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The Influence of Perceived Value Towards 
Customer Satisfaction in Hostel Business:
A Case of Young Adult Tourist in Indonesia
Anggraeni Permatasari, Faculty of Business, President University, Indonesia

ABSTRACT

Perceivedvalue isoneof the elements that can influencecustomer satisfaction in thehotel and
hospitalityindustry.Inordertore-createtheeffectivestrategies,hostelbusinessneedstounderstand
moreaboutfactorsthatinfluencecustomersatisfaction.Toidentifywhichoneismorepreferable,
thisresearchmeasuredtheinfluenceofperceivedvalue,consistingoffouraspects,whichareimage,
price,technicaldimension,andfunctionaldimension.Thisstudyusesquantitativemethodthrough
multiplelinearregression.Datawascollectedbyspreadingquestionnaires;300respondentshave
participated in this research. This research focused on domestic young adults in Indonesia who
alreadyhadexperienceinhostelserviceasrespondents.Thisstudyfoundthatperceivedvalueinthe
formofpriceisthemostinfluentialaspectthatinfluencesyoungadulttouristsatisfactiontowards
thehostelbusiness.
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1. INTRoDUCTIoN

HotelandhospitalitybusinessisthemainobjectinIndonesiantravelandtourismbusiness(National
GeographicIndonesia,2013).Indonesiatourismandhospitalitysectoraregrowingup.Tourismhas
turnedouttobethemostcrucialculturalinfluences;aswellassocialandeconomic(Alhroot&Al-
Alak,2009).ItalsosupportedbyIndonesiainvestments(2014)statedthatIndonesia’sInvestmentsin
tourismindustryreachedatotalofUSD$602.6millionin2013.Thisconsistedofforeigninvestments
(USD$462.5million)anddomesticinvestments(USD$140.2million).

ThehospitalityindustryofIndonesiaisbooming,itcanseetheincreasingnumberoftouristseach
year(Indonesiainvestments,2014).WEGOIndonesiastudy(2013)showedthat8from10persons
inIndonesiaprefertohavetheirholidayinthedomesticarea.Italsoshowsthat64%ofIndonesian
youngadultsandactivetouristweretravelingmorethanonceinayear.

Thisresearchcoveredanarrowandveryspecifictypeaspectthatinfluencingcustomersatisfaction
whichistheperceivedvalue.Themainscopeofthisresearchistoprovidethevaluableinformation
regardingcustomerlevelsatisfactioninhostelbusiness.Thehostelhasbecomethemainpartoftravel
optionforyoungadultstravelertohavelowerpriceaccommodation.Manytravelersespeciallystudents
andyoungtravelersprefertospendtheirholidayinahostelratherthanahotel.Thatsituationbecomes
themainreasonwhynowadaysthehotelsarenottheonlysourceoftravelandtourismincome.

Therefore,theaimofthisstudyistoanalyzetheinfluenceofperceivedvaluetowardscustomer’s
satisfactioninhostelbusiness.ThisresearchisusingyoungadultsinIndonesiaperspectivesascustomer
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pointofviewtowardssatisfaction.Furthermore,thisresearchwilldeterminewhichaspectsbecome
themainreasonwhyyoungadultsprefertochoosehostelastheiraccommodation.Thisresearchis
expectedtofindanewstrategicmodelfordevelopingcustomerlevelsatisfactioninhostelbusiness.

2. LITeRATURe ReVIew

2.1 Customer Satisfaction
Customer satisfaction is defined as an emotional response to the experiences related to specific
productsorservicespurchased,retailoutlets,orevenpatternsofbehavior,aswellastheoverallmarket
(Tjiptono,2008).Customersatisfactionisdeterminedbythequalityofthephenomenoninservice
inthefield.Customersatisfactionisanimportantelementinservicedeliverybecauseunderstanding
andsatisfyingcustomers’needsandwantscangenerateincreasedmarketsharefromrepeatcustom
andreferrals(Chitty,Ward&Chua,2007).Customersatisfactionisdeterminedbythequalityof
thephenomenoninserviceinthefield.“Thesatisfactionjudgmentisrelatedtoalltheexperiences
madewithacertainsupplierconcerninghisproducts,thesalesprocess,andtheafter-saleservice”
(GandhiandKang,2011).

