saron Hotel Madangan employees
will be able to improve tourist decisions.

3. Brand image has a direct and significant effect on
satisfaction; this means that the higher the posi-
tive perception of the brand image of Puri Saron
Hotel Madangan, the higher the level of tourist
satisfaction.

4. Service quality has a direct and significant effect
on satisfaction, which means that an increase in
the quality of service provided by Puri Saron
Hotel Madangan will be able to increase tourist
satisfaction.

5. Decisions have a direct and significant effect on
satisfaction, which means that increasing decisions
in purchasing products and services offered by
Puri Saron Hotel Madangan will increase tourist
satisfaction.

6.2. Suggestions
According to the results of the research, suggestions that

can be given include:

1. Increasing customer reviews by continuing to pro-
vide satisfaction to customers is expected to be able
to form positive perceptions and maintain customer
trust.

2. Improve the company’s user image by being able
to recognize consumers, their lifestyle, and their
social status so that the target market share is more
precisely targeted and focuses on marketing develop-
ment and improving marketing strategies.

3. Intensively disseminate information about the com-
pany by carrying out promotions through the media
so that the consumer perception association with
the brand image of Puri Saron Hotel Madangan
becomes stronger and customers have the confidence
to buy or make high decisions to buy products or
services.

Acknowledgment

We express our deep gratitude to all parties who have
helped implement this research. Triatma Surya Jaya Foun-
dation, which has provided support to the entire UNTRIM
academic community in continuing their studies.

Funding

This research is the scientific work of lecturers and
students of the Triatma Mulya University Master of Man-
agement program, with a scholarship from the Triatma
Surya Jaya Bali Foundation.

Conflict of Interest

The authors declare that there is no conflict of interest.

References

Ali, H., Evi, N., & Adi, N. (2018). The influence of service quality,
brand image and promotion on purchasing decisions at MCU Eka
Hospital. Journal of Saudi Business and Management Studies, 3
Problems, 1.

Ali, B. J., Gardi, B., Othman, B. J., Ahmed, S. A., Ismael, N. B., Hamza,
P. A., et al., (2021). Hotel service quality: The impact of service
quality on customer satisfaction in hospitality. International Journal
of Engineering, Business and Management, 5(3), 14–28.

Amron, A. (2018). The influence of brand image, brand trust, product
quality, and price on the consumer’s buying decision of Mpv cars.
European Scientific Journal, ESJ, 14(13), 228.

Anwar, M., & Andrean, D. (2021, January). The effect of perceived
quality, brand image, and price perception on purchase decision. 4th
International Conference on Sustainable Innovation 2020-Accounting
and Management (ICoSIAMS 2020), Atlantis Press, pp. 78–82.

Atan, R. N. (2021). The influence of brand image and service quality and
word of mouth on the decision to stay at the Swiss-Belhotel Borneo
in Samarinda. eJournal of Business Administration, 9(2), 1.

Barreto, H. M., Dewi, L. K. C., & Ximenes, L. (2022). The effect
of customer relationship marketing (CRM) and service quality
on customer satisfaction mediated by the brand image at bank
of BNCTL, Dili Branch, Timor-Leste. Journal of Digitainability,
Realism & Mastery (DREAM), 1(1), 41–48.

Cuong, D. T., & Long, N. T. (2020). The impact of service quality and
brand image on customer satisfaction behavioral intention in viet-
nam fashion market. Test Engineering and Management, 83(389),
389–398.

Dewi, L. K. C., Kakomore, S., & Terimajaya, I. W. (2023). Analysis of the
effect of trust and brand image on customer satisfaction and loyalty
at Pt Delta Satria Dewata Bali. Ganec Swara, 17(1), 187–194.

Vol 8 | Issue 6 | November 2023 92



Karta et al. How do Brand Image and Service Quality Influence Tourist Buying Decisions

Dewi, L. K. C., Widagdo, S., Martini, L. K. B., & Suardana, I. B. R.
(2022). The influence of digital marketing and customer relation-
ship marketing on tourist decisions with brand image as a mediating
variable. EQUITY (Journal of Economics and Finance), 6(2), 243–
270.

