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The issue of whether or not total standardization or total customization is really a
workable solution in Service Quality has been widely debated. The Standardization and
Customization of service decisions has been viewed as a field with completely two
extremes. Looking at Gronroos theory of Service Quality which proposes that service
quality has two dimensions or aspects namely technical and functional quality, this study
is an attempt to further develop the Gronroos theory on service quality to venture into
service marketing contributing to Customer Relationship Management (CRM) and
eliminating the paradox that standardization and customization cannot go hand in hand.
This is done by integrating customization-standardization continuum in Gronroos model
using hotel, hospital and education industries, and samples has been drawn from various
classes of hotels, hospitals and from 'higher learning institution in Malaysia using the
Structural Model Analysis where Partial Least Square SEM (PLS-SEM) is employed.

Expert opinions were sought in the design and wordings of questionnaires pertaining to
Hotel, Hospital and University before they were distributed. A pilot test was then
conducted before the actual study took place.

The analysis of data went through path analysis, stringent mediating and moderating tests
to test the hypothesis. The results indicate the simultaneous presence of standardization
and customization, although the level may vary. The results suggest that between
standardization and customization, standardization has a stronger impact on technical and
functional quality dimensions of service quality. The results also show that the impact
of customization on service quality dimensions are similar whereas the impact of
standardization are different. These imply that efficiency and effective management of
services lead to perception of better service quality in the three service industries studied
in Malaysia. Confirming previous studies customer satisfaction mediates the relationship
between different aspects of service quality (technical and functional quality) and
customer loyalty. On separating the industries based on the heterogeneity of the data,
the study showed that moderating effects of service nature and customer needs on the
relationship between standardizationfcustomization and technical/functional quality
differ across industries.
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Abstrak tesis yang dikemukakan kepada Senat Universiti Putra Malaysia
Sebagai memenuhi keperluan untuk ijazah PhD

KESAN TAHAP PELANGANAN DAN PEMIA WAIAN TERHADAP KUALITI
LA YANAN, KEPUASAN DAN KESETIAN, DAN PERANAN MODERASI

KEPERLUAN PELANGGAN DAN JENIS PELANGGAN

Oleh

LEILA AGHA KASIRI

Oktober 2015

Pengerusi: Dr. Kenny Teoh Guang Cheng, PhD
FakuIti: Sekolah Pengajian Siswazah Pengurusan, UPM
Telah menjadi satu pendebatan samada piawaian atau pelanganan total boleh digunakan
di dalam Kualiti Layanan. Pemiawaian dan Pelangganan di dalam membuat keputusan -
keputusan layanan dilihat sebagai dua ekstrim. Meneliti teori Groonroos terhadap kualiti
layanan yang menyarankan bahawa terdapat dua dimensi atau cirri di dalamnya; iaitu
kualiti teknikal dan kualiti fungsional. Kajian ini adalah satu usaha mengembangkan lagi
Teori Gronroos terhadap kualiti layanan sehagai satu usaha meneroka pemasaran layanan
yang diharapkan akan memberi manafat terhadap Hubungan Pengurusan Pelanggan
(CRM) dan langsung menyiahkan paradox bahawa piawaian dan penlangganan itu
mustahil berseiring. Ini dilakukan dengan mengintegrasikan kontinum pelangganan -
pemiawaian seperti terdapat di dalam rnodel Gronroos itu dengan mengunakan hotel,
hospital dan industry pendidikan yang diambil di Malaysia dan Model Analisis Kerangka
dan Partial Least Square SEM (PLS-SEM) di gunakan.

Pendapat pakar diambil kira dalam menyusun bahasa dan perkataan yang digunakan di
dalam soal-selidik berkaitan Hotel, Hospital and Universiti sebelum kertas soal selidik
tersebut diedarkan.

Penganalisan data telah melalui anal isis jurus, mediasi yang ketat dan ujian-ujian
moderasi bagi menguji hipotasis. Dapatan menunjukan kehadiran pemewaian dan
pelangganan dipelbagai tahap yang berlainan. Ini mengesyorkan bahawa antara
pemewaian dan pelangganan, pemewaianlah yang memberi impak yang lebih ketara
terhadap dimensi kualiti pelangganan iaitu kualiti teknikal dan juga terhadap kualiti
fungsional. Dapatan juga menunjukan bahawa impak pelangganan terhadap dimens~
kulaliti layanan adalah sarna tetapi impak terhadap pemewaian adalah berbeza. In~
menunjukan bahawa kecekapan dan pengurusan berkesan layanan memberi pers:ps1
bahawa kualiti layanan yang lebih baik dan memuaskan. Sepakat dengan kajian-kaJlan
lampau, kajian ini juga mendapati bahawa kepuasan pelanggan menjadi pengh~bung
pengantara terhadap pelbagai hubungan kualiti layanan (kualiti teknikal dan fungsIOnal)
dan kepuasan pelanggan. Apabila industri yang dikaji itu diasingkan berdasarkan
heteroginiti data, kajian menunjukan bahawa kesan moderasijenis layanan dan keperluan
pelanggan terhadap hubungan antara pemewaianlpelangganan dan kualiti
teknikal/fungsional yang berbeza antara industri.
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CHAPTER ONE
INTRODUCTION

1.0 Introduction
This chapter presents the background of the study, identifies the statement of the
problem, research questions, and research objectives. The chapter will also briefly
present the conceptual framework. The scope of the study is also outlined and the chapter
is concluded with a summary.

1.1 Background of Study
The growth in the service industry has increased to a very large extent over the years.
Consequently, compared to the manufacturing industry, its contribution to the economy
has become larger. In addition, the increase in competition in the marketing of products
and services has forced companies to think about differentiating strategies for the purpose
of attracting and retaining customers.

Effectively managing customer service satisfaction and enhancing customer loyalty have
been addressed by marketing practitioners and researchers (Morgan, Anderson, and
Mittal, 2005; Rust, Moorman, and Dickson, 2002; Rust and Chung, 2006; Zeithaml,
Berry, and Parasuraman, 1996). Various studies have found that higher level of customer
satisfaction ultimately leads to greater customer loyalty and word of mouth
recommendations (Guo, Xiao, and Tang, 2009; Lai, Griffin, and Babin, 2009). The
increase in competition in the marketing of products and services has forced companies
to think about differentiating strategies for the purpose of attracting and retaining
customers. Among the differentiation strategies that have been used by companies is the
personalization of products and services to meet customer needs (Tam and Ho, 2005).
Customization, in particular, has become increasingly popular in comparison to
standardization because customization allows consumers to specify the product or
services that are suited to their desires (J in, He and Song, 2012).

Many researchers have investigated the independent effects of .standardization or
custornization on Service Quality. Many have also investigated various combinations of
standardization and customization on Service Quality. However, not much work has been
done to determine if customization and standardization have a direct impact on the
service quality and an indirect impact on customer satisfaction through service quality.
The current study addresses this gap. Consequently, this thesis is motivated to investigate
- in a single framework - the effects of the level of Customization-Standardization on
Service Quality.

This study advocates that Service Quality must be either standardized or not
standardized. If it is not standardized, then it must be customized, and hence marketers
need to decide which combination of different level of customizationlstandardization is
most suitable vis-a-vis the different dimensions of Service Quality. Naturally, these
decisions would be affected by the moderating effect of service nature and customer
needs (Chung-Herrera, 2007). Hence, this study attempts to incorporate the moderating
effect of service nature and customer needs on the relationship between
customizationlstandardization and Service Quality.

The motivation for conducting this study came about after a thorough investigation on
the possibility of increasing Service Quality via customization and/or standardization.
Increasing Service Quality has become a major concern in business because competition
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among companies has become stiffer in order to attain competitive advantage to increase
long-term profitability and enhance customer loyalty. Hence, the Service Quality that a
customer receives becomes a concern because it determines the value for money the
customer feels that she has received for the service. (Cronin, Brady, and Hult, 2000;
Fornell, Johnson, Anderson, Cha, and Bryant, 1996).

Traditionally, it has been viewed that standardizing a service while at the same time
customizing it, is somehow, simply impractical (Sandoff, 2005). This is because the
customization attempts to meet individual needs and preferences while standardization
attempts to meet the needs and preferences of the masses. The traditional strategic
options of service design view standardization to be suitable for focusing on many
customers, low or no customer contact, customer as passive participant and one-size-fits-
all services. At the same time, this traditional strategic option views customization to be
suitable for focussing on specific customer characteristics, intensive customer contact,
the customer as active participants, information from specific customers and one-of-a-
kind service. As a result, standardization tends to have low customer value and high
production efficiency, whilst customization tends to have high customer value and low
production efficiency. This dichotomy has led many researchers to believe that any
attempt to improve Service Quality by merging customization and standardization is
impossible. However, this dichotomy is believed reconcilable - that is, based on
Gronroos' (1984) Service Quality model, where a possible window to integrate
customization and standardization into a single framework exist.

The Gronroos model of Service Quality (1984; 1988; 1990) describes how quality of
services is perceived by customers through three dimensions: technical quality,
functional quality and image. Gronroos looks at Service Quality as a function of a range
of resources and activities, and how these resources and activities can be combined
together to influence Service Quality. According to Gronroos, (1984, pp 39):

"The consumer is not only interested 'in what he receives as an outcome of the ,
production process [technical quality - the What], but [also] in the process itself.
How he gets the technical outcome-s-or technical quality-functionally, is also
important to him and to his view of the service he has received. This quality
dimension can be calledfunctional quality".

In short, technical quality answers the question of what the customer gets, and functional
quality answers the question of how he gets it. In other words, functional quality is the
emotional perception of the customer as a result of the service rendered to him, i.e., unlike
technical quality, functional quality is a highly subjective phenomenon.

