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MULTI DIMENSIONAL STUDY OF C USTOMER PERCEIVED VALUE
FOR 4 STAR HOTEL

PRELIMINARY STUDY

Levyda

ABSTRACT

There are three important reasons why the customer perceived value of research is very
important. First, the customer perceived value varies depending on the type of product.
Secondly, there is still debate whether customer perceived value is more appropriate as a
uni-dimension or multi-dimension construct. Third, there is still debate whether, customer
perceived value as a formative or reflective construct. The aim of this study was to identify
the dimensions and indicators for measuring the customer perceived value and role of each
dimension on customer perceived value in 4 star hotels in Jakarta. Dimensions of
perceived value on hotel consists of functional value, emotional and social. Functional
value consists of the functional value of the hotel building, functional value of guestroom,
the functional value of food & beverage service, functional value of employee services,
and functional value of price. The study was conducted on 100 hotel guests in Jakarta. The
data were processed using the software PLS XL Stat.The dimensions arevalid and reliable
for measuring customer perceived value. The most dominant indicator of each dimension
is the beauty of the interior of the building hotels, bed comfort, delicious food, employees
are ready to help, with the price equivalence service, find it practical and prestige are
higher due to stay at a 4 star hotel.

Key words: customerperceived value, 4 star hotel, Jakarta
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