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Abstract Keywords

The border tourism between Indonesia and Papua New Guinea is ~ Copetence; service quality; custarrer
currently in great demand by many tourists. Therefore, this study ~ Sitisfaction; custorer loyalty
aims to analyze customer satisfaction and loyalty which are

influenced by competence and service quality. To test the direct

and indirect effect hypothesis, this study adopts a quantitative JABIRCU

research approach. The research instrument used was a

guestionnaire. The sample of this research was 192 tourists who

were visiting the PLBN Skouw tour. The research data were

analyzed using Partial Least Squares (PLS) analysis method with

SmartPLS3.0 software. The results of this study can prove that

competence can have a positive and significant effect on service

quality and customer satisfaction. Customer satisfaction has a

positive and significant effect on customer satisfaction and loyalty.

In addition, customer satisfaction can also mediate the relationship

between competence and customer satisfaction. Customer

satisfaction is proven to have a positive and significant effect on

customer loyalty. Customer satisfaction can also mediate the

relationship between service quality and customer loyalty.

l. Introduction

The Indonesian government through Presidential Regulation No.2 of 2015
concerning the 2015-2019 National Medium-Term Development Plan has prioritized the
development agenda for underdeveloped areas and created a special agency to manage
state borders, one of which is the state border between Indonesia and Papua New Guinea
(Mawarni, 2019). The government is building infrastructure in the border area and
developing it into a tourist area known as the Skouw State Border Post (PLBN). With the
development of the border area into a place for tourism, it is hoped that it can improve the
welfare of the surrounding community, because the condition of the community along the
Indonesia-Papua New Guinea border area is mostly still experiencing poverty and low
welfare (Usman & Sairin, 2017).

As a relatively new tourist spot, many tourists are enthusiastic about going to the
Skouw PLBN tourist spot. It is recorded that every week nearly 5,000 local and foreign
tourists come to visit PLBN Skouw (Amanda, 2017; Fadil, 2017). This number is predicted
to increase along with the number of local and foreign tourists who travel to Papua
Province as shown in Figure 1. Although in 2015 and 2018 there was a decrease in the
number of guests (both Indonesian citizens and foreign nationals) who came to Papua
Province, however, in 2019 it has increased again and the number is greater than in
previous years (BPS Provinsi Papua, 2019).
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Figure 1. Number of Foreign and Indonesian Guests in Papua Province, 2011-2019

The increasing interest of tourists towards tourism in PLBN Skouw has made the
government continue to develop facilities to support tourism services (Fadil, 2017). In
addition to the development of tourist facilities, it is important for the government to know
the satisfaction and loyalty of tourists because the success of a tourist destination does not
only depend on environmental analysis, but also the satisfaction and loyalty of customers
or tourists who visit (McKercher & Prideaux, 2011). Amin and Priansah (2019) stated that
Tourism is an industrial sector which is currently got a lot of attention from many countries
in the world.

Therefore, this study aims to analyze customer satisfaction and customer loyalty
which is influenced by competence and service quality. To improve the competitiveness of
tourist attractions in a sustainable manner, it depends on how these tourist attractions
provide high quality services that lead to tourist satisfaction and loyalty (Campon-Cerro et
al., 2017). In addition to service quality, the competence of employees at tourist attractions
also plays an important role because it allows tourists to experience high-quality services
and will effectively increase tourist satisfaction (Lin et al., 2017).

I1. Review of Literature

2.1 Loyalty

Customer loyalty refers to accurate and loyal customer trust, which can get more
benefits for the company (Reichheld & Schefter, 2000). Jones and Sasser (1995) proved
that customer loyalty can influence customer repurchase intentions and customer loyalty
can be classified into two categories, namely long-term loyalty and short-term loyalty.
Tourism destination loyalty research has received scholarly interest in the marketing
literature (Gallarza et al., 2013; Kim et al., 2013; Vinh & Long, 2013). Destination loyalty
is the main result of the successful delivery of quality tourism services and experiences in a
tourism destination (Akroush et al., 2016).

