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ABSTRACT 

	Aims: This study measures and understands the level of customer satisfaction of Siaga Tour comprehensively.
Study design: This study uses a quantitative approach with a descriptive research design to measure customer satisfaction.
Place and Duration of Study: The study was located in Jakarta, Indonesia for 1 month 
Methodology: The research population is all Siaga Tour consumers who have used tour / travel services in the last 6 months. Non-probability sampling technique with purposive sampling method. The sample criteria are individuals who have used Siaga Tour tour services in the last 6 months, calculated using the Slovin formula, resulting in 100 respondents. Data collection using a Google Form questionnaire containing service attributes based on the SERVQUAL dimension (Tangibles, Reliability, Responsiveness, Assurance, and Empathy). The scale used is a Likert scale with a range of 1-5. Data analysis was carried out by testing the validity and reliability of the instrument and calculating the Customer Satisfaction Index (CSI).
Results: The CSI value obtained is 79.75%, indicating that the overall level of customer satisfaction is in the Satisfied category. The majority of Siaga Tour customers are women (71%) from the young and middle adult age group (29-60 years), with dominant jobs as private employees and housewives. These customers often travel in groups for domestic tours. Although the overall satisfaction level is satisfactory, the majority of customers are low-frequency users (1-2 times), indicating a challenge in building loyalty.The gap analysis of customer satisfaction attributes shows "politeness" as the company's main advantage, with the smallest gap (0.22).
Conclusion: Although the overall satisfaction level is satisfactory, there are three critical areas that need improvement due to the large gap between expectation and performance, namely time management (gap 0.45), convenience (gap 0.44), and reputation (gap 0.44).
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1. INTRODUCTION 

The tourism industry has long been recognized as one of the most dynamic and important sectors in the global economy. The influence of this sector goes beyond direct economic contributions, impacting various aspects of the social and economic structure. The global tourism industry has evolved into a major economic sector, contributing significantly to GDP, employment and foreign exchange earnings. (McNamee & Sachs, 2015). The tourism industry contributes approximately 9.5% to global GDP, highlighting its substantial economic impact This growth is evident in both developed and developing countries, where tourism acts as a catalyst for wider economic development. (McNamee & Sachs, 2015); )(Khaksar & Amir, 2025In terms of employment, the sector is a major employer, providing 1 in 11 jobs worldwide, which translates to nearly 266 million jobs globally . (Sofronov, 2018). Far beyond the statistics, tourism also serves as a cultural bridge, promoting understanding across borders, preserving natural and cultural heritage, encouraging cultural exchange, an industry that is constantly innovating, adapting to global trends, promoting peace and social cohesion 

Nationally, particularly in Indonesia, the significance of tourism is even more pronounced. As an archipelago with abundant natural and cultural wealth, tourism is one of the backbone sectors of the economy. Its contribution to Gross Domestic Product (GDP) continues to increase, followed by a substantial increase in foreign exchange. (Mun'im, 2022During the period 2016-2019, the tourism sector in Indonesia contributed around 4.6% to 4.9% of the national economy, as measured by direct tourism gross domestic product (TDGDP) ). Tourism also plays an important role in economic equality, empowering local communities in tourist destinations, and opening business opportunities for Micro, Small and Medium Enterprises (MSMEs). (Ratnaningtyas, Aditya, & Sakti, 2025); (Kurniadjaya, Cantona, Wijaya, Chandra, Setiawan, & Anggawijaya, 2024). In tourist areas, MSMEs boost the local economy by offering products such as souvenirs, traditional food, and handicrafts, which enhance the tourist experience and promote local culture The Indonesian government has consistently made tourism a development priority, seeing it as a catalyst for inclusive and sustainable economic growth. 

Within the vast tourism ecosystem, the tour & travel services sector plays a crucial role. It is the main bridge that connects travelers to destinations and experiences. From planning trips, booking accommodation and transportation, to providing tour guides and curated holiday packages, tour & travel agencies simplify the complexities of travel, making it more accessible and enjoyable for consumers, increasing customer satisfaction and loyalty. (Agoes & Firdaus, 2024)These personalized services are highly valued by travelers who prefer human interaction and professional guidance in their travel planning . Without the active role of this sector, many destinations and travel experiences may go untouched by tourists, especially for those who seek convenience and efficiency in planning a vacation. Their expertise in packaging travel products, negotiating with service providers, and deep understanding of market preferences are essential to driving the tourism industry. 

