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Abstract

This study examines the implementation of customer-driven excellence strategy in the Umrah travel
industry in Depok City by investigating the relationships between service quality, brand credibility,
perceived value, and customer-driven excellence outcomes. Using a quantitative research approach with
Partial Least Squares Structural Equation Modeling (PLS-SEM), data were collected from 105 customers
who have utilized Umrah travel services within the past two years. The measurement model demonstrated
excellent reliability and validity, with all constructs meeting stringent psychometric criteria for convergent
and discriminant validity. The structural model reveals that all three hypotheses are strongly supported,
with brand credibility emerging as the most influential factor (f = 0.398, p < 0.001), followed by
perceived value (f = 0.356, p < 0.001) and service quality (f = 0.285, p < 0.001). The integrated
model explains 74.2% of variance in customer-driven excellence, demonstrating strong explanatory
power and large predictive relevance (Q2 = 0.486). These findings provide empirical evidence that
successful customer-driven excellence strategy requires integrated approaches prioritizing brand
credibility development while simultaneously enhancing perceived value and service quality. The study
offers valuable insights for Umrah travel operators seeking to optimize competitive advantage through
comprehensive customer excellence strategies that address both functional and emotional dimensions of
religious tourism services.

Keywords : Customer-driven excellence, service quality, brand credibility, perceived value, umrah travel
industry

1. INTRODUCTION

The Umrah travel industry in Indonesia has emerged as a significant segment of the
country's religious tourism sector, experiencing substantial growth particularly in the post-
pandemic recovery period. With Indonesia being home to the world's largest Muslim population
of approximately 215 million people, the demand for Umrah pilgrimage services represents a
substantial market opportunity for travel agencies. This industry's importance is further amplified
by the spiritual significance of Umrah among Indonesian Muslims, creating a unique business
environment where service quality, trust, and value perception become critical determinants of
success.
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Depok City, as one of the satellite cities surrounding Jakarta with a predominantly
Muslim population, has witnessed remarkable growth in Umrah travel services. The city's
strategic location and accessibility to Jakarta's international airport, combined with its growing
middle-class population, has made it an attractive market for Umrah travel operators. However,
this growth has also intensified competition among travel agencies, necessitating the
implementation of sophisticated customer-driven excellence strategies to maintain competitive
advantage and ensure sustainable business growth.

Recent research conducted in Indonesian Umrah travel agencies demonstrates that
customer loyalty and satisfaction are paramount for business sustainability. Studies by Fiandri et
al. (2025) on Umrah travel agencies operating in Jakarta, Bogor, and Depok reveal that customer
relationships significantly enhance satisfaction, with the role of religious guidance counselors
(ustaz) and pilgrims' experiences proving crucial for service success. The research indicates that
trust, reflected through the spiritual guide's (muthawif) role, positively influences satisfaction,
highlighting the unique characteristics of the Umrah travel industry that blend spiritual and
commercial service dimensions.

Service quality has emerged as a fundamental determinant of success in the Indonesian
Umrah travel industry, with extensive empirical evidence demonstrating its critical role in
customer satisfaction and loyalty. Research by Sulistio et al. (2024) examining Umrah travel
service quality found positive and significant influences of service quality and price on pilgrim
satisfaction, while promotional activities showed positive but insignificant effects. Study of PT
Pandi Kencana Murni revealed that, among the marketing mix variables examined, service
quality exerted the most powerful and statistically significant influence on satisfaction with Hajj
and Umrah packages, outperforming both price and promotional efforts in predictive strength
(Ruslan et al., 2024). This finding underscores the paramount importance of service quality over
traditional marketing approaches in the religious tourism context. The urgency for service quality
excellence in Umrah travel services is further amplified by the industry's history of service
failures and trust issues that have affected public confidence. Research investigating service
quality improvement strategies for Hajj and Umrah travel agencies demonstrates that
implementing comprehensive service quality frameworks is essential for pilgrim satisfaction and
business competitiveness. Studies by Gunsoles (2023) reveal that travel agencies must maximize
promotional efforts through social media, form alumni organizations to attract prospective
pilgrims, and create regular ritual activities to maintain customer engagement and loyalty.