3017


http://www.bircu-journal.com/index.php/birci
mailto:birci.journal@gmail.com

2.2 Competence

According to Spencer and Spencer (1993), competence is a person's performance in
work as seen from the way he thinks, behaves and behaves. The concept of competence
was originally introduced in social psychology studies which was later extended to
marketing and business contexts (Aaker et al., 2010; Scott et al., 2013). In relation to
organizational behavior, competent people are people who have succeeded in doing their
job well (Cuddy et al., 2007). According to Boshoff and Allen (2000), employees who do
not have the necessary competencies in the workplace are likely to fail to meet customer
needs or provide quality and satisfactory service.

Previous empirical findings have proven that employee competence has a positive
effect on service quality (Cholkongka, 2019; Rosmika & Nurhaida, 2017; Wei & Ho,
2019). Employees must have the ability and knowledge in their field of work in order to be
able to provide professional services (Harahap et al., 2020). Wu et al. (2015) found that
competent front-line employees will be able to communicate and understand customer
needs so as to make customers believe that the company can provide reliable and accurate
service quality. Related to the tourism sector, Lin et al. (2017) and Ninpradith et al. (2018)
prove that the competence of the tour guide will have a direct positive effect on the level of
service quality. Based on the findings of previous research, a research hypothesis can be
formulated, namely:

H1: Competence has a positive effect on service quality

Employee competence is an important factor that affects service quality and tourist
satisfaction (Lin et al., 2017). Some researchers also found that employee competence has
a positive effect on customer satisfaction (Anwar et al., 2020; Ninpradith et al., 2018;
Rosmika & Nurhaida, 2017). Front-line employees play an important role in providing
service to customers and can influence customer perceptions of service quality and
satisfaction (Brady & Cronin, 2001). Several researchers have also proven that a number of
specific competencies such as employee emotional competence (Delcourt et al., 2013) and
intercultural competence (lhtiyar et al., 2014) have a direct and significant effect on
customer satisfaction. With the competencies possessed by employees, employees will be
able to meet customer needs and develop relationships with customers so that customers
are satisfied (Vargo & Lusch, 2014). Therefore, the second hypothesis is proposed as
follows:

H2: Competence has a positive effect on customer satisfaction

2.3 Quiality of Service

Service quality is defined by some researchers as the extent to which the services
provided meet customer needs or expectations (Dotchin & Oakland, 1994). Service quality
IS an important antecedent of customer satisfaction, and superior service quality will result
in higher customer satisfaction and vice versa (Cronin & Taylor, 1992). By various studies,
service quality is a competitive differentiator that can be used to improve customer
satisfaction (Curry & Gao, 2012; Seth et al., 2005). Customers will feel satisfied if the
service experience is in accordance with the expected service, because high quality service
can increase customer satisfaction (Parasuraman et al., 1985).

Previous researchers have proven the positive effect of service quality on customer
satisfaction (Kant & Jaiswal, 2017; Kassim & Asiah Abdullah, 2010; Saleem & Raja,
2014; Yeo et al., 2015). who examined customer satisfaction in the tourist area of Jordan
showed that service quality consisting of destination facilities, destination accessibility,
and destination attractiveness is a good significant predictor of tourist satisfaction. In
addition, Latiff and Imm (2015) also found that there was a significant relationship
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between accommodation service quality, hospitality, entertainment, transportation, taxi
service quality and overall tourist satisfaction. Based on the theory and empirical findings,
a third hypothesis is proposed:
H3: Service quality has a positive effect on customer satisfaction

Previous empirical findings indicate that a number of employee competencies make a
positive contribution to service quality ratings, such as helpfulness, communication skills,
and maintaining a neat and professional appearance (Cholkongka, 2019). In addition,
service quality has also been shown to play an important role in increasing customer
satisfaction (Al-Ababneh, 2013; Batouei et al., 2019). The level of service quality in
relation to the competence of tour guides will have a direct positive effect on the level of
tourist satisfaction (Ninpradith et al., 2018). In addition, several previous researchers have
used service quality as a mediating variable and it has been proven significant that service
quality can mediate the relationship between customer relationship management (Mwirigi,
2019) and customer-oriented employees (Li et al., 2019) on customer satisfaction. More
specifically, Rosmika and Nurhaida (2017) prove that service quality can mediate the
relationship between competence and customer satisfaction. Therefore this study assumes
that service quality can mediate the relationship between competence and customer
satisfaction, and the next hypothesis proposed is:
H4: Service quality can mediate the relationship between competence and customer