Today's tour & travel market is characterized by intense competition and soaring consumer expectations. The digital age has reshaped the industry landscape, with the emergence of online booking platforms, travel aggregators and new business models that offer consumers greater flexibility and choice. Today's consumers are not only looking for the best price, but also a personalized experience, fast response, transparent information and security assurance. (Setiawan, 2024). These transformative elements enable tourism, especially village tourism, to thrive, interact with tourists more personally, operate more efficiently, and achieve sustainability They are increasingly savvy, connected, and do not hesitate to switch to other providers if their expectations are not met. This competitive pressure forces every tour & travel service provider, including Siaga Tour, to continuously innovate, improve service quality, and build strong differentiation in order to remain relevant and competitive in this dynamic market. 

In this highly competitive market condition, customer satisfaction has become the main key to business success and sustainability. Customer satisfaction is the overall feeling of satisfaction experienced by a client when interacting with a company's products or services. (Salleh, Yunus, Ghani, Bahry, & Ali, 2024)It measures how well the service meets or exceeds customer expectations . More than just a transaction, a satisfying customer experience will shape loyalty, encourage positive word-of-mouth, and trigger repeat purchases. Satisfied customers tend to become brand advocates, sharing their positive experiences with others, which in turn can attract new customers without huge marketing costs. (Kusumaningrum, Wachyuni, Ritasari, & Kusumaningsih, 2019)Conversely, customer dissatisfaction can spread quickly in the social media era, damaging reputation and resulting in significant business losses. Customer satisfaction is a reflection of a company's total performance in meeting the requirements of its customers, and is a strategic foundation that supports growth, profitability, loyalty, and a positive reputation amid market competition . 

Customer satisfaction is an important aspect of service quality in every company. This is because customer satisfaction is a good assessment of many service attributes. To measure the dimensions of service quality, SERVQUAL is an instrument proposed by Parasuraman (2005). SERVQUAL can show how far the difference is between reality and customer expectations of the services received from the company, namely by comparing customer perceptions of services with the services that customers actually receive. (Marpaung & Kusumah, 2022)SERVQUAL has five dimensions, namely Tangibles, Reliability, Responsiveness, Assurance, and Empathy . This perception data, compared to the level of importance, will be processed systematically to produce a Customer Satisfaction Index (CSI) value, which provides a quantitative description of the overall level of customer satisfaction. (Damanik, Belferik, Chandra, Rosyadi, & Asegaff, 2024). Therefore, understanding, measuring, and consistently improving customer satisfaction is not just an option, but a strategic imperative for any tour & travel service provider that wants to grow and survive in the long term. 

PT SIAGA WISATA JAYA, also known as Siaga Tour, is a company engaged in tourism, especially in transportation services and tour packages. The company has been operating since 2010 and offers various types of tourism activities. The services they provide include Study Tour, Study Tiru, Educational Tourism, Religious Tourism, General Tourism, Outbound, Inbound, Gathering, and MICE. Siaga Tour has a vision to be the best travel agent, trustworthy, and prioritize excellent service in Indonesia. Their mission is to introduce various tourist attractions in Indonesia, both to domestic and foreign tourists, by providing diverse service products, such as natural, historical, religious, educational, and adventure tourism. 
Currently, Siaga Tour serves the domestic market with a portion of almost 90% of their total customers, while the remaining 10% are foreign nationals who are expatriates working in Indonesia. Their domestic customers are divided into three categories: small customers (such as school children's activities), medium customers (including open trips, small-scale office outings, arisan, pengajian, and alumni groups), and large customers (consisting of government agencies, private companies, state-owned enterprises, and financial companies). In the period January to July 2025, Siaga Tour recorded a total of 1300 customers, with 75% of them being medium customers, 20% small customers, and 5% large customers.
Although the tourism industry continues to grow rapidly in Indonesia, fierce competition in the tour & travel sector requires every service provider, including Siaga Tour, to have a deep understanding of their customers. Siaga Tour, as one of the travel service providers, faces significant challenges in comprehensively measuring and understanding its customers' satisfaction. Initial observations show that Siaga Tour still has limitations in structured public feedback, with only one review recorded on GoogleReviews, and no formal customer satisfaction survey has ever been conducted before. This condition creates a lack of in-depth understanding of how Siaga Tour customers actually perceive the services provided.  Without systematic data regarding satisfaction levels, service dimensions that are considered important, or which areas need improvement, Siaga Tour has difficulty in formulating effective service quality improvement strategies, building customer loyalty, and maintaining competitiveness in the market. Therefore, this research is crucial to fill this information gap, providing data-driven insights for Siaga Tour to identify the strengths and weaknesses of their services, and design strategic steps for satisfaction and business sustainability.

