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Positioning Strategy Performance Effects To The 
Tourists Satisfaction (Research In Pangandaran 

Beach Pangandaran District) 
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ABSTRACT: One of information needed to promote tourism in Pangandaran Beach is by seeing needs, wish, and tourists preference through marketing 
strategy approach. Market continously potency mapping and destination potency along with special interest product is the important base to positively 
anticipate, response, and create some tourists marketing probability. The research is conducted in Pangandaran Beach tourism object using survey 
method to 300 tourists. The analysis tools used is Structural Equation Model (SEM). The objective of this research is to knowing and analyzing strategic 
performance of market segmentation, market target, and market position to the tourist’s satisfaction in Pangandaran Beach. Result shows that market 
segmentation performance strategy, market target, and market position partially as well as simultaneously affect positively and significantly to tourist’s 
satisfaction in Pangandaran Beach Tourism Object. 
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———————————————————— 

 

Research Background  
Pangandaran Beach is beach that catagorized as 10 most 
beautiful and have huge potential and called as most 
beautiful beach in Java Island. There are special matters in 
Pangandaran Beach, that is enjoying sunrise and sunset in 
same place. Beside that, tourists could visit several caves 
such as Parat Cave, Panggung Cave, Lanang Cave, and 
Mudal well cave. Based on data from Tourism Agency of 
Pangandaran District, in 2015 international tourism visiting 
Pangandaran as much 10,606 people. That number 
decrease 19% rather that international tourism visit in 2014 
as much 13,086 people. This condition is in opposite each 
other with national tourism. In 2015, national tourists 
coming to Pangandaran reach 2,291,276 people. That 
number is increasing as 39.2% rather than national tourists 
in 2014 as much 1,393,713 people. Efforts to develop 
Indonesia’s tourism which has competitiveness and strong 
power penetration to win the global tourism competition 
could not be done if not supported by policies which able to 
accommodate probability and threat, then gives strategic 
guide for Indonesia’s marketing development. During 
increase of tourism destination competition either the scope 
of Asia-Pacific region or world, then tourism marketing 
strategy is indicated to become factor of competition in 
some destinations. 
 
Continuous market mapping and destination  
Mapping the potential market continuously and potential 
destinations and products of particular interest is an 
important basis to positively anticipate, respond to, and 
create a variety of tourism marketing opportunities. 
Addressing the problems of tourism development 
Pangandaran Beach, it is necessary to do research on the 
influence of Performance Analysis of market segmentation 
strategy, Strategy Targeting and positioning strategies to 
satisfaction of tourists in Pangandaran Beach Pangandaran 
District. 
 
Problem Identification 
In accordance with a background in research and 
identification of problems that the authors propose, the 

authors identify the problems and the influence yaiu how 
Implementation Strategy Performance Market 
segmentation, Strategy Targeting, and Positioning Strategy 
on objects in the District Tourism Pangandaran Beach 
Pangandaran.  
 
Research Objectives 
In accordance with a background in research and 
identification of problems that the authors propose, the 
study aims to identify and analyze the influence of 
Performance Execution and Market segmentation strategy, 
Strategy Targeting, and Positioning Strategy on objects in 
the District Tourism Pangandaran Beach Pangandaran. 
 
Literature Review 
Anticipating market changes and rapid response in view of 
profitable opportunities in addition to avoiding the threat, is 
also a key condition for success in the era of diverse 
markets. Slater and Narver (1990) argues that : 

 
Define Market Orientation as “The organisation 
culture that most effectively creates the necessary 
behaviors for the creation of superior value for 
buyers and thus continuou superior performance 
for the business”. 

 
Cravens et.al. ( 2003) express understanding of market 
orientation as follows :  

 
―The level of market orientation in a business unit 
is the degree to which the business unit obtains 
and uses information from customers, develops a 
strategy which will meet customer needs, and 
implements that strategy by being responsive to 
customer needs and wants”. 

