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ABSTRACT 

 

 

Upscale hotels work in a market with a lot of competition, so they put a lot of                   

emphasis on providing good service and standing out through the value of the                  

customer experience. People have said that consumers' thoughts and actions change 

over time and depend on what they need at any given time. Hotels try to give their 

customers a unique experience by listening to what they want. There's no doubt that 

customer behaviour has changed along with the growth of technology, which has 

made people's lives much easier. Therefore, hoteliers need to know what their                                      

customer want and which technological facilities will delight them. A review of the 

literature shows that guests like the way technology in service delivery has improved 

the quality of service in hotels. Studying how present service quality impacts                                    

customer experience and how technologies might improve service quality is an                                  

interest of this research. The study also looks at environmental practices that can 

strengthen the effect of service quality factors on customer experience. Because of 

this, the research suggests that we look into possible moderating variables that could 

help make hotel service better for customers. This study makes use of quantitative 

methods. 150 questionnaires were successful, and valid answers were used as                                    

samples. While this study uses Means-End Chain theory to map and place possible 

relationships between variables in a conceptual framework. The results show that 

the most important thing for meeting customer expectations is the quality of the 

interaction followed by the physical environment quality and outcome quality. The 

current study finding the positive moderating effect of environmental practices 

among Malaysian hotels. Empirical research concludes that customers’ experiences 

specified by lengths of relationships with a service provider. The results also have 

consequences for managers responsible of service operations and show that putting 

in certain new technologies can have a big effect on how customers feel about a 

business. 

 

Keywords: customer experience, service quality, environmental practices. 
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ABSTRAK 

 

MENGKAJI PERANAN PEMODERAN AMALAN ALAM SEKITAR DALAM HUB-

UNGAN ANTARA KUALITI PERKHIDMATAN DENGAN PENGALAMAN 

PELANGGAN DALAM KALANGAN SEKTOR HOTEL 

Hotel mewah bekerja di pasaran dengan banyak persaingan, jadi mereka meletakkan 

banyak penekanan untuk menyediakan perkhidmatan yang baik dan menonjol                             

melalui nilai pengalaman pelanggan.Orang ramai mengatakan bahawa pemikiran dan                                           

tindakan pengguna berubah dari masa ke masa dan bergantung kepada apa yang 

mereka perlukan pada bila-bila masa. Hotel cuba memberikan pelanggan mereka                                                           

pengalaman yang unik dengan mendengar apa yang mereka mahukan.Tidak syak 

lagi bahawa tingkah laku pelanggan telah berubah seiring dengan pertumbuhan 

teknologi, yang menjadikan kehidupan orang lebih mudah.Oleh itu, pengusaha hotel 

perlu tahu apa yang pelanggan mereka mahukan dan kemudahan teknologi mana 

yang akan menggembirakan mereka. Kajian literatur menunjukkan bahawa tetamu 

seperti cara teknologi dalam penyampaian perkhidmatan telah meningkatkan kualiti 

perkhidmatan di hotel.Mengkaji bagaimana kualiti perkhidmatan semasa memberi 

kesan kepada pengalaman pelanggan dan bagaimana teknologi baru dapat                          

meningkatkan kualiti perkhidmatan adalah dorongan kepada penyelidikan ini. Kajian 

ini juga melihat amalan alam sekitar yang dapat mengukuhkan kesan faktor kualiti 

perkhidmatan terhadap pengalaman pelanggan. Oleh kerana itu, penyelidikan 

menunjukkan bahawa kita melihat kemungkinan pembolehubah sederhana yang 

dapat membantu menjadikan perkhidmatan hotel lebih baik untuk pelanggan. Kajian 

ini menggunakan kaedah kuantitatif. Sejumlah 150 soal selidik berjaya, dan jawapan 

yang sah digunakan sebagai sampel. Kajian ini menggunakan teori “Means-End 

Chain” untuk memetakan dan meletakkan kemungkinan hubungan antara                   

pembolehubah dalam rangka kerja konseptual. Keputusan menunjukkan bahawa 

perkara yang paling penting untuk        memenuhi jangkaan pelanggan adalah kualiti  

interaksi diikuti oleh kualiti persekitaran fizikal dan kualiti hasil. Kajian semasa 

mendapati kesan sederhana positif amalan alam sekitar di kalangan hotel di Malaysia. 