2. methodology 

This research uses a quantitative approach. Descriptive research design measures satisfaction. The research population is all Siaga Tour consumers who have used tour / travel services in the last 7 months. The sampling technique used is  non-probability sampling with purposive sampling where individuals who have used Siaga Tour tour services in the last 7 months. (Santoso, 2023The basis for determining the sample size uses the Slovin formula (Altares et al, 2003) qtd in ). Obtained from the Siaga Tour consumer population from January to July, namely 1,300 people, the calculation results (10% error) obtained a total of 93 respondents. It is assumed that at least 93 respondents will be collected. Data collection with a GoogleForm questionnaire contains attributes or dimensions of service to be measured that affect satisfaction in accordance with CSI theory, with the SERVQUAL dimensions of physical evidence, reliability, responsiveness, assurance, empathy in the Importance Score (IS) and Performance Score (PS) assessments. The scale used is Likert scale, with a range of 1-5. 

Data analysis was carried out to test the validity and reliability of the instrument with the help of SPSS. (Sugiyono, 2019) . Product moment validity test with acceptance criteria (sig. value> 0.5) (Sugiyono, 2019) . Reliability test using Cronbach's Alpha> 0.6 or 0.7 (Karima, Rachmawaty, & Sidik, 2022) ; Data analysis continued with the calculation of the Customer Satisfaction Index (CSI) with the steps of calculating CSI determine the Mean Importance Score (MIS) for each attribute; determine the Mean Performance Score (MPS) for each attribute; calculate Weight Factor (WF) with the percentage of MIS value per attribute to the total MIS; calculate Weighted Score (WS) for each attribute by multiplying the WF by the MPS value per attribute; then to calculate the Customer Satisfaction Index (CSI) with the total WS formula divided by the maximum scale of assessment, namely 5. The results are compared with the standard interpretation value of the CSI value, namely 0-25% = Very Dissatisfied; 25.01-50% = Dissatisfied; 50.01-70% = Average; 70.01-90% = Satisfied; 90.01-100% = Very Satisfied (Wardhana, 2024).
3. results and discussion

3.1 Respondent profile 

3.1.1 Gender 
Based on the data that has been collected, the discussion begins with an analysis of the profile of respondents who are consumers of Siaga Tour service users. By describing the distribution of respondents based on gender, it will show that there are significant differences in the demographics of service users. The following is complete data on respondent profiles based on gender; 




Table 1. Gender
	
	Frequency
	Percent

	Male
	30
	29.7

	Female
	71
	70.3

	Total
	101
	100.0

	Source : (researcher data, 2025)


This research shows that the majority of service users are women. With a percentage of 71%, it can be concluded that women interact or use this service much more than men. This could indicate several things, the services or products offered by Siaga Tour are specifically aimed at women because they have features, designs, or marketing that are more attractive to a female audience. Women have a greater tendency or need to use this service than men. 
Based on researcher observations, many female consumers travel in groups, be it with extended families, social gatherings, or communities. The bus rental service from Siaga Tour is ideal because it makes it easy for them to plan their trip without having to bother taking care of their own transportation. The destinations they offer, such as Kuningan, Cirebon, Malang and Yogyakarta, are known to have various types of tourism in one area (culinary, shopping, nature, and culture). This type of service is perfect for mothers who want a comprehensive vacation, where they can go to tourist attractions, shop for souvenirs, and enjoy culinary without having to move too far from the city. (Sapna, Raheja, Malik, & Dighliya, 2023) . All-in-one destinations that offer a variety of attractions, including shopping, dining, and cultural experiences, are particularly attractive to female travelers, as they provide convenience and a variety of activities in one location (Sapna, Raheja, Malik, & Dighliya, 2023) .Such destinations often incorporate safety and hygiene standards, which are important factors for female travelers when choosing a place to visit  In addition, many attractive photo spots are offered at the destinations visited. (Yulianto & Brahmanto, 2023) .Research shows that female travelers are attracted to destinations that combine natural beauty with cultural elements, increasing their photo opportunities 
3.1.2 Age 
The next respondent profile is based on age, as a basis for understanding user characteristics and preferences from a demographic perspective. The following is the complete data of respondent profiles by age;
Table 2. Age
	
	Frequency
	Percent

	13 - 28 years
	16
	15.8

	29 - 44 years
	41
	40.6

	45 - 60 years
	41
	40.6

	61 - 79 years
	3
	3.0

	Total
	101
	100.0

	Source : (researcher data, 2025)


