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ABSTRACT 

 

This study was conducted to assess the visitors’ satisfaction towards the service 

quality offered by Paya Beach Spa and Dive Resort. Although this resort has a 
3-star online rating reviews, it still lacks on the service quality resulting in many 
complaints and customers’ dissatisfaction.  Due to monsoon season, money and 

time constraint, only 92 respondents were chosen using convenience sampling. 
From the questionnaires, data obtained were demographic characteristic and 
the visitors’ level of satisfaction towards the five attributes concerning the 

service quality. In answering the objectives of this study, data was analysed 
using descriptive analysis, correlation and multiple regression analysis. The 
result shows that the relationship between the visitors’ satisfaction and service 

quality are all significant at 0.01 level. It shows that human element and social 
responsibility in service quality are important attributes in deciding their level of 
satisfaction and factor for repetition of visit to the resort. Based on the result 
obtained from this study, it can be concluded that the findings and information 
be appropriately used as guidelines for the management of the resort to help 
increase visitors’ satisfaction. 
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ABSTRAK 

 

Kajian ini dilakukan untuk menilai tahap kepuasan pelawat terhadap kualiti 
perkhidmatan yang disediakan oleh Paya Beach Spa and Dive Resort. 
Walaupun resort ini mempunyai taraf tiga bintang bagi penilaian di laman sosial, 
tetapi resort ini masih kurang dari segi kualiti perkhidmatan yang menyebabkan 
banyak aduan dan ketidakpuasan hati pelanggan. Disebabkan oleh musim 
tengkujuh, kekurangan masa dan duit, hanya 92 responden dipilih dengan 
menggunakan persampelan mudah. Berdasarkan soal selidik, data yang 
diperoleh adalah makumat demografik dan tahap kepuasan pelawat terhadap 
lima atribut yang berkaitan dengan kualiti perkhidmatan. Bagi menjawab objektif 
kajian ini, data dikaji menggunakan analisis deskriptif, korelasi dan regresi 
berganda. Hasil kajian menunjukkan bahawa hubungan antara kepuasan 
pelanggan dan kualiti perkhidmatan semuanya adalah penting di tahap 0.01. 
Kajian ini juga menunjukkan bahawa elemen manusia and tanggungjawab 
sosial dalam kualiti perkhidmatan adalah atribut yang penting dalam 
menentukan tahap kepuasan dan faktor bagi pengulangan lawatan ke resort. 
Berdasarkan keputusan yang diperolehi dari kajian ini, adalah dirumuskan dan 
digalakkan kepada pihak pengurusan bagi meningkatkan tahap kepuasan 
pelawat. 
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CHAPTER 1 

 

INTRODUCTION 

 

1.1 Study Background 

 

Service quality and customer satisfaction are inarguably two core concepts that 

are at the crux of the marketing theory and practice (Spreng & Mackoy, 1996). 

Every company should always uphold these two concepts in order to create 

customer’s loyalty. Perceived service quality is the customer’s expectations 

towards the service provided by the company. It is how the customer expected 

to be treated and served. This may due to online reviews or message travel 

through word of mouth. Visitor’s satisfaction is whether or not the service 

provided by the company meet their customers’ expectation. It can be subjective 

and easily affected just by the simple engagement between staff and customer. 

These two concepts correlated with each other. Many research and studies 

were done on these two major concepts and how they are related (e.g, 

Parasuraman, Zeithmal & Berry, 1988; Spreng & Mackoy, 1996). 

 

 

There are many factors that may affect the service quality of a company. 

SERVQUAL instrument (Parasuraman et al., 1988) is the foundation in 

measuring the service quality by using five main elements which are reliability, 

responsiveness, assurance, empathy and tangibles. This model helps in 

determining the service quality offered by a company and how the customers 
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respond to it. A disappointing service quality can affect the satisfaction of visitors 

tremendously. 

 

 

A company especially one major in hospitality such as hotels and resorts should 

always acknowledge the cause and effect of an unsatisfied customer through 

constant survey (González, Comesanã & Brea, 2007). This can abruptly justify 

the reason and resulting in the management’s effort in upgrading the quality of 

service offered to the customers. By securing the expectation of customer, the 

company can simultaneously increase the possibility of repetition of visit and 

recommendation by the customer themselves (Boulding, Kalra, Staelin & 

Zeithmal, 1993). 

 

 

1.2 Problem Statement 

 

Paya Beach Spa and Dive Resort claimed to have a 3-star hotel rating. They are 

also known to have 3 star online rating reviews in most online travel advisor.  

Since the resort management is known to have a good rating, customers would 

have high expectation on their service quality during their stay. Customers’ 

perceptions are that, the higher the rating, the higher the service quality offered 

(Ahmad & Atefeh, 2012). Most customers are willing to spend more in order to 

get high standard of services throughout their vacation (Zeithaml, Berry & 
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Parasuraman, 1996). Thus, when guest’s expectation did not achieve, it may 

cause dissatisfaction. 

 

 

Based on a few online reviews such as in Booking.com and TripAdvisor, the 

management in Paya Beach Spa and Dive Resort, overlooked on their service 

quality offered towards their customers mainly in how they interact and 

communicate with the guest of the resort. The lack of training may be the cause 

of misconduct between the staffs and the guests. Guests who are not satisfied 

with the service quality of the resort give bad reviews online. According to online 

reviews Booking.com (2017), one of the guests named Lalitha was dissatisfied 

with the resort’s services during her stay on the 28th of August 2017. Her 

complaint was on how the staffs were treating them with double standard just 

because they were Malaysian and a staff from the activity center interacts with 

them rudely when they asked for information. In TripAdvisor (2017), a guest 

named Shahriar complaint on how she was treated disrespectfully by a kitchen 

staff and also had to deal with an untrained receptionist during her stay at Paya 

Beach Spa and Dive Resort on 10th of November 2016. In Booking.com (2017), 

a guest named Siti, complaints about the staff being unfriendly and not engaging 

with the guest when she was staying at the resort on 17th of October 2017. 

Some of the problems are repeated for over a year regarding poor service 

quality. It shows that the management does not address the issue to their staffs 

or does not take it seriously in resolving the matter. Bad reviews may affect the 
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resort in a long-run by not only eliminating the potential loyal customer but will 

also discourage new customers from coming to the resort. 

 

 

1.3 Objectives 

 

i. To determine the relationship between visitors’ satisfaction and service 

quality 

ii. To determine service quality factors that affect visitors’ satisfaction at 

Paya Beach Spa and Dive Resort, Tioman Island. 
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