Gronroos (1984) even came up with a theory to further concretise his idea of Service
Quality where he theorized that the interactive marketing activity has more significance
over traditional marketing activities. In interactive marketing activity, technical quality,
functional quality and image need to be considered holistically arid the focus is on
customer needs as opposed to traditional marketing where the focus is on the market.

Levitt (1972, 1976) states that the service industry will move toward standardization as
the service industry grows towards mass service. This can be seen in countries where
tourism (a very service oriented industry) is very vibrant, where even the smiles and
greetings are standardized, However, Schneider (1986) argued that in the service
industry, service situations vary and are affected by human behaviour and therefore, it is
not possible to set a standard response to such a capricious variable as human behaviour.

2
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Thus, this study is based on the Gronroos theory of interactive marketing and attempts to
analyse the effects of the level ofCustomization and Standardization on Service Quality
and the resultant effects thereon on satisfaction and loyalty.

1.2 Problem Statement
The issue of whether or not total standardization or total customization is really a
workable solution in Service Quality has been widely debated (Sandoff, 2005; Sundbo,
2002; Baalbaki and Malhotra, 1995; Cloninger and Swaidan, 2007; Wang, Wang, Ma,
and Qiu, 2010). The Standardization and Customization of service decisions has been
viewed as a field with completely two extremes (Boddewyn, Soehl, and Picard, 1986;
Jain, 1989; Whitelock and Chung, 1989). Whilst standardization is considered to be the
offering of identical product lines and features at identical prices through identical
distribution systems, customization is looked on as a means of developing tailor-made
products, pricing, promotion and distribution policies that have little or no standardized
elements. For these reasons, most authors view the two concepts as extreme opposites
that would be difficult to integrate into Service Quality - the Customization -
Standardization Paradox!

The degree of both product and service customization in all industries has become higher
in recent years and is likely to continue in the coming years. There is a body of opinion
that service firms are facing difficulties in escalating costs because of their individualized
and artisan-like, or customized nature (Gadrey, 1996). Thus, to overcome this dilemma,
standardization as a means of decreasing costs and, increasing productivity is
increasingly being adopted (Sundbo, 2002).

A study by Wang et al., (20 I0) on Service Quality hypothesized that standardization and
customization may contribute to service satisfaction but in a non-linear fashion, and thus,
the simultaneous implementation of standardizing and customizing services might not be
synergistic. In another study by Sandoff (2005.), the findings suggest that services should
be customized in order to satisfy customers but suggests that it would be paradoxical to
'strive for concurrent standardization and customization. These studies suggest that it is
difficult - or almost impossible - to apply Standardization and Customization for a
service at the same time. The dilemma of whether custornization and standardization of
services can be integrated has not yet been fully explored and no conclusive research has
been done in this area. This justifies the need to conduct a comprehensive research on
the matter by examining the effects of integrating the Customization/Standardization on
Service Quality- this is the primary motivation that drives this study. Furthermore,
studies by Wang et al., (20 I0); Sandoff (2005); Sundbo (2002) have, to a large extent,
been the secondary motivating factors to conduct this study. In particular Wang et aI.,
(20 I0) posit that, the routes by which Standardization and Customization can lead to
Customer Satisfaction are different and thus Standardization and Customization require
different organizational resources to implement.

Although much research on Service Quality have shown that Customer Satisfaction and
Loyalty are the results of the quality of the service rendered, (Yu, Chang, & Huang,
2006; Stan, Evans, Wood, & Stinson, 2007; Kabir and Carlsson, 20 I0; Bagherzad,
Chavosh, & Hosseinikhah, 20} I; Naseem, Sheikh, & Malik, 20 II; Kapiki, 2012; Chen
& Hu, 2013; Pallas, Groening, & Mittal, 2014; Chow, 2014), there is, as yet, no study
conducted to examine the antecedent effect of the CustomizationlStandardization on
Service Quality. This study believes that a model that can incorporate the
Customization/Standardization to enhance the Service Quality is the Gr6nroos' (1984)

3
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model - the possibility lies in the concept of technical quality and functional quality
which Gronroos proposed.

In attempting to address this issue, this study has been confined to the hotel, university,
and hospital services industry. An important justification for choosing these industries is
that these sectors are very significant in the lives of consumers where quality related
issues are critical. Base of the report of Dewan Bandaraya Kuala Lumpur, (2012), there
are various initiatives have been taken to establish Kuala Lumpur as a world-class tourist
destination. Furthermore the study of these three industries in Malaysia allows
researchers more focus on quality of such industries as The Kuala Lumpur City Plan
2020 will focus on specific tourism products, such as Meetings, Incentives, Conferences
& Exhibitions (MICE), medical tourism, and education, where it has the potential to be
developed (Anuar, Ahmad, Jusoh, & Hussain, 2013). This research attempt to explore
more possible strategies for higher service quality in Malaysia. This study can facilitate
research and development plans and country's attempt for targeting 36 million tourists
and RMI68 billion received revenue from tourists by 2020 (PEMANDU, 2012).

1.3 Research Questions
The research questions for this study are as follow:
I. Does CustomizationlStandardization have any effect on Gr6nroos' model of
Service Quality?
2. Does Service Nature play a part in moderating the relationship between
CustomizationlStandardization and Technical/Functional Quality?
3. Do Customer Needs play a part in moderating the relationship between
CustomizationlStandardization and Technical/Functional Quality?
4. Is there any relationship between Technical/Functional Quality and Customer
Satisfaction?
S. Does Customer Satisfaction mediate the relationship between
Technical/Functional Quality and Customer Loyalty?

1.4 Objective of the Study
1.4.1 General Objective
The general objective of this study is to examine the effects of the Customization-
Standardization Continuum on the different dimensions of Service Quality (Technical
Quality and Functional Quality). Following on, the specific objectives of this study are:

1.4.2 Specific Objectives
I. To examine the effect of CustomizationlStandardization on
Technical/Functional Quality.
2. To examine whether Service Nature has a moderating effect on the relationship
between CustomizationlStandardization and Technical/Functional Quality
3. To examine whether Customer Needs have a moderating effect on the
relationship between CustomizationlStandardization and TechnicallFunctional Quality
4. To examine the effect of Technical/Functional Quality on Customer
Satisfaction.
S. To examine the mediating effect of Customer Satisfaction between

TechnicallFunctional Quality and Loyalty.

4
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1.5 Conceptual Framework
To conduct the proposed study a conceptual framework (Figure 1.1) was derived based
on Gronroos' model of Service Quality. This derived model attempts to demonstrate that
the C-S Continuum, through Service Quality (Functional Quality and Technical
Quality), can account for increases or decreases in satisfaction, which will, in tum, lead
to an increase or a decrease in customer loyalty. Customer needs and service nature are
incorporated into this derived model to demonstrate their moderating effects on the
relationship between the CustomizationlStandardization and Service Quality.

Figure1.l Conceptual Framework: Effect of the C-S Level on
Service Quality and Customer Satisfaction

1.6 Significance of the Study

In Service Quality and Customer Relationship Management (CRM), the dilemma of
having to sacrifice Customer Satisfaction because of the Customization-Standardization
trade-off has always been problematic. This trade-off is the dilemma that this research
attempts to resolve. So far researchers have paid attention on customization and
standardization but only to the extent of how they are anti-thematic, each to the other
(Sandoff, 2005; Wang et al.. 20 I0). This research however, attempts to focus attention
on how Customization and Standardization need not be anti-thematic; but rather, that
Customization and Standardization should be viewed as two complementary phenomena
on the same continuum.

To be sure, there have been conceptually similar studies but they were conducted in the
area of international marketing-and labelled as "Standardization-Adoption (S-A)"
(Szymanski, Bharadwaj and Varadarajan, 1993; Wierenga, Pruyn, Waarts, 1996;
Papavassiliou and Stathakopoulos, 1997; Solberg, 2002; Waheeduzzaman & Dube,
2004). These studies, although similar in nature, attempt to create strategies at the tactical
level. In comparison, however, this study is an investigation at the operational level. The
operational level is concerned with executing the strategic decisions completed at the
corporate and the tactical level. It optimizes utilization of all resources and directly
impacts the design of operational strategy, dealing with the processes, human resources
and physical resources (Gronroos, 1988). It is particularly significant in that it presents a
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comprehensive model for managers to implement strategy at "ground zero" - on a day-
to-day basis.

Hence, this study is expected to contribute to the body of knowledge in the following
four ways:
• Firstly, it will pioneer the study of the effects of the
CustomizationiStandardization on Service Quality; and generate new knowledge in the
field with implications for managers and policy makers.
• Secondly, it will account for the moderating effects of customer needs and
service nature on the relationship between the CustomizationiStandardization and
Service Quality.
• Thirdly, marketers will find this research useful in designing marketing
strategies at the Operational Strategy Level-that is, taking into account both
Customization and Standardization to increase Customer Satisfaction.
• Fourthly, because research on Customization and Standardization has often
been in the manufacturing industry, therefore there exists an opportunity to examine the
potential for concurrent Customization and Standardization in the service industry.

1.7 Scope of the Study
The study was carried out in Malaysia and three service sectors were chosen for the study:
hospitality (hotels), heaIthcare (hospitals), and education (universities). Malaysia was
chosen as based on the fact that Malaysia is a fast growing country in South-East Asia
with more than 55% of the GDP contribution from the service sector. Malaysia with its
good infrastructure has been able to attract leisure/shopping tourists (hotels), medical
tourists (hospitals), and knowledge tourists (universities). Simultaneous implementation
of standardization and customization in the services offered to the customers has been
widely practiced across these sectors in different parts of the world (Minvielle, Waelli,
Sicotte, & Kimberly, 2014; Sandoff, 2005; Schuwer and Custer, 2014). Hence, there is
strong economic reason to focus on these three industries in Malaysia.

