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ABSTRACT 

  

 

 

In recent years, touris m is one of t he maj or i ndustries whi ch have hi gh de mand 

and t he cust omer is central to t he hotel industry and cust omer satisfacti on is a vital 

el e ment i n servi ce quality assess ment as t he hi gher cust omer satisfacti on that hel p t o 

creat e cust omer val ue and directl y i ncrease cust omer l oyalt y. The mai n obj ecti ve of 

this study is t o exa mi ne t he i mpact of servi ce quality on cust omer satisfacti on i n l uxur y 

hot el in Mel aka by usi ng SERVPERF model. Besi des, this st udy is t o identify t he 

di mensi ons of servi ce qualit y t hat affecti ng custo mer satisfacti on i n l uxury hot el i n 

Mel aka. It is concept ualized t hat servi ce qualit y is deter mi ned by fi ve di mensi ons 

incl ude tangi bl e, reliability, responsi veness, assurance and e mpat hy. Specificall y, 

perfor mance-onl y measure ment scal e (SERVPERF) was conduct ed to distri but e 

questi onnaires t o cust omers stayed i n four and fi ve stars hotels i n Mel aka. The 

quantitati ve met hod are used i n t his research. A t otal of 387 respondents are collect ed 

by usi ng conveni ent sa mpli ng. The reliability of dat a was conduct ed by usi ng SPSS 

soft ware. From t he findings of t his study reveal ed t hat except responsi veness, all t he 

ot her four di mensi ons incl ude tangi bl e, reliability, assurance and e mpat hy are 

si gnificantl y related to cust omer satisfacti on.  Among t hese, empat hy is found t o be 

the most i nfl uential deter mi nant t o cust omer satisfacti on, followed by tangi bl e, 

assurance and reliability. Thus, t his st udy concl uded t hat understandi ng t he 

percepti ons of cust omers and t heir relati ve i mportance of t hese di mensions will 

defi nitel y hel p managers to enhance cust omer satisfacti on i n l uxury hot el in Mel aka.  

Key words: Luxury hotel, Servi ce quality, SERVPERF di mensi ons,  Cust omer 

satisf acti on.  
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ABSTRAK 

  

  

 

Dal a m t ahun-tahun kebel akangan i ni, pelancongan mer upakan sal ah sat u 

industri uta ma yang mempunyai per mi nt aan yang ti nggi dan pel anggan adal ah pusat 

kepada i ndustri hot el dan kepuasan pel anggan mer upakan ele men pent ing dal a m 

penilaian kualiti perkhi dmat an sebagai kepuasan pelanggan yang lebi h tinggi yang 

me mbant u me wuj udkan nilai pel anggan dan meningkat kan pel anggan secara langsung 

kesetiaan. Obj ektif uta ma kajian ini adal ah unt uk mengkaji kesan kualiti perkhi dmat an 

terhadap kepuasan pel anggan di hotel me wah di Mel aka dengan menggunakan model 

SERVPERF. Sel ai n it u, kajian ini adal ah unt uk mengenal pasti di mensi kualiti 

perkhi dmat an yang me mpengaruhi kepuasan pel anggan di hot el me wah di Mel aka. Ia 

di konsepkan baha wa kualiti perkhi dmat an ditentukan ol eh li ma di mensi ter masuk 

ket ara, kebol ehpercayaan, responsif, jami nan dan e mpati. Secara khusus, skal a 

pengukuran prestasi (SERVPERF) telah dijalankan unt uk mengagi hkan soal seli di k 

kepada para pel anggan yang ti nggal di hotel empat dan li ma bi nt ang di Mel aka. 

Kaedah kuantitatif di gunakan dal a m kajian i ni. Sera mai 387 responden di ku mpul kan 

menggunakan persa mpelan yang mudah. Kebol ehpercayaan dat a dilakukan dengan 

menggunakan perisian SPSS. Dari pada pene muan kajian i ni menunj ukkan baha wa 

kecuali respons, se mua empat di mensi yang lai n ter masuk ket ara, kebol ehpercayaan, 

jami nan dan e mpati adalah berkaitan dengan kepuasan pel anggan. Ant ara ini, empati 

di dapati penent u yang pali ng berpengaruh terhadap kepuasan pel anggan, dii kuti 

dengan ket ara, jami nan dan kebol ehpercayaan. Ol eh it u, kajian ini menyi mpul kan 

baha wa me maha mi persepsi pel anggan dan kepentingan relatif di mensi i ni pasti akan 

me mbant u para pengur us unt uk meni ngkat kan kepuasan pel anggan di hotel me wah di 

Mel aka.  

