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ABSTRACT  
 

Promotion is a tool for hotel to communicate their product that they want to offer for 
their market. Promotions that are carried out properly and appropriately will resulting 
in guest satisfaction. The purpose of promotion is to provide knowledge about products 
that will meet the needs and desires of guests and implementing it to how it actually 
should be offered to produce satisfaction. This study aims to determine the effect of 
promotion on guest satisfaction at Movenpick Resort & Spa Jimbaran. Respondents in 
this study were 100 using purposive sampling method. Data collected by distributing 
questionaries through google form using the 5-point Likert scale to measure the 27 
statements. The analysis technique used is simple linear regression, t-test, and coefficient 
of determination test assigned by using SPSS version 25 for windows. The results of this 
study indicate that promotion (X) has a positive and significant effect on guest 
satisfaction (Y) at Movenpick Resort & Spa Jimbaran. Based on the analysis of the 
coefficient of determination, promotion has an effect of 77.0% on guest satisfaction at 
Movenpick Resort & Spa Jimbaran while the remaining 23.0% is influenced by other 
variables that are not examined in this study.  
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INTRODUCTION 
 

As guest, every guest must have experience the feeling when staying at the desired 
hotel. This experience can lead to guest satisfaction and can also lead to 
disappointment. Satisfaction is formed when the company is able to properly meet 
the needs of guests (Moraga et al., 2012). Guest satisfaction can be measured when 
guests leave reviews about products on how guests feel. Reviews written by guests 
who have visited and stayed at the Movenpick Resort & Spa Jimbaran hotel, can be 
seen in Figure 1 below: 
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Figure 1 Guest Review in Movenpick Resort & Spa Jimbaran 

 
Figure 1 shows that the Movenpick Resort & Spa Jimbaran lacks knowledge about the 
promotions that the hotel provides so that the services provided to guests are less 
satisfying and more confusing to guests. Dissatisfaction felt by guests can have an 
impact on the guest's desire to visit again.  

 
Promotional activities aim to communicate a product to the market share, to convey 
an explanation of the existence of a product (Falabiba et al., 2014). The promotion 
aspect is an effort to convey information to the market about the products being sold 
(Tielung & Untu, 2021). This activity serves to increase sales, the quality of an item 
and to make guests feel satisfied, which serves so that the guest will transact again 
(Handoko, 2017). 

  
If the promotion is implemented in an effective and efficient way, it will increase guest 
satisfaction. Referring to previous research regarding the effect of promotion on guest 
satisfaction that promotion has a significant effect on guest satisfaction at the BNJ 
Elektronik Store in Lubuklinggu City (Aprianto, 2016). There are other studies that 
there is a positive influence between promotions on guest satisfaction. Higher 
promotions lead to a positive impact on guest satisfaction (Khan et al., 2012). 

 
Based on the explanation above, the researcher wants to analyse the effect of 
promotion on guest satisfaction at the Movenpick Resort & Spa Jimbaran hotel. 
 

 
LITERATURE REVIEW 

 
Business competition in this current era forces the hotel industry to be able to 
maximize the company's performance in order to continue to grow in the hospitality 
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industry. At this time, hotels are trying to attract market share by studying and 
understanding guest needs so as to create satisfaction. Satisfaction functions to gives 
impression about a product  on each guest (Rukiah, 2018). Guests are the main focus 
in discussions about the level of satisfaction and service quality for the products 
provided by the company (Faradina et al., 2016). 

 
Factors that influence guest satisfaction are product quality, service quality, pricing, 
and also promotion (Novianti, 2020). Other research proves that some factors that 
influence guest satisfaction are service, product quality, price, and promotion (Amir, 
2012). Many factors can affect guest satisfaction and one of them is promotion. 
Without promotion, potential guests will get less attention or even not know about 
the product. Guests who do not have any knowledge of the existence of a product are 
less likely or negate the possibility of being loyal guests (Fardiani, 2013). 
 

 
RESEARCH METHODOLOGY 

 
The type of quantitative data used in this study is the object of guests who have stayed 
at the Movenpick Resort & Spa Jimbaran hotel. Sampling uses a purposive sampling 
technique by taking samples from a group of people with a certain comparison 
(Sugiyono, 2018). The data in this study are quantitative and qualitative data. The 
data in the quantitative research method is based on real data, in the form of numbers 
that will be determined by using statistics as a calculation test tool, which is related 
to the problem being studied to get a result (Sugiyono, 2018). Quantitative data in this 
study is in the form of promotional price data at the Movenpick Resort & Spa Jimbaran 
hotel. 

 
The qualitative data used is an effort in the form of writing, oral, gestures, facial 
expressions, charts and pictures (Sugiyono, 2018). The qualitative data used in this 
study is a general description of the hotel and a description of the hotel facilities at 
the Movenpick Resort & Spa Jimbaran. During collecting data, researchers used 
questionnaires to be tested for validity and reliability, interviews and documentation 
studies. The data will then be processed using the Classical Assumption Test, namely 
the Normality Test and Heteroscedasticity Test, Simple Linear Regression Analysis, 
Coefficient of Determination Analysis, and t-test Analysis. 
 