In terms of concepts, this study focuses only on the Technical Quality and Functional
Quality aspects of the Gronroos' model. The Image construct in the Gronroos model
(I984) has not been included in this study for the following reasons: 1. The Image
construct is concerned with quality perception, whereas this study aims to discuss the
outcome of the service and 2. Scant work has been done on Image to permit a substantial
point of reference (Lien and Kao, 2008; Afshan, Sadia, and Khusro, (2011); Mola and
Jusoh,2011).

1.8 Operational Definition of Terms
• C-S Continuum: A continuum with one polar end being the Standardization

of the Service Quality and the opposite polar end being Customization of the
Service Quality (Papavassiliou and Stathakopoulos 1997).

• Technical Service Quality: The outcome of the service production process and
it answers the question of what the customer acquires from the service
transaction. (Gronroos, 1984)

• Functional Service Quality: The quality of the service process and it answers
the question of how the customer gets the technical outcome of the service
production process (Buyer-Seller Interaction, Gronroos, 1988 p. 12).

• Customer Needs: Customers' psychological needs namely: security, self-
esteem, justice, and trust (Chung-Herrera, 2007).
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• Service Nature: The diverse characteristics that may vary according to the
different types of services and their different natures (Lovelock, 1983).

• Customer Satisfaction: Customer satisfaction is the leading criterion for
determining the quality that is actually delivered to customers through the
product/service and by the accompanying servicing (Vavra, 1997). Simply
stated, customer satisfaction is essential for corporate survival.

• Customer Loyalty: They are those customers who hold favorable attitudes
toward the company, commit to repurchase the product/service, and recommend
the product to others (Bowen and Chen, 2001).

1.9 Summary of the Chapter
The feasibility of developing a model that incorporates the
CustomizationlStandardization and the Gronroos Model is made possible by expanding
Gronroos' (1984) idea that both Functional Quality and Technical Quality jointly
constitute Service Quality. This study intends to analyse the effects of the
CustomizationlStandardization on Service Quality by hypothesizing that the
CustomizationlStandardization does affect Functional Quality and Technical Quality;
and that Customer Needs and Service Nature moderate this effect between them.

7

© C
OPYRIG

HT U
PM



REFERENCES
Afshan, N., Sadia, E., and Khusro P., M., (2011). Improvement of Hotel Service Quality:
An Empirical Research in Pakistan. International journal of multidisciplinary sciences
and engineering, 2(5).

Akhtar, J. (2011). Determinants of Service Quality and Their Relationship with
Behavioral Outcomes: Empirical Study of the Private Commercial Banks in Bangladesh.
International Journal of Business and Management, 6( 11), 146.

Allen, D. R., Allen, D. R., & Rao, T. R. (2000). Analysis of customer satisfaction data:
A comprehensive guide to multivariate statistical analysis in customer satisfaction,
loyalty, and service quality research. Asq Press.

Aldlaigan, A.H. & Buttle, F.A. (2003). SYSTRA-SQ: a new measure of bank Service
Quality. International Journal of Service Industry Management, 13(4),363-81.

Aldridge, S., & Rowley, J. (1998). Measuring Customer Satisfaction in higher education.
Quality Assurance in Education, 6(4), 197-204.

Andaleeb, S. S. (1998). Determinants of Customer Satisfaction with hospitals: a
managerial model. International Journal of Health Care Quality Assurance, 11(6), 181-
187.

Anderson, W. E., Sullivan, M., (1993), "The Antecedents and Consequences of Customer
Satisfaction for Firms", Marketing Science, J2, J 25- I 43.

Andrew, F. M (1984). Construct validity and error components of survey measures: A
structuring model approach. Public Opinion Quarterly, 48, 409-442.

Anuar, A. N. A., Ahmad, H., Jusoh, H., & Hussain, M. Y. (2013). Policy and tourism
development strategy towards tourist friendly destination in Kuala Lumpur. Asian Social
Science, 9(2), p 180.

Appiah-Adu, K. (1999). Marketing Effectiveness and Customer Retention in the Service
Sector. The Service Industries Journal, 19(3), 26-41.

Arne De Keyser, Bart Lariviere, (2014), How technical and functional service quality
drive consumer happiness, Journal of Service Management, 25(1), 30 - 48.

Ashly, Caroline, Peter De Brine, Amy Lehr, and Hannah Wilde (2007). The Role of the
Tourism Sector in Expanding Economic Opportunity Corporate Social Responsibility.
Initiative Report No. 23. Cambridge, MA: Kennedy School of Government, Harvard
University.

Athanassopoulos, A., Gounaris, S. and Stathakopoulos, V. (2001). Behavioural
Responses to Customer Satisfaction: An Empirical Study. European Journal of
Marketing, 35 (6), 687-707.

Baalbaki, I.B., &Malhotra, N. K. (1993). Marketing management bases for international
market segmentation: an alternate look at the standardizationlcustomization debate.
International Marketing Review, I O(I).

108

© C
OPYRIG

HT U
PM



Baalbaki, Imad 8., Malhotra, Naresh K., (1995), Standardization versus customization
in International Marketing: An Investigation Using Bridging Conjoint Analysis, Journal
of the Academy of Marketing Science, Volume 23, No.3, pages 182-194.

Babakus, E. and Mangold, W. G. (1992), Adopting the SERQUAL scale to hospital
services: an empirical investigation, Health Services Research, 26(2), 767-860.

Babbie, E. (2010). The practice of social research. Belmont, CA, US: Wadsworth
Cengage Learning.

Babin, B. J., & James, K. W. (2010). A brief retrospective and introspective on
value. European Business Review, 22(5), 471-478.

Bacon, L.D. (1999, February). Using LISREL and PLS to measure customer satisfaction.
In Seventh Annual Sawtooth Software Conference, La Jolla CA.

Bagherzad, A., Chavosh, A., & Hosseinikhah, S. (2011). The Influence of Relationship
Marketing Tactics on Customer's Loyalty in B2C Relationship-The Role of
Communication and Personalization. European Journal of Economics, Finance and
Administrative Sciences, 5(31),49-56.

Baker, J.A. & Lamb, C.W. (1993). Measuring architectural design quality. Journal of
Professional Service Marketing, 10 (I).

Baker, L. R. (1999). What am I? (Discussion of Eric T. Olson's' Was I Ever a Fetus?
psychological-continuity view of personal identity). Chicago

Baker, J. (2008). Crossroads (2nd Edn): A Popular History of Malaysia and Singapore.
Marshall Cavendish International Asia Pte Ltd.

Bardakci, A., & Whitelock, J. (2004). How 'ready' are customers for mass
customization? An exploratory investigation. European Journal of Marketing, 38(11112),
1396-1416.

Barney, J. (1991). Finn resources and sustained competitive advantage. Journal of
management, i7( I), 99-120.

Bearden, W.O., and Teel, J. E. (1983). Selected Determinants of Consumer Satisfaction
and Complaint Reports. Journal of Marketing Research, 20( 1),21-28.

Becker, J. M., Klein, K., & Wetzels, M. (2012). Hierarchical latent variable models in
PLS-SEM: guidelines for using reflective-formative type models. Long Range Planning,
45(5), 359-394.

Berry, L. L. (1983). Relationship marketing. American Marketing Association.

Bettencourt, Lance A. and Kevin Gwinner (1996), Customization of the Service
Experience: the Role of the Frontline Employee. international Journal of Service
industry Management, 7(2), 3-20.

Bharadwaj, N., Naylor, R. W., & Ter Hofstede, F. (2009). Consumer response to and
choice of customized versus standardized systems. international Journal of Research in
Marketing, 26(3), 216-227.

109

© C
OPYRIG

HT U
PM



Binks, Martin R., and Christine T. Ennew. (1996). "Growing firms and the credit
constraint." Small Business Economics 8.1, 17-25.

Bitner, M. J. (1990). Evaluating Service Encounters: The Effects of Physical
Surroundings and Employee Responses. Journal of Marketing, 54(2), 69-82.

Black, K. (2011). Business statistics: for contemporary decision making. John Wiley &
Sons.

Blumberg, 8., Cooper, D. R., & Schindler, P. S. (2008). Business research methods (Vol.
2). London: McGraw-Hili Higher Education.

Boddewyn, J.1., Soehl, J.R., and Picard, J. (1986). Standardization of International
Marketing: Is Ted Levitt in fact right? Business Horizons, 29, 69-75.

Bolton, R. N. (1998). A Dynamic model of the Duration of the Customer's Relationship
with a Continuous Service Provider. Marketing Science, 17( I), 45-66.

Bouman, M. and van der Wiele, T. (1992), Measuring Service Quality in the car service
industry: building and testing an instrument, international Journal of Service industry
Management, 3(4),4-16.

Bowen, David E , and Schneider, Benjamin, (1988). Services Marketing and
Management Implications for organizational Behaviour, in Research in "Organizational
Behaviour", B. Stow and L. L. Cummings, eds, JAI Press, Greenwich, CT, Vol 10.

Bowen, J. T., & Chen, S. L. (2001). The relationship between customer loyalty and
Customer Satisfaction. international Journal of Contemporary Hospitality Management,
13(5),213-217.

Bozorgi, M. Mehdi, (2006). Measuring Service Quality of airline using SERQUAL model
(case of iAA) , Master thesis, Tarbiat Modares University, faculty of engineering.

Brady, Michael K, Cronin Jr J Joseph, (200 I). Some new thoughts on conceptualizing
perceived Service Quality: a hierarchical approach, Journal of Marketing, July 65:34-
49.

