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Abstract: This study aims lo lest the relationship between service quality, satisfaction, image and customer
lovalty as the basis of evaluating and identifying niche market that can be used for the positioning strategy
developmeni or reposifioning of lourism destination. Data were collected from domestic tourists coming
Sfrom outside of Malang Rava. The tourists were asked using closed and apen questions. Also, 232 question-
naires were collected and analvzed using statistical technigues Partial Least Squarve (FLS). The open
guestions were presented to explain to sivengthen the unigueness of tourist destination in Malang Rava as
a whole. This study found that there was a strong influence of service quality on customer satisfaction and
the two variables were positively affected customer image and lovalty. Based on the value of the relation-
ship between the variables of service gqualily and customer saltisfaction, it was obtained that the indicator
of a tourist attraction was the most poweirful indicator in measuring consumer safisfaction. The statistical
test vesults and analysis of open questions identified that market niche for the development of tourist
destination positioning Malang Rava were as recrealional and natural tourisms.
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Pariwisata merupakan salah satu industri strategis jika
ditinjau dari segi pengembangan ekonomi dan sosial
budaya karena kepariwisataan mendorong terciptanya
lapangan pekerjaan, peningkatan pendapatan masya-
rakat, peningkatan kualitas masyarakat dan dapat
menambah rasa cinta tanah air terhadap nilai-nilai
budaya bangsa sckaligus scbagai instrumen untuk
melestarikan lingkungan (Suradnya (1999, 2008), Lim
Christine, McAleer (2001), Henderson (2002), Gelgel
(2006), Kartawan (2008), Fandch (2008). Pitana
(2009).
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Demikian juga Martalent (2010) menjeclaskan
bahwa pengembangan pariwisata merupakan salah
satu jalan keluar yang strategis dalam menghadapi
krisis global karena dapat menggerakkan sektor riil
dan menhidupkan pasar lokal dan pasar internasional

Sejak tahun 1960-an, ketika global travel mulai
lebih terakses ke publik, jumlah wisatawan dunia telah
naik sampai pada rata-rata 7,1% pertahun. Trend
positif ini tentunya tidak diharapkan menurun. Pada
tahun 2000, Word Tourism Organization (WTO)
(dalamYasin, ¢t /., 2003) mengharap-kan agar pada
tahun 2020 industri pariwisata global tumbuh dengan
rata-rata 6% lebih pertahun. Harapan tersebut berda-
sar pada data WTO sendiri, dimana sejak tahun 2000
kunjungan wisata internasional tumbuh di atas 7%.

Pertumbuhan pasar pariwisata secara global saat
mi mendorong banyak negara di dunia menggunakan
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