Contemporary research on Indonesian travel agencies consistently demonstrates that
service quality dimensions including responsiveness, empathy, and reliability significantly
influence customer perceived value and loyalty intentions. Studies examining online travel
agents in Indonesia reveal that e-service quality has positive and significant influences on e-
satisfaction and electronic word-of-mouth, although it may not directly influence repurchase
intention without mediating factors. These findings highlight the complex relationships between
service quality and customer outcomes in the Indonesian travel industry context.

Brand credibility has become an increasingly critical success factor in the Indonesian
Umrah travel industry, particularly given the sector's challenges related to consumer trust and
service reliability. Research examining conventional travel agent services demonstrates that
customer experience positively impacts brand loyalty through the mediating effects of brand
credibility and brand trust, indicating that credibility serves as a crucial psychological factor
influencing customer decision-making processes (Andriyani & Yudhistira, 2023). The
importance of brand credibility in Indonesian travel services is further supported by empirical
evidence showing significant relationships between brand trust and customer loyalty. Studies
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conducted on travel agencies in Indonesia reveal that brand trust, along with price fairness and
service quality, has positive and substantial impacts on brand loyalty, with brand trust displaying
path coefficients of 0.233 and significant t-values (Lorenso et al., 2024). These findings
emphasize that brand credibility encompasses multiple dimensions including expertise,
trustworthiness, and attractiveness, all contributing to customer confidence and purchase
intentions.

Indonesian research has consistently shown that brand credibility significantly impacts
customer satisfaction and loyalty in service industries. Studies examining the relationship
between brand credibility and customer loyalty demonstrate that organizations with established
brand credibility experience higher customer acquisition rates and improved customer lifetime
value. The findings indicate that brand credibility serves as a risk-reduction mechanism for
customers making high-involvement purchase decisions such as Umrah pilgrimage services,
where trust and reliability are paramount considerations.

Perceived value represents a fundamental driver of customer satisfaction and loyalty in
the Indonesian Umrah travel market, with research demonstrating that customers evaluate
services based on the relationship between perceived benefits and costs. Studies examining
Indonesian tourism services show that perceived value significantly influences customer
satisfaction, word-of-mouth recommendations, and repurchase intentions across various service
contexts (Tandipayuk & Kakeeto, 2022). Research conducted on Indonesian travel agencies
reveals that perceived value mediates the relationship between service quality and customer
satisfaction, indicating that customers must perceive adequate value in service offerings to
achieve satisfaction outcomes. Studies examining tourism destinations demonstrate that service
quality and perceived value have positive and significant effects on customer satisfaction, with
perceived value serving as a crucial mediating variable in the service satisfaction relationship
(Dewi et al., 2022).

The multi-dimensional nature of perceived value in Indonesian religious tourism contexts
has been documented through empirical research showing that Umrah pilgrims evaluate service
value based on both functional and emotional dimensions. These include spiritual fulfillment,
convenience, safety, and overall experience quality, requiring travel agencies to design
comprehensive service offerings that address both practical and emotional customer needs.
Studies indicate that perceived value encompasses utilitarian aspects such as competitive pricing
and efficient service delivery, as well as hedonic elements including comfort, spiritual experience
enhancement, and personalized attention.

The integration of service quality, brand credibility, and perceived value within a
customer-driven excellence framework represents a strategic approach that places customer
needs and expectations at the center of organizational operations. Research evidence suggests
that these three factors work synergistically to create superior customer experiences and
sustainable competitive advantages in service industries. Studies examining successful
Indonesian travel companies demonstrate that organizations implementing comprehensive
excellence frameworks experience significant improvements in customer retention, referral
generation, and market share growth.

Contemporary research on Indonesian service industries reveals that customer-driven
excellence strategies require systematic approaches to understanding customer needs, designing
appropriate service offerings, and continuously improving service delivery processes. Research
conducted on travel agencies shows that companies successfully integrating service quality,
brand credibility, and perceived value elements achieve higher customer satisfaction scores,
improved financial performance, and enhanced market positioning in competitive environments
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(Wulandari et al., 2025).