Age data shows that the majority of respondents are in the age range of 29 - 44 years (40.6%) and 45 - 60 years (40.6%). These age groups, often referred to as young adults and middle adults, play a central role in the use of the service. (Rymar & Zaletska, 2024) . The 29-44 age group is motivated by the need for work-life balance, often leading to stress and a desire to relax   (Brown & Jaffe, 2020) . 45-60 year olds generally have greater financial stability, allowing for increased participation in social and leisure activities 
3.1.3 Profession 
The following is complete data on the profile of respondents based on profession to complete the characteristics of Siaga Tour consumers;
Table 3.  Profession
	
	Frequency
	Percent

	Civil Servant
	4
	4.0

	Private Employee
	38
	37.6

	Entrepreneur
	16
	15.8

	Freelancer
	13
	12.9

	Retired
	1
	1.0

	Housewife
	24
	23.8

	Student
	5
	5.0

	Total
	101
	100.0


Source : (researcher data, 2025)
The data shows a diverse occupational profile of the respondents, but a few key points stand out: most of the respondents (37.6%) were private sector employees. This indicates that the service or product is relevant to individuals working in the corporate sector. Housewives came in second with a significant percentage (23.8%). This is very much in line with the results of the previous gender analysis which showed the dominance of female users. Many women who take care of the household are also active in social and recreational activities.
3.1.4 Times of Participation 
The following is complete data on the respondent profile based on the number of times the respondent participated in the SIAGA TOUR trip (since January 2025) to complete the characteristics of Siaga Tour consumers; 
Table 4.  Times of participation
	
	Frequency
	Percent

	1 - 2 times
	62
	61.4

	3 - 6 times
	26
	25.7

	> 6 times
	13
	12.9

	Total
	101
	100.0


Source : (researcher data, 2025)
Based on the frequency of service use table, most respondents are low frequency users at 61.4%, using the service only 1-2 times. This shows that the service has a wide but less loyal user base. Many customers may try the service once or twice, but not regularly. Companies need to focus on strategies to encourage low-frequency users to become repeat users, for example with loyalty programs, special offers for returning customers, or improving service quality to create a memorable experience.

3.2 Validity and Reliability Test 

3.2.1 Validity Test 
The validity test results show that of the 17 attributes or dimensions of service that affect satisfaction according to the SERVQUAL dimensions, namely physical evidence, reliability, responsiveness, assurance, empathy, the significance value is <0.05, it can be concluded that all research instruments consisting of 17 attributes are valid and can be used to continue further data analysis. 

3.2.2 Reliability Test 
The reliability test results of 17 attributes obtained the following details;


  Table 5. Reliability Statistics
	Cronbach's Alpha
	N of Items

	.997
	17


Source : (researcher data, 2025)
Based on the data above, the Cronbach's Alpha value of 0.997 (very close to 1), for 17 items, indicates that the level of instrument reliability is very high. The attributes used in this instrument are very consistent with each other. The measurement results of this instrument are reliable and stable. If the same instrument is reused on similar respondents, it is likely that the results will be consistent. 

3.3 Calculation of Customer Satisfaction Index (CSI)
The results of the Customer Satisfaction Index (CSI) analysis begins with the discussion of Importance Score (IS) and Performance Score (PS) data analyzed to obtain Mean Importance Score (MIS) and Mean Performance Score (MPS) for each attribute, then proceed to calculate Weight Factor (WF) and Weighted Score (WS). The following are the results of the attribute analysis; 
  Table 6. Attribute Analysis
	Atribute
SERVQUAL
	MIS
	MPS
	WF
	WS

	Promotion Media
	4.22
	3.80
	5.80
	22.05

	Facility
	4.40
	3.98
	6.05
	24.08

	Time Management
	4.22
	3.77
	5.80
	21.88

	Information
	4.38
	3.99
	6.02
	24.04

	Problem Solving
	4.22
	3.97
	5.88
	23.36

	Services
	4.38
	4.00
	6.11
	24.43

	Competence
	4.22
	3.98
	5.88
	23.42

	Safety
	4.22
	3.92
	5.88
	23.07

	Readiness
	4.39
	4.00
	6.12
	24.49

	Politeness
	4.23
	4.01
	5.90
	23.65

	Understand
	4.38
	3.96
	6.11
	24.19

	Pleasant
	4.13
	3.97
	5.76
	22.86

	Caring
	4.11
	3.93
	5.73
	22.52

	Fast
	4.23
	3.99
	5.90
	23.54

	Comfortable
	4.38
	3.94
	6.11
	24.07

	Complaint Handling
	4.22
	3.91
	5.88
	23.01

	Reputation
	4.38
	3.94
	6.11
	24.07

	TOTAL 
	72.71
	67.06
	
	398.73


Source : (researcher data, 2025)
Customer Satisfaction Index (CSI) with the formula total WS (398.73) divided by the maximum scale of assessment (5) obtained 79.75%. The results compared to the standard interpretation value fall within the CSI value range of 70.01-90% which means Satisfied (Wardhana, 2024). 

