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Abstrak 

 

Penelitian ini dilakukan untuk mengetahui gambaran kepuasan konsumen 

pada Travel “X”, Bandung, dengan menggunakan metode studi deskriptif dengan 

penyebaran kuesioner terhadap 54 orang konsumen Travel “X”, Bandung. 

Alat ukur yang digunakan dalam penelitian ini terdiri dari 50 item yang 

merupakan modifikasi dari alat ukur Service Quality yaitu, Servqual : A 

Multidimensional Scale to Capture Customer Perceptions and Expectation of Service 

Quality, oleh Valerie A. Zeithaml (2009) yang dibuat berdasarkan lima dimensi 

kualitas jasa, yaitu : reliability (keandalan), responsiveness (ketanggapan), 

assurance (jaminan), emphaty (empati), dan tangible (bukti langsung). Berdasarkan 

uji validitas dengan menggunakan rumus Rank Spearman dan reliabilitas dengan 

menggunakan rumus Alpha Cronbach, juga pengolahan data dengan menggunakan 

SPSS 17.0 diperoleh 38 item yang diterima dengan validitas Expected Service 

sebesar 0,328 s/d 0,802 dan reliabilitas Expected Service sebesar 0,976. Pada item 

Perceived Service, validitas sebesar 0,320 s/d 0.689 dan reliabilitas sebesar 0,899. 

Berdasarkan hasil penelitian dan pembahasan disimpulkan bahwa terdapat 

51 orang (94,4%) konsumen yang tidak puas terhadap pelayanan Travel “X”, 

Bandung dan 3 orang (5,6%) konsumen yang sangat puas terhadap pelayanan Travel 

“X”, Bandung. 

Kesimpulan yang diperoleh adalah sebagian besar konsumen merasa tidak 

puas terhadap kualitas pelayanan Travel “X”, Bandung. Ketidakpuasan terbesar 

dirasakan dalam dimensi tangible dan reliability. 

Peneliti memberikan saran agar Travel “X”, Bandung menyediakan fasilitas 

yang nyaman di mobil travelnya dan melakukan pengecekan secara berkala untuk 

fasilitas yang digunakan, serta tetap konsisten dalam keberangkatan tepat waktu.  
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Abstract 

 

  

 This research was conducted to know a description of customer satisfaction in 

retail outlets Travel “X”, Bandung, using descriptive study with distribution of 

questionnaires to 54 Costumer Travel “X”, Bandung. 

Measuring instruments used in this study consisted of 50 items was 

modificated by researcher, based on instruments of the Service Quality, SERVQUAL: 

A Multidimensional Scale to Capture Customer Perceptions and Expectations of 

Service Quality, by Valerie A. Zeithaml (2009) which is based on the five dimensions 

of service quality, consist of: reliability, responsiveness, assurance, empathy, and 

tangible. Based on test validity using Spearman Rank formula and reliability by using 

Cronbach Alpha formula, also processing the data using SPSS 17.0 obtained 38 

items received with expected service validity of 0,328 until 0,802 and expected 

service reliability of 0.976. in perceived service items, have a validity of 0,320 until 

0.689 and reliability of 0,899. 

 Based on the research and discussion concluded that there are 51 people 

(94.4%) of consumers who are not satisfied with the service quality of Travel “X”, 

Bandung and 3 people (5.6%) of consumers are very satisfied with the service quality 

Travel “X”, Bandung. 

 The conclusions obtained are the majority of consumers are not satisfied with 

the service quality of Travel “X”, Bandung. The Biggest dissatisfaction are in 

tangible and reliability dimensions. 

 Researcher advises Travel “X”, Bandung to provides convenient amenities in 

the travel car and periodically checks the facilities, and remain consistent in on-time 

departures. 
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