 
Conduit and Mavondo (2001) suggests the benefits of 
market orientation that unite the goals and a clear vision to 
focus the company's strategy by creating superior value for 
customers. This is in line with the opinion of Day ( `1990), 
who argued that in order to maintain and increase market 
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share, the company must apply the right marketing strategy 
which is based on market and customer known as Market 
Driven Strategy, the strategy of market-oriented focus to 
customers , competitors, and all functions of the company 
to create a Superior Customer Value. Assessment of 
market-oriented businesses will bring Distinctive 
Capabilities which means for the company, the ability to 
differentiate from competitors in order to create customer 
value in order to create and give satisfaction to the 
consumer continuously and will lead the company reaches 
a position Superior Performance in the eyes of customers 
and competitors (Cravens : 2010). According to Porter 
(1995), the competitive advantage of the growing value that 
the company is able to create for the buyer, or in other 
words that the company must differentiate itself with its 
competitors if the company can be unique in something 
considered important by the buyer. Therefore, companies 
drastically changed the business and marketing strategy to 
get closer to consumers, overcoming the threat of 
competition, and strengthen competitive advantage. This is 
in line with what was stated by Riege and Perry (2000) that 
there are three approaches to implement the strategy on 
tourism and travel industry, namely: 1). The Consumer-
Oriented Approach; 2). The Competitor-Oriented Approach; 
and 3). The Trade-Oriented Approach. The marketing 
strategy change what consumers think and feel about 
themselves, about the various deals on the market, as well 
as about the situation of the right to purchase and use the 
product. Meanwhile McDonald and Keegan (2012) 
suggested that a marketing strategy (marketing strategies) 
is a set of actions are being integrated in order to provide 
value for consumers and a competitive advantage for the 
organization. Cravens and Piercy (2012) suggests the 
following: 

 
“Marketing strategy consists of the analysis, 
strategy development, and implementation 
activities in developing a vision about the markets 
of interest to the organization, selecting market 
target strategies, setting objectives, and 
developing, implementing, and managing the 
marketing program positioning strategies designed 
to meet the value requirements of the customers in 
each market target.“ 

 
Walker Jr et.al (2003) expressed that : 

 
―The primary focus of marketing strategy is to 
effectively allocate and coorcinate marketing 
resources and  activities to accompish the firm’s 
objective within a  specific product market. 

 
While Chandra dan Menezes (2001) stated that: 

 
“Marketing strategy consists of the following 
interrelated tasks : 1). Setting marketing goals; 2). 
Segmenting the market and selecting one more 
target markets; 3). Positioning the product/service; 
4). Developing the appropiate marketing mix. 

 
From the definition is meant that the components of 
marketing strategy consists of Segmenting, Targeting, 
Positioning and marketing mix are the variables that can be 

controlled by market participants to affect marketing 
performance. (Kotler and Armstrong: 2013: Healt and Wall: 
2011; Rangkuti: 2012; and Lumsdon: 1997). Cravens and 
Piercy (2012) suggests that the product-market strategy 
(product-market strategy) are classified into market 
segmentation (Market Segmentation), target market 
(Market Targeting), and product positioning (Positioning) in 
the market. Kotler (2013); Kotler et. al (2010) suggests 
three steps in target marketing, as in the following figure. 

 

 
Sumber : Philip Kotler, John Bowen, and James Makens 

(2012) 
Figure 1. Steps in Segmentation, Targeting, and 

Positioning. 
Market Segmentation 

Market segmentation is intended as the process of grouping 
a heterogeneous market into groups of potential consumers 
who have similar needs and / or the same character the 
same response (Lumsdon: 1997; Kotler et.al .: 2010; 
Kottler: 2013). There are two groups of researchers that 
suggests the formation of market segments, namely: First, 
the researchers first tried to form a segment of the market 
by looking at consumer characteristics such as geographic, 
demographic and psychographic. They examined whether 
the customer segment showed a response to a need or a 
different product, Second, other researchers try to form 
segments by looking at consumer responses to the 
benefits, time of use, or brands (Kotler et.al .: 2010; Kotler: 
2013). Further Kotler et.al: 2010 suggests that the 
behavioral variables is the best starting point to establish 
the market segment. Behavioral segmentation buyers 
grouping based on knowledge, attitude, use of, or the stage 
of buyer readiness. Knowledge of the attributes or benefits 
that customers are looking for a twofold benefit. First, 
marketers will understand what they need to serve and 
promote in order to attract certain segments. Second, 
marketers can identify the type of customer. Profile of the 
enterprise market today can be used to identify potential 
customers, which is a derivative of an existing market. 
Cravens and Piercy 2012 argued variables to divide the 
products into market segments that show as a base and 
comprehensive description of segmentation that is 
characteristics of People and Organizations, Product Use 
Situation Segmentation, Buyer Needs and Preferences, and 
Purchase Behavior. 