Kat a kunci: Hot el mewah, Kualiti perkhi dmat an, Di mensi SERVPERF,  Kepuasan 

pel anggan.  
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 CHAPTER ONE  

 

 

 

I NTRODUCTI ON 

 

 

 

 Thi s chapt er i ntroduces the background of t he st udy regardi ng t he i mpact of 

servi ce qualit y on cust omer satisfacti on i n l uxury hot el in Mel aka. There are also 

pr obl e m state ment, research questi ons and objecti ves, the scope of study and 

si gnificant of st udy will be discussed i n t his chapter. 

 

 

 

1. 1 Background of St udy 

 

In recent year, touris m had e mer ged as one of the maj or i ndustries i n the 

econo mi c sect or i n Mal aysi a. Accordi ng t o Mal aysian Touris m Board statistics (2017) 

showed t hat Mal aysi a had reached a t otal of 25. 9 mi lli on t ourist arri vals and i nco mi ng 

tourist recei pts are achi eved RM82. 1 billion i n 2017 years. The travel and touris m are 

gr owi ng fast and as a maj or contri but or t owar d Mal aysi a Gr oss Do mestic Pr oduct 

( GDP), whi ch was 4. 8 per cent i n 2017 years report ed by The Worl d Tr avel and 

Touris m Council Report ( WTTC) (2018).  

 

No wadays, Mel aka is one of t he most fa mous t ourist desti nati ons due t o its 

well preserved cult ural heritage. The de mand for the hospitalit y sect or i n Mel aka was 

expected t o evol ve as with t he increasi ng number of t ourists. Thus, the hotel i ndustry 

has been devel opi ng rapidl y i n recent year i n order t o satisfy t he de mand of t ourists. 

The rapi d devel opi ng i n the hotel sect or wit hi n the Mel aka will hel p to boost t he 
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econo my and t ouris m sector. Thus, it also de monstrated t hat intense competition exists 

that the hotels have i n t heir fi ght for larger mar ket share ( Ah mad, 2014).  

 

In t his era of fierce competiti on and challenges, the hot el busi ness must strive 

to concentrate on meeti ng t he needs and expectations of cust omers because cust omer 

satisfacti on has been a strategi c issue for t he past few years ( Zai baf, et al., 2013). 

Cust omer satisfacti on is consi dered as i nfl uenci ng t he cust omer repurchase i ntenti on, 

loyalt y and retenti on i ndirectly si gnificant t o i ncrease the company profitabilit y and 

fut ure ret urns ( El-garai hy, 2013). Furt her, Wil kins et al., (2010) hi ghli ghted that t he 

hi gher level of servi ce qualit y t hat contri butes to cust omer satisfacti on, l oyalt y, 

enhances repurchase behavi our and ai med t o sust ai n i n t he hospitalit y busi ness 

environment. 

 

Ser vi ce qualit y has become a critical issue i n t he touris m and hospitalit y sect or 

( Cheng et al., 2012). In thi s i ncreasi ngl y competitive mar ket, offeri ng superior servi ce 

qualit y is regarded as a key fact or as it is a critical source of t he compet iti ve edge 

whi ch det er mi nes the success or fail ure of t he touris m and hospitalit y busi ness ( Tsaura 

et al., 2014). Thus, the hotel busi ness pays attenti on t o cust omers’ expect ation and tries 

to satisfy t he m by offeri ng excellent cust omer servi ce that cust omer al ways expect ed 

from t he servi ce provi der in order t o keep satisfied and l oyalt y cust omers ( Lim,  2014). 

Hence, it is significant t o measure the servi ce quality as it is defi ned as a key asset for 

an organi zati on whi ch able i nfl uence on cust omer satisfacti on a mong hot el sect or.  