2. RESEARCH METHODOLOGY

This study employs a quantitative research approach to examine the relationships between
customer-driven excellence strategy variables, there are service quality, brand credibility, and
perceived value and their influence on customer loyalty in the Umrah travel industry. The
quantitative methodology is selected because it provides objectivity and enables systematic
hypothesis testing through statistical analysis, allowing researchers to establish causal
relationships and generalize findings to a broader population (Sugiyono, 2019). According to
Creswell (2014), quantitative research is appropriate for studies that aim to test theories by
examining relationships between variables and analyzing data using statistical procedures. The
research design follows an explanatory research approach, which seeks to explain the causal
relationships between variables through hypothesis testing. This design is particularly suitable
for understanding how service quality, brand credibility, and perceived value collectively
contribute to customer-driven excellence strategy in the Umrah travel industry (Malhotra, 2010).

The research population consists of customers who have utilized Umrah travel services
from agencies located in Depok City within the past two years (2023-2025). Depok City was
selected as the research location due to its strategic position as one of Jakarta's satellite cities with
a significant Muslim population and growing middle-class segment that represents a substantial
market for Umrah travel services. The population includes individuals who have completed their
Umrah pilgrimage through registered travel agencies operating in Depok City.

The sample size determination follows Hair et al.'s (2019) recommendations for PLS-
SEM analysis, which suggests that sample size should be determined based on the complexity of
the structural model and the number of indicators used in the study. According to Hair et al.
(2017), the minimum sample size for PLS-SEM can be calculated using the "10-times rule,”
which multiplies the maximum number of structural paths directed at any particular construct by
10, or alternatively, 5-10 times the total number of indicators in the study. Given that this study
employs 21 indicators distributed across four constructs (Service Quality: 6 indicators, Brand
Credibility: 5 indicators, Perceived Value: 5 indicators, Customer Loyalty: 5 indicators), the
calculation follows Hair's formula, Minimum sample size = Number of indicators x 5=21 x 5=
105 respondents.

Hair et al.'s (2019) recommended range of 100-200 observations for PLS-SEM analysis.
Research by Yuniastuti et al. (2020) confirms that sample sizes around 100 respondents are
adequate for PLS-SEM analysis in travel and tourism research contexts. This study employs non-
probability sampling using the purposive sampling technique. According to Sugiyono (2019),
purposive sampling is a technique for determining samples based on specific considerations,
meaning that sample selection is conducted purposefully according to predetermined criteria that
align with research objectives. This technique is appropriate when researchers need respondents
who possess specific characteristics and experiences relevant to the research topic (Malhotra,
2010). The purposive sampling approach is justified because Umrah travel services represent a
specialized market segment requiring respondents with specific experience and knowledge about
religious tourism services.

Respondents must meet the following inclusion criteria to participate in this study:

1. Geographic Criteria: Respondents must be residents of Depok City or have utilized

Umrah travel services from agencies located in Depok City.
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2. Experience Criteria: Respondents must have completed at least one Umrah
pilgrimage through a travel agency within the past two years (2023-2025) to ensure
current and relevant experience.

3. Age Criteria: Respondents must be at least 18 years old to ensure mature decision-
making capacity and legal capability to enter into travel service contracts.

4. Service Utilization Criteria: Respondents must have purchased complete Umrah
packages including accommodation, transportation, and guidance services, not
merely individual components.

5. Documentation Criteria: Respondents must be able to provide verification of their
Umrah travel experience through documentation such as travel certificates, agency
receipts, or passport stamps.

6. Cognitive Criteria: Respondents must demonstrate sufficient understanding to
complete the questionnaire and provide meaningful responses about their service
experience.

These criteria ensure that respondents possess adequate experience and knowledge to
provide valid and reliable data regarding service quality, brand credibility, perceived value, and
customer loyalty in the Umrah travel context. Data will be collected through structured
questionnaires distributed to the 105 selected respondents using both online and offline channels.
The questionnaire will employ a 6-point Likert scale (1 = Strongly Disagree, 6 = Strongly Agree)
to measure respondents' perceptions and attitudes toward the research variables, eliminating
neutral response bias as recommended by Malhotra (2010). Data analysis will be conducted using
SmartPLS 4.0 software for Partial Least Squares Structural Equation Modeling (PLS-SEM). The
analytical framework follows a two-stage approach: first, evaluating the measurement model for
construct reliability, convergent validity, and discriminant validity; second, assessing the
structural model through bootstrapping procedures to test hypotheses and determine path
coefficient significance. This comprehensive analytical approach ensures robust examination of
the relationships between customer-driven excellence strategy variables and customer loyalty
outcomes.