Furthermore,Kaveh,Mosavi,andGhaedi(2012)determinethelevelofcustomersatisfactionis
influencedbyfivefactors:productquality,servicequality,emotionalfactors,theprice,andthecost
andeaseofgettingyourproduct/service.

2.2 Perceived Value
Theconceptofperceivedvaluehasrecentlygainedandpopularinthebusinessenvironment.Perceived
valuehas an effect on consumerbehavior andprovides strategic implications for the successof
companies.According toDhillon(2013),aperceivedvaluedefinedas thebenefitsofcustomers
believe,whataretheyreceiverelativetothecostsassociatedwiththeconsumptions.Foraservice
organization,itisimportanttoknowhowtheirservicesareperceivedbytheircustomers.Customer
Perceivedvaluehasbeenconceptualizedintheliteratureasatrade-offmadebyacustomerbetween
thecostsandbenefitsofaparticularproductorservice.(Kaveh,Mosavi,andGhaedi,2012).Hence,
perceivedvalueisclaimedtobeamajortooltohelptheservicecompanytogainabettercompetitive
positioninthemarket.

Inperceivedvalue,thecompanyshouldknowwhotheircustomersandknowwhatproducts
orservicesthatcustomerneeds.Consumerscanselectthebestamongtheavailableoptions.This
researchisusingfouraspectsofperceivedvaluetowardscustomersatisfactionsuchasimage,technical
dimension,functionaldimensionandpriceastheindependentvariables(Figure1).

2.3 Image
Theimageisareflectionofanorganization’sidentity.Whiletheimagecanvaryamongconstituencies,
identityneedstobeconsistent.Identityconsistsofacompany’sdefiningattributesofacompany.
Theconsumerswillactivelyperceiveanddeterminehowtheyreacttoacompanyorformofbusiness
sincetheimageitselfispartofhowthecompanyshowthemselvesinfrontofpublicwhetherit’sthe
logo,motto,products,services,anyothertangibleformsofthecompany(Khozaeietal.,2010).While,
Milfelner(2009)hassuggestedthatimageisbasedoncustomers’beliefsaboutabrand,whileChitty,
Ward&Chua(2007).arguesthatitisavalue-addedantecedentdeterminingsatisfactionandloyalty.

2.4 Price
Ingeneral,priceisthecostincurredinmakingapurchasewhichinfluencesperceptionsofvalue(Tse
andWilton,1988;RustandOliver,1994;GandhiandKang,2011).Priceaffectsspendingbehavior.
Consumers’discretionaryspendinglimitswilldeterminewhatistobeboughtonthebasisofthe
price.Howmuchtheyarewillingtopaydiffersbecausetheirreadinessdependsontheirneeds,and
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theimportanceoftheservicetothemcomparewithtimeandplace(Chitty,Ward&Chua,2007).
Priceaffectsspendingbehavior,consumers’discretionaryspendinglimitswilldeterminewhatisto
beboughtonthebasisoftheprice(Kaveh,MosaviandGhaedi,2012).Howmuchtheyarewillingto
paydiffersbecausetheirreadinessdependsontheirneeds,andtheimportanceoftheservicetothem
atagiventimeandplace.Priceisbelievedtohaveanimpactonperceivedqualitybecausehigh-quality
productsandservicesnormallycostmorethanlow-qualityequivalents(Chitty,Ward&Chua,2007).

