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ABSTRACT
The number of tourists visit to Klang Valley is increasing and Kuala Lumpur is ranked as 10th most visited city in the world with estimated 12.3 million visitors in year 2017. The increasing amount of tourists is creating a business opportunities for hotel industry and the demand of 5-star hotels are increasing because travellers can save money on budget airlines and have extra budget to spend on high end accommodation. Service quality is the key success in hotel business and the performance will influence customers’ perception of value. There are many researchers been done in studying customers’ perception of 5-stars’ hotel value in global but there are limited study in the Klang Valley, Malaysia. Therefore, this research is narrow down the gap of literature by using SERVQUAL to find out the significance relationship between service quality and customers’ perception of value in the context of Klang Valley, Malaysia. The literature review is assisting the research to find out the relevant literatures that relate to this study and provided appropriate measurement models for the research variables. The descriptive correlation design is applied as the research method and non-probability convenient sampling was distributed among friends and family to complete the data collection. The collected data is used for statistical test to ensure the reliability, validity and accuracy of the research.
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CHAPTER 1: INTRODUCTION
1.0 Overview
This chapter introduces the study on customers’ perception of value in Klang Valley, Malaysia. First of all, the background of the study will be discussed and followed by problem statement which is the existing problems will be defined in the chosen topic. The research objectives and questions are created based on the focus area and the scope and limitations of the research will be discussed in this chapter. Lastly, the significance of the study is addressing the connection between the research and business world to make the research more applicable. 

1.1 Customers’ perception of 5-stars’ hotel value in Klang Valley
According to Amin, Yahya and Ismayatim et al. (2013), Malaysia is picked as the best country to in Southeast Asia and the travellers’ purpose of visiting to Malaysia are business trip, vacation, visit friends and family. Tourism sector is one of the major drivers of the country with a total amount of RM82.2 billion in 2017 (Tourism Malaysia, 2018) and the amount is increasing continuously and the increasing amount of tourists visit to Malaysia is creating a business opportunities for hotel, restaurant and entertainment sectors (Abdullah and Lui, 2018). According to Liat, Mansori and Huei (2014), the demand of 5-star hotels are increasing because the budget airlines are providing low cost flights tickets and travellers have extra budget to spend on accommodation. Organizations should make the priority on improving service quality to success in tourism sector including hotel business (Albattat, Arifin and Arifuddin et al., 2016).  
Customer perception of prime hotel value in Taiwan is greater than standard hotel because of good service quality (Ko, 2017). The researchers (Saleem and Raja, 2014) done the study on the influences of service quality on hotel industry in Pakistan and the result show that service quality has a significant relationship with customers’ satisfaction and customer satisfaction will leads toward customer loyalty and brand image. According to Kleynhans and Zhou (2012), tangibles dimension has higher gap between customer expectation and the perceived value in South Africa hotel industry indicates that hotelier should focus on this dimension to improve the customer perception of value. The previous study (Ng, Rahman and Visvalingam, 2014) stated that reliability and assurance dimensions are not significant for 3-star hotel while tangibles, reliability and empathy dimensions are not significant for 4-star hotel therefore there is a need of conduct of study of service quality to find out the most significant dimension in 5-star hotel in Klang Valley area as compared to previous study. 

1.2 Problem Statement
According to AbuKhalifeh and Som (2012), the intangible services quality is hard to justify as compared to physical products because the customers’ expectation might be different. Besides that, Cronin and Taylor (1992) stated that customers’ expectation will confound the measurement of service quality in SERVQUAL model (Keith and Simmers, 2013). According to Felix (2015), customers’ expectation is unpredictable because different customers may have different expectation and evaluation on service quality. According to Ghotbabadi, Baharun and Feiz (2012), SERVQUAL model is the best analytical tools for the management to ascertain the customers’ needs, wants are and perception of value.

As comparing to Asia countries such as Singapore and Japan, in overall the customers’ perception of value is low in service industry in Malaysia (Rasheed and Abadi, 2014). According to Vera and Trujillo (2013), customers are not willing to pay extra for higher service quality if the relationship between service quality and customers’ perception of value is weak. Besides that, customers are not willing to pay extra for better service quality if the service quality value does not fit the customers’ personal value (Hassan, 2012). According to Dinçer and Alrawadieh (2017), there are some customers having negative perception on 5-star hotel and the majority of negative reviews are staff’s attitude and performance. Li, Ye and Law (2013) stated that the negative reviews on luxury hotels is less than budget hotels but there are room of improvement for luxury hotelier and the researchers provided relevant information for hotelier to focus on the most significance factor to improve. Therefore, this study aimed to reduce the gap by studying the most significant dimension of service quality that influence the customers’ perception of value regards to 5-star hotel within Klang Valley, Malaysia.

1.3 Research Objectives
According to Garg (2016), the research objective and the statements must be specific and clear in order to research on past literature review to gather relevant information and the statements must be specifically stated the details such as population, control, intervention and outcome variables along with time interventions. Research objectives are defining the aim of the research and what is expected to find out of this research study (Tabachnick and Fidell, 2013). The main objective of this study is to find out the influence of SERVQUAL model with five dimensions and the following objectives are developed:

RO1: To examine whether assurance dimension of SERVQUAL model has influence on customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

RO2: To examine whether reliability dimension of SERVQUAL model has influence on customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

RO3: To examine whether tangible dimension of SERVQUAL model has influence on customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

RO4: To examine whether responsiveness dimension of SERVQUAL model has influence on customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

RO5: To examine whether empathy dimension of SERVQUAL model has influence on customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

1.4 Research Questions 
Doody and Bailey (2016) stated that research question narrows down the research objective to address the study in the focused area. Research questions are trying to guide and achieve the appropriate findings (Alvesson and Sandberg, 2013). According to Doody and Bailey (2016), research question can be developed from previous research, theoretical knowledge and practical need for the business environment. The research questions are developed as below:

RQ1: Does assurance dimension of SERVQUAL model influence with the customer’s perception of 5-star hotels value in Klang Valley, Malaysia?

RQ2: Does reliability dimension of SERVQUAL model influence with the customer’s perception of 5-star hotels value in Klang Valley, Malaysia?

RQ3: Does tangible dimension of SERVQUAL model influence with the customer’s perception of 5-star hotels value in Klang Valley, Malaysia?

RQ4: Does responsiveness dimension of SERVQUAL model influence with the customer’s perception of 5-star hotels value in Klang Valley, Malaysia?

RQ5: Does empathy dimension of SERVQUAL model influence with the customer’s perception of 5-star hotels value in Klang Valley, Malaysia?

1.5 Significant of study 
1.5.1 Significance to academy
The researcher would like to know the relationship between the factors that influence on the customers’ perception of 5-star hotels value in Klang Valley. This research will find out what is the most significant factor that influences customers’ perception of 5-star hotel value. This study is focusing on 5-star hotels in Klang Valley in order to provide extended literature to narrow down the gap of literature and updated information for future study on 5-star hotels in Klang Valley.

1.5.2 Significance to the industry 
The research contains the investigation of current service quality in the hotel industry and the customers’ perception of 5-star hotel value for hotelier to plan for future strategic plan. Besides that, the significance of study is to find out whether there is positive or negative customers’ perception of 5-star hotel value in Klang Valley. This research is useful for managers or superiors of hotel industry in Klang Valley to have a better idea on improving the significance dimensions to get the best outcome. This significant of study is assisting the organization to identify and develop strategic to increasing customers’ perception of value. 

1.5.3 Significance to others
This study is assisting consumers to know more about individual staying experience, perception of value and service quality towards 5-star hotel in Klang Valley. Besides that, consumers will have a better idea when selecting a stay in 5-star hotel in Klang Valley with this study. The improvement of service quality will provide a pleasant stay experience for consumers as hoteliers implement on business strategies to enhance the most significance dimensions that influences customers’ perception of 5-star hotel value.  
1.6 Limitations and scope of study
1.6.1 Limitations of the research
The quality of intangible services is hard to measure and the service quality may be performance inconsistently by different employees and the customers’ expectation might be different. However, this study is focusing on 5-star hotel in Klang Valley and these branded hotels may have larger hotel chains and the organizations may have greater management to ensure the consistency of service performance. This research is targeting on 5-star hotels’ customers in Klang Valley and the respondents who visited to 5-star hotels only which may cause biases and skewness on the data collection because some customers may experience bad experience during the last visit to 5-star hotel. The employees’ emotion is indirectly affect service quality of the hotel and the emotional dimension is hardly to measure and predict. Besides that, the unique aspects and culture of the specific area may not applicable and cannot be generalized to other region in Malaysia. For example, the education and income level in Klang Valley, Malaysia might different as compared to other region in Malaysia.

1.6.2 Scope of the research 
This study mainly investigates the most significant factors that influence the customers’ perception of 5-star hotels value in Klang Valley. Klang Valley has the highest density of population in central region of Malaysia and there are many travellers will choose Klang Valley as travel destination. Besides that, Kuala Lumpur is selected as the 10th most visited city in the world with estimated 12.3 million visitors in year 2017 which create business opportunities for hotel industry. Therefore, this research is important to find out the most significant factor to improve the service quality in 5-star hotel in order to increase GDP contribution in tourism sector to the country. Service quality to success in tourism sector and hotel business and there is a need for the research to find out what is the most significant factor that influence customers’ perception of value that may help the hoteliers to improve overall service quality.

1.7 Operational definitions 
The table 1.1 below shows the operational definitions:

Table 1.1: Operational definitions
	Key Terms
	Definitions

	Customers’ perception 
of value
	Customers’ perception of value is the customers’ perceived value of money, quality of services or products, benefit and social psychology (Ishaq, 2012).

	SERVQUAL model
	Parasuraman, Zeithaml and Berry (1985) developed SERVQUAL model and combined with GAP model that contributed an important framework to measure service quality (Yarimoglu, 2014).

	Assurance
	Assurance dimension in SERVQUAL is measuring the employees’ courtesy, knowledge and ability to build customers’ confidence and trust (Shafiq, Shafique and Din et al., 2013).

	Reliable
	Reliability dimension in SERVQUAL is service providers’ competences to provide prompt service in good quality (AbuKhalifeh and Som, 2012).

	Tangible
	Tangible dimension is defined as visual or physical environment and this factor is more likely to influence the customers’ perception value and emotion (Ali and Amin, 2014).

	Responsiveness
	Responsiveness dimension in SERVQUAL is providing prompt service and solve customers’ complaints effectively (Stefano, Filho and Barichello et al., 2015).

	Empathy
	Epathy dimension in SERVQUAL is measuring the service quality on personalize customer service (AbuKhalifeh and Som, 2012).