 
Market Target 
The target market is the screening of one or several 
segments of the market which will be the focus of marketing 
activities (Kotler: 2013; Kasali: 1998). The criteria that must 
be met to get the target market optimum is: (1) 's target 
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market should be the response to the product and 
marketing programs are developed, (2) the potential sale 
must be broad enough to be supported by purchasing 
power and the market wants to have the product, (3 ) 
adequate growth through increased slowly until finally slid 
rapidly and reached a point of maturity, and (4) to reach an 
optimal mass media in promoting and introducing their 
products (Kasali: 1998). Kotler. et.al (2012) suggested that 
the target market includes a set of buyers who have a need 
or a common characteristic that want to be served by the 
company. It shows bahhwa segment the company must 
decide which and how many segments will be served. It is a 
matter of choosing the target market. Five target market 
selection pattern as shown in Figure 2.6. the following. 
 
                   M1    M2    M3       M1    M2    M3    M1     M2      M3                                                                                                      

P1 
    

P1 
    

P1 
   

P2    P2    P2    
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Product 
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                M1    M2    M3           M1     M2     M3                                                                                                      

P1 
    

P1 
   

   P  = Product        
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Figure 2. Five Patterns of Target Market Selection 
 

Single-Segment Concentration, tourists will feel a single 
segment of the selected companies. Through marketing 
terkonsentratsi. Selective Specialization, tourists will 
experience a number of selected segments of the company. 
Product Specialization, the company is concentrating on 
making certain products that it sells in several segments so 
that tourists can feel it. Market Specialization, the company 
concentrates on serving the needs of a specific group of 
customers. Full Market Coverage, the company strives to 
serve all groups of customers by providing all the required 
product rating and only large companies can implement this 
strategy.  
 
Product Positioning 
Product positioning is how the product is perceived by 
consumers based on the number of attributes in the minds 
of consumers relative to competing products. Therefore, 
every company must be able to differentiate and determine 
the position of bids effectively to achieve competitive 
advantage during the life cycle of a product or an offer 
(Kotler et.al .: 2003). Further Kotler (2003) on the concept 
of positioning, namely (1). Positioning according to product 
attributes, the use of one or more attributes, appearance 
products, or consumer benefits associated with the brand 
company's products; (2). Positioning according to the use or 
application, brand positioning strategy based on how the 
product is used or applied; (3). Positioning according to the 
quality / price, the company strives to create the impression 
/ high quality imagery through premium prices or otherwise 

emphasize low prices as an indicator of value; (4). 
Positioning according to users, positioning the product as 
the best for a number of user groups; (5). Positioning by 
competitors, positioning itself as a product here that is 
better than the competitors. 
 
Satisfaction 
Satisfaction can be interpreted as an effort to fulfill 
something or make something adequate. Giese and Cote 
(2000) suggested that some of the definitions of customer 
satisfaction / rating varies even different from each other. 
But find common ground in the three components, namely: 
1). Customer satisfaction is a response (emotional or 
cognitive); 2). The response involves a specific focus; 3). 
Response occurs at a specific time (after consumption, 
after the selection of products or services, based on 
experience). According Vavra (2002), that satisfaction is an 
emotional response to the customer in evaluating the 
perceived incompatibility of experience with / and 
expectations of the organization and its products and the 
achievement of real experience as perceived after 
interacting with organizations and consume products. Oliver 
(1997) suggests The definition of satisfaction that "The 
consumer's fulfillment response", ie a judgment that the 
features of the product or service, or product / service itself, 
provide a level of compliance associated with the 
consumption of fun, including the level of under-fulfillment 
and over-fulfillment. According to Kotler (2013) that 
customer satisfaction is feeling happy or disappointed 
someone who emerged after comparing the perception / 
impression of the performance (or outcome) of a product 
and expectations. From some of these opinions was 
expressed that satisfaction is a function of perception / 
impression of the performance and expectations. The 
perception of performance (Perceived Performance) is 
defined as beliefs about the service experienced. Spreng et 
al (1996) defines as beliefs regarding the attributes of a 
product attribute level, or the results. Similarly, Oliver 
(1997) defined it as the perception of the attributes or 
services from a number of acceptable results. Stanton 
(2010) suggests that the perception can be defined as 
meaning that we pertalikan based on past experience, 
stimuli (stimuli) that we receive through the five senses. 
Schiffman and Kanuk (2010) suggested the perception is 
defined as the process by which individuals select, 
organize, and interpret stimuli into a unified image and 
meaningful. In the context of traveler satisfaction, the 
expectations of tourists (Tourist expectation) plays an 
important role as a standard of comparison in evaluating 
the satisfaction. Tjiptono and Chandra (2009) argues that 
hope or expectation is faith, trust individual past, about what 
should happen in situations tertentu.Menurut Olson and 
Dover (in Zeithaml, et al, 2012), the expectations of 
customers is the customer confidence before trying or buy a 
product, which is used as a standard or benchmark in 
assessing the performance of the product concerned. 
 