The CSI value of 79.75% indicates that the overall level of customer satisfaction is in the Satisfied category. But the attribute data shows that this figure can be improved further. This score is an average of all attributes, which masks the fact that some areas are performing exceptionally, while others are still lagging behind. 
Attributes that show that the performance perceived by customers is close to or even meets consumer expectations are the strengths of the company. Politeness: MIS 4.23 - MPS 4.01 = 0.22. This gap value is one of the smallest gaps. This shows that customers rate the staff as very polite, and this performance almost meets consumer expectations and is one of the main advantages. This is crucial given that the majority of their customers are domestic travelers, including groups such as arisan mothers, recitations, and school alumni, who tend to value personal and friendly interactions during the trip. (Pratama, 2024) ; (Saragih, Mulyadi, Nasution, & Pujiono, 2023) Female tourists who dominate Siaga Tour consumers prioritize politeness, supported by the statements of where female tourists tend to value friendly and respectful interactions, encouraging service providers to use positive politeness strategies, such as showing sympathy and familiarity. 
 However, there are attributes that need to be improved.  The attribute with the largest gap (area for improvement) has the largest difference between expectations (MIS) and performance (MPS), which means that customers feel that the services provided have not fully met consumer expectations, namely the time management attribute: MIS 4.22 - MPS 3.77 = 0.45. This gap value is one of the largest gaps. Customers really expect good time management, but feel that the company's performance in travel time management is still lacking even though they have high expectations. Considering that Siaga Tour offers a variety of services such as Domestic Tour (Study Tour, Religious Tour, Company Gathering, Agency Outing), tour bus rental, and employee shuttle, punctuality is a key factor for the smooth running of all these types of trips. In addition to the Comfortable attribute: MIS 4.38 - MPS 3.94 = 0.44. Customers expect high comfort, but the services provided have not fully met these expectations. As well as the reputation attribute: MIS 4.38 - MPS 3.94 = 0.44. The large gap here indicates that although the company has a good reputation (high expectations), the perceived performance has not fully supported the reputation. This could relate to the quality of transportation, accommodation, or even sub-optimal itinerary management, all of which are important to their customer segments, especially the dominant middle segment, who may demand a comfortable and quality travel experience. Siaga Tour's digital evidence shows the company is active on social media such as Instagram, Facebook, and TikTok. With more than 840 followers on Instagram and 1.2K+ followers on TikTok, Siaga Tour has a good reach on these platforms. This can be an effective tool to build and improve the company's reputation. By utilizing social media, Siaga Tour can proactively showcase their strengths, such as staff friendliness and positive testimonials, and provide better information about their services to address information gaps. In addition, they can use these platforms to directly interact with customers and manage complaints, which can help improve the perception of complaint handling and ultimately increase overall customer satisfaction.
4. Conclusion

Conclusions from the analysis of respondent profiles and Siaga Tour customer satisfaction data indicate that the company has a strong but vulnerable customer base, with a good CSI but significant room for improvement. The majority of Siaga Tour customers are women (71%) from the young and middle adult age group (29-60 years old), with dominant occupations as private employees and housewives. These customers often travel in groups for domestic tours. Although the overall satisfaction level is satisfactory (CSI 79.75%), the majority of customers are low-frequency users (1-2 times), indicating a challenge in building loyalty.
The gap analysis of customer satisfaction attributes shows "politeness" as the company's main advantage, with the smallest gap (0.22).   This is in line with the characteristics of the majority of female customers who value friendly and respectful interactions. However, there are three critical areas that show the largest gaps between expectations and performance, namely time management with a gap of 0.45, comfort with a gap of 0.44, and reputation with a gap of 0.44. These gaps indicate that although customers are satisfied overall, they feel Siaga Tour's performance in these areas still does not fully meet their high expectations. Suggestions that can be given to increase customer loyalty and CSI, Siaga Tour needs to focus on improving these areas of weakness. The company can leverage its digital presence on social media (Instagram and TikTok) to build a better reputation by promoting service excellence, such as staff friendliness and positive testimonials. In addition, these platforms can be used to communicate more effectively with customers, which can help address time management issues, provide better information, and create a more comfortable and memorable travel experience. With this strategy, Siaga Tour has the potential to turn low-frequency users into more loyal customers.
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