2.5 Technical Dimension
Ingeneral,thepriceisthecostincurredinmakingapurchasewhichinfluencesperceptionsofvalue
(TseandWilton,1988;Rust andOliver,1994;Gandhi andKang,2011).Priceaffects spending
behavior.Consumers’discretionaryspendinglimitswilldeterminewhatistobeboughtonthebasis
oftheprice.Howmuchtheyarewillingtopaydiffersbecausetheirreadinessdependsontheirneeds,
andtheimportanceoftheservicetothemcomparewithtimeandplace(Chitty,Ward&Chua,2007).
Priceaffectsspendingbehavior,consumers’discretionaryspendinglimitswilldeterminewhatistobe
boughtonthebasisoftheprice(Kaveh,MosaviandGhaedi,2012).Howmuchtheyarewillingtopay
differsbecausetheirreadinessdependsontheirneeds,andtheimportanceoftheservicetothemata
giventimeandplace.Priceisbelievedtohaveanimpactonperceivedqualitybecausehigh-quality
productsandservicesnormallycostmorethanlow-qualityequivalents(Chitty,Ward&Chua,2007).

2.6 Functional Dimension
Thefunctionaldimensiondescribedas“processquality”dictateshowtheserviceanditsconcurrent
productionandconsumptionprocessarereceivedandexperiencedbycustomers(Dhillon,2013).
Friendliness,courtesyandpersonalizedservicesarecomponentsofthefunctionaldimensionthat
contribute to and customer satisfaction (Chitty, Ward & Chua, 2007). Some specific functional
dimensionsinthecontextofhostelsarethebehaviorofthestaff,theeaseofcheckinginandout,and
whetherthebackpackersareshowntotheirroomsorlefttofindthemontheirown.

Eventhoughtheevaluationofthefunctionaldimensionvariesbetweenindividuals,itplaysan
importantroleindeterminingcustomersatisfaction.Arelatedpurposeofthecurrentresearchisto
ascertainhowthefunctionaldimensionofaserviceencounteraffectscustomer’perceivedvalueof
thehostelservices(Chitty,Ward&Chua,2007).

Basedontheresearchconceptualframework,fivestatementsofthehypothesiscanbeindicated
asfollows:

H1:Hostelperceivedvalueintheformoftheimagehasasignificantinfluencetowardscustomer
satisfaction.

H2: Hostel perceived value in the form of price has a significant influence towards customer
satisfaction.

H3:Hostelperceivedvalueintheformoftechnicaldimensionhasasignificantinfluencetowards
customersatisfaction.

H4:Hostelperceivedvalueintheformoffunctionaldimensionhasasignificantinfluencetowards
customersatisfaction.

H5:Hostelperceivedvalueintheformofimage,price,technicaldimensionandfunctionaldimension
altogetherhaveasignificantinfluencetowardscustomersatisfaction

3. ReSeARCH MeTHoD

3.1 Population and Sampling Design
AccordingtoMalhotra(2010),apopulationdefinedasthecollectionsofalltheelementsthatshare
somemutualsetofcharacteristics.Thepopulationofthisresearchisconsistsofdomesticyoung
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adultswithagerangedfrom18–25yearsoldandalreadyexperiencethehostelservices.According
toSekaran(2010),thedeterminationofsamplesizenumbershouldbeamong30to500elements.
Malhotra(2010)arguethatsamplesizeisatleastfourtofivetimesofvariablesresearched.Then
ontheotherresearch,anexcellentresearchneeded1000ormoresamplesizes,verygoodis500,
goodis300,fairis200andapoorresearchis100orlessforitssample.Therangeofagefortarget
respondentsis18-25yearsold,primarilydomesticyoungadultsthatalreadystayedinahostel.The
totalof300sampleswassuccessfullyobtainedandanalyzedinthisresearch.Themarginoferroris
thepercentageofallowancefornoprecisionoferrorthatoccursduetotheuseofsampleinsteadof
population.Thereistwolevelofpercentage0.01and0.5percent.Inthisstudy,theresearcherused
0.05percentageofmargin,becauseofthattheconfidencelevelis95%.

3.2 Research Instrument, Data Collection, and Measurement
ThisstudyaimstorevealtheinfluenceoffourdifferenttypesperceivedvaluewhichisImage,Price,
Technical Dimension and Functional Dimension towards Customers Satisfaction, specifically in
Hostel Industry.Thequestionsofeachvariableareadapted fromtheprevious researchwhich is
fromanapplicationofECSIModelasapredictorofsatisfactionandloyaltyforbackpackershostels
writtenbyChitty,Ward&Chua(2007).Thequestionnaireconsistsof25questionswhichconstructed
frompreviousjournalsandresearchers.Theprimarydatacollectedforthisresearchwereobtained
throughonline.Tomeasurethisprimarydata,theresearcherusedfivepointsofLikertscale(strongly
disagree,disagree,fair,agreeandstronglyagree).