Tourism Industry Products 
Weaper and Oppermann (2006) argues that tourism is the 
number of symptoms and relationships arising from the 
interaction between tourists, businesses providing services 
to tourists, government, people who act as hosts, the 
government of origin, universities, local universities and 
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non-governmental organizations in interesting process, 
transport, hosting and managing numah these travelers and 
other visitors. According Goeldner (2008) that Tourism is a 
combination of activities, services, and industries that 
deliver a travel experience: transportation, lodging, food 
and drink, shopping, shows, facility activities and travel 
services that are available to individuals or groups traveling 
from home. Medlik and Middleton (1973); in Yoeti (2013), 
argued that the product of the tourism industry is an overall 
form of services enjoyed by tourists, since he had left the 
residence where I usually stay, as long as in tourist 
destinations he visited, until he returns to the original city of 
residence. While Victor T.C. Middleton (1988) in Yoeti 
(2013) suggests that the product of the tourism industry is a 
package or packaging that consists of components of 
tangible goods and intangible, which can be used for 
activities in the area of tourism and package it will be seen 
or witnessed by tourists as an experience which can be 
purchased at a certain price. Weaver and Oppermann 
(2006) suggested that the tourism product (Tourism 
Product) can be defined as a combination of Tourist 
Attraction and Tourist Industry. Tourist Attraction, is a 
general and specific privileges of a destination that attracts 
tourists, which include Natural, eg natural beauty, beaches, 
mountains, caves, and Cultural, for example museums, old 
buildings, monuments of historical heritage. While the 
Tourist Industry is a business activity that provides goods 
and services as a whole or mostly for tourist consumption. 
Tourist Industry includes Travel Agencies, Transportation, 
Accommodation, Food and Beverage Outlets, Tour 
Operator, and Merchandise. Travel Agencies, are business 
activities that provide travel services to retail customers on 
behalf of other sectors of the tourism industry. 
Transportation, business involving the transport of tourists 
by plane, road, rail or water. Accommodation, is a facility 
used by tourists to stay while in the tourist destination. Food 
and Beverage Outlets, is a facility provided in the form of 
restaurant food and beverages. Tour Operator, is providing 
a package of services to tourists including a combination of 
accommodation, transportation, restaurants, attractions and 
more. Merchandise, merchandise related to tourism and 
can be purchased at the destination. For example 
souvenirs, duty free goods, tourist guide. Goeldner et.al. 
(2008) suggested the tourism product in terms of the 
Operating Sectors of the Tourism Industry, which includes 
Transportation sectors consist of air transport, land 
transport, Accommodation Sectors consist of hotels, 
motels, apartments, villas, lodging., Food Services Sectors 
include restaurants, homes eating, fast food, Attraction 
Sectors include museums, mountains, scenery, sea shore. 
From some of the product components of the tourism 
industry there are many similarities, therefore, in this study 
the authors tried to assess Accommodation, Transportation, 
Attraction, Food Services, Other Facilities, Image and 
Perception of the Destination (Lumsdon: 1997; Yoeti: 
2013). 
 

RESEARCH METHOD. 
 