	5-star hotel
	The 5-star hotel is the highest star rating in Malaysia by evaluating on common areas, bedroom requirement, services, safety standard, hygiene, staff, qualitative and aesthetic requirement (Ng, Rahman and Visvalingam, 2014).



1.8 Organization of chapters 
Chapter 1 is covering background study of the topic present the introduction, research objectives and questions, problem statement, significance of study as well as scope and limitation of the research. In the end of Chapter 1, the operational definition and key terms will be defined. 

Chapter 2 is conducting a comprehensive literature review to narrow down to the specific area and the fundamental theory is applied to support the research. The coming parts are discussing gaps in the literature, theoretical framework and hypotheses of the research. 

Chapter 3 is demonstrating the application of research design and methodology for this research. The diagram of research design is included to show the overview of chapter 3.  The sample design and data collection method is discussing the procedure of data collection for input while measurement and data analysis is discussing the process of information after data collected. 

Chapter 4 will highlight the research finding on the collected data and presented in the descriptive statistics table. The preliminary data analysis and the hypotheses test will be discussed in this chapter. This chapter is addressing the research objectives and answering the research questions in Chapter 1. 

Chapter 5 is summarizing and concluding the research finding and providing recommendation for the future study. This chapter will highlight the contribution of the research study to the academic and industrial area and attached with personal reflection.


































CHAPTER 2: LITERATURE REVIEW
2.0 Overview
This chapter is reviewing on the relevant literature on past and present literature to further understand the SERVQUAL model. The theory of planning behavior is representing the grounded theory for this research. This chapter is defining SERVQUAL model as independent variable and customers’ perception of value as dependent variable. This chapter discusses 5 dimensions of SERVQUAL model including reliability, tangible, assurance, reponsiveness and empathy. The chapter is followed by comprehensive reviews including E-SERVQUAL, four groups of service quality models and other modified models. The corresponding literature gaps identified, the theoretical framework and hypotheses are duly established. 

2.1 Customer perception of value 
2.1.1 The Definition of customer perception of value 
The definition of customers’ perception of value is the customers’ perceived value of money, quality of services or products, benefit and social psychology (Ishaq, 2012). Customers’ perception of value is one of the component in customers’ value, there are two other components which is value of the customer, creating and delivering customer value (Landroguez, Castro and Carrión, 2013). According to Malik (2012), the perceived value is what is the customers’ expectation compared with the actual services received. The positive customers’ perception of value will influence customers’ behaviour and lead to repeat purchase and in a meanwhile a satisfied exchange on the perceived value will build a long-term relationship and brand loyal to the organization (Wu, Chen and Chen et al., 2014). Schleenbecker and Hamm (2013) stated that the higher perceived value will determine the higher buying frequency and indicated that repeat business is in process.
The equation of customer perception of value is the gap between customers’ perceived benefit minus customers’ perceived cost (Malik, 2012). According to Yoon, Oh and Song et al. (2014), customers are more preferable on price reducing promotion instead of quality enhancement promotion because most of the customers are more price sensitive. Hence, the good or service providers can either enhance the quality of products or services or offer a lower price to increase the customers’ perceived value (Hassan, 2012).
Lien, Wen and Huang et al. (2015) stated that offering a fair price is improving customers’ perceived value by meeting the customers’ expectation. According to Ye, Li and Wang et al. (2014), customers’ perception of quality value will be influenced by the optimal price of the products or services. Therefore, pricing strategy play an important role that required organization to survey what is the customers’ acceptable price range and set the price among the range (Toni, Milan and Saciloto et al., 2017). 
There are negative relationship between perception and expectation, the alternative way to change the customers’ expectation is improving the service quality to enhance the customers’ perceived value and customers’ perceived value will become the partial mediating role to reduce the negative effect (Malik, 2012). Apart from that, there are variable attributes that direct and indirectly influence customers’ perception of value (Nikhashemi, Tarofder and Gaur et al., 2016). Amin et al. (2013) stated that managers must finding out what is the area to improve by analyse who is the target customers’ for the organization. 

2.1.1 Global perspective 
Ruiz, Castro and Díaz (2012) stated that the interaction process between service provider and customers start with the quality aspects of services and customers will evaluate the perception of values based on experiences and personal values are the most important attribute that maintain a repeat business in hotel industry, Spain. Therefore, service provider must figure out what is the customers’ personal value to enhence the customers engagement and fulfill the customer needs and desires, supported by Marković and Janković (2013). Besides that, the customers’ perception of value may influence customers’ satisfaction, behavior and loyalty (Nguyen, Nguyen and Nguyen et al., 2018). For example, customers’ perception of value is positively influence customers’ on return stay in Gauteng’s hotel industry, South Africa (Ntimane and Tichaawa, 2017). However, the customers’ perception of value may different as compared to different city even in the same country (Zenker and Beckmann, 2013).
The customers’ perception of value has significance differences between public and private banks sector in Visakhapatnam, India (Fozia, 2013). In Hyderabad city India, customers’ perception of value has no significance difference between public and private bank sectors indicate that the public and private banks sectors have no dissimilarity (Lavuri, 2018).  Nonetheless, the traditional banking sectors transform into electronic banking sector may provide different perception of value for the customers (Ling, Fern and Boon et al., 2016). Fozia (2013) stated that different occupation and age group of customers have different customers’ perception of value toward e-banking sectors in India because of the different usage level of the services. According to Wu et al. (2014), customers’ perception of value has a strong positive relationship with repurchase intentions in e-commerce industry in Taiwan. The digital advancement is giving pressure to organization to adopt new technologies and some companies are tend to have an existence in digital marketplace (Leung, Law and Hoof et al., 2013). The technology environment may become the key factor to measure in service quality with growing trend of globalization and digitalization (Lepmets, Steel and Gacenga et al., 2012). 
The customers’ perception of value in social enterprise has a positive relationship with customers’ satisfaction in South Korea but there is no difference between social or non-social enterprise when customers’ perceived negative value of the products or services (Choi and Kim 2013). In South Korea, social enterprises created a new market in social economy and consumers believed that buying products or services with social enterprises have different characteristics and behaviours as compared to non-social enterprise (Hwang, Jang and Park et al., 2017). However, if customers perceived negative value on the products or services, customers’ satisfaction will be decreased regardless social or non-social enterprise (Choi and Kim 2013). The perception of value is the factor that indicating customers’ willingness to pay extra on the products or services while the additional features must fit the personal value according to customers’ needs and desires (Hassan, 2012). 
According to Vera and Trujillo (2013), the relationship between customers’ perception of value and service quality is weak and indicated that customers are not willing to pay extra for better service quality in bank sector, Mexico. The service quality value does not fit the customers’ personal value indicate that customers are not willing to pay extra for better service quality (Hassan, 2012). The customers’ personal value is an attribute that totally fit the individual needs and wants (Camilleri, 2018). For example, satiation is playing an intervene role in the relationship between customers’ perception of value and switching intentions in restaurant industry, United States (Park and Jang, 2014). 
According to Alden, Kelley and Riefler et al. (2013), consumers’ perception of value will be decreased due to negative attitudes on globalization and the worst scenario will lead to animosity on global brand attitudes. Wongtada, Rice and Bandyopadhyay (2012) stated that Thais have a negative perception of value on Chinese inferior products due to limited selection on variability in quality perception. According to Fong, Lee and Du (2014), the local and foreign joint venture company can create the consumers’ perception of value and lead to a positive brand attitude towards an international brand. Wongtada et al. (2012) stated that consumers’ perception of value can be different towards different countries that results to affinity or animosity that might influence consumers’ attitudes on the countries’ brand, products and services. 



2.1.2 Malaysia perspective 	
Rasheed and Abadi (2014) stated that in overall the customers’ perception of value is low in service industry in Malaysia as compared to other country in Asia such as Singapore and Japan. There are many researchers (Albattat et al., 2016; Amin, Isa and Fontaine, 2013; Haba, Hassan and Dastane, 2017; Nikhashemi et al., 2016) studying on the relationship of customers’ perception of value with customers’ satisfaction, purchase intention and loyalty in different sector in Malaysia. For example, customers’ perception of value is high correlated with customer satisfaction in convenience store sector, Malaysia (Animashaun, Tunkarimu and Dastane, 2016). Nikhashemi et al. (2016) stated that customers’ perception of value has predictability on customers’ brand loyalty in retail store industry, Malaysia. Besides that, the purchase intention of working professionals in Malaysia’s smartphone industry is directly influenced by the customers’ perception of value (Haba et al., 2017). Moreover, the customers’ perception value is directly influenced customer loyalty towards customers’ satisfaction in mobile commerce fashion industry, Malaysia (Amin et al., 2013). Furthermore, customers’ perception of value is directly influenced customers’ satisfaction in budget hotel industry (Albattat et al., 2016). Besides that, the customers’ perception of value can be indirectly generate profit for the company (Ghotbabadi et al., 2012). 
Liat et al. (2014) stated that customers’ perception of value is indirectly influence customers’ loyatly through customer satisfaction. Nonetheless, the customers’ perception of value has positive relationship with customer satisfaction while the result show that most of the malaysian hotel guest have positive customers’ perception of value in hotel industry in Malaysia (Amin et al., 2013). The positive customers’ perception of value can generate profit to the hotel and increase customers’ loyatly that build a solid customers base to stay competitive in the hotel industry in Malaysia (Liat et al., 2014). Moreover, customers’ perception of value is high corelated with customer loyalty as compared to customers’ trust, supported by Rasheed and Abadi (2014). The customers’ perception of value are important to improve customers’ satisfaction, purchase intention and loyalty in different sector either products or services in Malaysia (Amin et al., 2013; Haba et al., 2017; Liat et al., 2014). Malaysia is a multi-cultural country and majority customers are Muslim, there are some researchers (Abdullah, Sidek and Adnan, 2012; Amin et al., 2013) trying to find out the differences between islamic and conventional company. 
According to Aziz (2018), the customers’ perception of value has no significant different between Islamic financial and conventional financial bank in Malaysia because the Islamic finacial and conventional financial bank are offering similar products and services. However, non muslim customers do not perceived the value of islamic bank because the unpredictable value on the future vision such as target to be the world Islamic financial hub in Malaysia, supported by Abdullah et al. (2012). Islamic financial banking services are contrated on creating new banking behavior in terms of image, loyalty and trust towards customers (Aziz, 2018). Therefore, the customers’ perception of value on Islamic financial banking services may different in future because of the new strategy plan. Amin et al. (2013) stated that the customers’ perception of value is the most important aspect to influence the customers’ relationship with Islamic bank and become the referral to other customers. 
According to Bekhet, Alak and Refae (2014), the customers’ perception of value is different between private and public high education institutions in Malaysia. The research reputation of the high education institution is the main factor that influences customers’ perception of value (Naidu and Derani, 2016). The customers’ perceptions of value are difference between private and public high education institutions because of the customers’ expectation (Abdul, Rahman and Bularafa et al. 2016).