Bridgman, P. W., Bridgman, P. W., Bridgman, P. W., & Bridgman, P. W. (1927). The
logic of modem physics (p. 228). New York: Macmillan.

Brogowicz, A. A., Delene, L. M., & Lyth, D. M. (1990). A synthesized Service Quality
model with managerial implications. international Journal of Service industry
Management, 1(1),27-45.

Bums, N. and Grove, S. (200 I). The practice of nursing research: conduct, critique and
utilization (4th ed), W.B. Saunders: Philadelphia, Pennsylvania, USA.

Buttle, Francis, (1996). SERV QUAL: review, critique, research agenda. European
Journal of marketing, 30(1), 8-32.

Camilleri, D., & O'Callaghan, M. (1998). Comparing public and private hospital care
Service Quality. international Journal of Health Care Quality Assurance, 11(4), 127-
133.

110

© C
OPYRIG

HT U
PM



Cannan, J. M. (1990). Consumer Perceptions of Service Quality: An Assessment of the
SERVQUAL Dimensions. Journal 0/Retailing, 66(1),33-55.

Cannan, J. M. (2000). Patient perceptions of Service Quality: combining the dimensions.
Journal of Services Marketing, 14(4),337-352.

Caruana, A. (2002). Service Loyalty: The Effects of Service Quality and the Mediating
Role of Customer Satisfaction. European Journal 0/Marketing, 36(7/8), 811-828.

Cavusoglu, H., & Raghunathan, S. (2007). Selecting a customization strategy under
competition: mass customization, targeted mass customization, and product
proliferation. Engineering Management, IEEE Transactions on, 54(1), 12-28.

Chen, Fan. (2008). Study on the Service Quality Evaluation and Improvement for
Medium and Small Sized Hotels. Modern Applied Science, 2(5), 145.

Chen, P. T., & Hu, H. H. S. (2013). The mediating role of relational benefit between
service quality and customer loyalty in airline industry. Total Quality Management &
Business Excellence, 24(9-10), 1084-1095.

Chen, S.L., Jiao, RJ., Tseng, M.M., (2009). Evolutionary product line design balancing
customer needs and product commonality. CIRP Annals - Manufacturing Technology 58
123-126.S.L. C.

Chin, W. W. (1998). The partial least squares approach to structural equation
modelling. Modern methods/or business research, 295(2), 295-336.

Chin, W. W. (1998). The partial least squares approach to structural equation modelling.
In G. A. Marcoulides (Ed.), Modern methods/or business research (295-336). Mahwah,
New Jersey: Lawrence Erlbaum Associates.

Chin, W. W., & Newsted, P. R. (1999). Structural equation modelling analysis with small
samples using partial least squares.

Chin, W. W., Marcolin, B. L., & Newsted, P. R (2003). A Partial Least Squares Latent
Variable Modelling Approach For Measuring Interaction Effects: Results From A Monte
Carlo Simulation Study And Electronic Mail Emotion/Adoption Study, Information
Systems Research, 14(2), 189-217.

Choi, K. S., Cho, W. H., Lee, S. H., Lee, H. J., and Kim, C. K. (2004). The Relationships
among Quality, Value, Satisfaction and Behavioural Intention in Health Care Provider
Choice: A South Korean Study. Journal of Business Research, 57(8), 913-921.

Chow, Clement Kong Wing, (2014). Customer satisfaction and service quality in the
Chinese airline industry. Journal 0/Air Transport Management, 35, 102-107.

Chowdhary, Nimit, Prakash, Monika, (2007). Prioritizing Service Quality dimensions.
Managing Service Quality, 17(5),493-509.

Chung-Herrera, B. G. (2007). Customers' psychological needs In different service
industries. Journal of Services Marketing, 21 (4),263-269.

11 1

© C
OPYRIG

HT U
PM



Churchill, G. A., and Surprenant, C. (1982). An Investigation into the Determinants of
Consumer Satisfaction, Journal of Marketing Research, 19(4),491-504.

Clemes, M. D., Gan, C., & Ren, M. (2011). Synthesizing the Effects of Service Quality,
Value, and Customer Satisfaction on Behavioural Intentions in the Motel Industry an
Empirical Analysis. Journal of Hospitality & Tourism Research, 35(4), 530-568.

Cloninger, Peggy A., Swaidan, Ziad, (2007), Standardization, Customization and
Revenue from Foreign Markets, Journal of Global Marketing, 20(2/3).

Clow, K. E., Kurtz, D. L., Ozment, J., & Ong, B. S. (1997). The antecedents of consumer
expectations of services: an empirical study across four industries. Journal of Services
Marketing, 11(4),230-248.

Coelho, P. S., & Henseler, J. (2012). Creating customer loyalty through service
customization. European Journal of Marketing, 46(3/4), 331-356.

Cohen, J. (1988). Statistical power analysis for the behavioural sciences. Hillsdale, NJ:
Lawrence Erlbaum.

Cooper, Donald R., & Schindler Pamela S. (2008). Business Research Methods.
McGraw-Hili, International Edition.

Coulter, Keith S. and Coulter, Robin A., (2002). Determinants of trust in a service
provider: the moderating role of length of relationship. Journal of Services Marketing.
6( 1) pp. 35 - 50.

Coyles, S. and Gokey, T. C. (2002). Customer Retention is not enough. The McKinsey
Quarterly, No.2.

Cronbach, L. J. (1949). Essentials of psychological testing. New York: Harper.

Cronin, J. J., Taylor, A. S., (1992), Measuring Service Quality: A Re-examination and
Extension, Journal of Marketing, 56, 55-68.

Cronin, J. J., Brady, M. K., and Hult, G. (2000). Assessing the Effects of Quality, Value,
and Customer Satisfaction on Consumer Behavioural Intentions in Service
Environments. Journal of Retailing, 76(2), 193-2 I8.

Crosby, P. B. (1979). Quality is free. New York: McGraw-HilI.

Cunningham, A. J., Lockwood, G. A., & Cunningham, J. A. (1991). A relationship
between perceived self-efficacy and quality of life in cancer patients. Patient Education
and Counselling, 17(1), 71-78.

Dawson, J. F. (2014). Moderation in management research: What, why, when and
how. Journal of Business and Psychology, 29, 1-19.

Dawson, J. F., & Richter, A. W. (2006). Probing three-way interactions in moderated
multiple regression: Development and application of a slope difference test. Journal of
Applied Psychology, 91, 917-926.

112

© C
OPYRIG

HT U
PM



De Keyser, A., & Lariviere, B. (2014). How technical and functional service quality drive
consumer happiness: Moderating influences of channel usage.Journal 0/ Service
Management, 25(1),30-48.

Deming, W. Edwards, (1986), Out 0/ the Crisis. Cambridge.MA: MIT Centre for
Advanced.

Dewan Bandaraya Kuala Lumpur (DBKL). (2012). Pelan Struktur Kuala Lumpur 2020.
Retrieved October 24,2015, from http://www.dbkl.gov.my/pskI2020/malay/index.htm

Dewan, R., Jing, B., & Seidmann, A. (2003). Product customization and price
competition on the Internet. Management Science, 49(8), 1055-1070.

Diamantopoulos, A., & Winklhofer, H. M. (2001). Index construction with formative
indicators: An alternative to scale development. Journal of marketing research, 38(2),
269-277.

Dillmann, D. (2000). Mail and internet surveys: The tailored design method. New York:
John Wiley and Sons, Inc.

Dornyei, z. (2003). Attitudes, orientations, and motivations in language learning:
Advances in theory, research, and applications. Language Learning, 53(S I), 3-32.

Easterby-Smith, M., Crossan, M., & Nicolini, D. (2002). Organizational learning:
debates past, present and future. Journal of management studies, 37(6), 783-796.

Ennew, C.T. and Binks, M.R. (1996). The Impact of Service Quality and Service
Characteristics on Customer Retention: Small Businesses and their Banks in the UK.
British, Journal 0/Management, 7 (I), 219-230.

Ennew, C.T. & Binks, M.R. (1996). Good and bad customer: the benefits of participating
in banking relationship. International Journal 0/ Bank Marketing, 14(2), 5-13.

Faul, F., & Erdfelder, E. (1992). GPOWER: A priori, post-hoc, and compromise power
analyses/or MS-DOS [Computer program}. Bonn, FRG: Bonn University, Department
of Psychology.

Ferguson, R.I., Paulin, M., Pigeassou, C. & Gauduchon, R. (1999). Assessing service
management effectiveness in a health resort: implication of technical and functional
quality. Managing Service Quality, 9( I), 58-65.

Fink, A, (2003). How to ask survey questions. Thousand Oaks, CA: Sage.

Fornell, c., (/992). A National Customer Satisfaction
Experience. Journal 0/Marketing, 56(1).

Barometer: The Swedish

Fornell, Claes; Johnson, Michael D; Anderson, Eugene W; Cha, Jaesung; Bryant, (1996),
The American Customer Satisfaction index: nature, purpose, and findings. Journal of
Marketing; p. 60,4.

Fornell,C., & Larcker, D.F., (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research, 18 (I),
39-50.

113

© C
OPYRIG

HT U
PM

http://www.dbkl.gov.my/pskI2020/malay/index.htm


Furusten, S. (1996). Den populara managemetkulturen - Om produktion och spridning
av popular "kunskap" om foretagsledning, Nerenius & Santerus, Stockholm. JJCHM 17,
6534. According to: Sandoff, Mette, (2005), "Custornization and standardization in
hotels - a paradox or not?" International Journal oj Contemporary Hospitality
Management, 17(6), 529-535.

Gadrey, J. (1996). Services, la productivite en question. Desclee de Brouwer. Sandoff,
Mette, (2005), Customization and standardization in hotels - a paradox or not?
International Journal oJContemporary Hospitality Management, 17(6), 529-535.