satisfaction

The success of customer-centered organizations is highly dependent on creating
business value and providing quality service that leads to customer satisfaction and loyalty
(Makanyeza and Mumiriki, 2015). Previous empirical findings have proven the direct
effect of service quality on customer loyalty (Saleem & Raja, 2014). Good quality service
will make customers come back to buy products / services, be less sensitive to price
changes, and tell others about their beneficial experiences (Slack & Singh, 2020). The
findings of Osman (2013) prove that customer loyalty among tourists can be increased by
focusing on factors that improve service quality. These results were confirmed by Akroush
et al. (2016) who also found that service quality in tourist destinations has a positive and
significant effect on tourist loyalty. Thus, the fifth hypothesis is proposed:
H5: Service quality has a positive effect on customer loyalty

2.4 Customer Satisfaction

Customer satisfaction is a psychological condition of the value felt by customers of a
product or service (Howard & Sheth, 1969). According to Hemple (1997), customer
satisfaction is determined by the degree of difference in perceived value with the actual
results of the purchase of goods or services. In the tourism sector, satisfaction is the
expectation before the trip and the experience after the trip, which consists of the
emotional state after the trip (Baker & Crompton, 2000). In short, satisfaction is a tourist's
expectation of a tourist spot based on the image and information he has previously
obtained, and an assessment of the results of the tourist experience at the tourist spot (Neal
& Gursoy, 2008).

Lau and Cheung (2013) explained that meeting customer expectations will not only
provide satisfaction but develop customer loyalty. Previous empirical findings have proven
a positive and significant effect of customer satisfaction on customer loyalty (Fida et al.,
2020; Gritti & Foss, 2010; Mulyana & Prayetno, 2018; Osman, 2013; Saleem & Raja,
2014; Slack & Singh, 2020). Customers will be loyal if they are satisfied with the service
and experience provided (Batouei et al., 2019). Gogoi (2020) found that satisfied travelers
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share their positive experiences at tourist attractions by word of mouth. Based on these
empirical findings, the sixth hypothesis is proposed:
H6: Customer satisfaction has a positive effect on customer loyalty

Research Slack and Singh (2020) found that customer satisfaction can partially
mediate the relationship between service quality and customer loyalty. Kheng et al. (2010)
found that customer satisfaction can mediate the relationship between service quality
dimensions consisting of tangibles, reliability, responsiveness, empathy, and assurance of
customer loyalty. These findings are also supported by other researchers who prove that
customer satisfaction can mediate the relationship between service quality and customer
loyalty (Chu et al., 2012; Osman, 2013). Based on these empirical findings, the final
hypothesis proposed in this study is:
H7: Customer satisfaction can mediate the relationship between service quality and
customer loyalty

The seven hypotheses proposed in this study are summarized in the following
research model:

H7

H2

Service H3 Customer Customer

Quality

Competency H1

Satisfaction Loyalty

H5

———» Direct Effect

- —-——9 Indirect Effect

Figure 2. Research Model
I11. Research Methods

To test the direct and indirect effect hypothesis, this study adopts a quantitative
research approach. The research instrument used is in the form of a questionnaire because
it can be an effective tool to measure the relatively large number of subjects’ behavior,
attitudes, preferences, opinions and intentions (Fraley et al., 2000). The questionnaire was
arranged on a 5-point Likert scale from 1 (strongly disagree) to 5 (strongly agree).
Researchers distributed questionnaires directly to tourists who were visiting the Skouw
Integrated National Border Post (PLBN) tour. The questionnaire was distributed to 200
tourists, but only 192 can be used for analysis in this study.

