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ABSTRACT 

Spa and wellness tourism are one of the famous and competitive industries 

compared to the other industries in Malaysia. Recently, spa and wellness 

tourism has been rapid growth in this country in and this kind of service has 

been advocated due to health tourism packages. Customer that consumes a 

product or services from the spa industry required product or services that meet 

their expectations. However, lack of skill of the staff and discomfort ambiance 

can lead to the unsatisfaction towards the service quality and decrease the level 

of customer satisfaction in the spa. The objective of this research is to find a 

relationship between the service quality of staff and ambiance towards customer 

satisfaction in the spa. This research used a questionnaire survey in order to 

gather the data. 300 respondents took part in the survey which is conducted in 

Penang focusing at Batu Ferringhi area. Findings show that there is a 

relationship between service quality of staff and also ambiance towards 

customer satisfaction in the spa. 

Keywords: Spa Tourism, Wellness, Service quality, Customer Satisfaction.  

INTRODUCTION   

Leisure and tourism industry is one of the industry that have a high competitive advantages 

compared to the other industry. Looking at the Malaysia scenario, the statistics by Tourism 

Malaysia shows that tourist arrivals to Malaysia in 2016 rose to 26.76 million in 2016 against 

25.72 million in the previous year. This also leads to the increment in terms of receipts from 

69.1 billion in 2009 to 82.1 in 2016 which is driven by the economy recovery. Regardless of 

challenging times ahead, it can be forecasted from the statistic that the receipt from the tourist 

arrival remains on increasing in sequence with the increasing number of tourists from year to. 

Tourism industry subsist of several particular industries consists of travel, hospitality, 

entertainment, wellness and spa. One of the industries in the tourism sector is the wellness and 

spa industry that combine of a range of products and services that enhance health and well-

being.  

Seeing of the working life from day to day that is very hectic and nerve-raking, people 

nowadays seeking to find for a place to relax and recharge themselves. According to 

International Spa Association (2013), spas aim to be the places of respite, offering relaxation, 

treatments, pampering and others. It also acts as the one of the rapid industries in the world that 
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has driven to massive challenges which need to be addressed. The reasons of emerging of 

wellness and spa industry are related to several factors. Right now, there are many countries 

accompanying heavily aging population. About 2050 countries in East and Southeast Asia near 

to the level of population aging and those people in that country become more health aware 

and searching for a defensible lifestyle (East-West Center, 2011). In addition, pollution in the 

world also have increased and people have initiated to worry the symptom of aging on their 

bodies. For example, the haze that we are facing nowadays in the day to day activities. For this 

problem, people will look for the spas in order to maintain their healthy living and also look 

for wellness practices. Nowadays, this industry has grown up in new ways and also offered a 

variety of choices in spa such as a day spa, a resort or hotel spa, a mineral spa and others.  

According to Ramesar (2013), different spas offer different type of services such as medical 

treatment, but all of these spas have the same objective which is to offer feelings of wellness, 

wellbeing and health for their customers. Spa and wellness tourism is one of the famous and 

competitive industries compared to the other industries in Malaysia.  According to Smith and 

Puczkó (2008), due to Malaysian traditional therapies which are the oldest treatment in the 

world, Malaysia now has become as one of the famous country in the development of health 

tourism around the world. Mohd Yusoff (2010) stated that, now days spa and wellness tourism 

has been rapid growth in this country in recent years and this kind of service has been advocated 

due to health tourism packages. 

Since 2002, over 200% number of spas has been increasing, according to a survey of intelligent 

spas that has been conducted in Malaysia (Hashemi and Hosseiniyan, 2014). Generally, this 

industry can generate, earning an average of RM 1,000 per day from more than 170 spas that 

are currently operating in Malaysia. According to (Othman et al., 2015) stated that the spa 

industry in Malaysia has huge potential since the industry had shown excellent progress in the 

past ten years. Malaysia government has focused the attention to boost up this industry through 

the National Key Economic Areas (NKEAs) under Tourism sector. By including spa industry 

into one of Entry Point Projects (EPPs), it has been targeted to contribute about RM374.1 

million into national gross national income with 3540 projected jobs by 2020 (PEMANDU, 

2013). Malaysians are thus encouraged to engage in the spa industry due to its potential in 

generating high income. Based on the statistic spa classification until November 2016, the 

number is increasing from 226 in 2014 to 247 spas with 99 of four and five stars (Ministry of 

Tourism and Culture Malaysia, 2016; PEMANDU, 2013). These initiatives are designed and 

implemented in order to clean up the spa industry in Malaysia. High quality spa and wellness 

can be found in the resort or hotel which located in a main tourist area such as the Shangri-La’s 

Rasa Sayang Resort and Spa, Penang. According to Tourism Malaysia (2013), place of interest 

in Malaysia such as river sides, hot springs, rainforest, waterfalls and highlands also provide a 

limited and specific spa experience for the guest to feel it. 

