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ABSTRACT

The purpose of this study is to analyze the relationship between e-marketing and customer loyalty,
competitive advantage, business performance, either directly or through customer oriented and customer loyalty
mediation. In this study using quantitative methods and data analysis techniques Structural Equation Modeling
(SEM) using SmartPLS 3.0 software. This research was conducted in the population in this study were all in
Banten Province, namely 442 hotels. While the sample unit is the Banten Province hotel, which is 158 hotels.
While the sample selection method uses non-probability sampling methods. Data collection in this study was
carried out using an online questionnaire. After the questionnaires were sent to the respondents as many as 158
questionnaires, the next step was to evaluate the returned questionnaires, namely the questionnaires that
returned 132 and did not return totaling 26 questionnaires. significant effect on competitive advantage, e-
marketing has a significant effect on business performance, customer oriented has no significant effect on
customer loyalty, customer oriented has no significant effect on competitive advantage, Customer Oriented has
no significant effect on business performance, customer loyalty has a significant effect on business performance,
competitive cdvantage has no significant effect on business performance, e-marketing has no significant effect
on business performance through customer loyalty, e-marketing has no significant effect on ada business
performance through competitive advantage, customer oriented has no significant effect on business
performance through customer loyalty customer oriented has no significant effect on business performance
through competitive advantage.

Keywords: e-marketing , customer loyalty, competitive advantage, business performance, customer oriented,
customer loyalty

INTRODUCTION experiencing development. The number of
accommodation businesses in Indonesia from

In the era of industrial revolution, the Yyear to year shows an increase. The number of

development of hospitality in Indonesia has
experienced rapid development. Along with the
development and growth of the tourism sector,
the demand for the need for the provision of hotel
rooms in supporting the tourism sector is also

hotels in Banten province during the period 2014-
2018 has increased from year to year. From as
many as 298 hotel units spread across regencies
and cities in Banten in 2014 to 442 hotel units. in
2018 or an increase of 144 units (48.32 percent)
over a period of four years. The highest increase
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in the number of hotels occurred in 2017 where in
total the number of hotels increased by 71 units
or an increase of 22.68 percent compared to the
previous year. In 2018, the number of non-star
hotels seemed to increase more drastically than
star hotels. Meanwhile, when compared to the
previous year, the highest increase in the number
of hotels by city occurred in Lebak Regency, with
the addition of around 42 non-star hotels. The
beauty of nature and the construction of various
infrastructures in Lebak Regency would be
enough reasons for the need for adequate hotels
in the district. If we explore further, in the last five
years, namely 2014-2018, it can be seen that the
increase in star hotels in Banten is greater than
non-star hotels, both in terms of the number of
hotels, rooms, and beds. This indirectly shows
that star hotels, with all the facilities provided, are
starting to become the belle of tourists and
business people who stay in Banten.

According to Adwan et al. (2019) The
increasing number of accommodation businesses
will have an impact on the increasingly fierce
competition in the hotel industry in Indonesia. In
conditions of increasingly fierce competition in the
hotel industry, the efforts of every hotel manager
to increase the occupancy rate of hotel rooms and
ideally reach 100% each day will become
increasingly difficult. The problem is how to
increase the occupancy rate because it is already
difficult to reach the break event point. So
basically the main problems faced by the
hospitality business are low room occupancy
rates and high operating costs. According to
Bazazo et al. (2017) one of the marketing
strategies that can be done to increase the
occupancy rate of hotel rooms is to reduce the
price or room rate (Jawa Pos, 2005). If
competition is sharp enough, there will often be
tariff wars by setting prices lower than the prices
set by competitors to attract more buyers (Yoeti,
2003). Lower rates and monitoring of value can
be important strategies for filling vacant rooms .
However , with increasingly fierce competition
conditions and many hotel managers who are
also implementing price reduction strategies , the

price reduction strategy alone is not enough to
attract customers .

According to Bui et al. (2006) hotels cannot
rely on the old, traditional ways without any effort
from management to provide good service to
customers in the form of an integrated marketing
strategy. So the strategy of reducing hotel room
prices must also be accompanied by offering
better facilites and services to customers.
According to Chang et al. (2009) in order to
survive in the competition, hotel management
needs to use a new perspective in marketing that
is more marketing-oriented with competitive
prices and good service. Pricing decisions must
be consistent with the overall marketing strategy.
According to Cheng et al. (2013) the value of a
service is not determined by the price alone, but
by the benefits that buyers get when consuming
the service, and the prices of alternative services
owned by competitors). In other words, hotel
marketing requires planning and marketing-
oriented marketing strategies in order to increase
hotel profits which are ultimately expected to
improve hotel performance. The purpose of this
study is to analyze the relationship between e-
marketing and customer loyalty, competitive
advantage, business performance, either directly
or through mediation of customer oriented and
customer loyalty.