Gallifa, J., & Batalle, P. (20 I0). Student perceptions of Service Quality in a multi-campus
higher education system in Spain. Quality Assurance in Education, 18(2), 156-170.

Gardner, D. J. (2009). Mass Customization: How Build to Order, Assemble to Order,
Configure to Order, Make to Order, and Engineer to Order Manufacturers Increase
Profits and Better Satisfy Customers Happy About. Silicon Valley, USA.

Garvin, David A. (1988). Managing Quality: The Strategic and competitive edge, in Dale
H. Bestrfield, Carol Besterfield-Michna, Glen H. Besterfield, Mary Besterfield-Scave
(eds), Total Quality Management, New York, Free Press, Prentice Hall, 2003.

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 6i (1),
101-107.

Ghobadian, A., Speller, S., & Jones, M. (1994). Service Quality: concepts and models.
International Journal oj Quality & Reliability Management, 11(9), 43-66.

Gorsuch, R. (1983). Factor analysis. Hillsdale, NJ: L. Erlbaum Associates.

Gravetter, F. J., & Wallnau, L. B. (2000). Study Guide for Statistics for the Behavioural
Sciences: A First Course [or Students oj Psychology and Education. Wadsworth Pub.

Gronroos, Christian, (1982). An Applied Service Marketing Theory. European Journal
oj Marketing, 16, 7.

Gronroos, Christian, (1984). A Service Quality Model and its Marketing Implications,
European Journal oj marketing, 18,4.

Gronroos, Christian, (1988). The Six Criteria of Good Perceived Service. Review oj
Business; 9, 3; ProQuest Central, p. 10.

Gronroos, Christian, (1990). Relationship Approach to Marketing in Service Contexts:
The Marketing and Organizational Behaviour Interface. Journal of Business Research
20,3-11.

Gronroos, Christian, (1991). The Marketing Strategy Continuum: Towards a Marketing
Concept for the 1990s, Management Decision, 29( I), 7- 13.

Gronroos, Christian, (1994). From marketing mix to relationship marketing: towards a
paradigm shift in marketing. Management Decision, 32(2), 4-20.

Gronroos, Christian, (1998). Marketing services: the case of a missing product. Journal
oj Business & industrial Marketing. J3( 4/5), 322-338.

114

© C
OPYRIG

HT U
PM



Gronroos, Christian, (2001). The perceived Service Quality concept - a mistake?
Managing Service Quality, 11(3), 150- 152.

Gross, R., & Nirel, N. (1998). Quality of care and patient satisfaction in budget-holding
clinics. International Journal of Health Care Quality Assurance, 11(3), 77-89.

Grzinic, J. (2007). Concepts of Service Quality measurement in hotel industry.
Ekonomskamisao ipraksa, (1), 81-98.

Gummerus, J. (2013). Value creation processes and value outcomes in marketing theory:
strangers or siblings? Marketing Theory, 1470593112467267.

Gumesson, E. (2002). Total relationship marketing.

Guo, L., Xiao, J. J., & Tang, C. (2009). Understanding the psychological process
underlying customer satisfaction and retention in a relational service. Journal of Business
Research, 62(11),1152-1159.

Haenlein, M. & Kaplan, A. M. (2004). A beginner's guide to partial least squares
analysis. Understanding Statistics, 3(4), 283-297.

Hair, J.F., Anderson, R.E., Tatham, R.L., Black, W.C. (1998), "Multivariate Data
Analysis", Prentice-Hall International, Englewood Cliffs, NJ.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006).
Multivariate data analysis (Vol. 6). Upper Saddle River, NJ: Pearson Prentice Hall.

Hair, J. F., Jr., Black, W. C., Babin, B. J., Andersen, R. E., & Tatham, R. L. (2010).
Multivariate Data Analysis (7th ed.). Upper Saddle River, NJ: Pearson Prentice Hall.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver
bullet. Journal of Marketing Theory and Practice, i9(2), 139-152.

Hair, J. F., Hult, G. T.M., Ringle, C.M., & Sarstedt, M. (2014). A primer on partial least
squares structural equation modelling (PLS-SEN!). Thousand Oaks: Sage.

Halimia, Anahita Bagherzad; Chavosh, Alireza; Hosseinikhah Choshaly, Sahar;S alehid,
Mehrdad; Pourabedine, Zahra; (20 I I). The Influence of Perceived Service Quality on
Relationship Marketing Orientations and Customers' Buying Behaviour in B2C
Relationship from the Customer Perspective. International Conference on Economics
and Finance Research IPEDR Vol. 4.

Hallowell, Roger (1996). The relationships of customer satisfaction, customer loyalty,
and profitability: an empirical study. international Journal of Service industry
Management, 7(4), 27 - 42.

Harmsel, M. (2012). Mass customization as a solution for the service industry.
(Unpublished doctoral dissertation). University ofTwente, Netherlands.

Hanna, J. (1980). A typology of consumer needs, in Sheth, J.N. (Ed.), Research in
Marketing (3), pp. 83-104, JAI Press, Greenwich, CT.

115

© C
OPYRIG

HT U
PM



Hansemark, O. C., & Albinsson, M. (2004). Customer Satisfaction and retention: the
experiences of individual employees. Managing Service Quality, 14(1),40-57.

Hart, Christopher W. L. (1995). Mass Customization: Conceptual Underpinnings,
Opportunities and Limits. International Journal of Service Industry Management, 6 (2),
36-45.

Hasin, M. A. A., Seeluangsawat, R., & Shareef, M. A. (2001). Statistical measures of
Customer Satisfaction for health care quality assurance: a case study. International
Journal of Health Care Quality Assurance, 14( I), 6-14.

Hayes, N. (2000). Doing psychological research. Taylor & Francis Group.

Hayes, A.F. (2009). Beyond Baron and Kenny: Statistical Mediation Analysis in the New
Millennium. Communication Monographs, 76,408-420.

Hedvall, M.B. and Patschik, M. (1989). An investigation in, and generation of, Service
Quality concepts, in Avlonitis, GJ. et aI., (9Eds), Marketing Thought ad Practice in the
I990s, European Journal of Marketing Academy, (pp. 473-83), Athens.

Heidarzadeh Hanzaee, K. and Mirvaisi, M., (20 II). Implementing Gronroos Service
Quality Model: The Role of Image and Service Quality Perception on Customer
Satisfaction in the Iran Hotel Industry. Journal of Basic and Applied Scientific Research,
1(11).

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares
path modelling in international marketing. Advances in International Marketing, 20,
277-320.

Henseler, J., Ringle, C. M., & Sinkovics, (2014). A new criterion for assessing
discriminant validity in variance-based structural equation modelling. Journal of the
Academic Marketing SCience. DOl 10.1007/s 11747-0 14-0403-8.

Hermann, A., Huber, F., Braunstein, C. (2000). Market-driven product and service
design: Bridging the gap between customer needs, quality management, and Customer
Satisfaction. Internationaljournal of production economics, 66(1), 77-96.

Higgins, L.F. & Ferguson, L.M. (1991). Practical approaches for evaluating the quality
dimensions of professional accounting services. Journal of Professional Service
Marketing, 7(1), 3-17.

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: emerging concepts,
methods and propositions. The Journal of Marketing, 92-101.

Ho, R. (2006). Handbook of univariate and multivariate data analysis and interpretation
with SPSS. eRC Press.

Holmlund, M. & Kock, S. (1996). Relationship banking: the importance of customer-
perceived service quality in retail-banking. The Service Industries Journal, 16(3), 287-
304.

116

© C
OPYRIG

HT U
PM



Hormozi, A. M. and Giles, S. (2004). Data Mining: A Competitive Weapon for Banking
and Retail Industries. Information System Management, 21(2), 62-17.

Howcroft, B. (1993). Staff perception of Service Quality in a UH clearing bank: some
empirical; finding. International Journal of Service Industry management. 4(4), 5-24.

Hsieh, A. T., Chou, C. H., and Chen, C. M. (2002). Job standardization and service
quality: a closer look at the application of total quality management to the public sector.
Total Quality Management, Vol. 13 No.7, pp. 899-912.

Hunt, S. D., & Morgan, R. M. (1995). The comparative advantage theory of
competition. The Journal of Marketing, 1-15.

Hunt, S. D., & Morgan, R. M. (1996). The resource-advantage theory of competition:
dynamics, path dependencies, and evolutionary dimensions. The Journal of marketing,
107-114.

Hwang, H., Malhotra, N. K., Kim, Y., Tomiuk, M. A., & Hong, S. (2010). A comparative
study on parameter recovery of three approaches to structural equation modelling.
Journal of Marketing Research, 47 (Aug), 699-712.

Izham, M. I., Baba, N., & Hanafiah, M. H. (2013). Tourist information centre service
quality: A case of Malaysia Tourism Centre (MaTiC). Hospitality and Tourism:
Synergizing Creativity and Innovation in Research, 127.

Jain, Subhash C. (1989). Standardization of International Marketing Strategy: Some
Research Hypotheses. Journal of marketing, 53, 70-79.

Jessen, R. J. (1978). Statistical survey techniques. (p. 526). New York: Wiley.

Jick, T. D. (1979). Mixing qualitative and quantitative methods: Triangulation in action.
Administrative science quarterly, 24 (4), 602-611.

Jin, L., He, Y., & Song, H. (2012). Service customization: To upgrade or to downgrade?
An investigation of how option framing affects tourists' choice of package-tour
services. Tourism Management, 33(2), 266-275.

Johnston, R. (1995). The determinants of Service Quality: satisfiers and dissatisfiers.
International journal of service industry management, 6(5), 53-71.