In the spa industry, usually customer that consumes a product or services from the spa industry 

always want that product or services that they consume meet their expectations so that they can 

feel happy. Lack of skill of the staff and discomfort ambiance can lead to the unsatisfaction 

towards the service quality and can decrease the level of customer satisfaction in the spa. 

According to Parasuraman, Zeithaml and Berry (1991) service staff is related to the tangible, 

reliability, responsiveness, assurance and also empathy. The ambiance is related to sight, 

sound, smell, and touch. When the consumers see, perceive service quality as satisfaction or 

meet of expectation, confusion will increase for the use of the satisfaction term. Besides of the 

confusion, there are also some questions remaining about the relationship between service 

quality and customer satisfaction. The objectives of this study are to find a relationship between 
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the service quality and customer satisfaction in the spa which consist of service from the staff 

and spa ambience.  

LITERATURE REVIEW 

Customer Satisfaction 

Customer satisfaction is connected to human activities which are aimed at satisfying the 

customers’ needs and wants through the swap of products and services. Hill,Roche, and Allen 

(2007) stated that it is difficult and challenging for a firm in order to keep up of profit by 

searching for new customer. According to Bateson and Hoffman (2000), customer satisfaction 

also can be measured as reliability, responsiveness, assurance, empathy and also tangibles 

together with others additional elements such as price, personal and sectional factors that may 

involve during the service supply. 

According to Yu, Lei-Yu, and Yu Ching (2005), customer satisfaction can lead to customer 

loyalty towards a product or service, but it also depends on personal customer experience and 

also perceived of quality. Non-satisfied customer tends to buy or consume the product or 

service from other or anywhere else (DiCostanzo. 2008). A satisfied customer in the spa, will 

bring the other customer with them and according to Torres and Kline (2006), a positive word 

of mouth recommendation came from a satisfied customer after using the product or a service 

and this will increase loyalty towards a firm.  

Service quality 

Service quality is defined as a ‘measure of how well the service level delivered matches the 

customers' expectation (Lewis and Booms, 1983). For this research, service quality can be 

measured in two dimensions which are service staff at the spa and the ambiance of the spa from 

the customer view. The service staff will be measured by Parasuraman, Zeithaml, and Berry 

(1985) SERQUAL model consist of ten components for measuring and managing service 

quality which are (1) reliability; (2) responsiveness; (3) competence; (4) access; (5) courtesy; 

(6) communication; (7) credibility; (8) security; (9) understanding or knowing the customer 

and lastly (10) tangibles. Parasuraman et al (1988) stated that after the year of 1988, these 

components were specified as five dimensions which are reliable, assurance, tangibles, 

empathy and also responsiveness. Previous researchers also stated that, it is also important that 

the staff need to be alert to the customers’ concerns and needs so that the customers can truly 

enjoy their spa treatments (Snoj and Mumel, 2002). Responsiveness is a willingness to help 

customers and provide prompt service this is supported by Lo, A., Wu, C. & Tsaia, H (2015), 

a spa service needs to be well-designed in order to provide the right service at the right moment 

to the customer.   

The next dimension of the service quality is ambiance. According to Kotler (1974) whom has 

introduced the “atmospherics” word which include the four sensory stimuli such as sight, 

sound, smell and touch towards consumer behavioral intention. A model based on the sensory 

stimuli name Stimuli-Organism-Response model by Mehrabian and Russell (1974) stated that, 

this environmental stimuli built the emotional reaction and give an impact toward the 

consumers’ behavioral response. Bitner (1992) has introduced a concept name “servicescape” 

based on Mehrabian and Russell research in order to analyze the effect of “physical 

surroundings” on behavior of customer and employee in the service industry. This Mehrabian 

and Russell model is continued to test different service settings include in the spa industry 
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(Andaleeb, 1998). Due to the nature of the spa service experience, this research will focus on 

the environmental sensory factors such as sight, sound, scent and touch. 

Physical environment such as lighting, style of furnishing, layout and others can be managed 

by the organization in order to increase the customers’ affective behavior which can result to 

customer satisfaction (Bitner, 1992) especially in the spa industry. 

