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PRICE, PERFORMHNCE RND EXPECT ATIONS BS o,
DETERMINHNTS OF CUSTOMER SATISFACTION IN ﬂ l.OW =
| PRICE-H[GH Qllﬂl.lTY HOTEI.

~ ABSTRACT

In this study, the modet describes the impact of nrice performance and e.xpe‘ctations:
on satz.gfactzon is tested The results suggest that pre-price and pre- performance ,
expectatlons do not play zmportant roles in determtmng customer satisfaction in a Iow.
Aprtce/hzgh ' qualtty hotel mdustrzes. Post-price and post-peiformance_ perc’eptions»"
‘s:multaneously play Ieadzng roles in a’etermmmg sattsfactzon These fi na’mgs oﬁ'er new .
"zns.vghts pertaining to marketing for usmg price-based strategles to enhance custoAmer'

: sattsfactton Future research dzrecttons and managertal zmphcattons of the f ndzngs are' g

outlmed
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. PRICE, PERFORMANCE AND EXPEC'.I‘ATIONS'ASZ.DE’I"ERI\'IINANT.S OF
- CUSTOMER SATISFACTION IN A LOW PRICE-HIGH QUALITY HOTEL

" INTRODUCTION

Satisfaction research to date has been Aex‘ténsively focﬁ‘sed 'on.fhe reiatio;l'shiﬁ R :
' b¢fw_een perfonﬁanée expectations: and post-purchase satigfact_ion. Thg effect of price on

satisfaction has received less attention, especially in the service inciiustry.A‘Thi:s' 1s a majof
. deficiency because qu"aﬁties éss_ociated thh services is likely to- produce 'greafef
performance unce;tainty and, thus, decreased accurac’y in ‘cbrl_sumérs' predictive
' expectaﬁoﬁs. Prior research suggesfs th_at, when faced with performanc_é unceﬁéinty, :
consumers are 1ikely to'uéc pl_'ice ‘as zi‘cue in ff)rming performance éxpectatiori ’[7]'.' '
Therefore, the inﬂuic‘ncevof piricé on customer's satisfactidﬁ in services is worthy of‘

investigation and hence become the main objective of this study.

The study objective is to determine the effect of price on customer's satisfaction
“and how price relates to performance expectations and performance perceptions on

. Sa_tisfaction.

In this study, we have chosen hotel industry because of pricing policies used by |
| ) majbr hotels that produce wide variations in pricing. The price of the same roo‘m,‘ in the
. 'same hotel f'or:ex'ample, is'not theAsamé depending on the day of the week or season of

the year. During weekend for hotels in tourist area e. g.‘Pulau.Pang‘llcor,. price of the .sam.é :



“ room' would be hlgher as compared to the weekdays Hotels have been usmg pnce as the - '

o -'.' mam vanable to attract customers attentlon Therefore hotels would be the most'

ﬁ‘appropnate mdustryt_o. t.e‘st ou‘r proposttron. ‘;- o

In thlS study we cla551fy low pnce hotels as those hotels charge therrs guests for a : ) e

: _standard room. of an amount: not more than USlOO per mght Whlch is equlvalent to

BN . RM380 at the current exchange rate of RM3 80toaUS dollar ; '
BACKGROUND OF THE STUDY |

- One major factor that dlfferentlates a servrce ﬁrm is to dehver con51stently hlgher- "
.quahty service than competltors The key is to meet or to exceed the. target customers
- service-quality expectatlons Their expectatlons are formed by thelr past experrences
word-of-mouth and servrce ﬁrm- advertlsrng. The customers choose prov1ders on-tlusv R
basis and, after recelvmg the serv1ce they compare the perce1ved service with ‘the | 2
R expected service. If the percelved service * falls below the expected seryrce
| '(dlsconﬁrmatlon of expectatlon); customers lose 1nterest in the prov1der. If the percelved: .
service mcets or exceeds the1r expectatlons (Conﬁrrnatron of expectatlon) they are apt to‘ .

- use the provrder agam [2 p. 596]

Parasuraman [3] formulated a service quahty model that hlghhghts the mam- s
‘requuements for delrvermg the expected service: quahty The model 1dent1ﬁes five gaps |

‘L that cause unsuccessful semce delrvery
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