Hypotheses Development

Relationship  between
Customer Loyalty

The theory of e-marketing by Adwan et al.
(2019) stated that e-marketing will have a positive
effect on increasing customer loyalty. According
to research conducted by Cheng et al. (2013),
Christopher (2021), EI-Gohary (2013) stated that
an increase in e-marketing will encourage an
increase in the customer loyalty variable.
Meanwhile, research conducted by xxx states that
an increase in the e-marketing variable will
encourage an increase in the customer loyalty
variable. According to research conducted by
Adwan et al. (2019); Bazazo et al. (2017) and Bui
et al. (2006) stated that e-marketing has a

e-marketing and
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significant influence on the customer loyalty
variable. Based on theoretical studies and
previous studies, the following hypotheses are
formulated:

Hypothesis 1. There is a positive influence
between e-marketing and Customer Loyalty

Relationship between e-marketing and
Competitive Advantage

The theory of e-marketing by Fernandes et al.
(2020), Hua et al. (2019) stated that e-marketing
will have a positive effect on increasing
Competitive Advantage. According to research
conducted by El-Gohary (2013), Fernandes et al.
(2020), Hua et al. (2019), Iddris et al. (2015),
Kandampully et al. (2000) stated that the increase
in e-marketing will encourage an increase in the
Competitive Advantage variable. While the
research conducted by Iddris et al. (2015),
Kandampully et al. (2000) states that an increase
in the e-marketing variable will encourage an
increase in the Competitive Advantage variable.
According to research conducted by Christopher
(2021), EI-Gohary (2013) states that e-marketing
has a significant influence on the Competitive
Advantage variable. Based on theoretical studies
and previous studies, the following hypotheses
are formulated:

Hypothesis 2: There is a positive effect
between e-marketing and Competitive Advantage

Relationship between e-marketing and
Business Performance

The theory of e-marketing by Mousavi (2012);
Nasihatkon et al. (2016); PeStek et al. (2010);
Rather et al. (2017) stated that e-marketing will
have a positive influence on increasing Business
Performance. According to research conducted
by Hua et al. (2019), Iddris et al. (2015),
Kandampully et al. (2000) stated that an increase
in e-marketing will encourage an increase in the
Business Performance variable. Meanwhile,
research conducted by Christopher (2021), El-
Gohary (2013), Fernandes et al. (2020), Hua et
al. (2019), Iddris et al. (2015) stated that an
increase in the e-marketing variable will
encourage an increase in the Business

Performance variable. According to research
conducted by Cheng et al. (2013), Christopher
(2021), El-Gohary (2013) , Fernandes et al.
(2020) states that e-marketing has a significant
influence on the Business Performance variable.
Based on theoretical studies and previous
studies, the following hypotheses are formulated:

Hypothesis 3: There is a positive influence
between e-marketing and Business Performance

Relationship between Customer Oriented
and Customer Loyalty

Competitive Advantage Theory by Tsiotsou et
al. (2011); Trihas et al. (2013) stated that
Customer Oriented will have a positive influence
on increasing customer loyalty. According to
research conducted by Kandampully et al. (2000).
stated that an increase in Customer Oriented will
encourage an increase in the customer loyalty
variable. Meanwhile, research conducted by Hua
et al. (2019), Iddris et al. (2015), Kandampully et
al. (2000). states that an increase in the e-
Customer Oriented variable will encourage an
increase in the customer loyalty variable.
According to research conducted by lddris et al.
(2015), Kandampully et al. (2000) stated that e-
marketing has a significant influence on the
customer loyalty variable. Based on theoretical
studies and previous studies, the following
hypotheses are formulated:

Hypothesis 4: There is a positive influence
between Customer Oriented and Customer
Loyalty

Relationship between Customer Oriented
and Competitive Advantage

Competitive Advantage Theory by PeStek et
al. (2010); Rather et al. (2017); Salem et al.
(2013) stated that Customer Oriented will provide
a positive influence to increase Competitive
Advantage. According to research conducted by
Singh et al. (2018); Sheikh et al. (2018) that an
increase in Customer Oriented will encourage an
increase in the Competitive Advantage variable.
While the research conducted by Fernandes et al.
(2020), Hua et al. (2019), Iddris et al. (2015),
Kandampully et al. (2000) states that an increase
in the e-Customer Oriented variable will
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encourage an increase in the Competitive
Advantage variable. According to research
conducted by El-Gohary (2013), Fernandes et al.
(2020), Hua et al. (2019) states that e-marketing
has a significant effect on the Competitive
Advantage variable. Based on theoretical studies
and previous studies, the following hypotheses
are formulated:

Hypothesis 5: There is a positive influence
between Customer Oriented and Competitive
Advantage

Relationship between Customer Oriented
and Business Performance

Competitive Advantage Theory by Sheikh et
al. (2018); Tsiotsou et al. (2011); Trihas et al.
(2013) stated that Customer Oriented will have a
positive influence on increasing Business
Performance. According to research conducted
by Sheikh et al. (2018); Tsiotsou et al. (2011);
Trihas et al. (2013) stated that an increase in
Customer Oriented will encourage an increase in
the Business Performance variable. While the
research conducted by Hua et al. (2019) states
that an increase in the Customer Oriented
variable will encourage an increase in the
Business Performance variable. According to
research conducted by Hua et al. (2019), Iddris et
al. (2015), Kandampully et al. (2000) stated that
e-marketing has a significant influence on the
Business Performance variable. Based on
theoretical studies and previous studies, the
following hypotheses are formulated:

Hypothesis 6: There is a positive influence
between Customer Oriented and Business
Performance

Relationship between Customer Loyalty
and Business Performance

Customer Loyalty Theory by El-Gohary
(2013) states that Customer Loyalty will provide a
positive influence for increasing Business
Performance. According to research conducted
by Adwan et al. (2019) stated that an increase in
Customer Loyalty will encourage an increase in
the Business Performance variable. Meanwhile,
research conducted by PeStek et al. (2010);
Rather et al. (2017); Salem et al. (2013); Siakalli

et al. (2017); Singh et al. (2018) states that an
increase in the Customer Loyalty variable will
encourage an increase in the Business
Performance variable. According to research
conducted by Kandampully et al. (2000) stated
that Customer Loyalty has a significant influence
on the Business Performance variable. Based on
theoretical studies and previous studies, the
following hypotheses are formulated:

Hypothesis 7 : There is a positive influence
between Customer Loyalty and Business
Performance

Relationship between Competitive
Advantage and Business Performance

Customer Loyalty Theory by Kandampully et
al. (2000) stated that Competitive Advantage will
have a positive effect on increasing Business
Performance. According to research conducted
by Fernandes et al. (2020), Hua et al. (2019),
Iddris et al. (2015) stated that an increase in
Competitive Advantage will encourage an
increase in the Business Performance variable.
Meanwhile, research conducted by Hua et al.
(2019), Iddris et al. (2015), Kandampully et al.
(2000) states that an increase in the Competitive
Advantage variable will encourage an increase in
the Business Performance variable. According to
research conducted by Iddris et al. (2015), stated
that Competitive Advantage has a significant
influence on the Business Performance variable.
Based on theoretical studies and previous
studies, the following hypotheses are formulated:

Hypothesis 8: There is a positive influence
between Competitive Advantage and Business
Performance

Relationship between e-marketing and
Business Performance through Customer
Loyalty

The theory of e-marketing by Bui et al. (2006)
stated that e-marketing will have a positive effect
on increasing Business Performance through
Customer Loyalty. According to research
conducted by Christopher (2021), El-Gohary
(2013) , Fernandes et al. (2020) stated that an
increase in e-marketing will encourage an
increase in the Business Performance variable
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through Customer Loyalty. Meanwhile, research
conducted by Kandampully et al. (2000) stated
that an increase in the e-marketing variable will
encourage an increase in the Business
Performance variable through Customer Loyalty.
According to research conducted by, Fernandes
etal. (2020), Hua et al. (2019), Iddris et al. (2015),
Kandampully et al. (2000) stated that e-marketing
has a significant influence on the Business
Performance variable through Customer Loyalty.
Based on theoretical studies and previous
studies, the following hypotheses are formulated:

Hypothesis 9 : There is a positive influence
between e-marketing and Business Performance
through Customer Loyalty

Relationship between e-marketing and
Business Performance through Competitive
Advantage

The theory of e-marketing by Bui et al. (2006),
Chang et al. (2009) stated that e-marketing will
have a positive effect on increasing Business
Performance through Competitive Advantage.
According to research conducted by Adwan et al.
(2019); Bazazo et al. (2017) stated that an
increase in e-marketing will encourage an
increase in the Business Performance variable
through Competitive Advantage. While the
research conducted by Kandampully et al. (2000)
stated that an increase in the e-marketing variable
will encourage an increase in the Business
Performance variable through Competitive
Advantage. According to research conducted by
|ddris et al. (2015), Kandampully et al. (2000)
stated that e-marketing has a significant influence
on the Business Performance variable through
Competitive Advantage. Based on theoretical
studies and previous studies, the following
hypotheses are formulated:

Hypothesis 10: There is a positive influence
between e-marketing and Business Performance
through Competitive Advantage

Relationship between Customer Oriented
and Business Performance through Customer
Loyalty

The Customer Oriented Theory by Bui et al.
(2006), Chang et al. (2009) stated that Customer

Oriented will provide a positive influence for
increasing  Business  Performance  through
Customer Loyalty. According to research
conducted by Adwan et al. (2019); Bazazo et al.
(2017) and Bui et al. (2006), Chang et al. (2009)
stated that an increase in Customer Oriented will
encourage an increase in the Business
Performance variable through Customer Loyalty.
While the research conducted by Iddris et al.
(2015), Kandampully et al. (2000) states that an
increase in the Customer Oriented variable will
encourage an increase in the Business
Performance variable through Customer Loyalty.
According to research conducted by xxx states
that Customer Oriented has a significant influence
on the Business Performance variable through
Customer Loyalty. Based on theoretical studies
and previous studies, the following hypotheses
are formulated:

Hypothesis 11: There is a positive influence
between Customer Oriented and Business
Performance through Customer Loyalty

Relationship between Customer Oriented
and Business Performance through
Competitive Advantage

Customer Oriented Theory by El-Gohary
(2013), Fernandes et al. (2020), Hua et al. (2019)
states that Customer Oriented will provide a
positive influence for increasing Business
Performance through Competitive Advantage.
According to research conducted by Fernandes et
al. (2020), Hua et al. (2019), Iddris et al. (2015)
stated that an increase in Customer Oriented will
encourage an increase in the Business
Performance variable through Competitive
Advantage. Meanwhile, research conducted by
Cheng et al. (2013), Christopher (2021), El-
Gohary (2013) , Fernandes et al. (2020), Hua et
al. (2019), Iddris et al. (2015), Kandampully et al.
(2000). states that an increase in the Customer
Oriented variable will encourage an increase in
the Business Performance variable through
Competitive Advantage. According to research
conducted by Adwan et al. (2019); Bazazo et al.
(2017) and Bui et al. (2006), Chang et al. (2009),
Cheng et al. (2013) stated that Customer
Oriented has a significant influence on the

206



Kontigensi: Scientific Journal of Management
Vol 8, No. 2, June 2021, pp. 201 - 217
ISSN 2088-4877

Business  Performance  variable  through
Competitive Advantage. Based on theoretical
studies and previous studies, the following
hypotheses are formulated:

Hypothesis 12: There is a positive influence
between Customer Oriented and Business
Performance through Competitive Advantage.

METHOD

This study uses quantitative methods and
data analysis techniques Structural Equation
Modeling (SEM) using SmartPLS 3.0 software.
When the research is faced with questions in the
form of identifying the dimensions of a concept or
construct and at the same time wanting to
measure the influence or degree of relationship
between factors whose dimensions have been
identified, SEM is an alternative answer that is
worth considering.
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This research was conducted in the
population in this study were all in Banten
Province, namely 442 hotels. While the sample
unit is the Banten Province hotel, which is 158
hotels. While the sample selection method uses
non-probability sampling methods or non-
randomly sampling methods. Data collection in
this study was carried out using techniques and
procedures, namely online questionnaires.
Questionnaire is the main instrument in collecting
primary data. After the questionnaires were sent
to the respondents as many as 158
questionnaires, the next step was to evaluate the
returned questionnaires, namely 132 (78%), and
26 questionnaires (22%).

Research Model

Based on theoretical studies and previous
studies, the research model is structured as
follows:

z2
z3
Zza

zs

Fig 1. Research Model

In this study there are 12 hypotheses as
follows:

Hypothesis 1: There is a positive influence
between e-marketing and Customer Loyalty

Hypothesis 2: There is a positive effect
between e-marketing and Competitive Advantage

Hypothesis 3: There is a positive influence
between e-marketing and Business Performance

Hypothesis 4: There is a positive influence
between Customer Oriented and Customer
Loyalty

Hypothesis 5: There is a positive influence
between Customer Oriented and Competitive
Advantage

Hypothesis 6: There is a positive influence
between Customer Oriented and Business
Performance

Hypothesis 7 : There is a positive influence
between Customer Loyalty and Business
Performance

Hypothesis 8: There is a positive influence
between Competitive Advantage and Business
Performance
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Hypothesis 9 : There is a positive influence
between e-marketing and Business Performance
through Customer Loyalty

Hypothesis 10: There is a positive influence
between e-marketing and Business Performance
through Competitive Advantage

Hypothesis 11: There is a positive influence
between Customer Oriented and Business
Performance through Customer Loyalty

Hypothesis 12: There is a positive influence
between Customer Oriented and Business
Performance through Competitive Advantage

Data Processing Stages

1.Reliability Test

According to Purwanto et al (2021) reliability
is a measure of the internal consistency of
indicators of a construct that shows the degree to
which each indicator shows a general latent
construct. According to Purwanto et al (2020) the
reliability requirement is a measure of the stability
and consistency of the results (data) at different
times. To test the reliability of the construct in this
study used the value of composite reliability. A
variable is said to meet construct reliability if it has
a composite reliability value > 0.7 and a Crobanch
apha value > 0.7 has a good level of reliability for
a variable (Purwanto et al, 2019).

2. Validity Test

After the results of the test data are declared
reliable, the next step is to test the validity
including loading factor, AVE, Farnell Lacker
Criterion and cross loading. The steps that need
to be taken are selecting the outer loading menu
to see the results of the loading factor test, then
the discriminant validity menu to see the results of
the Farnell lacker criterion and cross loading
tests. . According to Purwanto et al. (2020) The
validity test is intended to measure the extent to
which the accuracy and accuracy of a measuring
instrument performs the function of its measuring
instrument or provides appropriate measurement
results by calculating the correlation between
each statement with a total score. In this study,
the measurement validity test consisted of
convergent validity and discriminant validity.