The research data were analyzed using Partial Least Squares (PLS) analysis method
with SmartPLS3.0 software. To test the research conceptual framework, a two-step
approach was carried out, namely testing the external measurement model and testing the
inner structural model. Compared to a covariance-based structural equation model (SEM),
PLS requires a relatively small sample size and is more suitable for exploratory analysis
(Joe F Hair et al., 2011).
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IV. Result and Discussion

This study took 192 tourists from the Skouw Integrated National Border Post
(PLBN) as respondents. Table 1 presents the characteristics of the respondents in detail.
Based on the information in table 1, it can be seen that the difference between male tourists
is not much different from the number of female tourists, so it can be said that the number
of male and female tourists is almost equal. Then the respondents were dominated by
unmarried tourists (53.40%), with a high school education level (78%), and other types of
work (not civil servants, private workers, entrepreneurs, or housewives).

Table 1. Demographic Characteristics of Respondents

. Number of Percent
Category Alternative Answers Respondents (%)
Man 98 50,80
Gender Women 94 49,20
Marital status Married 89 46,60%
Single 103 53,40%
High school 150 78
. 3-year diploma 24 12,60
Level of education Bachelor degree) 18 9,40
Bachelor s2) 0 0
Civil servants 59 30,90
Private 29 15,20
Profession entrepreneur 6 3,10
IRT 12 6,30
Others 85 44,50

As presented in table 2, tourists get the most information about the Skouw Integrated
PLBN tourist attractions from friends (58.1). This is in line with the findings of Bitner and
Hubbert (1994) and Faullant et al. (2008) that one form of customer loyalty is to
recommend to others or known as word of mouth promaotion.

Then tourists are attracted to visit because of the natural beauty (35.6%). The natural
beauty found in Papua gives more value to the border areas where protected forests whose
habitat is still maintained are supported by the local wisdom of the inhabitants. The most
popular visiting days for tourists are Sunday (41.4%) and Saturday (33.5%). National
holidays are used by tourists to visit border tours. Information obtained in the field,
Tuesday and Thursday are trade market days between the two countries. Most tourists visit
suddenly without a prior plan (83.8%).

Table 2. Characteristics of Respondents Regarding Tourist Attractions

Question Alternative Answers Number of Percent
Respondents (%)
Friend 112 58,10
Resources Family 24 12,60
Brochure 6 3,10
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Social media 15 7,90

Internet 25 13,10
Print media 0 0
Tour packages 24 12,60
Natural Beauty 68 35,60
Visiting Interest Ease of Access 44 23
Electronic Media 26 13,60
Affordable prices 22 11,50
Sunday 79 41,40
Saturday 64 33,50
Friday 6 3,10
Visit Day Thursday 0 0
Wednesday 0 0
Tuesday 3 1,60
Monday 9 4,70
. .. Well planned 31 16,20
Visiting Decision Sudden 61 83.80

From table 1 above, the model has good discriminant validity if each of the loading
indicator values of a latent variable is greater than the other correlated variables. The cross-
loading value in this research for each indicator is greater than the other latent variables.
This shows that each variable has good discriminant validity.

4.1 Measurement Model

This study uses a reflective measurement model, so that reliability and validity tests
need to be carried out to ensure its suitability for investigations with SEM-PLS (Joe F Hair
et al.,, 2011). Convergent validity test seen from outer loading and Average Variance
Extracted (AVE) value. According to Chin et al. (2008), a feasible outer loading has a
value above 0.6 and an AVE above 0.5. As presented in table 3, all items have an outer
loading value of more than 0.6 and all variables have an AVE value above 0.5. There are
five items that were removed from the model because they did not meet the outer loading
criteria, namely CS1, CS2, CS3, CS4, and CS7. Furthermore, the measurement of
reliability is seen from the composite reliability (CR) value with the eligibility criteria
above 0.7 (J.F. Hair et al., 2016). The test results in table 3 show that all variables have a
CR value> 0.7. So that all variables meet the reliability requirements.

Table 3. Factor Loading and Reliability Coefficients

Variable Loading AVE CR
Competency 0,736 0,893
CM1 0,863
CM2 0,872
CM3 0,839
Service Quality 0,791 0,919
PR1 0,896
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PR2 0,876

PR3 0,897
Customer Satisfaction 0,510 0,912

CS5 0,735

CS6 0,691

CS8 0,752

CS9 0,695

CS10 0,788

Csi11 0,785

CS12 0,630

CS13 0,680

CS14 0,659

CS15 0,706
Customer Loyalty 0,600 0,818

L1 0,821

L2 0,766

L3 0,735

Furthermore, to ensure that the variables under study do not have unidimensional
properties (Chin et al., 2008; Hair et al., 2016), this study evaluates the validity of the
discriminant through the heterotrait monotrait ratio (HTMT). Table 4 shows that all
research variables are valid because they have an HTMT value below 0.9 (Hair et al.,
2016). Thus, the selected variables meet the main requirements of this study.