2.2 Service quality model (SERVQUAL) 
2.2.1 The definiton of SERVQUAL 
Parasuraman et al. (1985) developed SERVQUAL model and combined with GAP model that contributed an important framework to measure service quality (Yarimoglu, 2014). Parasuraman et al. (1985) proposed SERVQUAL model and further enhancement on the model for the following eight years (Adil, Ghaswyneh and Albkour, 2013). The original SERVQUAL model introduced by Parasuraman et al. (1985) is measuring ten dimensions including access, credibility, communication, competence, courtesy, reliability, responsiveness, tangibles and understanding the customers (Wu and Cheng, 2013). 

2.2.2 The important of SERVQUAL
Service quality is an importance strategic for the management to keep organizational growth and success (Hashim, Jaini and Jamaluddin et al., 2017). According to Ghotbabadi et al. (2012), SERVQUAL model is the best analytical tools for the management to find out what are the customers’ needs, wants and perception of value. Yarimoglu (2014) stated that Parasuraman et al. (1988) developed the advance version of SERVQUAL model to measure service quality. Besides that, Parasuraman et al. (1988) proposed that SERVQUAL model can be used to comparing branches within the company, comparing with competitors, performance tracking and categorize customers’ into different group based on the customers’ perception of value (Adil et al., 2013). The output is valuable for management to identify problems and decide on strategic plans to overcome the problem, improve efficiency and effectiveness to make the organization profitability (Ghotbabadi et al., 2012). 
The SERVQUAL model was identified as measuring service quality with five components which are reliability, tangibility, empathy, assurance and responsiveness (Rahman, Khan and Haque, 2012). The 5 dimensions and 22 items in SERVQUAL model is presented in seven-point Likert scale (Yarimoglu, 2014). The most challenging parts for Likert scale which are respondents do not understand the question or without a proper answer that lead to majority of neutral results that does not contribute or provide a significant direction (Mauri, Minazzi and Muccio, 2013). Besides that, the quality of intangible services is hard to justify as compared to physical products because the expectation of customers’ might be different, supported by AbuKhalifeh and Som (2012). According to Mauri et al. (2013), SERVQUAL model is collecting data from the sample or who experienced the service within three months for data analysis of service quality assessment and the customers’ perception of value and expectation is simultaneously evaluated after perceived the services.
SERVQUAL is an analytical tool that assists management level to identify the gaps between the factors and service quality (Ghotbabadi et al., 2012). Muyeed (2012) state that service quality model is identifying the gap between service expectations compared with actual service delivery. There are five gaps between the service expectations with the actual which is the customers’ expectation of service, the customer’s expectation for standard of service, specification of the service, service delivery and perceived service (Rahman et al., 2012). 
Adil et al. (2013) stated that the quality gap (Q) is the range between customers’ perception (P) and customers’ expectation (E) while the equation is P – E = Q. The service quality gap in each dimension is closer indicating that customers’ perception of service quality is higher and lead to high customers’ satisfaction (Herstein, Gilboa and Gamliel et al., 2018). According to Hashim et al. (2017), customers’ satisfaction is reflecting that service quality achieved customers’ expectation and these results will lead to repeat purchase on products or services and become loyalty customers. The total Q value of 5 dimensions are indicating the overall quality level that influencing customers’ perception of value (Adil et al., 2013).	
According to Marković and Janković (2013), there are five factors there have a positivie relationship with customer perception of value that lead to customers’ satisfaction which is reliability, tangibles, assurance, empathy and competence of staff. These are the factors identified by Parasuraman et al. (1988) SERVQUAL model to measure the functional service dimensions (Rahman et al., 2012). According to Yarimoglu (2014), the dimensions of the SERVQUAL models including SERVQUAL, RSQS, Brady and Cronin service quality model can be categorized into three elements which is physical element (tangibles and physical aspect), people element (assurance, empathy and responsiveness) and  process element (reliability and problem solving).  
Adil et al. (2013) stated that many researchers had applied SERVQUAL model in banking industry. SERVQUAL model is an exploratory study that commonly used by market researchers and scientists while SERVQUAL model could not have a clear measurement between gaps at different levels (Ghotbabadi et al., 2012). Nonetheless, researchers must aware to the environment changes such as technology advancement and fast changing nature of services that required researchers to keep updated and include the crucial factors into the model in order to adapt to uncertainty and competitive environment (Mauri et al., 2013). According to Herstein et al. (2018), there is some researchers comment on SERVQUAL model about the representation of score, poor reliability and variance restriction while SERVQUAL model still remains dominant and become a guideline in researching services and other industries. 
According to Adil et al. (2013), SERVQUAL model is a practical framework and researchers tend to use SERVQUAL dimension as a guidline to create a modified SERVQUAL model on specific industry. However, researchers must know what is the nature of services in order to measure service quality effectively (Yarimoglu, 2014).


2.2.3 Factors that influencing customers’ perception of value in hotel industry
2.2.3.1 Tangible dimension 
Tangible factors are defined as visual or physical environment and this factor is more likely to influence the customers’ perception value and emotion (Ali and Amin, 2014).  The SERVQUAL model dimensions are generic and researchers are required to measure different item when applying into different sectors that specifically fit with the target customers expected value (Prud’homme and Raymond, 2013). For example, banking industry is measuring on the modern looking equipment, visually appeareance and the materials such as pamphlets or statements (Corneliu, 2012). Airline industry is measuring on the in-flight meal and facilities, check-in and boarding progress and the mechanism of baggage handling system (Chikwendu, Ejem and Ezenwa, 2012). Information technology (IT) services industry is measuring on the professionalism of written communication in hosting services (Bayoumi, 2012). The comparison between different sectors are clearly indictating the different of customers’ need and desires in different industry and researchers must know who are the target customers and based on the customers value to measure on the service quality (Amin et al., 2013). 

In hotel industry, the tangible factors are included the accessibility of the hotel location, brand image and facilities while the intangible factors are included hospitability, reliability services such as prevention on uncertain mistake and the employees’ competences to solve customers’ problem effectively (Marković and Janković, 2013). The hotel brand image with new concept and new design can target new market niches and reposition the hotel brand, supported by Pavia, Grzinic and Floricic (2014).
Moreover, tangible dimensions are measuring the overall interior and external design, the aesthetic of the hotel, the existence of parking space, restaurant and etc (Radojevic, Stanisic and Stanic, 2015). According to Hackett and Melia (2012), the larger hotel chains are looking into creating unique style and aim to be a tourist attraction to differentiate with other competitors. 
According to Hashim et al. (2017), the tangible dimension in hotel industry is referring to the overall company environment and front-line employees’ appearance such as uniforms, equipment, physical facilities, neat or tidy hotel premises. Besides that, the hotel’s decoration such as real flowers and original painting are emphasized through tangible dimension especially in luxury hotel (Lu, Berchoux and Marek et. al., 2015). 
Furthermore, the professionalism of the front desk employees, concierge and housekeepers are part of the attribute in tangible dimension (Taylan, Varinli and Kitapci, 2014). The professionalism of hotel employees are commonly mentioned in tangible dimension such as the positive attitude and technical expertise during the work (Torres and Kline, 2013). 
Most of the hotels are offering breakfast package with hotel stay in order to increase the hotel’s revenue with added value products and services especially airport and executive hotel for the customers convenience (AbuKhalifeh and Som, 2012).  Besides that, the new facilities and equipment will definitely added-value on the customers’ expected value due to less malfunction equipment and better experience (Minh, Ha and Anh et. al., 2015).
The differentiation strategy is trying to develop an unique brand image with the combination of event and program to defeat those unspecified hotels  by promoting environmental friendly and enhance customers’ sensation to become outstanding in hotel industry (Pavia et al., 2014). Liat et al. (2014) state that  aesthetics experience can increasing the engagement with customers and have a positive relationship with the perception value on brand image. According to Kaveh et al. (2012), brand image is the most important factor to influence customers’ satisfaction. The higher customers’ perceived value  will lead to high purchase frequency (Schleenbecker and Hamm, 2013).

2.2.3.2 Reliability dimension 
The definiton of reliability in service quality model is service providers’ competences to provide prompt service in good quality (AbuKhalifeh and Som, 2012). According to Hashim et al. (2017), the reliability dimension in SERVQUAL model is measuring the consistency of employees’ ability to deliver on promised services to customers. Saghier and Nathan (2013) stated that Reliability is the most important factors within other dimensions especially in banking sector by providing errorless service fulfillment, recording, quoting and billing. However, the airline industry is measuring on  the online assistance services, responses to uncertainty incidence and efficiency of transfer service at departure airport in reliability dimension (Chikwendu et al., 2012). The reliability dimension in IT industry is focusing on the availability of hosted server (Bayoumi, 2012).

The hotel’s reliability is the results of maintaining high quality service to deliver promised services and the attribute of reliability dimension in hotel industry may be different with other industries and service provider should focus on measuring what is the most concerned by the hotel guest (Rao and Sahu, 2013). For example, the air-conditioner in the hotel room is not functioning and the management should immediate send out technical person to solve the issue or arrange another room for the hotel guest (Poku, Zakari and Soali, 2013). This attribute is important for luxury and 5- star hotels to build the hotel brand image and create a perception of value for customers on the hotel brand image, supported by Kaveh, Mosavi and Ghaedi (2012). However, Marković and Janković (2013) stated that service provider must ensure no mistake during the service delivery and completed on time. Other than delivering promised service, hotel guests emphasize the attribute of the service including appropriate timing to provide service such as food serving, housekeeping and room services whether is on the right timing and the hotel guests know the exact time when the service would be performed (Dortyol, Varinli and Kitapci, 2014). The luxury and 5-star hotel are differentiating the quality of services by improving the service presentation and process (Khuong and Giang, 2014). According to Marković and Janković (2013), reliability, employees and tangibles are the most common factors are the main indicator for customers’ satisfaction in hotel industry while the results might vary with different context. 
According to Giritlioglu, Jones and Avcikurt (2014), the reliability of food department in hotel industry is recognized as indicators of SERVQUAL by measuring the delivery time of food and the quality. Most of the hotels are offering breakfast package with hotel stay in order to increase the hotel’s revenue with added value products and services especially airport and executive hotel for the customers convenience (AbuKhalifeh and Som, 2012).  