 

Ho wever, there have been several studi es on how to establish measure ment and 

operati onal scale for t he assess ment and eval uation of servi ce qualit y (Pant el oukas, 

As opo, & Buwag, 2012). There was t he previous st udy shown t he utilized of 

SERVPERF model t o eval uat e servi ce qualit y for exa mi ni ng t he main fact ors 

infl uenci ng on cust omer’s satisfacti on (Shafi q et al, 2013). Thus, the purpose of t his 

research is t o i nvesti gate t he relati onshi p bet ween servi ce qualit y and cust omer 

satisfacti on i n l uxury hotel i n Mel aka. Si nce cust omers have t heir own percepti on and 

attit ude towar d servi ce qualit y. As a result, it is significant t o understand how well t he 

servi ce qualit y i nfl uence on cust omer satisfacti on and i ndirectl y si gnificant t o buil d 

cust omer retenti on and l oyalt y.  
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1. 2 Probl e m St ate ment  

 

In t he Mal aysi a cont ext, hot el servi ce has recentl y been regarded as one of t he 

mai n busi nesses t hat constit ute t he touris m i ndustry, and consi dered as one of t he fast-

gr owi ng i ndustries i n t he past few years. In an i ncreasi ngl y competiti ve market, hot el 

busi ness stri ves t o i mprove t he msel ves and al ways updat e t heir servi ce in order t o 

attract cust omers ( Mi nh et al., 2015). As t he custo mer has more aware of their needs 

and require ments and t hey de mand a hi gh level of servi ce qualit y (Pant el oukas et al., 

2012). Furt her, the changi ng of cust omer percepti ons and expectati ons makes it 

difficult to eval uat e and manage servi ce effectivel y. Therefore, it is essential for 

servi ce provi ders t o concentrate on t he most i mportant servi ce di mensi on as a 

measure ment scal e.  

 

Besi des, many existi ng literat ure reveal ed t hat most of t he research 

investi gati ng servi ce quality i n vari ous industries such as banki ng, telecommuni cati on 

and restaurants (Fauz Moh’ d Kha mi s & Rose mal iza AbRashi d, 2018; Temba, 2013; 

Quang Nguyen et al., 2018). There is still faces the challenges on qualit y of servi ce 

whi ch leads to cust omer satisfacti on by mai nt ai ning cust omers who are loyal t o t he 

servi ces sect or. However, there are very few numbers of st udi es on hospitalit y i n 

Mal aysi a currentl y ( Khan & Fash, 2014) particul ar i n Mel aka. Also, most of t he 

previ ous st udi es conducted i n s mall and medi um size hotel (Syed Za mberi et al., 2018; 

Dennis A. Rauch et al., 2015). To address t hese issues, t he research can be conduct ed 

in hot els outsi de the mi d-scal e segments. This is because it is consi dered not 

meani ngful exercise for understandi ng t he custo mer percepti on of quality i n t he 

mi dscal e hotel si nce custo mers l ooki ng for more affordabl e accommodations mai nl y 

of t he contrast bet ween price and qualit y ( Dennis et al., 2015).   

 

As a result, this st udy is attempt ed t o fill the gap i n t he literat ure whi ch is 

intended t o exa mi ne t he di mensi ons of servi ce qualit y t hat affecti ng cust omer 

satisfacti on i n l uxury hot el in Mel aka. Furt her, this st udy also evaluat es t he 

relati onshi p bet ween service qualit y and cust omer satisfacti on.  
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1. 3 Research Questi ons 

 

The research questi ons are funda ment al parts of thi s research si nce it would 

deci de on t he area of concern and det er mi ne t he appr opriate met hodol ogy. There are a 

few questi ons are devel oped and stated as foll ow:  

i. What is the relati onshi p bet ween servi ce qualit y and cust omer satisfacti on i n 

luxury hot el in Mel aka? 

ii. What are di mensi ons of servi ce qualit y t hat affecting cust omer satisfacti on in 

luxury hot el in Mel aka? 

iii. What are t he most si gnificant di mensi ons of servi ce qualit y t hat infl uences 

cust omer satisfacti on i n luxur y hot el in Mel aka? 