3. RESULTS AND DISCUSSIONS

This comprehensive statistical analysis was conducted using SmartPLS 4.0
software on 105 respondents, following Hair et al.'s (2019) recommendations for adequate
sample size determination in PLS-SEM research. The sample meets the minimum requirement
of 5-10 times the number of indicators (21 indicators x 5 = 105 respondents), ensuring sufficient
statistical power for robust structural equation modeling analysis. The following tables present
the complete results of each statistical test performed to evaluate the measurement model quality,
structural relationships, and overall model performance.

Table 1. Outer Loading Results for Each Construct

Construct Indicator | Outer Loading
Service Quality SQ1 0.782
Service Quality SQ2 0.798
Service Quality SQ3 0.756
Service Quality SQ4 0.823
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Service Quality SQ5 0.801
Service Quality SQ6 0.787
Brand Credibility BC1 0.834
Brand Credibility BC2 0.812
Brand Credibility BC3 0.789
Brand Credibility BC4 0.867
Brand Credibility BCS5 0.843
Perceived Value PV1 0.845
Perceived Value PV2 0.798
Perceived Value PV3 0.823
Perceived Value PV4 0.812
Perceived Value PV5 0.834
Customer-Driven Excellence CDE1 0.856
Customer-Driven Excellence CDE2 0.789
Customer-Driven Excellence CDE3 0.823
Customer-Driven Excellence CDE4 0.798
Customer-Driven Excellence CDE5 0.834
Customer-Driven Excellence CDEG6 0.845

The outer loading analysis confirms excellent indicator reliability with all values
exceeding the 0.70 threshold, indicating that each indicator strongly reflects its intended construct
(Ghozali & Latan, 2015). The highest loading belongs to BC4 (0.867), representing brand
credibility in service delivery reliability, while the lowest loading belongs to SQ3 (0.756), which
still remains within acceptable limits. According to established PLS-SEM criteria, outer loadings
above 0.70 demonstrate that indicators adequately contribute to their respective constructs,
providing strong empirical evidence for convergent validity (Hair et al., 2017).

Table 2. Reliability and Validity Assessment Results

Cronbach's Composite Composite
Construct Alpha Reliability (pA) | Reliability (pC) AVE
Service Quality 0.847 0.851 0.890 0.621
Brand Credibility 0.896 0.898 0.923 0.678
Perceived Value 0.873 0.875 0.907 0.659
Customer-Driven 0.881 0.883 0.912 0.632
Excellence
( ]
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The reliability assessment demonstrates exceptional internal consistency across all
constructs. Cronbach's Alpha values (0.847-0.896) substantially exceed the 0.70 threshold,
indicating excellent reliability (Hair et al., 2017). Composite Reliability values (0.890-0.923) fall
within the ideal range of 0.70-0.90, confirming construct reliability without redundancy issues.
Average Variance Extracted (AVE) values (0.621-0.678) exceed the 0.50 minimum threshold,
establishing strong convergent validity. Brand Credibility exhibits the highest reliability scores,
while Service Quality shows the lowest but still excellent values, confirming that all
measurement instruments consistently measure their intended constructs.

Table 3. Fornell-Larcker Discriminant Validity Criterion

Construct Service Brand Perceived Customer-Driven
Quality Credibility Value Excellence
Service Quality 0.788 0.487 0.523 0.634
Brand Credibility 0.487 0.823 0.612 0.698
Perceived Value 0.523 0.612 0.812 0.673
Customer-Driven 0.634 0.698 0.673 0.795
Excellence

The Fornell-Larcker criterion confirms excellent discriminant validity, with diagonal
values (square roots of AVE) consistently exceeding off-diagonal correlation values (Fornell &
Larcker, 1981). This pattern demonstrates that each construct shares more variance with its own
indicators than with other constructs, establishing clear empirical distinction between constructs.
Brand Credibility exhibits the strongest discriminant validity (0.823), while Service Quality
shows adequate but acceptable discriminant validity (0.788), confirming that all constructs
represent distinct theoretical concepts.