Jones, C., Nickson, D. and Taylor, G. (1994). 'Ways' of the world: managing culture in
international hotel chains, in Wood, R., Dieke, P. and Jenkins, C.L. (Eds), Tourism/The
State of the Art (pp. 626-34).Wiley, Chichester.

Jones, Michael A., Mothersbaugh, David L. and Beatty, Sharon E. (2000). Switching
Barriers and Repurchase Intentions in Services. Journal of Retailing, 70 (2), 259-274.

Jones, T.O., Sasser W.E. (1995). Why Satisfied Customer Defect. Harvard business
review, November-December, 88-99.

Joppe, M. (2000). The Research Process. Retrieved February 25, 1998.

117

© C
OPYRIG

HT U
PM



Joseph, M., Yakhou, M., & Stone, G. (2005). An educational institution's quest for
Service Quality: customers' perspective. Quality Assurance in Education, 13( I), 66-82.

Juran, Joseph M., (1988). Juran on Planningfor Quality. The Free Press; 9th impression
edition (1988).

Kabir, H., & Carlsson, T. (2010). Service quality-expectations, perceptions and
satisfaction about service quality at Destination Gotland-A case study (Doctoral
dissertation, Master" s thesis. Gotland University).

Kang, Gi-Du; James, Jeffrey, (2004). Service Quality dimensions: an examination of
Gronroos' Service Quality model. Managing Service Quality, 14(4),266-277.

Kang, S. S., Nobuyuki, O. and Herbert, D. (2004). Service Quality and its Effects on
Customer Satisfaction and Customer Behavioural Intention: Hotel and Ryokan Guests
in Japan. Asia Pacific Journal of Tourism Research, 9 (2), 189-203.

Kapiki, S. T. (2012). The impact of economic crisis on tourism and hospitality: results
from a study in Greece. Central European Review of Economics and Finance, 2(1), 19-
30.

Kaplan, R.S., Norton, D.P. (2001). The Strategy-focused Organization: How Balanced
Scorecard Companies Thrive in the new Business Environment. Harvard Business School
Press.

Karkkainen, H., & Elfvengren, K. (2002). Role of careful customer need assessment in
product innovation management-empirical analysis. International Journal of Production
Economics, 80(1), 85-103.

Kasper, H., Van Helsdingen, P., de Vries, W. Jr and Helsdingen, P. (1999). Services
Marketing Management: An International Perspective. J. Wiley and Sons, New York,
NY.

Kelley, K., Clark, B., Brown, V., and Sitzia, J. (2003). Good practice in the conduct and
reporting of survey research. International Journal for Quality in Health Care, 15(3),
261-266.

Kenneth E. Clow, Kurtz, David L., Ozment, John, Ong, Beng Soo, (1997). The
antecedents of consumer expectations of services: an empirical study across four
industries. Thejournal of services marketing, 11(4) 230-248.

Khan, H., & Matlay, H. (2009). Implementing service excellence in higher education.
Education+ Training, 51(8/9), 769-780.

Kline, RB (2005). Principles and practice of structural equation modelling. 2nd edition,
Guilford, New York.

Koerner, M. M. (2000). The conceptual domain of Service Quality for inpatient nursing
services. Journal of Business Research, 48(3), 267-283.

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities.
Educ Psychol Meas.

118

© C
OPYRIG

HT U
PM



Kumar, V., Pozza, I. D., & Ganesh, J. (2013). Revisiting the satisfaction-loyalty
relationship: empirical generalizations and directions for future research. Journal of
Retailing, 89(3),246-262.

Lai, F., Griffin, M., and Babin, B. J. (2009), "How quality, value, image, and satisfaction
create loyalty at a Chinese telecom", Journal of Business Research, Vol. 62 No. 10, pp.
980-986.

Lassar, W.M., Manolis, C. & Wisor, R.D. (2000). "Service Quality perspectives and
satisfaction in private banking". The International Journal of Bank Marketing, 18(4),
181-99.

Leblanc, G, and Nguyen, (1988). Customer perceptions of Service Quality in financial
institutions. International Journal of Bank Marketing, 6(4), 7-18.

Lehtinen, U., Lehtinen, R. J., (1982). Service Quality: A Study of Quality Dimensions,
unpublished working paper, Helsinki: Service Management Institute, Finland OY,
according to Parasuraman, A., Zeithaml, A. V., Berry, L. L., (1985). A Conceptual Model
of Service/Quality and Its Implications for Future Research, Journal of Marketing, 49,
99-104,

Lehtinen, Uolevi, Lehtinen, Jarrno R., (1991). Two Approaches to Service Quality
Dimensions. The Service industries Journal, 11(3) 287-303.

Levitt, T. (1972). Production-Line Approach to Service, Harvard Business Review.
50(5),41- 52.

Levitt, T. (1976). The Industrialization of Services, Harvard Business Review. 54(5), 63-
74.

Lien, Nai-Hwa and Kao, Shu-Luan, (2008). The Effects of Service Quality Dimensions
on Customer Satisfaction across Different Service Types: Alternative Differentiation as
a Moderator. Advances in Consumer Research, Volume 35.

Lietz, P. (2010). Research into questionnaire design. International Journal of Market
Research, 52(2), 249-272.

Light, L. (1990). The changing advertising world. Journal of Advertising Research,
30(2), 30-5.

Little, R. J. (1988). A test of missing completely at random for multivariate data with
missing values. Journal of the American Statistical Association, 83(404), 1198-1202

Lovelock, C. H. (1983). Classifying services to gain strategic marketing insights. The
Journal of Marketing, 9-20.

Lovelock, C. H., Wirtz, J., & Keh, H. T. (2002). Services marketing in Asia: managing
people, technology, and strategy. Prentice Hall.

Lucas, Samuel R. (2012). Beyond the Existence Proof Ontological Conditions,
Epistemological implications and In-Depth Interview Research. Quality and Quantity
DOL

119

© C
OPYRIG

HT U
PM



Lundahl, Nicolaus, Vegholm Lars Silver, Fatima, (2009). Technical and functional
determinants of customer satisfaction in the bank-SME relationship. Managing Service
Quality: An International Journal, 19(5}, 581-594

Madhok, R., Bhopal, R. S., & Ramaiah, R. S. (1992). Quality of hospital service: a study
comparing' Asian' and 'non-Asian' patients in Middlesbrough. Journal of Public Health,
14(3},271-279.

Mahwah, NJ: Lawrence Erlbaum; Fink, A. (2003). How to ask survey questions.
Thousand Oaks, CA: Sage.

Mai, L. W. (2005). A comparative study between UK and US: The student satisfaction
in higher education and its influential factors. Journal of Marketing Management, 21 (7-
8), 859-878.

Malhotra, N.R., (2007). Marketing Research, an Applied Orientation, Fifth Edition. New
Jersey: Pearson Prentice Hall.

Manaf, N. H. A., & Nooi, P. S. (2009). Patient Satisfaction as an Indicator of Service
Quality in Malaysian Public Hospitals. Asian Journal on Quality, 8(3}, 113-122.

Mangold, W. G., & Babakus, E. (1991). Service Quality: The front-stage vs. the back-
stage perspective. Journal of Services Marketing, 5(4}, 59-70.

Maslow, A.H. (1954). Motivation and Personality. Harper &Brothers, New York, NY.

Maslow, A.H. (1970). Motivation and Personality. Harper &Row, New York, NY.

Maslow, A. H. (1987). Maslow's hierarchy of needs. Salenger Incorporated.

Mekoth, N., George, B. P., Dalvi, V., Rajanala, N., & Nizomadinov, K. (2012). Service
Quality in the Public Sector Hospitals: A Study in India. Hospital topics, 90(l}, 16-22.

MinvieIIe, E., WaeIIi, M., Sicotte, C., & Kimberly, J. R. (2014). Managing customization
in health care: A framework derived from the services sector literature. Health
policy, J J 7(2}, 216-227.

MinaI, B. & Lassar, W.M. (I 998). Why do customer switch? The dynamics of
satisfaction versus loyalty. Journal of Service, IO( I}, 34-58.

Mokhtar, M., Sanuri, S., & Maiyaki, A. A. (2011). The Relationship between Service
Quality and Satisfaction on Customer Loyalty in Malaysian Mobile Communication
Industry. School of Doctoral Studies European Union Journal, (3).

Mola, Farzaneh, and Jamil Jusoh. (2011). Service Quality in Penang Hotels: A Gap Score
Analysis. World Applied Sciences Journal, 12(T&H}, 19-24.

Morgan, N. A., Anderson, E. W., & Mittal, V. (2005). Understanding firms' customer
satisfaction information usage. Journal of Marketing, 69(3}, 131-151.

Narang, R. (20 12). How do management students perceive the quality of education in
public institutions? Quality Assurance in Education, 20(4}, 357-37 I.

120

© C
OPYRIG

HT U
PM



Nardi, P. M. (2003). Doing survey research. Pearson/Allyn & Bacon.

Naseem, A., Sheikh, S. E., & Malik, K. P. (2011). Impact of employee satisfaction on
success of organization: Relation between customer experience and employee
satisfaction. International journal of multidisciplinary sciences and engineering, 2(5),
41-46.

Oldfield, B. M., & Baron, S. (2000). Student perceptions of Service Quality in a UK
university business and management faculty. Quality Assurance in education, 8(2), 85-
95.

Oliver, R.L. (1997). Satisfaction: A Behavioural Perspective on the Consumer, McGraw
Hill, New York, NY, pp.372.

Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of interpersonal equity and
satisfaction in transactions: a field survey approach. The Journal of Marketing, 21-35.

Olsen, S. O. (2002). Comparative Evaluation and the Relationship between Quality,
Satisfaction, and Repurchase Loyalty. Academy of Marketing Science, 30 (3), 240-249.