In hotel industry, the reliability factors are including the consistency of employees’ ability on handling the guests’ flow, for example from the transportation to the hotel, check-in time in the reception, hotel stay, extension, check out and departure (Vlachos and Bogdanovic, 2013). Besides that, the hotel staff responses to uncertainty incidence are important such as arrangement when the fire alarm is detected (Chikwendu et al., 2012). According to Alarifi, Phylaktou and Andrews (2016), there is an incident happened in MGM grand hotel that fire broke out in the hotel and 85 guests were killed and more than 600 guests injured. 

Furthermore, luxury hotel is required to maintain high quality services including consistent and stable service quality, serve customers with a team-based mentality, professional service skill and attitude in order to build hotel brand image (Chang and Ma, 2015). Building a luxury hotel brand image is important for hotel managers to sustain in the competitive luxury hotel industry and effective branding strategies are able to differentiate the hotel brand values with other competitors (Ryu, 2017). 

2.2.3.3 Empathy dimension 
The definition of empathy dimension in SERVQUAL is measuring the service quality on personalize customer service (AbuKhalifeh and Som, 2012). According to Saghier and Nathan (2013), empathy  dimension is about convenience operating hours for customers, undestand individual customers’ need and best interest in heart are the required component in private bank sector. Empathy dimension in airline industry is measuring the provided services such as travel partners, car rental and hotel services in airport (Chikwendu et al., 2012). However, IT industry is focusing on the understand of customers need in empathy dimension (Bayoumi, 2012). 
In hotel industry, employees are good in communication skills are treated as a valued human resources by creating a warm feeling for hotel guests with empathy (Grobelna and Marciszewska, 2013; Musaba, Musaba and Hoabeb, 2014). The empathy attributes are required employees to value every hotel guests and employees who are compassionate and reassuring can reduce the amount of customers’ complaint, supported by Keith and Simmers (2013). However, if any mistake occurred during the service delivery, the management should conduct a  prompt recovering plan such as apologize and amend (Tefera and Govender, 2016). Moreover, Najafi, Saati and Bighami et al. (2013) encourage service providers try to tolerance with customers’ complain. According to Tefera and Govender (2016), hotelier should enforce the procedures and policies with a statement for every employees to have the customers’ best interest at heart. Employees must have good focus and observation on what customers’ need in advance and these action can improve the relationship with customers (Najafi et al., 2013). According to Albayrak and Caber (2015), hotel employees can speak fluence and command language are the important attribute to increase customers’ satisfaction.
Tangible service in empathy dimension such as shuttles bus, preparation for morning coffee and newspaper, special menu for healthy, diet and vegetarian foods are complimentary service to value hotel guests and more convenience (Keith and Simmers, 2013). Moreover, the service quality in tangible attributes are describing the hotel direction must be clear and easy to find and the availability of tools such as universal adapter, hair dryer and etc (Shafiq et al., 2013). The hotel management should deliver personalize service such as provide access for some minority group of customers to be care such as disabled guest and hotel management should ready the disabled parking, toilet, walkway, ramp, entrance and etc (Isa, Zanol and Alauddin et al., 2016). 

2.2.3.4 Responsiveness dimension 
The definition of responsiveness in SERVQUAL is providing prompt service and solve customers’ complaints effectively (Stefano et al., 2015). According to Hashim et al. (2017), responsiveness dimension in SERVQUAL model is measuring the willingness of employees to fulfill the customers’ needs and desires. Responsiveness is about providing timeliness services, paying attention and undertand customers’ needs and wants while safety issue in transaction is most important in bank sector (Saghier and Nathan, 2013). However, airline industry is measuring on staff responses to flight delay and updating online event information (Chikwendu et al., 2012). Responsivess dimension in IT industry, staff are required to brief customers on what is the actual services delivered for hosting service (Bayoumi, 2012).

In hotel industry, the responsiveness factors are including provide prompt service to reduce hotel guests wait-time either during the check-in process, concierge, room service, housekeeping and etc (Torres, Wei and Hua et. al., 2019). According to Kleynhans and Zhou (2012), there are three attributes of responsiveness which is the preparation on customers’ request, the effectiveness and willingness on service delivery. Besides that, the responsiveness attribute is describing the willingness to fulfill customers’ need such as customers’ request on high floor or non-smoking room, double or large bed and etc (Rao and Sahu, 2013).  

The hotel management should focus on the service quality of employees’ willingness on helping hotel guest, inform the time frame for service delivery and special handling on special customers (Ng et al., 2014).	Besides that, the hotel management should set a standard procedure on problem solving and answering customers’ enquiries for employees’ to comply in order to solve customers’ complaints effectively and hotel staff should devote time to answer hotel guests’ questions or complaints (Kleynhans and Zhou, 2012). Nonetheless, hotel management must have sufficient manpower for personnel shift to prevent any uncertainty and provide timeliness services (Keith and Simmers, 2013). 

2.2.3.5 Assurance dimension 
The definition of assurance dimension in SERVQUAL is measuring the employees’ courtesy, knowledge and ability to build customers’ confidence and trust (Shafiq et al., 2013). Hashim et al. (2017) stated that assurance dimension is dependent on employees’ competences to provide sufficient guidance to customers that feeling safe to rely on the company. Saghier and Nathan (2013) stated that  assurance in British bank sector is required employees’ courtesy, ability on financial advice, accessbility on customers’ account information, comfortable bank interior and professional management team. According to Lau, Cheung and Lam et al. (2013), consumers are preferrable to repeat visit at the specific stores with service quality assured and privileges because the employees have build a trust with customers that influence customers perception of value on the particular store. According to Chikwendu et al. (2012), the airline industry is measuring on the safety performance, flight break down and the employees patience in resolving problems in assurance dimension. However, the IT industry is measuring on the industry standards for operating system security and cost efficiency for hosting servers in assurance dimension (Bayoumi, 2012). 

In hotel industry, the assurance dimension is measuring the hotel staff’s courtesy and including the front-desk, concierge, bellboy and etc (Amin et al., 2013). Moreover, the employees must  have the ability and knowledge of hotel in order to provide the clear information such as the room price and types, restaurant and facilities direction for the customers (Ng, Rahman and Visvalingam, 2014). The management must ensure employees are able to answer customers’ enquiries and hotel room, food and beverages price list must be stated clearly without hidden cost or charges (Kleynhans and Zhou, 2012).
According to Shafiq et al. (2013), the assurance attribute is assuring that customers’ are feeling secure in hotel stay, services and transactions. Hotel management should create a transparent environment to eliminate hotel guests’ anxiety on security and management should ensure that employees are well-trained to build customers’ trust in service delivery (Kleynhans and Zhou, 2012). Besides that, the assurance dimension is measuring the employees’ competences and behavior to solve problem such as any hotel’s facilities or equipments malfunction or uncertain situation happened in the hotel (Hashim et al., 2017). The employees are required to maintain the consistency of providing quality services and the flexibility in provide personalize service to hotel guest (Stefano et al., 2015). 

2.2.4 E-SERVQUAL
Electronic service quality (e-SQ) is commonly used by banks to measure service quality in internet banking sector in order to remain competitive and there are several models developed to measure e-SQ including E-SERVQUAL (Parasuraman et al., 2005), WebQual (Loiacono et al., 2002) and  SITEQUAL (Yoo and Donthu, 2001) and etc. Different countries are measuring different dimension in e-SQ, Zavareh, Ariff and Jusoh et al., (2012) stated that in United Kingdom the researchers are measuring website access, attention, credibility, interface, setting and trust as compared with Hong Kong researchers are measuring on efficiency, problem handling and security. 

2.2.5 Four groups of service quality models
Yarimoglu (2014) stated that service quality models can be analyzed in four groups while the first group was constructed by Grönroos (1984) and Philip and Hazlett (1997) by focusing on functional or technical services, core attributes having primary and secondary important and peripheral attributes. There are three components identified by Gronroos’ service quality model including technical quality, functional quality and image (Zaibaf, Taherikia and Fakharian, 2013). There are five components in technical quality which is measuring computerized systems, employees’ knowledge, machine quality, technical ability and solutions (Rahman et al., 2012). Park, Lee and Lee et al. (2012) stated that technical quality is focusing on delivered outcome while functional quality is focusing on the actual service process. The functional quality has seven components including accessibility, appearance, attitude, behavior, customer contact, internal relationship and service-mindedness (Rahman et al., 2012). Image is the perceived value of technical and functional quality and other relevant factors such as ideology, pricing, public relations, tradition and word-of-mouth (Zaibaf et al., 2013). 
According to Yarimoglu (2014), the second group is formed by Haywood-Farmer’s model (1988), Parasuraman et al.’s GAP model (1985), Cronin and Taylor’s SERVPERF model (1992) and Frost and Kumar’s INTSERVQUAL model (2000). Haywood-Farmer’s model (1988) stated there are three important dimensions which are people’s behavior, physical facilities and professional judgment (Rahman et al., 2012). 
The third group is representing Retail Service Quality Scale’s (RSQS) dimensions by measuring specialty and department stores’ service quality (Yarimoglu, 2014). Dabholkar, Thorpe and Rentz (1996) executed comprehensive and phenomenological interviews and applied a tracking method to monitor customers’ thought processes as the evaluation of specific shopping experience (To, Tam and Cheung, 2013). The RSQS is measuring five main dimensions which are personal interaction, physical aspects, policy, problem solving and reliability (Yarimoglu, 2014). The RSQS is different from the conventional service quality model and specifically fit to retail service environment because of the unique in nature (Ramakrishnan, 2013). 
The fourth group is Brady and Cronin‘s service quality model (2001) that developed from SERVPERF dimensions and revealed three important dimensions including outcome quality, personal interaction quality and physical service environment quality (Yarimoglu, 2014). According to Zhao, Lu and Zhang et al. (2012), the primary dimensions are consisted of three sub-dimensions which is attitude, behavior and expertise (interaction quality), ambient conditions, design and social factors (physical service environment quality), tangibles, waiting time and valence (outcome quality). Yarimoglu (2014) stated that the last three groups including SERVQUAL, RSQS, Brady and Cronin service quality model were classified into three main factors of services marketing mix (7P) which is people, process and physical environment.  