Table 4. Heterotrait-Monotrait Ratio (HTMT) Results

Construct Service Brand Perceived Customer-Driven
Quality Credibility Value Excellence
Service Quality - 0.548 0.583 0.712
Brand Credibility 0.548 - 0.687 0.764
Perceived Value 0.583 0.687 - 0.736
Customer-Driven 0.712 0.764 0.736 :
Excellence

HTMT analysis provides more stringent discriminant validity assessment, with all values
below the conservative 0.85 threshold, confirming excellent discriminant validity (Henseler et
al., 2015). The HTMT approach is considered superior to traditional Fornell-Larcker criterion as

4185

—
| —


https://e-jurnal.jurnalcenter.com/index.php/micjo/index
https://e-jurnal.jurnalcenter.com/index.php/micjo

ber 2025 E. ISSN. 3032-2472
Multidisciplinary Indonesian Center Journal (MICJO)
Journal page is available to
https://e-jurnal.jurnalcenter.com/index.php/micjo
Email: admin@jurnalcenter.com

it accounts for measurement error and provides more accurate discriminant validity evaluation.
The highest HTMT value (0.764) between Brand Credibility and Customer-Driven Excellence
remains well below the threshold, indicating that constructs maintain clear conceptual and
empirical distinctiveness.

Table 5. Variance Inflation Factor (VIF) Assessment

Construct VIF | Collinearity Status
Service Quality 1.943 No Issues
Brand Credibility | 2.534 No Issues
Perceived Value 2.187 No Issues

VIF assessment confirms absence of multicollinearity issues, with all values well below
the 5.0 threshold, indicating that predictor constructs do not exhibit problematic linear
relationships (Hair et al., 2017). The highest VIF value (2.534) for Brand Credibility remains
comfortably within acceptable limits, ensuring stable and interpretable path coefficients in
structural model analysis. These results provide confidence that the structural model estimates
will not be distorted by collinearity problems

Table 6. Bootstrapping and Hypothesis Testing Results

Path
. . Standard T- P- -
Hypothesis Path Coelzg;:lent Error Statistics | Values Decision
Service Quality
H1 — Customer- 0.285 0.084 3.393 0.001 | Supported
Driven
Excellence
Brand
Credibility —
H2 Customer- 0.398 0.079 5.038 0.000 Supported
Driven
Excellence
Perceived Value
H3 — Customer- 0.356 0.077 4.623 0.000 | Supported
Driven
Excellence

Brand Credibility emerges as the strongest predictor (f = 0.398), followed by Perceived
Value (p =0.356) and Service Quality (B = 0.285). These findings confirm that all three customer-
driven excellence strategy dimensions significantly and positively influence customer outcomes
in the Umrah travel industry.

Table 7. Effect Size Analysis (Cohen's 2)
Relationship f2 Value | Effect Size Classification

Service Quality — Customer-Driven Excellence 0.124 Small to Medium
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Brand Credibility — Customer-Driven Excellence 0.216 Medium

Perceived Value — Customer-Driven Excellence 0.178 Medium

Effect size analysis using Cohen's (1988) criteria reveals meaningful practical
significance for all relationships. Brand Credibility demonstrates the largest effect size (f2 =
0.216), indicating substantial practical impact on customer-driven excellence outcomes.
Perceived Value shows medium effect size (f2 = 0.178), while Service Quality exhibits small to
medium effect size (2 = 0.124). According to Cohen's guidelines, f2 values of 0.02, 0.15, and
0.35 represent small, medium, and large effect sizes, respectively, confirming that all constructs
contribute meaningfully to practical outcomes in Umrah travel services.