Method in Use. 
There two survey methods used namely descriptive and 
explanatory survey that used to gather information from 
most of the method used, there are two methods of survey 

that is descriptive survey and explanatory survey with the 
aim of gathering information from a large number of tourists 
(population) as a service user beach tourism. This study 
used data obtained at one particular time (cross-sectional) 
and designed based on the type of causal comparative 
study with the characteristic problem of a causal connection 
between two or more variables. To test this hypothesis 
used analysis of Structural Equation Modeling (SEM) using 
AMOS 21. 
 
3.2.  Variable Operationalization 
 

Table 1. Operationalization of Research Variables 
 

Sample and Population 

The population of this research unit of analysis is the overall 
tourists who travel to five attractions featured beach. While 
the sampling technique is a process of selection of 
adequate number of elements of the population, in order to 
assess and understand the characteristics of the sample, 
which would allow generalization implement these elements 
in the population (sekaran: 2003). Number of members of 
defined sample 300 respondents for connection of test 
equipment that will be used is Structural Equation Modeling 
(SEM) which requires a minimum number of members of 
the sample of 100 respondents (Hair et.al:1998, Achmad, 
Hope: 2003). As the basis for determining the amount of 
tourists. 
 
Data Analysis 
Research instrument used to transform qualitative data into 
quantitative data (quantification variable), so it can be 
analyzed quantitatively using statistical methods in the set. 
To change the qualitative answers into quantitative form, in 
this study used a Likert scale. Relative research data is still 
there in the size of ordinal (variables X1, X2, X3, Y) then it 
should be changed to interval. To change into interval data 
is done through Method of successive interval.  
 
Research Design 
The goal made the instrument of research is to transform 
qualitative data into quantitative data (quantification 
variable), so it can be analyzed quantitatively using 
statistical methods in the set. To change the qualitative 
answers into quantitative form, in this study used a Likert 
scale. Relative research data is still there in the size of 
ordinal (variables X1, X2, X3, Y) then it should be changed 
to interval. To change into interval data is done through 
Method of successive interval.  

Figure 3. Design Research Model 
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Figure 3. Design Research Model 
 
S Once all the data is completed quantifiable ordinal scale, 
then the data already in the minimum scale interval will be 
analyzed using Structural Equation Modeling (SEM), which 
is a combination of path analysis (path analysis) by factor 
analysis (Hair et.al: 1998). 
 
Information : 
X1 = Seg, X2 = TAR, X3 = POS, dan Y = SAT  
 

Results and Discussion 

 
Market Segmentation Strategy Performance 
Based on the indicators of understanding tourist attraction, 
the length of stay in a tourist attraction, a visit to the 
attractions, and readiness for in attraction beach can be 
concluded that the rating turned out to have a perception of 
very good by 46%, perception of good 39%, perceived well 
enough 13% , and 1% have unfavorable perceptions of the 
performance of segmentation strategies based on behavior. 
This can be seen in Figure below. 
 

 
 
Figure 4. Responses to Performance Rating Segmentation 

Strategy Market Attractions: Beaches Pangandaran. 
 
Performance Target Market Strategy 
Performance measurement target market strategy in this 
peneitian used five indicators, covering the needs of the 
major attractions on the coast, support needs, service 
needs in the tourist beach, the specific products that are 

marketed and perceived rating, as well as the types of 
products that takes tourists. 

 

 
 

Figure 5. Response Strategy Performance Rating on 
Target Market Attractions: Beaches Pangandaran. 

 
From the picture above we can conclude that the rating 
turned out to have a very good perception by 45%, 44% 
good perception, perception is quite good 9%, and 2% have 
unfavorable perception of the performance target market 
strategy.  
 
Positioning Strategy Performance Products 
To measure the performance of a strategy to position its 
products Attractions: Beaches, used five indicators covering 
product attributes, product usage, product quality; Use of 
the product; and position of a product with competitors that 
are used specifically for certain user groups; as well as the 
position of the product on a tourist beach.  

 

 
 

Figure 6. Responses to Performance Rating Positioning 
Strategy Market Attractions: Beaches Pangandaran. 

 
From the picture above we can conclude that the rating 
turned out to have a very good perception by 51%, 34% 
good perception, perception is quite good 13%, and 2% 
have unfavorable perception of the performance market 
positioning strategy. 
 