2.2.6 Service performance model (SERVPERF)
Cronin and Taylor (1992) stated that the customers’ expectation component in SERVQUAL confounded the measurement of service quality and satisfaction (Keith and Simmers, 2013). Customers’ expectation is unpredictable and different customers may have different expectation on service quality (Felix, 2015). However, service provider will increase the service quality when received customers’ complain or dealing with demanding customers (Archakova, 2013). According to Minh et al. (2015), Cronin and Taylor (1992) developed service performance (SERVPERF) by using single-item scale to measure 50 percent lesser items which is only 22 items that able to explain better variance as compared to SERVQUAL. SERVPERF is eliminating customers’ expectation attribute and focus on measuring the service performance level (Keith and Simmers, 2013). Jain and Gupta (2004) find out that SERVPERF has a better explanation on service quality with discriminate and convergent validity as compared with SERVQUAL scales in the research on fast food restaurants in Delhi, India (Keith and Simmers, 2013). 
According to Rahman et al., (2012), Cronin and Taylor (1992) stated that SERVPERF is more applicable than SERVQUAL because SERVPERF required fewer components to measure the service quality as compared to SERVQUAL with better influence on customers’ satisfaction. Cronin and Taylor (1992) stated that components in SERVPERF model have better value and explanation on the measurement of service quality as compared to SERVQUAL model (Keith and Simmers, 2013). However, Robledo (2001) argued that SERVPERF is not effective on measuring service quality and Getty and Thompson (1994) introduced LODGQUAL with additional contact, capacity and safety dimensions, supported by Wu and Ko (2013).
Hussain, Nasser and Hussain (2015) debated that service quality model is not suitable for all industries and service provider must be modify the model accordingly to the specific industry. According to Rahman et al. (2012), the banking industry is more focus on technology such as user friendly, quality information, safety and security. The customers’ experience in a terrible online banking user interface may ruin the customers’ perception of value during the process (Abdulfattah, 2012). In airline industry, customers are more concern about the safety issues while service provider should measure this dimension to fit with the airline industry, for example a poor airplane landing and unprofessional pilot handling definitely will make customers feel depressed and lack of confident on the service provider (Hussain et al., 2015). Functional and technical service quality play an important role in retail industry and the service providers are using retail service quality and perceived value model to measure the service quality (Rahman et al., 2012). 

2.2.7 Hospitality service model (HOLSERV)
According to AbuKhalifeh and Som (2012), hotel industry in Australia introduced a new service quality model in hospitality industry known as HOLSERV with three attributes which is reliability, tangibles and employees. Nonetheless, the HOLSERV is the modification from the service quality model while HOLSERV are more specific and the three dimensions are similar with service quality model but HOLSERV is replacing employees’ dimension instead of other dimensions (Tefera and Govender, 2016). The employees attribute play an important role in constructing high service quality (AbuKhalifeh and Som, 2012). According to Tefera and Govender (2016), HOLSERV is using different approach to measure 27 items with additional dimension such as employees’ behaviors and appearance. The employees’ dimension consists of several attributes such as courtesy, interpersonal skills, willingness to cope with customers’ complaints (Marković and Janković, 2013). 

2.2.8 Lodging quality (LODGQUAL) and lodging service models (LODGSERV)
In United States, Getty and Thompson (1994) tested SERVQUAL model in hotel industry and developed lodging quality (LODGQUAL) / lodging quality index (LQI) which is a new scale on measuring five service quality attributes which is confident, communication, reliability, responsiveness and tangibility (AbuKhalifeh and Som, 2012). LODGQUAL model is the modified model that incorporated with the original SERVQUAL dimensions with additional attributes such as contact, capacity and safety (Sekuliс and Mandariс, 2014). 
Knutson et al. (1990) developed lodging service (LODGSERV) model by measuring 36 items in 5 dimensions which is assurance, empathy, reliability, responsiveness and tangible and there are 10 items are not contributed to the measurement (Minh et al., 2015).  Keith and Simmers (2013) stated that lodging service (LODGSERV) has better assessment of tangible and empathy dimension which is more suitable to measure customers’ perceived value on hotel’s service quality. According to Prud’homme and Raymond (2013), SERVQUAL and SERVPERF model are not specified for measuring tourism industry. Ekinci, Riley and Schaw (1998) stated that LODGSERV is the most comprehensive and appropriate approach on measuring hotel’s service quality by comprising five dimensions into two dimensions which is tangibles and other attributes (Keith and Simmers, 2013). 
Rahman et al. (2012) state that people’s behavior, professional judgment and physical facilities and processes are three important components in service quality. The word of mouth (WOM) marketing is enhancing professional judgment attribute and directly influence customers’ satisfaction, supported by Kitapci, Akdogan and Dortyol (2014). The high credible agency is providing information that strongly influence traveller destination (Tham, Croy and Mair, 2013). According to Rahman et al. (2012), the synthesized service quality model is identified as increasing customers’ perceived value by using marketing activities and word of mouth. 

2.5 Theory of planned behavior (TPB)
Theory of planned behavior (TPB) is focusing on individual motivational factors to predict for the intention on conducting a specific behavior (Montano and Kasprzyk, 2015). According to Sniehotta, Presseau and Soares (2014), TPB is an extension version of Theory of Reasoned Action (TRA), which is the best theoretical approach to conduct a health behavior research for the past three decades. Montano and Kasprzyk (2015) stated that TPB is successfully predict and explain individual health behaviors including exercise, smoking, drinking, breastfeeding and HIV prevention behaviors. TPB is generally used to research on health care, technology and politics context (Cheon, Lee and Crooks et al., 2012). Besides that, TPB is applied to research on social behavior and the results show that strong predictability on those out of personal control (Sniehotta et al., 2014). The constructs of TPB revealed that attitude is influenced by perceived value and perceived risk (Wu and Chen, 2014). Moreover, TPB is been used to predict customers’ intention in hotel industry and the result show that TPB model is suitable for the measurement (Verma and Chandra, 2018).
Montano and Kasprzyk (2015) stated that the original TRA have two determinants to influence behavior intention which is attitude and subjective norms while perceived behavioral control (PBC) is the additional construct for TPB. According to Kautonen, Gelderen and Fink (2015), attitude is about the evaluation of individual preferences for behavior prediction. Subjective norm is referring to individual’s perception on what is important to the individual to perform the behavior (Cheon et al., 2012). PBC is about the perception of difficulty to perform the behavior (Kautonen et al., 2015).
According to Montano and Kasprzyk (2015), TPB is assuming a causal relationship among the components that consists of attitude, subjective norms and PBC with behavioral intention while other factors such as demographic and environmental attributes do not individually to explain the behavior intention. Moreover, there are several influences such as cultural, social, economic and medical that assumed to become media role by TPB (Sniehotta et al., 2014). 

2.6 Gaps in the Literature
There are many researchers (Allan, 2016; Chen, Ouyang and Huang et al., 2016; Debasish and Dey, 2015; Keith and Simmers, 2013; Khuong, Ngan and Phuong, 2015; Ko, 2017; Minh et al., 2015; Mohsin and Lockyer, 2010; Sangode, 2016; Tseng and Kuo, 2013) discussed about customers’ perception of service quality value in hotel industry in global perspective but only part of these researches (Allan, 2016; Khuong et al., 2015; Mohsin and Lockyer, 2010) are carried out context of luxury hotels. When narrow down into local context, there are some researches (Amin et al., 2013; Liat et al., 2014) discussed about the service quality in hotel industry in Malaysia and the other research (Ali, Omar and Amin, 2013) been done in customer perception of value in hotel industry in Malaysia. However, there are limited studies on customer perception of 5-star hotels’ value especially in Klang Valley, Malaysia and there is an academic gap to research on the customers’ perception of value in this area. 

2.7 Theoretical framework
The figure 2.1 below is showing theproposed theoretical framework for this study:
Figure 2.1: Theoretical framework
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2.8 Hypotheses
This research study is finding out the relationship between the independent variables that consisted of five dimensions including reliability, tangibility, assurance, responsiveness and empathy with the dependent variable, which is customers’ perception of 5 star hotels’ value in Klang Valley, Malaysia. The hypotheses in the research were defined as below:
H1: There is a relationship between assurance dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
H2: There is a relationship between reliability dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
H3: There is a relationship between tangible dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
H4: There is a relationship between responsiveness dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
H5: There is a relationship between empathy dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

2.9 Conclusion 
In conclusion, this chapter reviewed the literature on SERVQUAL model and the significance dimensions of SERVQUAL model towards the customers’ perception of value. The grounded theory – Theory of planning behavior (TPB) is defining the dependent variable which is customers’ perception of value. The theoretical framework is established based on the proposed factors. In hypothesis, that is only 1 independent variable with 5 dimensions constructed the influences towards customer perception of value. 



CHAPTER 3: RESEARCH METHODOLOGY
3.0 Overview 
Chapter 3 is discussing the application of research methodology in this study. The research methodology is a comprehensive discussion on the research and sampling design, analysis tools and methodology. The research design must be linked to the research framework in chapter 2. The sampling method, target population, sample size, unit of analysis, measuring instruments and questionnaire design will be discussed in Chapter 3.

3.1 Research Design 
Business research method is providing the need for information to related businesses to identify the key issues and challenges of the competitive business environment and make strategies and tactics decisions to overcome the situation (Zikmund, Babin and Carr et al., 2013). The research design is important for finding out the research objectives and research questions by providing a framework for collecting and analyzing data (Wahyuni, 2012).

Research design is finding out the research questions in theoretical and conduct a practical research to provide answers to the research questions (Hakim, 2012). Research design is a grand plan for conducting a business research and research design is important to answer a research question (Greener and Martelli, 2018). The research design is reflecting the range of dimensions of the research process that focused by the research (Bryman and Bell, 2015). 

This study is using descriptive correlation design to establish the relationship between SERVQUAL model and customers’ perception of 5-star hotel value in Klang Valley and identify the most significant factor that influence customers’ perception of 5-star hotel value in Klang Valley. This study is using quantitative research method by measuring and analyzing on the collected data which is structured and numerical to build reliable and accurate measurements for statistical analysis (Goertzen, 2017). Quantitative research method is suitable to use in studying social, natural and physical sciences incorporate with statistics contents (Tominc, Krajnc and Vivod et al., 2018). Table 3.1 below shows the framework of research design:

Table 3.1 Framework of research design
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Source: Sekaran and Bougie (2011)

The study setting can be categorized to contrived and non-contrived while this research is using non-contrived study setting because this research is conducting the research in natural environment and does not manipulating the research environment (Sekaran and Bougie, 2016). The study setting is non-contrived conditions to ensure minimum interference and no destruction on the respondents’ work to maintain accuracy and independency of the research by distributing questionnaire to respondent to answer (Khan and Billah, 2013).