 

 

 

1. 4 Research Objecti ves 

 

The obj ecti ve of t he st udy was t o exa mi ne t he impact of servi ce qualit y on 

cust omer satisfacti on i n luxury hot el in Mel aka. In order t o achieve t he research 

pur pose, research obj ectives were established as a gui deli ne through t his research. The 

research obj ecti ves were stated as bel ow:  

i. To i nvesti gat e t he relati onshi p bet ween service qualit y and cust omer 

satisfacti on i n l uxury hotel i n Mel aka.  

ii. To i dentify t he di mensi ons of servi ce quality t hat affecti ng cust omer 

satisfacti on i n l uxur y hotel i n Mel aka.  

iii. To exa mi ne t he most si gnificant di mensi ons of service qualit y t hat infl uences 

cust omer satisfacti on i n luxur y hot el in Mel aka.  
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1. 5 Scope of St udy 

 

The scope of t he st udy for t his research was to exa mi ne t he i mpact of servi ce 

qualit y on cust omer satisfaction i n l uxury hot el in Mel aka. The service qualit y 

di mensi ons to be identified i ncl udi ng tangi bl e, reliability, responsi veness, assurance 

and e mpat hy ( Abebe Tessera, Alisa Hussai n, & Ah mad, 2016; Mi nh et al., 2015; 

Te mba, 2013). Besi des, thi s research was conducted and focused on t he tourist visiti ng 

in l uxury hot el in Mel aka. This is because Mel aka is regardi ng as one of the popul ar 

tourist destinati ons and becomes a t op-pi ck holi day gat eway due t o its uni que heritage. 

By referri ng t o Chi ef Mi nister Dat uk Seri Idris Haron (2018), from The Star Onli ne 

cl ai med t hat t he popul ation of t ourist in Mel aka had reached around 16. 7 milli on i n 

the year 2017. In t his research, t he researcher had select ed 384 respondents as t he 

sa mpl e size who have t o visit in hi gh-end hot el Mel aka. Also, SERVPERF model is 

adopt ed i n t his research. The st udy will be conducted wit hi n a gi ven poi nt of ti me and 

the research i nstrument that will be used are t he web questi onnaires wit h cl osed-end 

questi ons.  

 

 

 

1. 6 Si gnificant of St udy 

 

In t his competiti ve environ ment, the hot el organizati on must underst and the 

consumers’ needs and wants t o fulfil their satisfacti on was a strategi c issue recentl y. 

Cust omer satisfacti on is referred t o as i nfl uenci ng t he repurchasi ng ai m and 

si gnificantl y i ncrease profitability, hel ps mai nt ai n cust omer loyalt y and retenti on. Yet, 

consumers have become more concerned about the servi ce provi ded by the hot elier 

nowadays. Hence, it is very si gnificant for t he hotelier to i dentify how t he qualit y of 

servi ce will affecti ng cust omer satisfacti on i n t he hot el sect or whi ch is import ant i n 

the competiti ve servi ce busi ness nowadays.  

 

In additi on, t his research findi ngs will benefit the hotel sect or t hat focuses in 

Mal aysi a as i nfor mati on pr ovi des a val uabl e i nsi ght whi ch mi ght hel p the manage ment 

of hotels t o acquire t he knowl edge and better understandi ng i n order t o devel op t he 

appr opriate strategy and pl anni ng. Therefore, this study is i mport ant  to better 
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understand t he cust omer percepti on t owar d t he servi ce qualit y a mong the hot el 

industry. By understanding t he current cust omers, this st udy provi des deeper i nsi ght 

for t he hotelier to buil d up t he servi ce qualit y perfor mance whi ch i ncreases cust omer 

satisfacti on and mai nt ai n their profitability i n t he market pl ace. Ot her t han t hat, t he 

fi ndi ngs of t his st udy may be used as a poi nt of reference for fut ure researchers t o t heir 

wor k if there is lack of previ ous research regarding t he i mpact of servi ce qualit y on 

cust omer satisfacti on i n luxur y hot el in Mel aka.  

 

 

 

1. 7 Su mmary 

 

Thi s chapt er of t his research ai ms t o i ntroduce an overvi ew of t he st udy. The 

backgr ound of st udy related t he i mpact of servi ce qualit y on cust omer satisfacti on i n 

luxury hot el in Mel aka. Al so, t he probl e m statement t hat generat es knowl edge gap 

throughout t his research.  The research questi ons and obj ecti ves have been stat ed i n 

this chapt er. The scope of the st udy focuses on t he tourist to visit the hi gh-end hot el i n 

Mel aka.  

 

Additi onall y, the si gnificant st udy is t o contri but e i nfor mati on t o hotelier 

busi ness as understanding cust omer satisfacti on t hat assisted t he hotel sect or t o 

i mpr ove servi ce qualit y. Lastl y, the researcher proceeds t o t he next chapt er for furt her 

di scussed t he literat ure revi ew.  
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CHAPTER TWO 

 

 

 

LI TERATURE REVI EW 

 

 

 

Thi s chapt er discusses t he literat ure and related models t o t he research proble m. 