Figure 1. Conceptual framework. Source: Chitty, Ward & Chua (2007).
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3.3 Analysis
ThisstudyusedMultipleRegressiontoanalysethedataandobtainresults.“Multipleregressionis
astatisticaltechniqueusedforpredictingtheunknownvalueofavariablefromtheknownvalueof
twoormorevariablesthatalsocalledpredictors”.TheVariableswhosevalueistobepredictedin
knownasdependentvariableandtheonethatknownasindependentvariablesareusedforprediction.

4. STATISTICAL ANALYSIS, ReSULTS AND DISCUSSIoN

4.1 Descriptive Statistics
Thisstudyusedmultipleregressiontoanalyzethedataandobtainresults.Multipleregressionisa
statisticaltechniqueusedforpredictingtheunknownvalueofavariablefromtheknownvalueof
twoormorevariablesthatalsocalledpredictors.Themainpurposeofdeterminingtherespondent
profile is tofindwhichkindofyoungadults thatmostlyuse thehostelservice inIndonesiaand
tofindthetrendofaspectsthataffecttheirsatisfactioninahostel.Thetotalresponsesthatwere
submittedthroughGooglespreadsheetare342.However,therewere42respondentsthathavenot
stayedinaHostel.Thus,300responseswereusabletobeanalyzed.Thesummaryofrespondents’
demographicprofilecanbeseeninTable1.Thepercentageofrespondents’genderisdominatedby
afemaleasitreached52.7%ofthetotalrespondents.Sincethisresearchisintendedfordomestic
youngadults,thedominantrangeofageis20-22asitrepresented53.7%ofthetotalrespondents.
Mostoftherespondentsaretravelingmorethanonceinayearnomatterthedestinationwith43%
ofthetotalrespondents.

4.2 Validity and Reliability Test Result
This study uses Pearson correlation to validity testing. The formula of Pearson correlation is
significancetestofrcoefficientbydoingt-test(significancelevel5%).Therestoftestingthevalidity
oftheitemscounthasthesignificancelevelof5%meansiftheresultscorrelationobtainedhigher
thanrtableatasignificancelevelof0.05.Astheresultofthevaliditytest,25statementsfromthe
questionnaire are all valid.For reliability test,Cronbach’sAlpha shouldbemore than0.6 tobe
consideredasreliable.Basedonatestresult,itshowsthatdataisreliable(Table2).

4.3 Hypothesis Testing
Multiplelinearregressionsistodefinewhetherthereisanysignificantinfluencethroughindependent
variablesonthedependentvariable.Thetestresultshowsthat:pricesignificantlyaffectsthecustomer’s
satisfactionofdomesticyoungadultsthatstayedinahostel(H1),itisindicatedbythesigvalue
ofpricewhichis.000orlowerthan.05.Itmeansthatthevariablealreadymettherequirementof
significantinfluencevariable.Hypothesisfour(H4),thefunctionaldimensionsignificantlyaffectsthe
customer’ssatisfactionofdomesticyoungadults.Theresultindicatedthesigvalueofthefunctional
dimension is .000 or lower than .05. While, the other variables which are image and technical
dimensiondonotsignificantlyaffectthecustomer’ssatisfactionofdomesticyoungadultsthatstayed
inahostel,indicatedbythevalueofregressioncoefficientof0.849and0.258.Theresultshowsthat
bothhypothesesarebiggerthan0.05.

4.3.1 F – Test
TheresultofthisF-testshowstheFvalue=53.846withasignificancelevelof0.000.TheFtable
valueisfoundontheFtablewithdf1=4anddf2=295,thustheFtablevalueis2.3719.Fvalue
>Ftable(53.846>2.3719)andasignificancelevelof0.000meansthatthereisasimultaneousof
PerceivedValue(Image,Price,TechnicalDimensionandFunctionalDimension)towardsCustomers
Satisfaction(Table4).