3.2 Unit of analysis and time horizon 
According to Zikmund et al. (2013), unit of analysis is referring the subject of data collection from the respondents either individual or group based on the diverse contact of the research. Babbie (2013) stated that identifying unit of analysis is important for research design by examining the variables based on the study. The unit of analysis in this study is individual level to find out individual customer perception of value towards 5-star hotel in Klang Valley, Malaysia. Sekaran and Bougie (2016) stated that time horizon can be categorized to one-shot or cross-sectional studies or longitudinal studies. According to Bryman and Bell (2015), cross-sectional studies are collecting data on more than one respondents and each respondent only collected one time data for quantitative or quantitative research in order to find out the relationship between independents and dependents variables. However, longitudinal studies are collecting continuous data at regular intervals from individual in order to trace the data over the time Sekaran and Bougie (2016). Therefore, the time horizon in this research is cross sectional because this research is collecting data from one respondent in one time only to find out the perception of value towards 5-star hotel in Klang Valley, Malaysia. 

3.3 Sampling design 
According to Singh and Masuku (2014), the sample size is important for the researchers to determine whether using sampling or census for data collection. This study is using sampling design instead of census because the population of this study is huge and the respondents are customers who visited to 5-star hotel in Klang Valley, Malaysia. Greener and Martelli (2015) stated that sampling design is a tool or design for research to focus on smaller part of the population which is more efficient for researchers to collect data on the sample, extent the result and relate to the entire population. According to Babin and Zikmund (2016), sampling design allows researchers to have a more accurate and economic data collection and examine the generalizability of the research findings to larger population. There are some researchers (Khuong et al., 2015; Mohsin and Lockyer, 2010) discussed about customers’ perception of service quality on 5-star hotels but there are limited studies on 5-star hotel in Malaysia especially in Klang Valley area. Therefore, the purpose of selecting this population in this study is to clarify whether travelers staying in 5-star hotels have the same perception as previous study.

3.3.1 Sampling Plan 
According to Sekaran and Bougie (2016), sampling plan is the process for collecting data which can be categorized into two types which is probability and non-probability sampling. Probability sampling is collecting data randomly and everyone within the population has an equal chance to become sample without intention and emotion (Acharya, Prakash and Saxena et al., 2013). According to Greener and Martelli (2015), non-probability convenience sampling is surveying participants who are convenient and available to take part in responding to the questionnaire and usually will involve friends or relatives to ease the progress on data collection. The sampling plan for this study is using non-probability convenient sampling to collect data which is intentionally selecting sample who visited to 5-star hotel in Klang Valley because the an online questionnaire survey will be conducted by distributing to friends and relatives by using Facebook, WhatsApp and E-mail which are more effective, high response rate and complete with short-period. 

3.3.2 Sample Size
According to Singh and Masuku (2014), the determination of sample size are important because the research will hardly to detect important effects and the result will become imprecise if the sample size is too small while the research will become more complexity if the sample size is too large. An approximately 7.9 millions of tourists visit to Selangor in year 2016 (Selangor Kini, 2017) and an estimated 12.3 millions of tourists visit Kuala Lumpur in year 2017 (The Star, 2017) and the estimated total population of 19 million tourists visit to Klang Valley in year 2017. According to Krejcie and Morgan (1970), the determination of sample size is 384 with the given population of 19 million. 

According to Sekaran and bougie (2016), the response rate must be 60% or above to ensure the validity of the questionnaires for statistical analysis. According to Zikmund et al. (2013), the questionnaires are significance for statistical analysis if more than 250 responses.  Table 3.2 below shows the determining sample size of a known population:

Table 3.2: Determining sample size of a known population

[image: ]
Source: Krejcie and Morgan (1970)
3.4 Questionnaire Design 
The questionnaire in this study is using adopted or adapted method and the questionnaire includes the determinant-choice but multiple-grid questions to serve the purpose of the study. Table 3.3 below show the summary of questionnaire:
Table: 3.3: Summary of questionnaire
	Section
	Questions/ Items
	No. of Questions
	Reference

	A
	Demographic
	3
	Debasish and Dey (2015); Khuong et al. (2015); Ng, N., Rahman, A. and Visvalingam, L. (2014)

	B (IV)
	Responsibe
	3
	Debasish and Dey (2015); Minh et al. (2015); Shafiq et al., (2013)

	 
	Reliable
	3
	Debasish and Dey (2015); Khuong et al. (2015); Minh et al. (2015); Shafiq et al. (2013)

	 
	Assurance
	3
	Debasish and Dey (2015); Khuong et al. (2015); Minh et al. (2015); Shafiq et al. (2013)

	 
	Tangible
	3
	Debasish and Dey (2015); Khuong et al. (2015); Minh et al., 2015; Shafiq et al. (2013)

	 
	Empathy
	3
	Debasish and Dey (2015); Khuong et al. (2015); Minh et al. (2015); Shafiq et al. (2013)

	C (DV)
	Customer perception of 5-stars hotels' value in Klang Valley, Malaysia
	5
	Debasish and Dey (2015); Khuong et al. (2015)







3.5 Pilot Test
The purpose to run pilot test is to diagnose problems and ensure the assessment of validity within the survey (Symmank and Spethmann, 2018). Pilot test is reducing the failure rate on the focus area of the research (Vaus, 2013). Therefore, pilot test is important to run first to improve the tool when adapting to local context (Peersman, 2014). Pilot test is assisting researcher to ensure that respondents understand the question and ensure the questionnaire is applicable (Saunders and Tosey, 2015). According to Creswell (2017), the recommended number of pilot test is approximately 10% of the expected sample size while the sample size for this study is 384 and the researcher selected 40 participants for the pilot test.  

3.5.1 Factor Analysis
The factor analysis is tested to examine the correlation of all independent variables in order to ensure this research is relevant (Sekaran and Bougie, 2016). The factor analysis is finding out irrelevant construct and the factor which is lower than the requirement has to remove from the subsequent data collection in order to enhance the validity and appropriateness of the construct (Creswell, 2013). The Barletts’ Test of Sphericity is significant when p-value is lower than 0.05 for factor analysis and indicated that the existence of correlation between variables and thus factor analysis is favorable (Rusuli, Tasmin and Takala et al., 2013). The Kaiser-Meyer-Olkin (KMO) followed by Barlett’s tests to measure the sampling adequacy and ensure the constructed relationship respectively (Pallant, 2016). The KMO Barlett’s Test of Sphericity should be higher than 0.6 and the values are greater if closer to 1 (Naim and Ibrahim, 2014) and the individual measure sample adequacy (MSA) should greater than 0.6 (Hair, Babin and Anderson, 2018). 

Factor loading is measuring how much the variable can be explained to the factor and the higher factor loading values indicate that the dimensions of the factors are greater accounted for the variables (Yong and Pearce, 2013). According to Cooper and Schindler (2013), the factor loading should be greater than 0.6 to ensure the independent variables extracted from specific factor and the factor loading is considered as significant. The rotation method under the rotated component matrix will be applied to define the factor loading and find out the strength of correlation of the variables (Zikmund et al., 2013).  

All factors with eigenvalues should be greater than 1 in order to be acceptable to extract the factors for further analysis (Taherdoost, Sahibuddin and Jalaliyoon, 2014). The eigenvalue is a value associated with each factor that represents how much of the variance is captured by the factor (Hauben, Hung, and Hsieh, 2017). When the eigenvalues is greater than one indicate that factor is capturing more variance than a single variable (Beavers, Lounsbury, and Richards et al., 2013). 

3.5.2 Reliability Test
Reliability test is measuring the consistency within the questions and responses of the survey (Bryman and Bell, 2015). Reliability test is required consistent measurement across time in order to ensure the responses are without bias (Sekaran and Bougie, 2016). The reliability test is important on data collection to find out the consistency of data measurement on the proposed research model (Greener and Martelli, 2015). According to Hair et al. (2018), the satisfactory level for the Cronbach’s alpha is between 0.70 and 0.90 which is within the commonly accepted range and the reliability of each scale shows a good reliability.

3.5.3 Correlation Matrix
There are three types of correlations including Pearson’s coefficient, Spearman’s rank order coefficient and Kendall’s tau coefficient (Puth et al., 2015). This research is using Spearman correlation coefficient because Spearman’s r was more powerful than Pearson’s r across a range of non-normal bivariate distributions and Spearman’s nonparametric test would be more valid than Pearson’s test when parametric assumptions is not violated. Correlation coefficient is commonly used for statistical measure to determine the relationship between two or more variables (Puth, Neuhäuser and Ruxton, 2015). The correlation coefficient is measuring a value between -1 to +1 and the positive value is representing the variables are directly related while the negative value is representing the variables are inversely related, the closer to ±1 indicate that the stronger correlation and the value of 0 indicate that no linear relationship between two continuous variables (Mukaka, 2012).

3.6 Measurements
Measuring instruments are the device to study the evaluation of phenomena or subjects in the research setting (Gidengil, Parker and Fisher, 2012). The questionnaire of the study adapts on Debasish and Dey (2015) research on customer perceptions of service quality towards luxury hotel published in International Journal. The data collected from questionnaires will go through data analysis methods which consist of preliminary analyses, hypotheses testing and other supporting tests (Sekaran and Bougie, 2016). 

3.6.1 Preliminary Analyses
The purpose of conducting preliminary test is to check the authenticity of the preliminary questionnaires (Habib, Pathik and Maryam, 2014). Preliminary analyses are using pilot test data to ensure the collected data is able to answer the research question (Saunders and Tosey, 2015). According to Perneger, Courvoisier and Hudelson et al. (2015), the recommended samples size is 30 participants for preliminary test in order to cover even common problems and this study is choosing 30 samples for the preliminary test. In preliminary test, factor analysis will summarize a series of long questions into shorter and direct questions and each question is representing an aspect of the phenomena in the research (Zikmund et al., 2013). The factor analysis will be conducted in preliminary test and the rule of the thumb for KMO Barlett’s Test of Sphericity should be higher than 0.6 (Naim and Ibrahim, 2014), the factor loading should be higher than 0.6 (Bryman and Bell, 2015) and the eigenvalues should be greater than 1 (Taherdoost et al., 2014). Preliminary test is important for descriptive and quantitative correlation researches to ensure that the data is relevant and reliable to proceed for further data analyses such as hypotheses test (Lewis, 2015). Reliability test is important to ensure that respondents are understand the items or questions in the questionnaire and the result of the reliability test will provide a support for the feasibility of the research (Pallant, 2016). The researcher is required to use SPSS to find out the Cronbach’s alpha value with the requirement of higher than 0.6 is acceptable to proceed with preliminary test on reliability. 

3.6.2 Descriptive Info
The descriptive information is explaining the characteristics of the respondents by conducting demographic survey (Davis, 2014). Descriptive information is transforming the raw data into an easy understand and interpret information for researcher (Zikmund et al., 2013). Descriptive information is including gender, age, education, location, occupation, income level, marital status and etc (Aylaz, Aktürk and Erci et al., 2012). This study is collecting respondents’ demographic profile including age, gender, nationality, income level and purpose of visit. According to Debasish and Dey (2015), the data collection for age is from 18-35, 36-50, 51 and above while gender is male and female. 