Table 4. Heterotrait-Monotrait Ratio (HTMT)

Competency Customer Cu_stomfer Servi_ce
Loyalty Satisfaction Quality
Competency
Customer Loyalty 0,586
Customer Satisfaction 0,880 0,597
Service Quality 0,793 0,596 0,850

Based on table 4, it shows that reward has a very weak effect on student satisfaction,
then satisfaction has a moderate effect on student loyalty

4.2 Structural Model

The evaluation of the structural model is analyzed by looking at the R-Square value.
The R-Square of the first line model is 0.244, which means that service quality and
customer satisfaction only explain 24.4% customer loyalty, while the rest is influenced by
other variables. The second model is 0.685 which means that competency and service
quality only affect 68.5% and the rest is influenced by other variables that are not studied.
The third model is 0.451, which means that employee competence affects service quality
by 45.1%. According to Chin et al. (2008), a) if R2 = 0.67 then the model is substantial
(strong); b) If R2 = 0.33 then the model is moderate (medium); and c) If R2 = 0.19 then the
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model is weak (bad). Therefore it can be concluded that only model 1 is classified as
moderate (moderate), while model 2 and model 3 are considered substantial (strong).

Table 5. R-Square Value

R Square

R Square Adj?;sted
Customer Loyalty 0.244 0.236
Customer Sastisfaction 0.685 0.682
Service Quality 0.451 0.448

The overall results of hypothesis testing are described in Figure 3 and indicate that
this study can support all the hypotheses proposed. The analysis of the results of the first
hypothesis shows that the path coefficient value is 0.672 and p <0.001, which means that
there is a positive and significant effect of competence on service quality. This result is in
line with the findings of previous research which also found that the competencies
possessed by employees can have a positive effect on the quality of services provided

This is indicated by the path coefficient value of 0.094 with a P-value of 0.600> 0.05,
which means it is not significant (Cholkongka, 2019; Rosmika & Nurhaida, 2017; Wei &
Ho, 2019). Employees on duty at the Skouw State Border Post tourist spot have good
knowledge of these tourist attractions because they are their home areas and have good
service capabilities because they have been given prior training by the government. With
these competencies, tourists get good service quality. Employees who have the necessary
competencies will be able to provide quality services to customers (Boshoff & Allen,
2000).

Furthermore, the results of this study support the second hypothesis which is shown
by the path coefficient value of 0.459 and p <0.001 so that it is evident that competence
has a positive effect on customer satisfaction. These findings support the research results
Delcourt et al. (2013), Ihtiyar et al. (2014), Rosmika and Nurhaida (2017), Ninpradith et al.
(2018), and Anwar et al. (2020), Ninpradith et al. (2018), dan Anwar et al. (2020) and
Employee competence can directly affect customer satisfaction because employees can
meet customer expectations or needs. Employees at the PLBN Skouw tour have
multilingual competence, namely being able to speak according to the Papuan language,
Indonesian language, Papua New Guinea language, and English. With this capability, it
can provide satisfaction for tourists who come from outside Papua and from abroad.

The results of further hypothesis analysis indicate that service quality has a positive
and significant effect on customer satisfaction, as seen from the path coefficient of 0.446
and p-value <0.001. These findings support the third hypothesis and are in line with the
findings of previous researchers (Kant & Jaiswal, 2017; Saleem & Raja, 2014; Yeo et al.,
2015). The quality of services provided at PLBN Skouw meets the expectations of tourists
so they are satisfied. Thus, it is important to always improve service quality standards in
order to increase customer satisfaction.
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Figure 3. Hypothesis Testing Results

The results of testing the fifth hypothesis indicate that the path coefficient has a value
of 0.247 and p <0.05, which means that there is a positive and significant effect of service
quality on customer loyalty. This finding is in line with previous research which also found
a positive effect of service quality on customer loyalty (Saleem & Raja, 2014; Slack &
Singh, 2020). Tourists who visit get a good quality of service so they want to come back to
visit PLBN Skouw tours and recommend it to friends or other people. This result is also
evident from the respondents' answers which show that they get the most information
about Skouw PLBN tours from friends. The desire to return and recommend to others is a
form of customer loyalty (Akroush et al., 2016; Jones & Sasser, 1995).