International Journal of Tourism and Hospitality Management in the Digital Age
Volume 4 • Issue 2 • July-December 2020

16

Table 1. Respondent profiles

Table 2. The result of reliability test - Cronbach’s alpha

Variable Cronbach’s 
Alpha

N of Items Reliability Consistency

Image(X1) 0.741 5 Good(0.7£α£0.9)

Price(X2) 0.745 5 Good(0.7£α£0.9)

TechnicalDimension(X3) 0.651 5 Acceptable(0.6£α£0.7)

FunctionalDimension(X4) 0.709 5 Good(0.7£α£0.9)

CostumersSatisfaction(Y) 0.825 5 Good(0.7£α£0.9)

Total Sample 30
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4.3.2 T – Test
Thet-testwasusedtodeterminesignificanceinfluenceofperceivedvaluethatconsistsofimage,
price,technicaldimensionandfunctionaldimensiontowardscustomersatisfaction.Theresultofthe
t-testprogresscanbeshownintable5.

Table5showsthatvariableX1(Image)haveasignificancelevelof0.849, itconcludesthat
thereisnopartialsignificantinfluencebetweenimageandperceivedvalueintheformofImageand
CustomersSatisfaction.Thesecondhypothesiswassupported.Theresultsshowedthatthereisa

Table 3. Multiple linear regression analysis: Coefficients

Table 4. Multiple linear regression analysis: F-Test (ANOVA)

Table 5. t – test results
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partialsignificantinfluenceontheperceivedvalueintheformofpriceandcustomerssatisfaction.
Whilethehypothesisthree(H3)wasrejectedbecausethesignificancelevelisbiggerthan0.05(0.258).
Therefore,perceivedvalueintheformoftechnicaldimensionhasnopartialsignificantinfluence
towardscustomersatisfaction.Intheotherhand,thevariableX4(FunctionalDimension),theresults
showedtvalue=4.287withasignificancelevelof0.000.Thus,thefourthhypothesiswasaccepted
thatthereisapartialsignificantinfluenceontheperceivedvalueintheformoffunctionaldimension
andcustomerssatisfaction.

4.4 Multiple Correlation Analysis
Thecoefficientofdetermination(R2)usedtomeasurehowmuchtheabilityofthemodeltoexplain
thevariationsdependentvariable.Thevalueofcoefficientdetermination(R2)itselfbetweenzero
andone.ResultscalculatedthattheadjustedRsquarevalueof0.414obtained.The41.4%means
thatcustomerssatisfactioncanbeexplainedbythevariableperceivedvalue(image,price,technical
dimensionandfunctionaldimension),while therest is58.6%influencedbyothervariables.The
coefficientrepresentsintable6.

Theresearcherusingmultiplelinearregressionanalysistofindoutwhetherthedataarereliable
andvalidforeachvariable.Basedonthemultiplelinearregressionmethods,researchergotthedata
alreadyvalidandreliable.

4.5 Data Interpretation and Discussion
Hypothesis1testingresultsshowthatImagevariabledidnothavesignificanteffectsorinfluence
towardsCustomerSatisfactionofDomesticYoungAdults.Basedontheresultofmultiplelinear
regressionanalysiswithasignificance levelof0.849bigger than0.05.Thisdatameans that the
PerceivedvalueintheformofImagefactorcan’tinfluencethecustomersatisfactionofDomestic
youngadultsofIndonesianHostelguests.

Basedonabovestatementandrelatedwithquestionnaireinimagepartstatementsshowedthat
theperceivedvalueintheformofimageitselfdidnotgivessignificanceaffecttowardthecustomers
satisfactionofdomesticyoungadultstowardshostelandmostIndonesiansyoungadultsdonotreally
giveconcerniftheimageofthehostelarereallyaffectingtheirexperienceandsatisfactionintheir
stayinthehostel.