Diputra, I. G. A. W., & Yasa, N. N. (2021). The influence of product
quality, brand image, brand trust on customer satisfaction and
loyalty. American International Journal of Business Management
(AIJBM), 4(1), 25–34.

Ecstasia, B., & Maftukhah, I. (2018). Pengaruh Citra Merek, dan
Persepsi Kualitas Layanan Terhadap Keputusan Pembelian melalui
Loyalitas Merek Pada Riez Palace Hotel Tegal. Management Anal-
ysis Journal, 7(1), 129–138.

Fahtira, V. N. (2020). The influence of service quality on customer satis-
faction of PT Herba Penawar Alwahida Indonesia (Study at Alfatih
Business Center II HPAI Bengkulu City) (Doctoral dissertation,
IAIN BENGKULU).

Fairliantina, E., & Fachrurrozi, N. A. M. (2022). The influence of
service quality, price perception and location on customer satisfac-
tion at hotel Indonesia Kempinski Jakarta. Humantech: Indonesian
Multidisciplinary Scientific Journal, 2(1), 204–222. https://doi.
org/10.32670/ht.v2i01.1694.

Hastoko, Y. P., & Stevany, S. (2022). Pengaruh kualitas pelayanan,
persepsi harga, dan lokasi terhadap keputusan menginap di hotel
POP Kelapa Gading [The influence of service quality, price per-
ception and location on the decision to stay at the POP Kelapa
Gading hotel]. Fair Value: Jurnal Ilmiah Akuntansi Dan Keuangan,
4(9), 4106–4115.

Herman, H. (2022). Impact of service quality on customer satisfaction:
A case study in educational institutions. ADPEBI International
Journal of Business and Social Science, 2(1), 39–45.

Kotler, P., & Amstrong, G. (2012). Prinsip-prinsip Pemasaran [Marketing
Principles]. Jakarta: Erlangga.

Kotler, P., & dan Amstrong, G. (2012). Managemen Pemasaran, Edisi
Ketigabelas, Jilid 1 dan 2, Alih Bahasa. Jakarta: Bob Sabran,
Erlangga.

Kotler, P., & Keller, K. L. (2012). Manajemen Pemasaran Jilid I Edisi ke
14 (pp. 27). Jakarta: Erlangga.

Kurniadi, I. P. E., & Karta, N. L. P. A. (2020). Pengaruh Iklan, Citra
Merek Dan Kualitas Pelayanan Terhadap Keputusan Pembelian
Alat Kesehatan (Ortopedi) Pt. Adiska Sarana Medika Di Denpasar.
Journal Research of Management, 2(1), 23–35.

Kusmadeni, D. (2021). Pengaruh Kualitas Pelayanan, Promosi Dan
Citra Merek Terhadap Kepuasan Pelanggan Studi Kasus: Hotel Di
Pangkalpinang. JEM Jurnal Ekonomi Dan Manajemen, 7(2), 69–79.

Lovelock, C., Wirtz, J., Mussry, J. (2010). Pemasaran Jasa-Manusia,
Teknologi, Strategi [Services Marketing: People, Technology, Strat-
egy]. (1st ed., vol. 1). Jakarta: Penerbit Erlangga.

Lupiyoadi, R. (2013). Managemen Pemasaran Jasa Berbasis Kompetensi
Edisi 3. Jakarta: Salemba Empat.

Luthfianto, D., & Suprihhadi, H. (2017). Pengaruh Kualitas Layanan
Dan Gaya Hidup Terhadap Keputusan Pembelian Cafe Jalan
Korea. Jurnal Ilmu dan Riset Manajemen (JIRM), 6(2), 1–18.

Mai, S., & Cuong, T. (2021). Relationships between service quality,
brand image, customer satisfaction, and customer loyalty. Journal of
Asian Finance, Economics and Business, 8(3), 585–593. https://doi.
org/10.13106/jafeb.2021.vol8.no3.0585.

Pawitra, S. (2001). Perilaku Konsumen Dan Komunikasi Pemasaran.
Jakarta: Remaja Rosdakarya.

Peter, P., & Olson, J. C. (2009). Perilaku Konsumen Dan Strategi
Pemasaran [Consumer behavior and marketing strategy]. Jakarta:
Erlangga.