0vretveit, J. (2000). Total quality management in European healthcare. International
journal of health care quality assurance, 13(2), 74-80.

Pallant, J. (2005). SPSS Survival Manual: A Step by Step GUide to Data Analysis Using
SPSSfor Windows. Australia: Australian Copyright.

Pallas, F., Groening, C., & Mittal, V. (2014). Allocation of Resources to Customer
Satisfaction and Delight Based on Utilitarian and Hedonic Benefits. Journal of Research
in Marketing, 2(1), 106-112.

Papavassiliou, N., & Stathakopoulos, V. (1997). Standardization versus adaptation of
international advertising strategies: towards a framework. European Journal of
Marketing, 31(7), 504-527.

Parasuraman, A., Valarie A. Zeithaml, & Leonard L. Berry, (1985). A Conceptual Model
of Service Quality and Its Implications for Future Research. Journal of Marketing, 49,
41-50.

Parasuraman, A, Berry, Leonard L. and Zeithaml, Valarie, A. (1988). SERVQUAL: a
multiple item scale for measuring consumer perceptions of Service Quality. Journal of
Retailing, 64(1), 12-40.

Parvatiyar, A., & Sheth, 1. N. (2000). The domain and conceptual foundations of
relationship marketing. Handbook of relationship marketing, 3, 38.

Patterson, P. G., and Spreng, R. A. (1997). Modelling the Relationship between
Perceived Value, Satisfaction and Repurchase Intentions in a Business-to-Business,
Services Context: An Empirical Examination. International Journal of Service Industry
Management, 8(5), 414-434.

Peebles, D.M. Jr, Ryans, J.K. and Vernon, I.R. (1977). A new perspective on advertising
standardization. European Journal of Marketing, 11(8), 569-76.

121

© C
OPYRIG

HT U
PM



PEMANDU. (2012). Program Transformasi Ekonorni-Pelancongan. Retrieved October
24, 2015, from http://etp.pemandu.gov.my/Tourism-@-
More_on _Tourism.aspx?lang=ms-my

Peter, J.P. and Olson, J.C. (1996). Consumer Behaviour and Marketing Strategy. Irwin,
4th Edition.

Petter, S., Straub, D., and Rai, A. (2007). Specifying formative constructs in information
systems research, MIS Quarterly, 31 (4),623-656.

Pine II, B. J., Peppers, D., & Rogers, M. (1995). Do You Want to Keep Your Customers
Forever? Business Harvard Review, March-April.

Polit, D.F. & Beck, B.P., (2008). Nursing research principles and methods 8th ed., J.D.
Lippincot Company, Philadelphia.

Pol it, D. F. & Hungler, B. P. (1999). Nursing research: Principles and methods (6th Ed.).
Philadelphia: Lippincott.

Porter, M.E. (J 985), Competitive Advantage. New York, NY: The Free Press.

Porter, M. E., & Millar, V. E. (1985). How information gives you competitive advantage.
Business Harvard Review, July-August, pp. 149-152.

Powpaka, S. (1996). The role of outcome quality as a determinant of overall Service
Quality in different categories of services industries: an empirical investigation. Journal
of Services Marketing, 10(2),5-25.

Praporski, N. (2008). Customization vs. standardization in global hotel expansion
(Unpublished Dissertation). University of Nevada, Las Vegas ..

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models. Behaviour
research methods, 40(3), 879-891.

Quelch, J.A. and Hoff, E.J. (1986), Customizing global marketing. Harvard Business
Review, 64, May-June, 59-68.

Raharjo, H., Chai, K. H., Xie, M., & Brombacher, A. C. (2010). Dynamic benchmarking
methodology for quality function deployment. Benchmarking: An International Journal,
17(1), 27-43.

Rarnseook-Munhurrun, P., Lukea-Bhiwajee, S. D., & Naidoo, P. (2010). "Service
Quality in the public service". International journal 0/ management and marketing
research, 3( 1), 37-50.

Ranaweera, C., and Prabhu, J. (2003). On the relative importance of Customer
Satisfaction and trust as determinants of customer retention and positive word of mouth.
Journal of Targeting, Measurement and Analysis/or Marketing, 12(1),82-90.

Ravald, Annika, Gronroos, Christian, (1996). The value concept and relationship
marketing. European Journal 0/Marketing, 30(2), 19 - 30.

122

© C
OPYRIG

HT U
PM



Revilla, M. A., Saris, W. E., & Krosnick, J. A. (2013). Choosing the number of categories
in agree-disagree scales. Sociological Methods & Research.

Reeves, C. A., & Bednar, D. A. (1994). Defining Quality: Alternatives and Implications.
Academy of management review, 19(3),419-445.

Reichheld, F. F., and Sasser, W. E. (1990). Zero Defections: Quality Comes to Services.
Harvard Business Review, 68(5), 105-112.

Reidenbach, R. E., & Sandifer-Smallwood, B. (1990). Exploring perceptions of hospital
operations by a modified SERVQUAL approach. Journal of Health Care Marketing,
10(4),47-55.

Rexha, N., Kingshott, R.P.J. and Aw, A.S.S., (2003). The impact of the relational plan
on adoption of electronic banking. Journal of Services Marketing, 17 (1), 53-65.

Richard, M.D. & Allaway, A.W. (1993). Service Quality attributes and choice behaviour.
Journal of Service Marketing, 7(1),59-68.

Rigdon, E. E. (2012). Rethinking partial least squares path modelling: In praise of simple
methods. Long Range Planning, 45(5-{), 341-358.

Ringle, C. M., Sarstedt, M., & Straub, D. (2012). A critical look at the use of PLS-SEM
in MIS Quarterly. MIS Quarterly (MISQ), 36(1).

Roberts, A. B., & Wakefield, L.M. (2003). The two faces of transforming growth factor
J3 in carcinogenesis. Proceedings of the National Academy of Sciences, 100(15),8621-
8623.

Robinson, J. P., Shaver, P. R., & Wrightsman, L. S. (1991). Criteria for scale selection
and evaluation. Measures of personality and social psychological attitudes, 1(3), 1-16.

Roscoe, J. T. (1975). Fundamental Research Statisticsfor the Behavioural Sciences. New
York: Holt, Rinehart, and Winston.

Rushton, Jonathan, (2008). The Economics of Animal Health and Production.

Wallingford: CABI.

Rust, R., and Zahorik, A. J. (J993). Customer Satisfaction, Customer Retention, and
Market Share. Journal of Retailing, 69(2), 193-215.

Rust, R. T., Oliver, R. L, (1994). Service Quality: Directions in Theory and Practice.
Sage, Thousand Oaks, CA.

Rust, R. T., Moorman, c., & Dickson, P. R. (2002). Getting return on quality: revenue
expansion, cost reduction, or both? Journal of marketing, 66(4), 7-24.

Rust, R. T., & Chung, T. S. (2006). Marketing models of service and
relationships. Marketing Science, 25(6), 560-580.

123

© C
OPYRIG

HT U
PM



Ryu, K., Han, H., & Jang, S. S., (2010). Relationships among hedonic and utilitarian
values, satisfaction and behavioural intentions in the fast-casual restaurant industry.
International Journal of Contemporary Hospitality Management, 22(3), 416-432.

Safizadeh, M.H., Field, J.M., Ritzman, L.P., (2008). Sourcing practices and boundaries
of the firm in the financial services industry. Strategic Management Journal, 29(1), 79-
92.

Sekaran, U. & Bougie, R. (20 I0). Research Methods for Business: A Skill Building
Approaches (5th ed). Chichester: John Willey & Son Ltd.

Saleh, F. and Ryan, C. (1992). Analysis Service Quality I thee hospitality industry using
the SERQUAL model. Service Industry Journal, 11(3),324-343.

Sanchez-Fernandez, R., & Iniesta-Bonillo, M. A. (2007). The concept of perceived value:
a systematic review of the research. Marketing theory, 7(4),427-451.

Sander, P., Stevenson, K., King, M., & Coates, D., (2000). University students'
expectations of teaching. Studies in Higher Education, 25(3),309-323.

Sandoff Mette, (2005). Customization and standardization in hotels - a paradox or not?
International journal of contemporary hospitality management, 17(6),529-535.

Schneider, Benjamin, (1986). Notes on Climate and Culture. In Creativity in Services
Marketing: What's New, What Works, What's Developing", Eds. M. Venkatesan, Diane
M. Schmalensee, and Claudia Marshall. Chicago: American Marketing Association.

Schneider, B. and Bowen, D.E. (1995), Winning the Service Game, Harvard Business
School Press, Boston, MA.

Schneider, B., & Bowen, D. E. (2010). Winning the service game (pp. 31-59). Springer
US.

Schuwer, R., & Kusters, R. (2014). Mass customization of education by an institution of
HE: What can we learn from industry? The International Review of Research in Open
and Distributed Learning, 15(2).

Sekaran, U., (2003). Research Methods for Business, (4thEd.). John Wiley & Sons, Inc.
New York.

Sekaran, U., & Bougie, R. (20 I0). Research methods for business: A skill building
approach. Wiley.

Selladurai, R. S. (2004). Mass customization in operations management: oxymoron or
reality? Omega, 32(4), 295-300.

Shekarchizadeh, A., Rasli, A., & Hon-Tat, H., (2011). SERVQUAL in Malaysian
universities: perspectives of international students. Business Process Management
Journal, 17( I), 67-81.

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: a theory
of consumption values. Journal of Business Research, 22(2), 159-170.

124

© C
OPYRIG

HT U
PM



Sheth, J.N., Newman, B.l. and Gross, B.L. (1991), Consumption Values and Market
Choices: Theory and Application, South-Western Publishing, Cincinnati, OH.