Furthermore, the results of testing the sixth hypothesis indicate that customer
satisfaction has a positive effect on customer loyalty as seen from the path coefficient
value of 0.280 and p <0.05. These results support previous research that found similar
results (Fida et al., 2020; Gritti & Foss, 2010; Mulyana & Prayetno, 2018; Osman, 2013,
Saleem & Raja, 2014; Slack & Singh, 2020). Because the satisfaction that results from
higher expectations from visitors and the feeling of wanting to return to the same place and
can influence other people to visit again.

Then the results of testing the mediation hypothesis are shown in table 6. The results
of testing the fourth hypothesis indicate that service quality can partially mediate the
relationship between competence and customer satisfaction. According to Hair et al.
(2010), if (a), (b), and (c) have a significant direct effect, then it means partial mediation.
The findings of this fourth hypothesis are in line with the research of Rosmika and
Nurhaida (2017) which also proves that service quality can mediate the relationship
between competence and customer satisfaction. Employees' competencies provide
satisfactory service quality that helps influence customer satisfaction.

The results of further mediation hypothesis testing also show that customer
satisfaction partially mediates the relationship between service quality and customer
loyalty, this supports the seventh hypothesis. This finding is in line with the research of
Slack and Singh (2020), Kheng et al. (2010), Chu et al. (2012), and Osman (2013).
Tourists get quality service so that they feel satisfied and finally loyal or want to come
back and recommend PLBN Skouw tours to others.
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Table 6. Results of Mediation Testing
P-Values  P-Values

Customer Satisfaction
(c) Competency —
Customer Satisfaction

I:])ésizt Model CO(Ian?itct:ent Direct Indirect Information
Effect Effect
Ha (a) C-ompeter?cy — 0.672 0.000
Service Quality
(b) Service Quality — —_— a,b,andc
0,446 0,000 0,000 significant =

partial mediation

0,459 0,000

(a) Service Quality —

HI Customer Satisfaction 0,446 0,000
(b) Customer a,b,andc
Satisfaction — 0,280 0,026 0,037 significant =
Customer Loyalty partial mediation

(c) Service Quality —

Customer Loyalty 0,247 0,031

V. Conclusion

The results of this study can prove that competence can have a positive and
significant effect on service quality and customer satisfaction. So it is important to improve
employee competence through training and development because it will have an impact on
service quality and customer satisfaction. Then customer satisfaction has a positive and
significant effect on customer satisfaction and loyalty. In addition, customer satisfaction
can also mediate the relationship between competence and customer satisfaction. Service
quality is very important and must be continuously reviewed and improved. Customer
satisfaction is proven to have a positive and significant effect on customer loyalty.
Customer satisfaction can also mediate the relationship between service quality and
customer loyalty.

The findings of this study provide theoretical and practical contributions. From a
theoretical perspective, this study extends the literature by examining the relationship
between competence, service quality, customer satisfaction, and customer loyalty. From a
practical point of view, this research has managerial implications for the PLBN Skouw
tourism manager. Tourism managers must always pay attention to the competencies
possessed by employees and make regular training and development programs so that
employees have competencies that are relevant to the conditions or challenges of future
tourist attractions. Then, tourism managers must apply high service standards so that they
can provide quality services to tourists. Improving service quality can also be done by
adding facilities such as opening special mode routes to border tourism and nature tourism
as well as introducing local culture and wisdom.

PLBN Skouw tourism managers also need to carry out promotions via the internet on
a large scale, cooperate or invite well-known travelers who have a large following on
social media, hold large events or organize activities to show the existence of these tourist
attractions so that they can increase the number of tourists who come. Because based on
the results of this study, visitors get more information from friends. Information from
social media, internet, and brochures is still lacking.
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