Hypothesis2testingresultsshowthatpricehasasignificanteffectorinfluencetowardscustomers
satisfactionofdomesticyoungadultsinIndonesia.Basedontheresultofmultiplelinearregression
analysiswiththesignificancelevelof0.000lowerthan0.05andthetvalueis8.215whichitisthe

Table 6. Coefficient determination table
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strongestinfluencetowardscustomerssatisfactionofdomesticyoungadultsinIndonesia.Thisdata
meansthattheperceivedvalueintheformofpricefactorhasasignificantinfluencetowardscustomer
satisfactionofhostelguest.Theresultsshowedthattheperceivedvalueintheformofpriceitself
givessignificanceeffecttowardthecustomer’ssatisfactionofdomesticyoungadults.Italsoshowed
thatmostdomesticyoungadultsinIndonesiaprefertostayinahostelbecausethepricethatsuitable
for theirneeds.Indonesianyoungadultsmostlyconsistofbackpackersandhavethe intentionto
travelinabiggroup,ithelpsthemtolowerthecostoftravelingandmakethemenjoytheirholiday
becausehostelprovidesgreataccommodationwithlowcosts.

Hypothesisthree(H3)testingresultsshowthattechnicaldimension(X3)didnothavesignificant
effectsorinfluencetowardscustomersatisfactionofdomesticyoungadults.Basedontheresultof
multiplelinearregressionanalysiswiththesignificancelevelof0.258biggerthan0.05.Thisdata
meansthattheperceivedvalueintheformoftechnicaldimensionfactorcannotinfluencethecustomer
satisfactionofdomesticyoungadultsofIndonesianhostelguests.Whileperceivedvalueintheform
oftechnicaldimensionitselfdidnotgivesignificanteffecttowarddomesticyoungadultssatisfaction.
ItshowsthatmostIndonesiansyoungadultsnotreallygiveconcerntotechnicaldimensionaspect
(facilities,roomquality,etc).Therefore,H3resultisproofnothavesignificantaffectyoungadults
experienceandsatisfactioninthehostel.

Hypothesis4testingresultshowsthatfunctionaldimensionhasasignificanteffectsorinfluence
towards domestic young adults satisfaction in Indonesia. Based on the result of multiple linear
regressionanalysiswiththesignificancelevelof0.000lowerthan0.05.Thisdatameansthatthe
perceived value in the form of functional dimension factor has a significant influence towards
domesticyoungadultssatisfactionofIndonesianhostelguests.Functionaldimensionitselfgives
significanceeffecttowarddomesticyoungadultssatisfaction.Itshowedthatmostdomesticyoung
adultsinIndonesiaprefertostayinthehostelthathasstaffraterthatprovidesthemwithinformation
andsomeminorbitsofhelp.

Theresultsoftheresearchaboveshowedthatperceivedvaluehasasignificantimpacttowards
determiningthecustomersatisfaction.Asaresult,consumers,particularlyinexperiencedones,tend
tobasetheirexpectationsandperceptionsofimage,quality,andvalueonprice.Thepriceisone
ofperceivedvalueaspectthatmostinfluentialtothecustomersatisfaction.Similartotheprevious
researchthatmentionstheusageofperceivedvalueinhospitalityIndustrylikeKaveh,Mosavi,and
Ghaedi(2012),theperceivedvaluehasapositiveimpacttowardscustomersatisfaction.Theusageof
theaspectitselfvariesdependsontheareaofthehospitalitybusiness.Chokesikarin(2014)mention
thatinsouth-eastAsiamostlycustomerswithinyoungadultsageareaffectedbythepriceandroom
qualityinthemostcases,theproblemofitismainlybecausetheyoungadultsguestisfocusingon
exploringthetourismareasotheywillusethehostelortheiraccommodationastheplaceforresting
notmoretorelaxinglikehostel.Thus,theprobabilitycustomerstogetmoresatisfactionaremore
inhowthehostelmanagementcanservethemwiththeaffordablepriceandcozyfacility,notthe
luxuriousone.Thestaffthatcanprovidetourismserviceandinformationaremostlywellaccepted
bythecustomers,theresearchshowedthatfunctionaldimension(anaspectthatinfluencesthestaff
performancesandknowledge.etc)alsohavesomeimpactthatinfluencingthecustomersatisfaction.

