ABSTRACT

Tourismhas become a promising business sector in developmentsin various
circumstances. Each step with a dynamic routine so that the devel opment of tourism
business follows the harmony of patterns and lifestyles. Holidays become a
necessity for every individual when routines become more solid and dynamic. A
useful opportunity for business people to develop the tourism sector. This
opportunity makes the company must be able to survive and devel op in deter mining
the right strategies and business decisions. The purpose of this study was to
determine the effect of the service environment, the value of experience, and self-

brand connections to consumer satisfaction in Semarang Tourism Lawang Sewul.

This study uses a non-probability sampling technique as a sampling
technique and purposive sampling method with the criteria of respondents being
visitors to Lawang Sewu. The responses of 145 respondents were analyzed using
the Structural Equation Model (SEM) analysis tool, and the AMOS (Analysis of
Moment Structure) estimation tool. The results of the study show that servicescape,
experiential value, and self-brand connection have a significant and positive effect

on customer satisfaction.
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