In this study there are 12 hypotheses as
follows:

Hypothesis 1: There is a positive influence
between e-marketing and Customer Loyalty

Hypothesis 2: There is a positive effect
between e-marketing and Competitive Advantage

Hypothesis 3: There is a positive influence
between e-marketing and Business Performance

Hypothesis 4: There is a positive influence
between Customer Oriented and Customer
Loyalty

Hypothesis 5: There is a positive influence
between Customer Oriented and Competitive
Advantage

Hypothesis 6: There is a positive influence
between Customer Oriented and Business
Performance

Hypothesis 7 : There is a positive influence
between Customer Loyalty and Business
Performance

Hypothesis 8: There is a positive influence
between Competitive Advantage and Business
Performance

Hypothesis 9 : There is a positive influence
between e-marketing and Business Performance
through Customer Loyalty

Hypothesis 10: There is a positive influence
between e-marketing and Business Performance
through Competitive Advantage

Hypothesis 11: There is a positive influence
between Customer Oriented and Business
Performance through Customer Loyalty

Hypothesis 12: There is a positive influence
between Customer Oriented and Business
Performance through Competitive Advantage

Data Processing Stages

1.Reliability Test

According to Purwanto et al (2021) reliability
is a measure of the internal consistency of
indicators of a construct that shows the degree to
which each indicator shows a general latent
construct. According to Purwanto et al (2020) the
reliability requirement is a measure of the stability
and consistency of the results (data) at different
times. To test the reliability of the construct in this
study used the value of composite reliability. A
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variable is said to meet construct reliability if it has
a composite reliability value > 0.7 and a Crobanch
apha value > 0.7 has a good level of reliability for
a variable (Purwanto et al, 2019).

2. Validity Test

After the results of the test data are declared
reliable, the next step is to test the validity
including loading factor, AVE, Farnell Lacker
Criterion and cross loading. The steps that need
to be taken are selecting the outer loading menu
to see the results of the loading factor test, then
the discriminant validity menu to see the results of
the Farnell lacker criterion and cross loading
tests. . According to Purwanto et al. (2020) The
validity test is intended to measure the extent to
which the accuracy and accuracy of a measuring
instrument performs the function of its measuring
instrument or provides appropriate measurement
results by calculating the correlation between
each statement with a total score. In this study,

the measurement validity test consisted of
convergent validity and discriminant validity.

RESULT and DICUSSION

Reliability Test

According to Purwanto et al (2021) reliability
is a measure of the internal consistency of
indicators of a construct that shows the degree to
which each indicator shows a general latent
construct. According to Purwanto et al (2020) the
reliability requirement is a measure of the stability
and consistency of the results (data) at different
times. To test the reliability of the construct in this
study used the value of composite reliability. A
variable is said to meet construct reliability if it has
a composite reliability value > 0.7 and a crobanch
apha value > 0.6 has a good level of reliability for
a variable (Purwanto et al, 2019). The composite
reliability value of each indicator can be seen in
table 1 below

Tabel 1. Reliability
Variables Crobanch Apha Composite Reliability
Business Performance 0.981 0.986
Competitive Advantage 0.976 0.982
Customer Oriented 0.995 0.996
e-Marketing 0.933 0.948
Loyalty 0.926 0.939

In table 1, it can be seen the results of the
reliability test analysis using the SmartPLS tool
which states that all composite reliability values
are greater than 0.7, which means that all
variables are reliable and have met the test
criteria. Furthermore, the value of cronbanch's
omission also shows that all cronbanch's 'alpa’
values are more than 0.6 and this indicates the
level of reliability of the variable has also met the
criteria.

Validity test

After the results of the test data are declared
reliable, the next step is to test the validity
including loading factor, AVE, Farnell Lacker
Criterion and cross loading. The steps that need
to be taken are selecting the outer loading menu
to see the results of the loading factor test, then

the discriminant validity menu to see the results of
the Farnell lacker criterion and cross loading
tests. According to Purwanto et al. (2020) The
validity test is intended to measure the extent to
which the accuracy and accuracy of a measuring
instrument performs the function of its measuring
instrument or provides appropriate measurement
results by calculating the correlation between
each statement with a total score. In this study,
the measurement validity test consisted of
convergent validity and discriminant validity.

1. Convergent Validity

Convergent validity is used to measure the
correlation between item scores and construct
scores, the higher the correlation the better the
validity of the data (Purwanto, 2019).
Measurement Measurement can be categorized
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as having convergent validity if the loading factor
value is > 0.7 (Purwanto et al, 2021). Figure 2
shows that all loading factors have a value of >
0.7, so it can be concluded that all indicators have

0826 o

< 1 b

Y22

met the criteria for convergent validity, because
indicators for all variables have not been
eliminated from the model.

Anwp titive

52 adpmgage 0991 0982
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Fig 2. Convergen Validity

2. Discriminant validity

Discriminant validity is a test of construct
validity by predicting the size of the indicator from
each block (Purwanto et al, 2019). One of the
discriminant validity can be seen by comparing
the AVE value with the correlation between other
constructs in the model. If the AVE root value is >
0.50, it means that discriminant validity is reached
(Purwanto et al, 2020).