According to Khuong et al. (2015), nationality can be categorized to Europe, USA/Canada, Australia/NZ, Asia, Latin America and other while the reason of selecting age, gender and nationality as one of the demographic is because the study focus on service quality and different age, gender and nationality may have different personal value on service quality. According to Ng, Rahman and Visvalingam (2014), income level is less than USD3000, USD3001–5000, USD5001–10000, more than USD10000 and the reason of selecting income level is because the study is focus on 5-star hotel and the data collection can find out what is the range of income level is willing to pay extra for high end accommodation. According to Debasish and Dey (2015), the purposes of visit can be categorized to business or official work, vacation, visit friends and relatives while the reason of studying this data is to find out who is the person to pay for the stay and usually business trip will be covered by the company on travel allowances. 

3.6.3 Hypotheses Testing
Hypotheses testing are central to quantitative research in social sciences by develop on theory to find out whether there are positive or negative relationship between two variables and address the potential relevant factors with a measure of association between those variables (Weakliem, 2016). Hypotheses testing are taking samples from a large population to test a null hypothesis in order to calculate an average value for the variables and find out the relationship between independent variables and dependent variables (Gaston, 2014). 

3.6.3.1 Multiple Regression
Multi regression analysis is conducted to create a self-weighting estimating equation that predicts values for dependent variable from the values of independent variables and the correlation matrix is applied in multiple regression analysis in order to ascertain all the possible predictor variables and the dependent variables (Cooper and Schindler, 2013). The correlation value is to identify the correlation between two variables, the correlation value of 0.00 indicate that is no correlation while the correlation value of 1.00 indicate that two variables are correlated (Pyrczak, 2014). The requirement of P value should be smaller than 0.05 indicate that the research is at 5% significant level and acceptable (Sekaran and Bougie 2011). The coefficient of determinant, R2 is an indicator of the percentage of variance in the dependent variables, the R2 is representing how much can be explained by the variation in the independent variable, R2 is required to be close to 1 to ensure the regression model is significant (Saunders, Lewis and Thornhill, 2015). In multiple regression model, Beta coefficient is a partial coefficient that reflects the influence of all predictor variables and the value nearer to 1 is indicating the higher influences on phenomenon of the study (Peterson and Brown, 2005). 

The ANOVA test is analyzing the mean differences for two or more groups against dependent variable (Neog and Barua, 2015). The homogeneity of variance test is examining the equality of variance assumption and the p-value is less than 0.05 indicate that equal variance is not assumed (French, Macedo and Poulsen et al., 2015). The purpose of conducting ANOVA method is to ensure the regression model is significant and the rule of thumb is P value should less than 0.05 to be significance (Sekaran and Bougie 2016). The F-value is to test the similarity of variances among the samples and F-value should use along with p-value to decide whether to reject or accept the null hypothesis, the null hypothesis will reject if p-value for the resulting F test is less than 0.05 and indicate that the variances are unequal (O'Rourke and Hatcher, 2013). Tukey’s post-hoc test will be used to compare the differences between the means of all of the group in the study (Anuear and Udin, 2013). Tukey’s post hoc tests is used at the significant at 0.05 level (Serensits and McNitt, 2014). 

3.7 Ethical consideration
Researchers are required to report on the ethical consideration of the study (Connelly, 2014). The ethical consideration is important for research to remain honest and truthful during the research progress and researcher is required to obtain a permission letter to conduct the survey (Sekaran and Bougie, 2016). The researcher is responsible to inform consent including the understanding of the questions and the respondents must be voluntary (Connelly, 2014).  Social responsibility is important for researcher and the collected data is prohibited to manipulate in order to ensure the accuracy and reliability of the findings (Resnik and Elliott, 2016). 



3.8 Conclusion
Chapter 3 explained the research method that applied to achieve the proposed research objectives. The questionnaire will be conducted in convenient sampling by distributing online questionnaire survey to the customers who visited to 5-star hotel in Klang Valley, Malaysia. The preliminary test will collect a sample size of 30 respondents to improve the tools and ensure all items are reliable and relevant. Cronbach’s Alpha and factor analysis is conducted to test the reliability of the question and eliminate or combine the variables that share similar values. The multiple regression is testing the correlation between dependent and independent variables in the study. 
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CHAPTER 4: RESEARCH FINDING
4.1 Overview
In chapter 4, the statistical data analysis is conducted accordance to the proposed methodology in chapter 3 by using SPSS software and the findings are explained based on the results generated. The initial stage will conduct pilot test to ensure the proposed questionnaire for the survey is appropriate and accurate for further analysis. The description analysis, preliminary test and hypotheses test are performed to examine the existence and level of relationships between variables in the study. 

4.2 Pilot Test
The purpose of running pilot test is to measure the feasibility of the approach which will be used in a larger scale research (Morin, 2013). First of all, the researcher selected 50 samples to conduct pilot test which consists of factor analysis, reliability test and multi-collinearity test to examine the suitability and validity of the data in the beginning stage. 

4.2.1 Factor Analysis
The main purpose of factor analysis is ensuring that constructs of the questionnaire are suitable and relevant to the research (Sekaran & Bougie, 2016). The factor analysis is reducing the subsequent data collection in order to strengthen the validity and appropriateness of the constructs (Creswell, 2017). Besides that, multi-collinearity test is carried out to find out whether the independent variables items are correlated which will subsequently affect the accuracy of regression analysis (Sekaran & Bougie, 2016). The tables below are showing the results of the factor analysis during the pilot test. 

	Communalities

	
	Initial
	Extraction

	1. This hotel has adequate equipment.
	1.000
	.861

	2. This hotel is visually appealing physical facilities.
	1.000
	.867

	3. This hotel is neat or tidy hotel premises.
	1.000
	.825

	4. The hotel staff is performing the service within the promised time duration.
	1.000
	.779

	5. The hotel staff is providing error free service.
	1.000
	.803

	6. The hotel guests know the exact time when the service would be performed.
	1.000
	.875

	7. The hotel staff always willing to help the guests.
	1.000
	.680

	8. The hotel staff devotes their time to answer the questions asked by guests.
	1.000
	.602

	9. The hotel staff provide prompt service.
	1.000
	.667

	10. The hotel staff have adequate knowledge to answer questions.
	1.000
	.814

	11. The hotel staffs’ behavior instills confidence in guests.
	1.000
	.801

	12. The hotel staff is providing clear information.
	1.000
	.825

	13. The hotel staff is providing individual attention to guests.
	1.000
	.742

	14. This hotel is convenient for check-in and check-out.
	1.000
	.717

	15. The hotel staff is understanding guests’ specific needs.
	1.000
	.746

	16. I would certainly recommend this hotel to friends and acquaintances.
	1.000
	.712

	17. I feel generally satisfied with the services provided by this hotel.
	1.000
	.781

	18. I would choose again to stay in this hotel.
	1.000
	.813

	19. This hotel is my first option.
	1.000
	.840

	20. I willing to pay extra for superior services in this hotel.
	1.000
	.790

	Extraction Method: Principal Component Analysis.



Table 4.1 Communialities for Pilot Test

The factor loading is defining the correlation between a variable and the extracted data should be more than 0.6 to be relevant and appropriate for further analyses (Cooper and Schindler, 2013). After extracting the factors from the items, the communalities table showed that the extraction values are all more than 0.6 and majority of the items have more than 0.7 of factor loading. 

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.559
	85.294
	85.294
	2.559
	85.294
	85.294

	2
	.231
	7.706
	93.000
	
	
	

	3
	.210
	7.000
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.

Table 4.2 Total variance explained for Tangible

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.306
	76.881
	76.881
	2.306
	76.881
	76.881

	2
	.393
	13.108
	89.989
	
	
	

	3
	.300
	10.011
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.

Table 4.3 Total variance explained for Reliability






	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.224
	74.145
	74.145
	2.224
	74.145
	74.145

	2
	.460
	15.332
	89.477
	
	
	

	3
	.316
	10.523
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.

Table 4.4 Total variance explained for Responsibility




	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.229
	74.311
	74.311
	2.229
	74.311
	74.311

	2
	.423
	14.107
	88.418
	
	
	

	3
	.347
	11.582
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.

Table 4.5 Total variance explained for Assurance


	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.167
	72.235
	72.235
	2.167
	72.235
	72.235

	2
	.439
	14.634
	86.869
	
	
	

	3
	.394
	13.131
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.6 Total variance explained for Empathy

According to Hauben, Hung, and Hsieh (2017), the eigenvalue is a value associated with each factor that represents how much of the variance is captured by the factor. The table above showed that the eigenvalue is relatively high whereby the eigenvalue for each dimension for service quality independent variable range from 72% to 85% of variances. 

4.2.2 Reliability Analysis
	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.793

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	770.269

	
	df
	190

	
	Sig.
	.000



Table 4.7 KMO and Barlett’s Test for Pilot Test

According to Hair et al. (2018), KMO Barlett’s Test of Sphericity is measuring the sampling adequacy and the KMO should more than 0.6. During the pilot test, the KMO is more than 0.7 and the significance is less than 0.05 which means that the data is suitable for this study.

	Variables
	Cronbach’s Alpha
	Number of Items

	

Independent Variable
	Tangible
	0.913
	3

	
	Reliability
	0.757
	3

	
	Responsibility
	0.821
	3

	
	Assurance
	0.819
	3

	
	Empathy
	0.806
	3

	Dependent Variable
	Customer perception of Service Quality
	0.791
	5

	All Variables
	0.934
	20



Table 4.8 Summary of Results of Reliability Analysis

The researcher should ensure that respondents understand the questions during the data collection in order to collect the appropriate data for analyses and interpretation (Sekaran and Bougie, 2016). Reliability test is conducted during the pilot test to measure the consistency of the responses and feasibility of the research (Pallant, 2016). According to Hair et al. (2018), the Cronbach’s alpha should within 0.70 and 0.90 which is under the commonly accepted range and the reliability of each scale indicates high internal consistency. In this study, the Cronbach’s alpha is more than 0.9 in the pilot test which shows a high level of internal consistency for the scale. 