Table 8. Model Explanatory Power Assessment

R- Adjusted R- L ) Predictive
Square Square Classification | Q2 Value Relevance

Construct

Customer-Driven
Excellence

The structural model demonstrates exceptional explanatory power with Rz = 0.742,
indicating that the three predictor constructs explain 74.2% of variance in Customer-Driven
Excellence, which exceeds the 0.75 threshold for strong explanatory power according to
established criteria (Hair et al., 2019). The Adjusted R2 value (0.734) confirms model robustness
after accounting for model complexity. Stone-Geisser Q2 value (0.486) substantially exceeds the
0.35 threshold for large predictive relevance, demonstrating that the model possesses excellent
out-of-sample predictive capability and practical utility for understanding customer-driven
excellence dynamics.

0.742 0.734 Strong 0.486 Large

Table 9. Overall Model Fit Assessment

Fit Index Value | Threshold Status
SRMR (Saturated Model) | 0.073 <0.08 Good Fit
SRMR (Estimated Model) | 0.084 <0.08 Adequate Fit
NFI (Normed Fit Index) 0.687 >0.90 Below Threshold

Model fit assessment shows mixed but generally acceptable results. SRMR for saturated
model (0.073) indicates excellent fit, while estimated model SRMR (0.084) demonstrates
adequate fit despite slightly exceeding the strict 0.08 threshold. NFI value (0.687) falls below the
conventional 0.90 threshold; however, in PLS-SEM contexts, predictive relevance and
explanatory power are considered more important than traditional fit indices (Hair et al., 2017).
The strong R% and Q2 values provide more meaningful evidence of model quality than NFI,
particularly given PLS-SEM's focus on prediction rather than exact model fit.

The comprehensive statistical analysis demonstrates that the customer-driven excellence
strategy model exhibits excellent psychometric properties across all evaluation criteria. The
measurement model achieves superior reliability and validity standards, while the structural
model provides substantial explanatory power and predictive relevance. With 105 respondents
meeting Hair et al.'s (2019) minimum sample size requirements, the study provides robust
empirical evidence for implementing customer-driven excellence strategies in Indonesia's Umrah
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travel industry. These results offer valuable theoretical contributions to service marketing
literature and practical guidance for Umrah travel operators seeking to enhance competitive
advantage through integrated service quality, brand credibility, and perceived value strategies.

4. CONCLUSIONS

The empirical findings of this study provide compelling evidence that customer-driven
excellence strategy, conceptualized through the integration of service quality, brand credibility,
and perceived value, represents a powerful framework for enhancing competitive advantage in
the Umrah travel industry in Depok City. The structural equation modeling analysis reveals
that brand credibility emerges as the most influential factor, followed by perceived value and
service quality, collectively explaining 74.2% of variance in customer-driven excellence
outcomes. This hierarchy of influence suggests that Umrah travel operators must prioritize
establishing and maintaining credible brand positioning as the foundation of their customer
excellence strategies, while simultaneously investing in perceived value enhancement and
service quality improvements.

The practical implications of these findings indicate that Umrah travel agencies should
implement comprehensive brand credibility development programs that emphasize
transparency, reliability, and trustworthiness in all customer interactions. Given the spiritual
significance of Umrah pilgrimage and the industry's historical trust challenges, building brand
credibility through consistent service delivery, clear communication about service packages,
and proactive complaint resolution mechanisms becomes paramount. Organizations should
develop systematic approaches to demonstrate their expertise, showcase customer testimonials,
and maintain transparent operations that reinforce their credibility in the marketplace.
Simultaneously, agencies must focus on perceived value optimization by designing service
packages that balance competitive pricing with comprehensive spiritual and practical support,
ensuring that customers perceive significant value in both functional and emotional dimensions
of their Umrah experience.

Service quality improvements should encompass all touchpoints of the customer journey,
from initial consultation through post-pilgrimage follow-up, with particular attention to
responsiveness, empathy, and reliability dimensions that directly impact customer satisfaction.
The integration of digital technologies, personalized service delivery, and continuous staff
training programs can enhance service quality while supporting brand credibility and perceived
value objectives. Future research should explore the mediating roles of customer satisfaction
and trust in the relationship between customer-driven excellence strategy and long-term
customer loyalty, while examining the applicability of this framework across different
geographic markets and demographic segments within Indonesia's diverse Muslim population.
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