Based on table 2, the AVE value for all
variables is > 0.50. So it can be said that the
measurement model has been valid with
discriminant validity. In addition, discriminant
validity was also carried out based on the Fornell
Larcker criteria measurement with the construct.
If the construct correlation in each indicator is
greater than the other constructs, it means that
latent constructs can predict indicators better than
other constructs (Purwanto et al, 2019).

The calculation can show on table 1.

Variables AVE

Business Performance 0.986
Competitive Advantage 0.982
Customer Oriented 0.985
e-Marketing 0.786
Loyalty 0.756

Structural model (inner model)

The structural model (inner model) is the
pattern of the relationship between the research
variables. Evaluation of the structural model is by
looking at the coefficients between variables and
the value of the coefficient of determination (R2).
The coefficient of determination (R2) essentially
measures how far the model's ability to explain

variations in the dependent variable is. A value
close to 1 means that the independent variables
provide almost all the information needed to
predict the variation of the dependent variable
(Purwanto, 2021). This test aims to determine
how much the independent variable model's
ability to explain the dependent variable. The
value of R square (R2) is a measure of the
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proportion of the variation in the value of the
affected variable which can be explained by the
variable that influences it. According to Purwanto
et al (2020) if in a study using more than two
independent variables, then the adjusted r-square
(adjusted R2) is used. The value of r square
adjusted is a value that is always smaller than r
square. The R2 value is close to 1, with the
limiting criteria being divided into 3 classifications,
namely:

If the value of R2 = 0.67 Model is substance
(strong)

If the value of R2 = 0.33 the model is moderate
(medium)

If the value of R2 = 0.19 the model is weak (bad)
In this study, the adjusted r-square value
(adjusted R2) is used, because it has more than
two independent variables.

Tabel 3. r-square adjusted

Variables r-square adjusted
Business Performance 0.566
Competitive Advantage 0.036
Loyalty 0.020

In table 3 it can be explained that:

1. The adjusted R2 value of the
independent variables e-marketing, customer
oriented, customer loyalty and competitive
advantage to the dependent variable Business
Performance is 0.566. This value is categorized
as moderate, so it can be concluded that the two
independent variables have a moderate influence
and level on the dependent variable. The
independent variables e-marketing, customer
Oriented, Customer Loyalty and Competitive
Advantage contributed to the dependent variable
Business Performance by 56.6% while the
remaining 43.4% was influenced by other
variables not discussed in this study.

2. The adjusted R2 value of the
independent variable e-marketing and customer
Oriented to the dependent variable loyalty is
0.020. This value is categorized as moderate, so

o
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Fig 3. Hypotheses Testing

it can be concluded that the two independent
variables have a bad influence on the dependent
variable. The independent variable e-marketing,
customer Oriented contributes to the dependent
variable loyalty by 2% while the remaining 98% is
influenced by other variables not discussed in this
study.

3. The adjusted R2 value of the
independent variable e-marketing and customer
Oriented to the dependent variable Competitive
Advantage is 0.036. This value is categorized as
moderate, so it can be concluded that the two
independent variables have a bad influence on
the dependent variable. The independent variable
e-marketing, customer Oriented contributes to the
dependent variable Competitive Advantage by
3.6% while the remaining 96.4% is influenced by
other variables not discussed in this study.
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Hypothesis test

According to Purwanto et al (2021) After a
research model is believed to be fit, a hypothesis
test can be performed. The next step is to test the
hypothesis that has been built in this study. In this
case, the bootstrapping method is applied to the
sample. Testing with bootstrapping is intended to
minimize the problem of abnormal research data.
The last step of the test using the smart Pls
application is hypothesis testing and is carried out
by looking at the results of the bootstrapping

value. This test is done by selecting the calculate
menu and after that the menu options appear,
then select bootstrapping, then the desired data
will appear. The following are the results of the
data test using bootstrapping. Hypothesis testing
in this study can be known through regression
weight by comparing the p-value with a
significance level of 5% (a=5%). The hypothesis
is said to be significant if it has a probability value
(p-value) < 5%.

Table 4. Hypotheses Testing for Direct Effect

Hypotheses P - Value Result
e-Marketing-> Customer Loyalty 0.393 Not Significant
e-Marketing-> Competitive Advantage 0.273 Not Significant
e-Marketing-> Business Performance 0.002 Significant
Customer Oriented-> Customer Loyalty 0.221 Not Significant
Customer Oriented -> Competitive Advantage 0.144 Not Significant
Customer Oriented -> Business Performance 0.341 Not Significant
Customer Loyalty -> Business Performance 0.000 Not Significant
Competitive Advantage-> Business Performance 0.341 Not Significant

Relationship between e-marketing and
Customer Loyalty

Based on the results of data analysis using
SmartPLS obtained p value 0.393 > 0.050 so it is
concluded that e-marketing has no significant
effect on Customer Loyalty, an increase in e-
marketing variable will have an insignificant effect
on increasing customer loyalty variables and
decreasing e-marketing variables will have an
effect not significant to the decrease in customer
loyalty variable. This result is not in line with the
research conducted by Sheikh et al. (2018);
Tsiotsou et al. (2011); Trihas et al. (2013) that e-
marketing has a positive and significant effect on
Customer Loyalty.