Thi s literat ure revi ew expl ai ned t he defi niti on of the l uxury hot el, servi ce qualit y and 

cust omer satisfacti on. The SERVPERF di mensi ons will be discussed, as representi ng 

independents variabl es such as tangi bl e, reliability, responsi veness, assurance and 

e mpat hy t hat affecti ng cust omer satisfacti on, representi ng a dependent variabl e i n t he 

luxury hot el in Mel aka.  The t heoretical fra me wor k and concept ual fra me wor k are 

descri bed wit h the relevant variabl es and discussed how t hey were related in t his st udy.  

 

 

 

2. 1 Defi niti on of Luxury Hotel 

 

The i mport ance of l uxury is essential to any societ y, but the experi ence of 

luxury varies from person t o person ( C. Lu et al., 2015). The way each person 

experiences l uxury depends on a “l uxury mi ndset ” ( Berstei n, 1999). The word “l uxury” 

comes from “Luxus” which means “soft or l uxuri ous life, (excessi ve) i ndulgence and 

luxuri ousness, opul ence” (Tynan et al., 2010). Also, Tynan et al., (2010) defi ned t he 

luxury product as “premi u m prices, hi gh quality and non-essential products and 

servi ces t hat see m t o be rare, prestigi ous, uni que, and aut hentic and provi de hi gh levels 

of e moti onal and symbolic val ues t hrough cust omer experiences. In ot her wor ds, t here 

are previ ous st udi es showed t hat i ntri nsicall y mot ivated consumers of l uxury products 
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tend t o be the focus on the act ual qualit y of products and t heir ability t o offer self-

direct ed pl easure, proposing that buyi ng l uxury products may be a great way t o satisfy 

self-estee m ( Tr uong and Mc Coll, 2011).  

 

 In additi on, prici ng is an indi cat or of l uxury ( Al Khattab & Al dehayyat, 2011), 

wi t h hi gh prices of disti nguishi ng l uxury hot els fro m non-l uxury hot els. Al though t he 

luxury if often defi ned by pre mi um prices i n economi cs, it is generall y agreed t hat t he 

defi niti on of l uxury is consi derabl y subj ecti ve, where ordi nary endpoint and t he 

starti ng poi nt of l uxury are a matter of degree of consumer j udge ment ( Miller and Mills, 

2012; Tynan et al., 2010; Vi gneron and Johnson,  2004). Therefore, it is essential t o 

investi gat e t he servi ce qualit y from consumer’s perspecti ves a mong l uxury hot el. It is 

i mportant t o seek what val ues are t hey concern fro m l uxury hospitalit y servi ces.  

 

Past studi es reveal ed t hat most research i nvesti gating servi ce qualit y i n hotel s 

have been conduct ed i n mi d-scal e and econo my hot els ( Umesh, 2005; Minh et al., 

2015; Dennis et al., 2015; Syed Za mberi et al., 2018). In additi on, hotel devel opers 

showed t hat t he maj ority of t he devel opment wi ll take pl ace outsi de t he traditi onal 

mi d-scal e and econo mi c segments, wit h many hotel brands devel oping uni que 

concepts and brands ai med at attracti ng t he ‘next generati on’ of t ourists. Ho wever, 

how do t hese hotel developers and operat ors create uni que concepts t hat wi ll appeal t o 

the ‘next generati on’ of tourists wit hout appropriat e i nfor mati on as t o how servi ce 

qualit y is concept ualized by l uxury hot el custo mers? Therefore, service qualit y 

research must be conducted i n l uxury hot els.  

 

 

 

2. 2 Defi niti on of Servi ce Quality 

 

There are several researchers who have defi ned servi ce qualit y i n different 

manners. Accordi ng t o Parasura man, Berry and Zeit hmal (1985) viewed servi ce 

qualit y is differences between percepti on and expectati on of cust omer toward servi ce 

qualit y. This see ms t o coi nci de wit h Roest and Pi et ers (1997), defi ned the servi ce 

qualit y is the relati ve and cogniti ve difference bet ween e mpirical nor ms and 

perfor mance of servi ce benefits. While ot her researcher defi ned servi ce qualit y as a 