 
RESULUTS NAD DISCUSSIONS 

 
Table 1: Result of Simple Linear Regression Analysis  

 [Source : processed data, 2022] 

Model 
Unstandardized 

Coefficients 

Standardized 
Coefficients 

Beta t Sig. 
1 (Constant

) 
.429 .216 

 
1.983 .000 
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Promosi .916 .051 .878 18.136 .000 

  

Based on Table 1, it is known that the constant is 0.429 and the promotion coefficient 

is 0.916. Based on calculations using the formula Y = a + bx, a simple linear regression 

equation is obtained which provides information that: 

a. Constant = 0,429 
The constant value of 0,429 means that if the promotion variable is omitted then guest 
satisfaction is worth 0,429. 
 
b. Promotion (X) = 0,916 
The regression coefficient value of the promotion variable (X) on guest satisfaction 
(Y) is 0,916, meaning that if the promotion (x) has an increase in units, while other 
variables remain, guest satisfaction (Y) will increase by 0,916. The correlation 
coefficient is positive, meaning that promotion (X) and guest satisfaction (Y) have a 
positive effect. An increase in promotion (X) will result in an increase in guest 
satisfaction (Y). 

 

Table 2: Result of Simple Linear Regression Analysis  

[Source : processed data, 2022] 

Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 

1 .878a .770 .768 .28690 

 

Based on Table 2, can be explained that the results of the analysis of the coefficient of 

determination show the R square number of 770% (0,770 x 100%) and the remaining 

23% (100% - 770%) is not studied in this study. It is known that the results of the 

study show a number of 77% with a strong interpretation category (Sugiyono, 2018)  

so it can be stated that the promotion variable (X) has a strong influence on the guest 

satisfaction variable (Y). 

CONCLUSIONS 
 

Based on several analyses that have been carried out, it can be concluded that 
promotion has a positive and significant effect on guest satisfaction at the Movenpick 
Resort & Spa Jimbaran hotel. In the results of simple linear regression analysis, it can 
be shown that promotion has a positive and significant effect on guest satisfaction. 
The results of the analysis of the coefficient of determination also show that 
promotion has an effect of 77% on guest satisfaction at the Movenpick Resort & Spa 
Jimbaran hotel. 

 
 

REFERENCES 
Amir, F. (2012). Analisis Faktor - Faktor Yang Mempengaruhi Kepuasan Pelanggan 

Pada PT. Hasjrat Abadi di Makassar. Universitas Hassanudin Makassar. 



 

196 

 

ISSN 2985-3028 

 
Master of Applied Tourism Study Programme (S2), Bali Tourism Polytechnic 

INSPIRE-1 2022 

The 1St International Conference on Hospitality, Tourism, and Entrepreneurship  
Tourism Transformation: Opportunities & Challenges in The New Era 

Aprianto, R. (2016). Penaruh Promosi dan Pelayanan Terhadap Kepuasan Pelanggan 
Pada Toko BNJ Elektronik Kota Lubuklinggu. Pengaruh Promosi, 2(1), 41–63. 

Faradina, A., Cenil, F., & Satrio, B. (2016). Pengaruh Promosi dan Kualitas Pelayanan 
Terhadap Kepuasan Pelanggan Pada Rumah Cantik Alamanda. Jurnal Ilmu Dan 
Riset Manajemen, 5(7), 1–18. 

Handoko, B. (2017). Pengaruh Promosi, Harga Dan Kualitas Pelayanan Terhadap 
Kepuasan Konsumen Pada Titipan Kilat JNE Medan. Jurnal Ilmiah Manajemen 
& Bisnis, 18(1), 61–72. https://doi.org/10.30596/jimb.v18i1.1098 

Khan, S., Hussain, S. M., & Yaqoob, F. (2012). Determinants of Customer Satisfaction in 
Fast Food Industry. Determinants of Customer Satisfaction in Fast Food Industry. 

Moraga, Toress, E., Parraga, & Gonzales. (2012). Costomer Satisfaction and Loyalty : 
Start With The Product, Culmite With The Brand. Journal of Consumer Marketing, 
25(5), 302–313. https://doi.org/10.1108/07363760810890534 

Novianti, K. (2020). Deskripsi Faktor - Faktor Yang Mempengaruhi Kepuasan 
Konsumen Dalam Pembelian Tanaman Anggrek Pada Alya Orchid di Banjarmasin. 
Universitas Islam Kalimantan Muhammad Arsyad Al Banjari Banjarmasin. 

Rukiah. (2018). Bauran Pemasaran Jasa Dalam Mempengaruhi Kepuasan Pengguna 
Jasa Hotel di Depok. Jurnal Pengembangan Wiraswasta, 20(2), 151. 
https://doi.org/10.33370/jpw.v20i2.255 

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif dan R&D. ALFABETA 
BANDUNG. 

Tielung, M. V., & Untu, V. N. (2021). Marketing Mix Effect on Customer Satisfation on 
the Tourism in Tomohon City. International Journal of Research -
GRANTHAALAYAH, 9(1), 25–36. 
https://doi.org/10.29121/granthaalayah.v9.i1.2021.2870 

 