Shostack, G. L. (1987). Service positioning through structural change. The Journal of
Marketing, 34-43.

Siddiqi, K. O. (2011). Interrelations between service quality attributes, customer
satisfaction and customer loyalty in the retail banking sector in Bangladesh. International
Journal of Business & Management, 6(3).

Silveira, G., Borenstein, D., & Fogliatto, F. S. (2001). Mass customization: Literature
review and research directions. International journal of production economics, 72( I), 1-
13.

Soderlund, M., and Ohman, N. (2005). Assessing Behaviour before it Becomes
Behaviour: An Examination of the Role ofIntentions as a Link between Satisfaction and
Patronizing Behaviour. International Journal of Service Industry Management, 16(2),
169-185.

Solayappan, A., Jayakrishnan, J., & Velmani, S., (2011). Quality Measurement for
Hospital Services. 3rd International Conference on Information and Financial
Engineering IPEDR vol.12 IACSIT Press, Singapore.

Solberg, C. A. (2002). The perennial issue of adaptation
international marketing communication: organizational
performance. Journal of International Marketing, 1-21.

or standardization of
contingencies and

Squire, B., Brown, S., Readman, J., & Bessant, J., (2006). The Impact of Mass
Customisation on Manufacturing Trade-offs. Production and Operations
Management, 15(1), 10-21.

Srivastava, R. K., Shervani, T. A., & Fahey, L., (1999). -Marketing, business processes,
and shareholder value: an organizationally embedded view of marketing activities and
the discipline of marketing. The Journal of Marketing, 168-179.

Stabell, C. B., & Fjeldstad, 0. D. (1998). Configuring value for competitive advantage:
on chains, shops, and networks. Strategic management journal, 19(5),413-437.

Stan, S., Evans, K. R., Wood, C. M., & Stinson, J. L. (2007). Segment differences in the
asymmetric effects of service quality on business customer relationships. Journal of
Services Marketing, 21(5), 358-369.

Starr, M. K. (1965). Modular Production--A New Concept, Harvard Business Review,
43(6),131-142.

Statsoft (2013, December 13). Structural Equation Modelling, Statsoft Electronic
Statistics Textbook. Retrieved from: http://www.statsoft.com/textbook!structural-
equation-modeling/

Stone, M. (1974). Cross-validatory choice and assessment of statistical
predictions. Journal of the Royal Statistical Society. Series B (Methodological), 111-147.

125

© C
OPYRIG

HT U
PM



Storbacka, K., Strandvik, T. and Gronroos, C., (1994). Managing customer relationships
for profit International Journal of Service Industry Management, 5(5), 21-8.

Sultan, P., & Wong, H., (2010). Performance-based service quality model: an empirical
study on Japanese universities. Quality Assurance in Education, 18(2), 126-143.

Sundbo, Jon, (2002). The Service Economy: Standardisation or Customisation? The
Service Industries Journal, 22(4) (October), 93-1 16.

Swaminathan, Jayashankar M. (2001). Using Standardized Operations. California
Management Review. 43(3), 125.

Swan, J. E., and Trawick, I. F. (1981). Disconfirmation of Expectations and Satisfaction
with a Retail Service. Journal of Retailing, 57(3), 49-67.

Swan, J.E. and Combs, L.J., (1976). Product Performance and Consumer Satisfaction: A
New Concept. Journal of Marketing, April, 26.

Syam, N. B., & Kumar, N. (2006). On customized goods, standard goods, and
competition. Marketing Science, 25(5), 525-537.

Szymanski, D. M., Bharadwaj, S. G., & Varadarajan, P. R. (1993). Standardization versus
adaptation of international marketing strategy: an empirical investigation. The Journal of
Marketing, 1-17.

Tam, Kar Van and Ho, Shuk Ying (2005), Web Personalization as a Persuasion Strategy:
An Elaboration Likelihood Model Perspective. Information Systems Research, 16 (3),
271-291.

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach's alpha. International
Journal of Medical Educat!on, 2, 53-55.

Tax, S. S., & Brown, S. W. (2012). Recovering and learning from service failure. Sloan
Management.

Temme, D & Hildebrandt, L, (2007). Formative Measurement Models in Covariance

Structure analysis: Specification and Identification, 36'h EMAC Conference, Reykjavik,
Iceland, 22-25 May.

Tomes, A. E., & Ng, S. C. P. (1995). Service Quality in hospital care: the development
of an in-patient questionnaire. International journal of health care quality assurance,
8(3),25-33.

Tracey S. Dagger, Meredith E. David, (2012). Uncovering the real effect of switching
costs on the satisfaction-loyalty association: The critical role of involvement and
relationship benefits. European Journal of Marketing, 46(3) 447 - 468.

Trollestad, C. (1994). Manniskosyn i ledarskapsutbildning: en empirisk studie. Nyadoxa.
According to; Sandoff, Mette, (2005), "Custornization and standardization in hotels - a
paradox or not? International Journal of Contemporary Hospitality Management, 17(6),
529-535.

126

© C
OPYRIG

HT U
PM



Tsaur, S. H., Wang, C. H., Yen, C. H., & Liu, Y. C. (2014). Job standardization and
service quality: The mediating role of pro social service behaviours. International Journal
of Hospitality Management, 40, 130-138.

Vanniarajan, T., Meharajan, T., & Arun, B. (2011). Service Quality in Education:
Students' Perspective. European Journal of Social Sciences, 26(2), 297-309.

Vargas, A. M., Martin, M. G., & Idoeta, C. M. (2012). Some insights for a Relationship
Marketing Model integrating SERVQUAL and Customer Loyalty in dental clinics. In 6th
International Conference on Industrial Engineering and Industrial Management (pp.
653-660).

Vasile, Dinu, Tachiciu, Laurentiu (2008). Considerations Regarding the Standardization
of Services. The Amphitheatre Economic Journal, 10(23),248-255.

Vavra, T. G. (1997). Improving your measurement of customer satisfaction: A guide to
creating, conducting, analysing, and reporting customer satisfaction measurement
programs. ASQ Quality Press.

Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (2010). Editorial: Perspectives on
partial least squares (pp. 1-20). Springer Berlin Heidelberg.

Voon, B. H., Hamali, J., Lee, N., Abdullah, F., & Kueh, K. (2012). Developing a Service
Culture-Value Chain for Hosp. International Journal of Engineering & Technology
(0975-4024),4(4).

Voss, C., Tsikriktsis, N., & Frohlich, M. (2002). Case research in operations
management. International Journal of Operations & Production Management, 22(2),
195-219.

Waheeduzzaman, A. N., & Dube, L. F. (2004). Trends and development III

standardization adaptation research. Journal of global marketing, 17(4),23-52.

Walters, D., & Jones, P. (2001). Value and value chains in healthcare: a quality
management perspective. The TQM Magazine, 13(5), 319-335.

Wang, Guangping, Wang, Jianling, Ma, Xiaoqin, Qiu, Robin G., (2010). The Effect of
Standardization and Customization on Service Satisfaction. Journal of Service Science
2:1-23.

Whitelock, Jeryl, and Djamila Chung. (1989). Cross-cultural advertising: an empirical
study". International Journal of Advertising 8.3, 291-310.

Wierenga, B., Pruyn, A., & Waarts, E. (1996). The key to successful Euromarketing:
Standardization or customization? Journal of International Consumer Market ing, 8(3-4),
39-67.

Wind, 1., & Rangaswamy, A. (200 I). Customization: the next revolution In mass
customization. Journal of interactive marketing, 15( I), 13-32.

127

© C
OPYRIG

HT U
PM



Wong, K. K. (2010). Handling small survey sample size and skewed dataset with partial
least square path modelling. Vue: The Magazine of the Marketing Research and
Intelligence Association, November, 20-23.

Wong, K. K. (2011). Review of the book Handbook of Partial Least Squares: Concepts,
Methods and Applications, by V. Esposito Vinzi, W.W. Chin, J. Henseler & H. Wang
(Eds). International Journal of Business Science & Applied Management. 6(2), 52-54.

Yeo, R. K. (2008). Brewing Service Quality in higher education: characteristics of
ingredients that make up the recipe. Quality Assurance in Education, 16(3),266-286.

Yu, C. H., Chang, H. C., & Huang, G. L. (2006). A study of Service Quality, Customer
Satisfaction and loyalty in Taiwanese leisure industry. Journal of American Academy of
Business, Cambridge, 9(1), 126-132.

Zeithaml, Valarie A., Leonard Berry, and A. Parasuraman, (1996). The Behavioural
Consequences of Service Quality. Journal of Marketing, 60(April), 31-46.

Zeithaml, Valarie A., Roland T. Rust, and Katherine N. Lemon (2001), The Customer
Pyramid: Creating and serving Profitable Customers. California Management Review,
43(4),118-42.

128

© C
OPYRIG

HT U
PM



APPENDICES

APPENDIX A: QUESTIONNAIR

UTi'D. ...• R~..~
!l n \'.:~

Business School
Nurturing Human leaders

A Survey on Service Quality in Malaysia

Dear Valued Respondent,

My name is LEILA AGHA KASIRI, a PhD candidate ofPutra Business School, UPM.
I am conducting research on Service Quality in Malaysia. Your responses will help me
understand the effects of service quality on organizational productivity in Malaysia.

This questionnaire aims to collect data that will be used in service quality development.
Instructions to fill out the questionnaire are given at the top of each section. All responses
will be kept anonymous and confidential. There is no right or wrong answer; and you
will not be contacted after this.

Thank you for your time and cooperation.

Leila Agha Kasiri
PhD Candidate
Putra Business School
Universiti Putra Malaysia
Matric No.: GM03968
Email: servicequalityscale@gmail.com
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