Hasilnya juga menunjukkan bahawa meletakkan teknologi baru tertentu boleh                                  

memberi kesan besar kepada bagaimana perasaan pelanggan tentang perniagaan.  

 

Kata kunci: pengalaman pelanggan, kualiti perkhidmatan, amalan alam sekitar. 
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  CHAPTER 1 

 

 

INTRODUCTION 

 

 

1.0 Introduction 

 

This study explores the service quality characteristics that impact customer                     

experience in four- and five-star Malaysian hotels. In the modern service industry, 

such as hotels, consumer expectations have become the major differentiator, 

prompting hoteliers to alter the way they serve their customers. The first chapter 

provides an overview of the study's context and the hotel business. The section will 

next address the issue statement, which emphasizes customer experience factors 

within the hospitality business. Then, this chapter describes the study's research 

questions, aims, and importance. Finally, the conclusion will provide a summary of 

the chapter. 

 

 

1.1 Background of the Study 

 

The tourism service providers should have a good understanding of their customers. 

The Customers' requirements and expectations are constantly evolving, resulting                  

in a situation where customers continue to set greater criteria (Camilleri, 2018).                         

This suggests that efforts to find customers, analyse their                                                                                   

requirements and expectations, and finally measure their impressions are continuing. 

This ongoing effort is ensuring the goal of retaining customers, sustaining long-term 

customer interest, and building a good relationship with their customers. One way to 

do that is to understand and serve them better through the improvement of their                                      

service quality. To do that, the hotel needs to be aware of its experience that meets 

the values that customers are looking for. There are three levels of customer                                                                                               
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experience, which are called the Customer Experience Pyramid (Manning and Bodine, 

2012). The first level is meeting customer needs; the second is making it easy; and 

the third and top ranking, making it enjoyable. Before the next level becomes                   

important, each one must be satisfied. To meet the needs, make the services easier 

and more enjoyable as determined by the discretion of the hotel provider to                   

understand the importance of the customer experience.  

 

It is specified by Dalla Pozza (2017) that the customer experience determines 

consumer satisfaction, which impacts customer loyalty (Chahal and Dutta, 2015; 

Berry, Carbone, and Haeckel, 2002) and repurchase intention (Ahmed, Golgeci,              

Bayraktar, and Tatoglu, 2019). Although this concept is nothing new, its importance 

requires literature to provide more positive attention to this topic. The determining 

variables of customer experiences remain ambiguous (Mhlangga, 2018), and a solid 

theoretical framework is needed (Ismail, Melewar, Lim & Woodside, 2011). Customer 

experience was thought about in the 1960s but not investigated until the 1980s 

(Holbrook and Hirschman,1982). The authors who discussed consumption and                   

hedonic experience made it academically known in the 1980s. It was then                         

popularized by Pine and Gilmore (1998 and 1999) and Carbone and Haeckel (1994) 

in marketing literature, where they recognized that service has become more                        

oriented to the experience of the company, serving as a competitive and economic 

offering through a customer experience that is different from competitors.  

 

There are also significant future advances and contributions to customer                                                            

experience research from the 1960s to the late 2010s, as indicated in Lemon and 

Verhoef's article (2016), that is, customer purchasing behavior process models                                                  

(1960s-1970s); customer satisfaction and loyalty (1970s); service quality (1980s);                       

relationship marketing; customer relationship management (2000s); customer                                    

centricity and customer focus (2000s-2010s); and customer engagement (2010s). 

Up to now, customer experience has become a management leading objective                                                 

(Accenture, 2015; Hwang & Seo, 2016) to keep their customers (Brodie, Linda, 

Biljana & Ana, 2011; Hollebeek, Glynn and Brodie, 2014). Even though customer 

experience is becoming more important in the service industry, hoteliers don't have 

a good grasp on the actors that affect customer experience (Mhlanga, 2018). 



 
 

3  

Therefore, the factors affecting customer experience should be studied further. This 

is because, as people have gotten better at using technology and the internet                                                                       

(Immonen & Sintonen, 2015), businesses have been able to offer better services.                     