Relationship between e-marketing and
Competitive Advantage

Based on the results of data analysis using
SmartPLS obtained p value 0.273 > 0.050 so it
can be concluded that e-marketing has no
significant effect on Competitive Advantage, an
increase in the e-marketing variable will have an
insignificant effect on increasing the Competitive
Advantage variable and a decrease in the e-
marketing variable will have an effect not

significant to the decrease in the Competitive
Advantage variable. This result is not in line with
the research conducted by Labanauskaité et al
(2020); Lim (2010); Loncari¢ et al. (2015) that e-
marketing has a positive and significant effect on
Competitive Advantage.

Relationship between e-marketing and
Business Performance

Based on the results of data analysis using
SmartPLS obtained p value of 0.002 < 0.050 so it
can be concluded that e-marketing has a
significant effect on Business Performance,
increasing e-marketing variables will have a
significant effect on increasing Business
Performance variables and decreasing e-
marketing variables will have a significant effect
on decrease in the Business Performance
variable. These results are in line with research
conducted by Mousavi (2012); Nasihatkon et al.
(2016); PeStek et al.(2010 that e-marketing has a
positive and significant effect on Business
Performance

Relationship between Customer Oriented and
Customer Loyalty
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Based on the results of data analysis using
SmartPLS obtained p value of 0.144> 0.050 so it
can be concluded that Customer Oriented has no
significant effect on Customer Loyalty, an
increase in the Customer Oriented variable will
have an insignificant effect on increasing the
customer loyalty variable and a decrease in the
Customer Oriented variable will have an
insignificant effect on decrease in customer
loyalty variables. This result is not in line with the
research conducted by Siakalli et al. (2017);
Singh et al. (2018); Sheikh et al. (2018) that
Customer Oriented has a positive and significant
effect on Customer Loyalty.

Relationship between Customer Oriented and
Competitive Advantage

Based on the results of data analysis using
SmartPLS obtained p value of 0.221> 0.050 so it
can be concluded that Customer Oriented has no
significant effect on Competitive Advantage, an
increase in the Customer Oriented variable will
have an insignificant effect on increasing the
Competitive Advantage variable and a decrease
in the Customer Oriented variable will have an
insignificant effect on reduction in the Competitive
Advantage variable. This result is not in line with
the research conducted by Singh et al. (2018);
Sheikh et al. (2018); Tsiotsou et al. (2011); Trihas
et al. (2013) that Customer Oriented has a
positive and significant effect on Competitive
Advantage

Relationship between Customer Oriented and
Business Performance

Based on the results of data analysis using
SmartPLS obtained p value of 0.903> 0.050 so it
is concluded that Customer Oriented has no
significant effect on Business Performance, an
increase in the Customer Oriented variable will
have an insignificant effect on increasing the
Business Performance variable and a decrease in
the Customer Oriented variable will have an

insignificant effect on decrease in the Business
Performance variable. These results are not in
line with the research conducted by
Labanauskaité et al (2020); Lim (2010); Loncari¢
et al. (2015); Mousavi (2012); Nasihatkon et al.
(2016) that Customer Oriented has a positive and
significant effect on Business Performance

Relationship between Customer Loyalty
and Business Performance

Based on the results of data analysis using
SmartPLS obtained p value 0.000 < 0.050 so it
can be concluded that Customer Loyalty has a
significant effect on Business Performance, an
increase in the Customer Loyalty variable will
have a significant effect on increasing the
Business Performance variable and a decrease in
the Customer Loyalty variable will have a
significant effect on the decrease in the Business
variable. Performance. This result is not in line
with the research conducted by Nasihatkon et al.
(2016); Pestek et al. (2010); Rather et al. (2017);
Salem et al. (2013) that Customer Loyalty has a
positive and significant effect on Business
Performance

Relationship between Competitive Advantage
and Business Performance

Based on the results of data analysis using
SmartPLS obtained p value 0.341> 0.050 so it is
concluded that Competitive Advantage has no
significant effect on Business Performance, an
increase in the Competitive Advantage variable
will have an insignificant effect on increasing the
Business Performance variable and a decrease in
the Competitive Advantage variable will have an
insignificant effect on decrease in the Business
Performance variable. This resultis not in line with
the research conducted by Nasihatkon et al.
(2016); Pestek et al. (2010); Rather et al. (2017)
that Competitive Advantage has a positive and
significant effect on Business Performance.

