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ABSTRACT

Tourism in strategy marketing is very important in order to enhance and boost the sales
of each the products of Negeri Sembilan. So, researcher wants to study what factor can
effect on Tourism services and quality towards destination loyalty. It is important on
what factors are that make the makes people or visitor to always come and visit Negeri

Sembilan and what increases their loyalty.

The purpose of this research is to examine the relationship between tourism service
quality and destination loyalty. The paper also investigates the tourism service quality

dimensions from tourist viewpoints.

A close-ended questionnaire survey is conducted with a sample size of 50 respondents.
SPSS (Statistical Packages for Social Science) version 21 was used to find the data
reliability, frequencies of data, correlation test, factor analysis, and regression test in
order to test the entire hypothesis involved and also to answer all the objectives that
present. As for the reliability test for Assurance, it has the highest value which is 0.773.
Assurance shows the highest correlation between independent variable and dependent
variable and other variable shows 0.691 for Responsiveness, 0.708 for Reliability 0.689
for Tangible. The highest correlation value is 0.773 with the variable of Assurance. It

shows that respondents are prefer on Assurance factor.
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CHAPTER 1: INTRODUCTION

1.1 Background of Study

Tourism will be a social, more to fiscal ponder that vigorously impacts contemporary
popular culture. (Crick, 1996). These days, tourism industry can be considered as
business conduct since it may impact the advancement of a neighborhood monetary. In
this way, spots are going up against each other to advance themsselves as merchandise.
The mystery for an effective goal is to choose the correct target showcase and to give a
reasonable mix of nearby tourism items and administrations (Buhalis, 2000).

Tourism destination is a general concept, destinations can be branded like products
or people. In this case, the power of branding is in making people aware of the location
and linking desirable associations (Damnjanovi¢, Kravic and Abdul Razek, n.d.).
Destinations are a big entity with sets of material and non-material items (Florek, 2005).
Every destination is special because its resources create a unique ‘identification’.

Quality of the services provided brings the large impact towards the customer
satisfaction. Regarding to Parasuraman, service quality refers to the different of customer
expectations towards what an organization should provide and perceived service
performance. Tourism service quality has been at the heart of tourism marketing with a
major emphasizes on different tourism scope. Service Quality is an instrument for
accessing customer’s perceptive of service quality in a firm. Parasuraman (1985) has
suggested that there are number of basic dimensions of service quality that can be
generalized across markets. There are assurance, responsiveness, reliability, tangible
and empathy. While, Oberoi and Hales (1990) has mentioned Service Quality approach
relates to the proposition that service quality is a measure of how well the service level
delivered matches customer expectations with service performance brought by personnel
and the management, and performance assessment made by the customers in their

expectations.