Other aspects like the image and technical dimension are not really affecting the customer
satisfactionanditsquietlyoppositefromthepreviousresearchlikefromChokesikarin(2014)and
Chitty,Ward&Chua(2007), thatmention imageand technicaldimensionfromperceivedvalue
mostlybecomethemainfactorthatinfluencingthecustomersatisfaction.Theresultmightbedifferent
becausetheimplementationofthepopulationandalsosampleareaaredifferentbetweentheresearch
andbythatmeansitalsoprovethateachareahasitsowncharacteristicofthecustomersincethe
previousresearchalsobothconductedindifferentareaslikeAustraliaandEurope.

Moreover,theresultofthisresearchwasbasedonyoungadultsinIndonesiaasitsrespondents
thusitmayalsoreflecttheirpreferencesregardinghotelandhospitalityindustry,whichishospitality,
especiallyforhostelIndustry.Byknowingthisinformation,marketers,andbusinessdevelopersare
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expectedtobemoreawareandunderstandingabouttheconsumersatisfactionastheymaysetyoung
adultsastheirtargetmarket.

5. CoNCLUSIoN

Fromtheresearch,itwasfoundthatpriceintermofperceivedvalueisthemostaffectingaspectthat
makesmosthostelcostumerssatisfywiththeirhostelexperience.Thestatisticalresultsalsoimplied
thataccordingtotheFtestresultwhichderivedfromchapterfour.Itshowedthatallindependent
variableshavesignificancesimultaneouslyinfluencethecustomer’ssatisfaction.Itcanbeprovenby
theFvalueandsignificancevaluewhichFvalueandsignificancevaluewhichpresentthatFvalue
is53.846greaterthan2.3719andsignificancevalueis0.000lowerthan0.05.Statisticallyspeaking,
thisresearchalsofoundthatfunctionaldimensionhasasignificantinfluenceoncustomersatisfaction.
However,thelevelofitssignificancewasmuchlowercomparedtopriceaspectfromperceivedvalue.

Perceivedvalueintheformofimageandtechnicaldimensionwasidentifiedtobeinsignificant
oncustomerssatisfactionbasedonitsstatisticalcalculation.Thisfindingisincontrastwithaprevious
studybyChokesikarin(2014)astheystatedthatimageofahostelanditsfacility(TechnicalDimension)
wasoneofthemostinfluencingaspectstowardscustomersatisfaction,inducingtheotherperceived
valueaspectswhicharepriceandfunctionaldimension.

Thevariableof an image, showanegative impact to thecustomer’s satisfactionvariable, it
maybehappenedbecausemostlytheyoungadultsarefocusmoredeeplyintothepriceandservices
thathosteloffers,sotheimageitselfarenotreallyconsideredastheirpartoftheconsiderationin
caseofchoosingtheiraccommodation.While,technicaldimensionisnotconsideredtohaveabig
impacttowardsthecustomerssatisfaction,itisassumedbecausemostlythecostumerwhichcome
fromtheyoungadultsarelookingforatleastaplaceto“crashed”orstayfornightandsincethey
willhavetheiractivityoutsideofthehostelmoreoften,thefacilityandothersourcearenotreally
consideredtobeveryimportant.

In conclusion according to the research, price aspect from perceived value still holds an
importantroleincustomersatisfaction,especiallyinthehospitalityindustryofhostelbusinessfor
youngadultsinIndonesia.Moreover,theresultofthisresearchwasbasedondomesticyoungadults
asitsrespondentsthusitmayalsoreflecttheirpreferencesregardingrelatedsector,whichishostel
industry,especiallyformodernfranchises.Byknowingthisinformation,marketersareexpectedto
bemoreawareandunderstandingabouttheconsumerpreferencesastheymaysetyoungadultsin
Indonesiaastheirtargetmarket.
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