Table 5. Hypotheses Testing for Undirect Effect

Hypotheses

P - Value Result

e-Marketing -> Business Performance-> Customer Loyalty

0.421

Not Significant
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e-Marketing -> Business Performance-> Customer Loyalty -> Competitive | 0.514 Not Significant
Advantage
Customer Oriented -> Business Performance-> Customer Loyalty 0.149 Not Significant
Customer Oriented -> Business Performance-> Customer Loyalty-> | 0.522 Not Significant
Competitive Advantage

Relationship between e-marketing and
Business Performance through Customer
Loyalty

Based on the results of data analysis using
SmartPLS obtained p value of 0.421 > 0.050 so
that it can be concluded that e-marketing has no
significant effect on Business Performance
through Customer Loyalty, increasing e-
marketing variables will have an insignificant
effect on increasing Business Performance
variables and decreasing e-marketing variables.
will have an insignificant effect on the decrease in
the Business Performance variable through
Customer Loyalty. This result is not in line with the
research conducted by Singh et al. (2018); Sheikh
et al. (2018); Tsiotsou et al. (2011); Trihas et al.
(2013) that e-marketing has a positive and
significant effect on Business Performance
through Customer Loyalty

Relationship between e-marketing and
Business Performance through Competitive
Advantage

Based on the results of data analysis using
SmartPLS obtained p value 0.514 > 0.050 so it
can be concluded that e-marketing has no
significant effect on Business Performance
through Competitive Advantage, increasing e-
marketing variables will have an insignificant
effect on increasing Business Performance
variables and decreasing e-marketing variables.
will have an insignificant effect on the decrease in
the Business Performance variable through
Competitive Advantage. These results are not in
line with research conducted by Lim (2010);
Loncari¢ et al. (2015); Mousavi (2012) that e-
marketing has a positive and significant effect on
Business Performance through Competitive
Advantage.

Relationship between Customer Oriented and
Business Performance through Customer Loyalty

Based on the results of data analysis using
SmartPLS obtained p value 0.149> 0.050 so it
can be concluded that Customer Oriented has no

significant effect on Business Performance
through Customer Loyalty, an increase in the
Customer Oriented variable will have an
insignificant effect on increasing the Business
Performance variable and a decrease in the
Customer Oriented variable will have an effect not
significant to the decrease in the Business
Performance variable through Customer Loyalty.
This result is not in line with the research
conducted by Tsiotsou et al. (2011); Trihas et al.
(2013) that Customer Oriented has a positive and
significant effect on Business Performance
through Customer Loyalty

Relationship between Customer Oriented and
Business Performance through Competitive
Advantage

Based on the results of data analysis using
SmartPLS obtained p value 0.522 > 0.050 so it
can be concluded that Customer Oriented has no
significant effect on Business Performance
through Competitive Advantage, an increase in
the Customer Oriented variable will have an
insignificant effect on increasing the Business
Performance variable and a decrease in the
Customer Oriented variable will have an effect.
not significant to the decrease in the Business
Performance variable through Competitive
Advantage. This result is not in line with the
research conducted by Salem et al. (2013);
Siakalli et al. (2017); Singh et al. (2018); Sheikh
et al. (2018); Tsiotsou et al. (2011); Trihas et al.
(2013) that Customer Oriented has a positive and
significant effect on Business Performance
through Competitive Advantage.

CONCLUSION

Based on the results of data analysis, it is
concluded that e-marketing has no significant
effect on customer loyalty, e-marketing has no
significant effect on competitive advantage, e-
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marketing has a significant effect on business
performance,

customer oriented has no significant effect on
customer loyalty, customer oriented has no
significant effect on competitive advantage,
customer oriented has no significant effect on
business performance, customer loyalty has no
significant effect on business performance,
competitive cdvantage has no significant effect on
business performance, e-marketing has no
significant effect on business performance
through customer loyalty,e-marketing has no
significant effect on business performance
through  competitive advantage, customer
oriented has no significant effect on business
performance through customer loyalty, customer
oriented has no significant effect on business
performance through competitive advantage.
Based on the importance of indicators of
customer loyalty, this can be wused as
consideration for hotel managers to pay more
attention to efforts to satisfy customers.
departments to build coordination and implement
decisions openly. Hotel managers to pay more
attention to administrative innovation, namely
flexible administration by providing conveniences
to customers or hotel guests in the administrative
process, for example payment methods can be
made by cash, credit card, transfer , or sending
invoices; or in the case of administration of filling
in the registration card by filling in the registration
card for guests who are staying for the first time,
or for guests who are already hotel customers, the
hotel simply provides a pre-registration card and
the customer simply gives his signature because
the customer data already exists in the guest
history cards. The room occupancy rate leads to
a more varied pattern, namely the room
occupancy rate, food & beverage, and other
services in a more balanced manner, so this can
be used as consideration for hotel managers to be
more creative in finding alternative sources of
income for hotels. This is necessary in order to
anticipate the increasingly fierce competition in
star hotels. For researchers, research can be
done on the influence of marketing strategies on
the performance of five-star hotels, but by adding
dimensions or indicators to performance
variables, such as food & beverage, other

services, and length of stay, so that the
performance variable has a wider dimension. The
dimensions of food & beverage and other
services are ideally applied in a situation where
the competition for star hotels is getting tougher.
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