Pradita, S. O., & Sitio, A. (2020). The impact of brand image and
service quality on buying decisions and implication on consumer
satisfaction (Case study at PT IMI). Dinasti International Journal of
Digital Business Management, 1(3), 394–408.

Prakoso, F. A. (2022). Analisis Word of Mouth, Harga Dan Kualitas
Pelayanan Terhadap Keputusan Mengunjungi Taman Margasatwa
Ragunan Dan Dampaknya Terhadap Kepuasan Wisatawan. Jurnal
Ilmu Manajemen Sosial Humaniora (JIMSH), 4(1), 32–41.

Putra, M. S. R., & Hartono, S. (2020). The influence of price, brand
image, and time pressure against purchase decision and customer
satisfaction (Case study on terminal 3 departure’s passenger at
Soekarno-Hatta international airport). International Journal of
Innovative Science and Research Technology, 5(8), 1269–1275.

Rahmdhany, F. (2022). Pengaruh Citra Merek Dan Kepercayaan Kon-
sumen Terhadap Keputusan Pembelian Dan Dampaknya Terhadap
Kepuasan Konsumen Pada Produk Smartphone Samsung Di Kota
Pinang (Doctoral dissertation).

Rangkuti, F. (2011). Study Kelayakan Bisnis & Investasi (Study Kasus).
Jakarta: PT. Gramedia.

Rusmahafi, F. A., & Wulandari, R. (2020). The effect of brand image,
service quality, and customer value on customer satisfaction. Inter-
national Review of Management and Marketing, 10(4), 68.

Sihombing, D. A., Massie, J., & Pandowo, M. (2022). The influence
of brand ‘image and service quality on purchase decisions At j&t
express services during the Covid-19 pandemic. Jurnal EMBA:
Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 10(1),
1794–1802.

Tjahjono, E. J., Ellitan, L., & Handayani, Y. I. (2021). Product quality
and brand image towards customers’ satisfaction through purchase
decision of Wardah Cosmetic products in Surabaya. Journal of
Entrepreneurship & Business, 2(1), 56–70.

Tjiptono, F. (2012). Managemen Jasa. Jakarta: CV. Andi.
Tjiptono, F. (2014). Pemasaran Jasa-Prinsip, Penerapan dan Penelitian.

Yogyakarta: CV Andi.
Tjiptono, F. (2015). Strategi Pemasaran. Edisi ke 4. Yogyakarta: CV.

Andi.
Velazco Gonzales, A. R., Flores Chavez, S. M., Medina Gamez, K. P.,

& Cuba Pacheco, L. G. (2021). Models and determinant variables
of innovation to improve quality and customer satisfaction in ser-
vice companies. Universidad Ciencia Y Tecnología, 25(111), 23–32.
https://doi.org/10.47460/uct.v25i111.512.

Vierdwiyani, D., & Syafarudin, A. (2020). Analysis of service quality and
brand image on customer through purchase decisions as intervening
variable (Case study E-Commerce Shopee At Villa Galaxy Housing
Rt 002). Dinasti International Journal of Management Science, 1(6),
802–815. https://doi.org/10.31933/Dijms.V1i6.390.

Zafira, P., & Sugiarti, R. (2022). Pengaruh Citra Perusahaan, Iklan dan
Kualitas Layanan terhadap Keputusan Nasabah Memilih Produk
Tabungan IB Amanah di BPRS Al Salaam Amal Salman Cabang
Bandung. Jurnal Dimamu, 1(2), 198–207.

Vol 8 | Issue 6 | November 2023 93

https://doi.org/10.32670/ht.v2i01.1694
https://doi.org/10.32670/ht.v2i01.1694
https://doi.org/10.13106/jafeb.2021.vol8.no3.0585
https://doi.org/10.13106/jafeb.2021.vol8.no3.0585
https://doi.org/10.47460/uct.v25i111.512
https://doi.org/10.31933/Dijms.V1i6.390

	How do Brand Image and Service Quality Influence Tourist Buying Decisions and Satisfaction at Puri Saron Madangan Hotel, Bali, Indonesia
	1. Introduction
	2. Theoretical Studies
	3. Methodology
	4. Results
	5. Discussion
	6. Conclusions and Suggestions
	Funding
	Conflict of Interest
	References