Satisfaction Rating 
Based on the level of customer satisfaction measurement 
used is the interest rate comparison (Importance) with the 
level of performance (Performance), then the calculation 
results can be seen in the following figure. 
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Figure 8. The measurement indicator of Segmenting 
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Figure 7. Graph Performance Importance 
 
From these images, the tourists still expressed less 
satisfied (Performance lower than Importance) of several 
indicators of the level of satisfaction that include 
landscapes, the beauty of the beaches, the weather, hotel 
facilities, the motel facilities, facilities rental vehicles, 
restaurant facilities, telephone facilities, health facilities and 
financial and banking facilities. While travelers are satisfied 
covering the ocean view, lodging, bus facilities, taxi 
facilities, facilities cafe, bar facilities, and the impression 
and perception in the tourist beach. 
 
Performance Measurement Strategy Market 
Segmentation 

 
Performance measurement market segmentation strategy 
includes four indicators of understanding tourist attraction, 
the length of stay in a tourist attraction, a visit to the 
attractions, and readiness during Attraction at the beach. 
Based on the calculation factor loading of these four 
indicators showing figures above 0.5, even there were over 
0.7. This can indicates that the construct of market 
segmentation is explained by the four indicators, while the 
VE value of 0.715> 0.5 indicate a convergence between 
indicators to describe such constructs. Reliability construct 
or CR obtained 0.8083> 0.70 and AVE amounted to 0.515> 
0.05, meaning that the construct reliability is quite good. 
 
 
 
 
 
 
 
 
 

Performance Measurement Strategy Targeting 

 
Performance measurement targeting strategy include the 
need for major attractions on the coast, support needs, 
service needs in the tourist beach, the specific products that 
are marketed and perceived rating, as well as the types of 
products that takes tourists. Based on the calculation factor 
loading of the five indicators show the numbers above 0.7. 
This means that the construct of the target market can be 
explained by five indicators indicators, while the VE value of 
0.946> 0.5 indicate a convergence between indicators to 
describe such constructs. Reliability construct or CR 
obtained 0.977> 0.70 and AVE amounted to 0.896> 0.5, 
meaning that the construct reliability was excellent. 
 
Performance Measurement Positioning Strategy 

 
The performance measurement strategy includes 
positioning the product attributes, product usage, product 
quality; Use of the product; and position of a product with 
competitors. Based on the calculation factor loading of the 
five indicators show the numbers above 0.7. This means 
positioning constructs can be explained by five indicators, 
while the VE value of 0.644> 0.5 indicates convergence 
between indicators to describe such constructs. Reliability 
construct or CR obtained 0.802> 0.70 and AVE amounted 
to 0.456 <0.5 but still within tolerable limits, meaning that 
the construct reliability is quite good. 
 
Measurement Satisfaction Rating 

 
Measuring the level of tourist satisfaction covering 
Attractions, accommodation, transportation, food and 
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beverages, other facilities, as well as impressions. Based 
on the research results can be calculated on the 
contribution of each indicator to the variable level of tourist 
satisfaction. Based on the calculation factor loading of the 
five indicators show the numbers above 0.7. This means 
that the construct of satisfaction can be explained by five 
indicators, while the VE value of 0.983> 0.5 indicate a 
convergence between indicators to describe such 
constructs. Reliability construct or CR obtained 0.996> 0.70 
and AVE amounted to 0.967 <0.5 but still within tolerable 
limits, meaning excellent reliability construct. 
 
Testing Measurement Model 
From the calculation of structural models using the program 
obtained as follows Amos :  

Figure 12. Model Measurement Test 
 

 
Figure  13. Path Diagram 

 
Based on the analysis in the above figure shows that the 
model is made is not fit to the data. This means that there is 
a discrepancy between the model created by the research 
data. This can be indicated by the Chi-Square (χ2) with the 
probability (P) obtained = 0.000 should be greater than 0.05 