According to Brochado, Ana, Rita, Paulo, and Margarido, (2016), hoteliers should                                                      

invest in technology to provide a better customer experience. 

 

Customer experience is a complicated process of figuring out how customers' 

conscious and unconscious thoughts about their relationship with a company change 

over time (Kandampully and Solnet, 2017). The customer experience is often                  

co-created by actors who interact with each other (Ponsignon et al., 2017). It is                           

determined by comparing an individual's experience across all touchpoints with his 

or her expectations (self-oriented value and other-oriented value). The purpose of 

this investigation is to determine how service quality characteristics influence the 

customer experience. Brady and Cronin (2001) say that there are three main sources 

of service quality factors: the quality of interactions, the quality of the physical                     

environment, and the quality of the outcome. Before and during the service, the 

customer's experience with the interaction quality is determined by the conduct,                

expertise, and customer interaction with other customers (Wu & Ko, 2013).                        

Customers also experience the physical environment quality, consisting of the                     

atmosphere, room quality, facility, and digital media touchpoint. Even after                       

customers leave the hotel, the experience stays with them (Woodruff, 1997) as an 

outcome quality made up of sociability and waiting time (Brady & Cronin, 2001;                        

Pullman & Gross, 2004; and Wu & Ko, 2013). 

 

This study also looks at the value that could be strengthened for the consumer 

to reconsider the service provided or might it be an additional advantage, which is 

an environmental practice that contributes to the customer experience in the hotel.                                    

Environmental practices are all actions or activities that refer to the green lifestyle or 

the pursuit of green values (Fadhil, 2015). To support the study by Lee et al. (2018), 

the association between service quality and customer happiness which moderated by           

eco-friendly characteristics. A study by Kularatne et al. (2019) says that customers 

are one of the most important reasons for hotels to adopt green practices. As                                 

consumers become more concerned about the environment (Juvan & Dolnicar, 
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2017), they support hotels that have put in place environmentally friendly practices 

(Kim & Han, 2010). Customers think about energy, water, green purchasing, waste, 

education, and innovation when they think about green businesses (Gil-Soto et al., 

2019. According to Agarwal and Kasliwal (2017), several four- and five-star hotels 

are embracing green initiatives in order to attract more customers. 

 

Customer experience is often measured by using the famous SERVQUAL            

survey instruments (Parasuraman, Zeithaml, and Berry, 1985). Other studies have                     

expanded and updated this model to fit the needs of other industries, and it covers 

five dimensions: reliability, responsiveness, assurance, empathy, and tangible.                  

However, this model has received some criticism after recognizing its weaknesses 

(Cronin and Taylor 1992; Teas 1994; Ghotbabadi & Baharun, 2015). More                          

researchers are agreeing and believe that service quality is multi-dimensional 

(Tichwaa & Mhlanga, 2016; Cronin, 2001; Wu & Ko, 2013; & Ghotbabadi et al., 2015). 

Brady and Cronin (2001) introduced a hierarchical model to the service quality model. 

This model focuses on three main dimensions: interaction quality, physical                                     

environmental quality, and outcome quality. Each of these main dimensions has its 

own sub-dimensions. This approach provides a more accurate tool for assessing                          

service quality in the hotel industry (Wu & Ko, 2013; Ghotbabadi & Baharun, 2015), 

which is still lacking in its use in measuring customer experience.  

  

The motivation that makes this study unique is that the researcher has found 

discrepancies in the results of previous studies on the relationship between service                                 

quality and customer experience. In the last twenty years, a study by Wong Ooi Mei 

et.al. (1999) in Australia and Choi and Chu (2001) in Hong Kong hotels reported that 

the ‘employees’ are the best predictors of overall experiences, which are the                              

component of tangible and reliability dimensions. Their study found that the               

combination of staff service quality, room quality, value, general amenities, facility, 

and security had a significant impact on customer experience. As a result, the service                        

provider focuses on the most tangible factors to attract customers. The studies a                                 

decade later are contrary, where the two factors of empathy and reliability are often 

shown as the key determinants of customer experience. The customer is more                

attracted to the personal attention, individual attention, and service provided at the 