A background music can influence the consumers’ moods, service or product evaluation and 

also can determine the consumer decision because it is also a part of the atmosphere and also 

ambiance (Matilla & Wirtz, 2001; Milliam, 1982; Han & Ryu 2009) especially in the spa. Next 

is scent. In bakery, scent is one of the important things that use to stimulate consumer’s 

interaction Hirsh (1991), and this method also is use in the spa. Usually, customers choose the 

spa as a place to release their tension and some fragrances have different function for example, 

lemon and peppermint can increase the energy and lavender can reduce the level of stress 

(Iwahashi, 1992). Lastly is touch sensory. Bitner (1992) stated that weather condition, 

temperature, and air quality are used to measure the touch sensory element in a research. In the 

spa, it is not necessarily focusing on the temperature, but the physical furniture also is 

important. Suitable temperature and soft furniture is one of the important elements that can 

influence the customers, especially in the psychological comfort during the service being 

provided (Wakefield and Blodgett, 1994) especially in spa that aims to offer relaxation for the 

customer. 

As a conclusion, service quality instrument is an important tool for spa to understand what 

customers value and how well the spa meet the need and expectation of customer. This service 

quality instrument can also be applied to the staff and the ambiance in the spa in order to 

measure the satisfaction of the customers. 

The relationship between service quality and customer satisfaction 

There are some studies that focus on the link between the satisfaction and also the quality. 

According to Negi (2009), there are some people think that quality leads to satisfaction but 

Cronin and Taylor (1992) said that there also some people agree that satisfaction leads to 

quality. Another researcher thinks both service quality and customer satisfaction are 

determined by the same SERQUAL model built by Parasuraman et al (1988). As for them, 

customer satisfaction can be described as when consumers get satisfied with a specific aspect 

of service while perceived service quality. According to Saravanan and Rao (2007), customer 

satisfaction is based on the level of service quality that being provided by the service providers 

in that business. 

From this, it shows that between the service quality and customer satisfaction there is a link in 

it which focus the importance of customer satisfaction when defining the quality (Wicks and 

Roethlein, 2009). According to Asubonteng et al (1996), there is no final result in the exact 

kind of relationship between these two points, although there are many studies that agree there 

is a relationship between these two point. Despite that, most of the researchers agree that these 

two points can be measureble by it attributes. This is one of the reasons, why the researchers 

should apply the SERQUAL model with its dimension to measure the service quality and 

customer satisfaction. Negi (2009) stated that, the service quality leads to customer satisfaction 

and this research will make that assumption in order to determine the level of customer 

satisfaction in a spa. 
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RESEARCH METHODOLOGY 

For this study, 320 questionnaires are distributed to the respondents who have been visiting the 

spa in Batu Ferringhi, Penang in order to gain the level of customer satisfaction and to answer 

the research questions. This is aligned with Roscoe (1975) rules of thumb in determining the 

sample size. A quantitative method is selected for collecting data. One of the methods in 

collecting data is by self-administered questionnaires. There are many type different of sample 

but this study used the probability sampling which is a simple and random technique to select 

the respondents. For this research, the variables were formed from service quality and customer 

satisfaction in the spa. For the data collection method, questionnaire was given to the 

respondents who have visited the spa. Then, the respondents will go through all the questions 

and answered them accordingly based on their previous experience and return back the 

questionnaire to the researcher. From the questionnaires, the data will be generated and will 

then be analysed by the Statistical Package for the Social Sciences (SPSS) to form illustrating 

figures.  

FINDINGS AND DISCUSSION 

In this chapter, the result of the questionnaires collected from respective respondents has been 

analyzed. Out of 320 questionnaires, 300 were collected. The data collected from 300 

respondents were analyzed using Statistical Packages for Society Science (SPSS) program.  

Descriptive Analysis 

Number of 135 or (45.0%) of the respondents are male while 165 or (55.0%) respondents are 

female. This show that the majority of the respondents are female. From the total of 

respondents, 90 respondents are from range 18 – 24 years old or (30.0%). It is followed by 111 

respondents from range 25 – 34 years old or (37.0%). Then, it followed by 99 respondents from 

range 35 – 44 years old or (33.0%) and lastly there is no respondent that is above 45 years old. 

From the total of respondents, 120 respondents or (40.0%) are high school level. On the other 

hand, 72 respondents or (24.0%) are college level and 108 respondents or (36.0%) are graduate. 

There is no doctoral level among the respondents. Next is occupation. From the total of the 

respondents, employed respondents are 228 respondents or (76.0%) and 72 respondents or 

(24.0%) is the student respondents. There is no retired and unemployed respondents answering 

this questionnaire. Lastly is personal income. 72 respondents or (24.0%) has income less than 

RM 1000 and 120 respondents or (40.0%) has income in the range of RM 1001 – RM 2000. 

