
The Effect of Customer
Perception Value on Customer
Satisfaction on Consumers of

Religious Tour Packages in
Bekasi-West Java; Purchase
Intention as an Intervening

Variable
by Dhian Tyas Untari

Submission date: 09-Oct-2024 10:14PM (UTC+0700)
Submission ID: 2480157950
File name: 8._IJSSB_VOL._8_NO._1_Dhian_Tyas_Untari_84-92_2.pdf (282.84K)
Word count: 6175
Character count: 34663



2

2



1
1

1

1

1

1

1

1

2

2



2



2

2



2



2

2



2



2



1

1

2



6%
SIMILARITY INDEX

6%
INTERNET SOURCES

0%
PUBLICATIONS

3%
STUDENT PAPERS

1 3%

2 3%

Exclude quotes Off

Exclude bibliography Off

Exclude matches < 3%

The Effect of Customer Perception Value on Customer
Satisfaction on Consumers of Religious Tour Packages in
Bekasi-West Java; Purchase Intention as an Intervening
Variable
ORIGINALITY REPORT

PRIMARY SOURCES

www.ajhtl.com
Internet Source

Submitted to Universitas Sebelas Maret
Student Paper



FINAL GRADE

/0

The Effect of Customer Perception Value on Customer
Satisfaction on Consumers of Religious Tour Packages in
Bekasi-West Java; Purchase Intention as an Intervening
Variable
GRADEMARK REPORT

GENERAL COMMENTS

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6

PAGE 7

PAGE 8

PAGE 9