so that the proposed model does not fit with the observed 
data. In other words, there is a difference between the input 
covariance matrix in the observation with the model in the 
prediction. therefore it is necessary to modify the model or 
models respesifikasi. Because modification model must be 
supported theory of the modification model is not advisable 
just to get fit model without justification Theoretically, it is 
necessary to change the model into the path diagram as a 
process of simplification of a model that is filled with 
indicators, to be a model that will unite indicators No so with 
the above model, then the path will be shown in the 
following diagram. The picture shows the four latent 
variables without indicators so that now the four variables 
are no longer said to be latent variables as indicators 
attached to the variables already dikomposit into a single 
indicator for each variable. For mengkompositkan the 
indicators used in the weighting factor score for each 
indicator. From the results of the path diagram obtained 
figures that show the path coefficients and correlation 
coefficients so as to obtain the calculation of the effect of 
direct and indirect variable performance strategy 
segmenting (X1), performance targeting strategies (X2), 
and performance positioning strategy (X3) against 
complacency rating (Y). 
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00
0 

0,262 X1            
X2 

0,70
6 

Y                 
X2 

0,21
9 

0,
01
8 

12,
04
2 

0,
00
0 

0,463 X2            
X3 

0,70
7 

,81
6 

0,
00
0 

Y               
X3 

0,26
8 

0,
03
7 

7,1
97 

0,
00
0 

0,278 X1            
X3 

0,71
0 

 
Influence the Performance of Segmentation Strategy to 
the Traveller Satisfaction  
From table 2 shows that the performance strategy of 
segmenting (X1) significantly influence traveler satisfaction 
where the results of its P-value of 0.000 and is smaller than 
0.05. The result of the calculation of direct and indirect 
influence can be seen below. 
 
Table 3. Effect of Total Performance Strategy Segmenting 

 
Direct Effect 

X1 
Indirect Effect 

Total Effect 
Through X2 Through X3 

0,067 0,085 0,051 0,203 

 
From the calculation table 3. explain the effect of 
segmenting strategies to satisfaction of performance rating, 
either directly or indirectly, of 0.203 or 20.3%. 
 
Influence the Performance of Targeting Strategy to the 
Traveller Satisfaction 
From table 2 shows that the performance of targeting 
strategies (X2) significantly influence traveler satisfaction 
where the results of its P-value of 0.000 and is smaller than 
0.05. The result of the calculation of direct and indirect 
influence can be seen below. 
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Table 4. Effect of Total Performance Strategy Targeting 
 

Direct Effect 
X2 

Indirect Effect 
Total Effect 

Through X1 Through X3 

0,212 0,085 0,091 0,388 

 
From the calculation table 4. explain the effect of targeting 
strategies to the satisfaction of performance rating, either 
directly or indirectly, of 0,388 or 38.8%. 
 
Influence the Performance of Positioning Strategy to 
the Traveller Satisfaction 
From table 2 shows that the performance positioning 
strategy significantly influence traveler satisfaction where 
the results of its P-value of 0.000 and is smaller than 0.05. 
The result of the calculation of direct and indirect influence 
can be seen below. 

 
Table 5. Effect of Total Performance Positioning Strategy 

 
Direct Effect 

X3 
Indirect Effect 

Total Effect 
Through X1 Through X2 

0,078 0,052 0,091 0,221 

 
From the calculation table 5. explain the effect of the 
performance of a positioning strategy to satisfaction of 
travelers, either directly or indirectly, of 0.221 or 22.1%. 
 
Influence the Performance of Segmentation Strategy, 
Targeting, and Positioning to the Traveller Satisfaction  
From table 2 obtained R square = 0,816 means that the 
level of influence the performance of the strategy 
segmenting, targeting and positioning on the satisfaction 
rating with the same amounted to 0,816, or 81.6% and the 
remaining 18.4% is influenced by other factors. While its p 
value = 0.000 less than 0.05 means that these three 
variables significantly influence the satisfaction of tourists. 
Based on the results of descriptive analysis and hypothesis 
testing can be explained that the perception of tourists on 
the performance strategy of segmenting, targeting and 
positioning gives a pretty good assessment. This can be 
seen from the average score obtained minmal 4.17. But of 
ratings rating is good enough yet to provide satisfaction are 
optimal and this can be seen from several indicators of 
satisfaction which is still below the number 1 which includes 
landscapes, the beauty of the beaches, the weather, hotel 
facilities, the motel facilities, facilities rental vehicles , 
restaurant facilities, telephone facilities, health facilities, and 
financial and banking facilities. 
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