48 respondents or (16%) has income in the average of RM 2001 – RM 3000 and 60 respondents 

or (20.0%) has income more than RM 3000. 
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Relationship between service quality (service staff and ambiance) towards customer 

satisfaction  

In order to measure the strength of the relationship between two variables, the Spearman Rank 

Order Correlations is used in this research.  

 mean_CS 

mean_SQ1 

Pearson Correlation .283** 

Sig. (2-tailed) .000 

N 300 

mean_SQ2 

Pearson Correlation .559** 

Sig. (2-tailed) .000 

N 300 

**. Correlation is significant at the 0.01 level (2-tailed). 

Based on the analysis, there was a significant correlation between service quality of service 

staff and also service quality of ambiance with the customer satisfaction (sig. value = 0.00 < 

0.01). This is also supported by the positive coefficient of correlation value. The highest 

positive coefficient is service quality of ambiance (r = 0.559**) and service quality of service 

staff is also showed positive value of r = 0.283**. Therefore, service quality showed strong 

positive correlation towards customer satisfaction.  

Two main factors in the service quality strongly motivate customer to feel satisfaction in the 

spa. Firstly, service quality of service staff consists of assurance, responsiveness, reliability, 

tangible and empathy. Although the strength of relationship between the service quality and 

customer satisfaction is small (r = 0.283**), service staff is still one of the factors that made 

customer feel satisfied when they come to the spa. For the hypothesis (H1) which are to find a 

relationship between the service quality (service staff) and customer satisfaction in the spa, 

there is a positive relationship between service quality of service staff and customer 

satisfaction. Therefore, hypothesis (H1) was supported. 

Next is service quality of ambiance. Ambiance consist of sight, sound, scent and touch. Based 

on the guidelines that had list by Cohen (1988) in the table above, ambiance had the strongest 

relationship (r = 0.559**) with the customer satisfaction in this research. This showed that, 

ambiance is one of the most important factor that lead to the customer satisfaction in the spa. 

For the hypothesis (H2) which are to find a relationship between the service quality (ambiance) 

and customer satisfaction in the spa, there is a strong positive relationship between service 

quality of ambiance and customer satisfaction. Therefore, hypothesis (H2) was supported. 

Based on this result, the respondents feel that the spa staff will help them because they may not 

know exactly the etiquette and the process of spa treatment. It is true the customer will depend 

very much on the therapist to explain and inform them about the product and the process of spa 

treatment (Lo, A., Wu, C. & Tsaia, H, 2015). This result also may be influence by the variables 

in demographic profile such as personal income. It is also indicated that 120 (40.0%) of the 

customer has an income in the range of RM 1001 to RM 2000 per month. This income is the 

second low income from the questionnaire, so it can be concluded that the customer wants 

value for their spending so that their spending become more valuable. This is support by Lo, 
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A., Wu, C. and Tsaia, H (2015), a spa service needs to be well-designed in order to provide the 

right service at the right moment to the customer.  

Findings also supported by previous researchers who found that it is also important for staff to 

be alert to the customers’ concerns and needs so that the customers can truly enjoy their spa 

treatments (Snoj and Mumel, 2002). Based on this result, it can conclude that the customer’s 

first impression towards the spa is based on the physical surrounding followed by the service 

provided in that spa. This will provide ‘visual cues’ to the service provided (Harris and Ezeh, 

2008) in that spa. Suitable temperature and soft furniture is one of the important elements that 

can influence the customers, especially in the psychological comfort during the service being 

provided (Wakefield and Blodgett, 1994). 

LIMITATION AND RECOMMENDATIONS 

The questionnaires are only distributed to the people in Batu Ferringhi, Penang and the results 

only cover in Penang. In order to identify whether this study is consistent with the other 

countries’ spa goers, a further research need to be done. Future research should be conducted 

in bigger scale to get better results. Besides that, the study of service quality in term of service 

staff and ambiance as well as customer satisfaction can be conducted in different location such 

sport events, heritage place and others.  

Besides that, the study of service quality in term of service staff and ambiance as well as 

customer satisfaction can be conducted in different location such sport events, heritage place 

and others. Furthermore, the respondents should be people with income because they can give 

different opinions about service quality and customer satisfaction. This is because people that 

have their own income will search the value when they spent their money. 

CONCLUSION 

From the academic perspectives, this study shows that providing the best service is vital in 

order to gain customer satisfaction. The results of this study also can be used by students in 

higher education institutions in order to further expand their studies in related fields. Besides 

that, the findings can be used to measure the attitude of each customer towards the service at 

the spa. Furthermore, this study contributes knowledge for the spa owners and their staff. they 

will be able to know whether they are providing the efficient service and good products for the 

customer. The results of this study can be used by the spa owners and their staff in order to 

improve their services and facilities. This will increase their awareness towards the customer 

needs and wants. By reviewing the customer satisfaction level, spa owners and their staff will 

be able to set the standard for their service and try to deliver the best service in the future. 
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