4.3 Demographic Characteristics
4.3.1 Summary of Research Response Rate
	Total Questionnaire Distributed
	Total Questionnaire Received
	Response Rate

	500
	384
	0.768



Table 4.9 Summary of Research Response Rate

4.3.2 Demographic Profile of Respondents
	Demographic
	Categories
	Frequency
	N=384 Percentage (%)

	


Age
	<18
	0
	0

	
	18-25
	75
	19.5

	
	26-33
	156
	40.6

	
	34-41
	51
	13.3

	
	42-49
	27
	7

	
	50-57
	60
	15.6

	
	>57
	15
	3.9

	Gender
	Male
	189
	49.2

	
	Female
	195
	50.8

	

Monthly income
	< RM 1,500
	36
	9.4

	
	RM 1,500 – RM 2,499
	51
	13.3

	
	RM 2,500 – RM 3,499
	45
	11.7

	
	RM 3,500 – RM 4,499
	39
	10.2

	
	RM 4,500 and above
	213
	55.5

	The Five Star Hotel I stayed
	The St. Regis Kuala Lumpur
	15
	3.9

	
	Grand Hyatt Kuala Lumpur
	51
	13.3

	
	JW Marriott Hotel, Kuala Lumpur
	48
	12.5

	
	W Kuala Lumpur
	21
	5.5

	
	Shangri-La Hotel Kuala Lumpur
	93
	24.2

	
	The Majestic Hotel Kuala Lumpur
	30
	7.8

	
	One World Hotel
	69
	18

	
	The Westin Kuala Lumpur
	6
	1.6

	
	Mandarin Oriental Kuala Lumpur
	24
	6.3

	
	Le meridien
	6
	1.6

	
	Hilton
	3
	0.8

	
	Sofitel
	3
	0.8

	
	Golden Horses
	3
	0.8

	
	Grand Genting
	3
	0.8

	
	Pullman Kuala Lumpur City Centre And Residences
	3
	0.8

	
	Traders Kuala Lumpur
	3
	0.8

	
	Berjaya Times Square
	3
	0.8

	
Purpose of visit
	Business
	108
	28.1

	
	Leisure
	231
	60.2

	
	Visiting friends/family
	45
	11.7



Table 4.10 Demographic Profile of Respondents




4.3.3 Age Profile of Respondents
Age
	
	Frequency
	Percent

	
	
	

	
	
	

	
	18-25
	75
	19.5

	
	26-33
	156
	40.6

	
	34-41
	51
	13.3

	
	42-49
	27
	7.0

	
	50-57
	60
	15.6

	
	>57
	15
	3.9

	
	Total
	384
	100.0



Table 4.11 Age Profile of Respondents

4.3.4 Frequency of Gender
Gender
	
	Frequency
	Percent

	
	
	

	
	
	

	
	Male
	189
	49.2

	
	Female
	195
	50.8

	
	Total
	384
	100.0



Table 4.12 Frequency of Gender

4.3.5 Frequency of Monthly Income
Monthly Income
	
	Frequency
	Percent

	
	
	

	
	
	

	
	< RM1,500
	36
	9.4

	
	RM 1,500 - RM 2,499
	51
	13.3

	
	RM 2,500 - RM 3,499
	45
	11.7

	
	RM 3,500 - RM 4,499
	39
	10.2

	
	RM 4,500 and above
	213
	55.5

	
	Total
	384
	100.0



Table 4.13 Frequency of Monthly Income

4.3.6 Five Star Hotel Stay Profile of Respondents

The Five Star Hotel I stayed

	
	Frequency
	Percent

	
	The St. Regis Kuala Lumpur
	15
	3.9

	
	Grand Hyatt Kuala Lumpur
	51
	13.3

	
	JW Marriott Hotel, Kuala Lumpur
	48
	12.5

	
	W Kuala Lumpur
	21
	5.5

	
	Shangri-La Hotel Kuala Lumpur
	93
	24.2

	
	The Majestic Hotel Kuala Lumpur
	30
	7.8

	
	One World Hotel
	69
	18.0

	
	The Westin Kuala Lumpur
	6
	1.6

	
	Mandarin Oriental Kuala Lumpur
	27
	7.0

	
	Le Meridien
	6
	1.6

	
	Hilton
	3
	.8

	
	Sofitel
	3
	.8

	
	Traders Kuala Lumpur
	6
	1.6

	
	Golden Horses
	3
	.8

	
	Grand Genting
	3
	.8

	
	Total
	384
	100.0



Table 4.14 Five Star Hotel Stay Profile of Respondents

4.3.7 Purpose of Visit Profile of Respondents

Purpose of Visit
	
	Frequency
	Percent

	
	
	

	
	
	

	
	Business
	108
	28.1

	
	Leisure
	231
	60.2

	
	Visiting friends/family
	45
	11.7

	
	Total
	384
	100.0



Table 4.15 Purpose of Visit

4.4 Correlation Analysis
	Correlations

	 
	SA1
	SA2
	SA3
	SA4
	SA5
	SA6
	SA7
	SA8
	SA9
	SA10

	 
	SA11
	SA12
	SA13
	SA14
	SA15
	SB1
	SB2
	SB3
	SB4
	SB5

	SA1
	1.000
	.708**
	.707**
	.458**
	.364**
	.330**
	.512**
	.511**
	.465**
	.386**

	
	.375**
	.468**
	.293**
	.567**
	.272**
	.531**
	.607**
	.567**
	.369**
	.263**

	SA2
	.708**
	1.000
	.660**
	.439**
	.420**
	.440**
	.492**
	.467**
	.426**
	.399**

	 
	.330**
	.396**
	.263**
	.541**
	.310**
	.478**
	.526**
	.455**
	.430**
	.293**

	SA3
	.707**
	.660**
	1.000
	.545**
	.401**
	.405**
	.442**
	.496**
	.521**
	.435**

	
	.430**
	.469**
	.359**
	.482**
	.378**
	.472**
	.587**
	.469**
	.426**
	.289**

	SA4
	.458**
	.439**
	.545**
	1.000
	.444**
	.549**
	.570**
	.630**
	.604**
	.464**

	
	.460**
	.488**
	.594**
	.629**
	.582**
	.501**
	.626**
	.420**
	.411**
	.256**

	SA5
	.364**
	.420**
	.401**
	.444**
	1.000
	.634**
	.491**
	.476**
	.456**
	.563**

	
	.452**
	.405**
	.484**
	.374**
	.482**
	.430**
	.323**
	.359**
	.603**
	.366**

	SA6
	.330**
	.440**
	.405**
	.549**
	.634**
	1.000
	.570**
	.487**
	.503**
	.471**

	
	.432**
	.489**
	.618**
	.504**
	.610**
	.389**
	.450**
	.358**
	.575**
	.447**

	SA7
	.512**
	.492**
	.442**
	.570**
	.491**
	.570**
	1.000
	.643**
	.570**
	.440**

	
	.518**
	.533**
	.618**
	.588**
	.529**
	.478**
	.597**
	.371**
	.411**
	.359**

	SA8
	.511**
	.467**
	.496**
	.630**
	.476**
	.487**
	.643**
	1.000
	.670**
	.517**

	
	.494**
	.582**
	.485**
	.634**
	.473**
	.570**
	.586**
	.461**
	.389**
	.313**

	SA9
	.465**
	.426**
	.521**
	.604**
	.456**
	.503**
	.570**
	.670**
	1.000
	.505**

	
	.572**
	.607**
	.538**
	.551**
	.497**
	.513**
	.589**
	.529**
	.527**
	.447**

	SA10
	.386**
	.399**
	.435**
	.464**
	.563**
	.471**
	.440**
	.517**
	.505**
	1.000

	
	.587**
	.580**
	.566**
	.432**
	.499**
	.510**
	.408**
	.370**
	.448**
	.318**

	SA11
	.375**
	.330**
	.430**
	.460**
	.452**
	.432**
	.518**
	.494**
	.572**
	.587**

	
	1.000
	.621**
	.496**
	.443**
	.493**
	.495**
	.524**
	.520**
	.456**
	.342**

	SA12
	.468**
	.396**
	.469**
	.488**
	.405**
	.489**
	.533**
	.582**
	.607**
	.580**

	
	.621**
	1.000
	.557**
	.612**
	.492**
	.574**
	.662**
	.453**
	.435**
	.369**

	SA13
	.293**
	.263**
	.359**
	.594**
	.484**
	.618**
	.618**
	.485**
	.538**
	.566**

	
	.496**
	.557**
	1.000
	.514**
	.659**
	.535**
	.526**
	.373**
	.555**
	.427**

	SA14
	.567**
	.541**
	.482**
	.629**
	.374**
	.504**
	.588**
	.634**
	.551**
	.432**

	
	.443**
	.612**
	.514**
	1.000
	.517**
	.556**
	.685**
	.510**
	.337**
	.208*

	SA15
	.272**
	.310**
	.378**
	.582**
	.482**
	.610**
	.529**
	.473**
	.497**
	.499**

	
	.493**
	.492**
	.659**
	.517**
	1.000
	.487**
	.524**
	.380**
	.621**
	.479**

	SB1
	.531**
	.478**
	.472**
	.501**
	.430**
	.389**
	.478**
	.570**
	.513**
	.510**

	
	.495**
	.574**
	.535**
	.556**
	.487**
	1.000
	.678**
	.624**
	.556**
	.421**

	SB2
	.607**
	.526**
	.587**
	.626**
	.323**
	.450**
	.597**
	.586**
	.589**
	.408**

	
	.524**
	.662**
	.526**
	.685**
	.524**
	.678**
	1.000
	.591**
	.464**
	.382**

	SB3
	.567**
	.455**
	.469**
	.420**
	.359**
	.358**
	.371**
	.461**
	.529**
	.370**

	
	.520**
	.453**
	.373**
	.510**
	.380**
	.624**
	.591**
	1.000
	.532**
	.522**

	SB4
	.369**
	.430**
	.426**
	.411**
	.603**
	.575**
	.411**
	.389**
	.527**
	.448**

	
	.456**
	.435**
	.555**
	.337**
	.621**
	.556**
	.464**
	.532**
	1.000
	.693**

	SB5
	.263**
	.293**
	.289**
	.256**
	.366**
	.447**
	.359**
	.313**
	.447**
	.318**

	
	.342**
	.369**
	.427**
	.208*
	.479**
	.421**
	.382**
	.522**
	.693**
	1.000

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

	*. Correlation is significant at the 0.05 level (2-tailed).
	
	
	
	
	
	



Table 4.16 Correlations between the Variables

The correlation matrix test is to check multicollinearity whether there is a high correlation among independent variables. The correlation value of 1.00 indicates that two variables are correlated while the correlation value of 0.00 indicates there is no correlation (Pyrczak, 2014). Based on table 4.16, most of the values for the different constructs or independent variables are less than 1.00 which means these independent variables are no correlation with each other. 

4.5 Preliminary Data Analysis
The main objective of preliminary data analysis is to edit the data collected and prepares for further statistical analysis by using SPSS tool for result interpretations (Andy, 2017). As stated in chapter 3, the Preliminary Data Analysis of this study is including Factor Analysis, Reliability Test and other statistical results generated by SPSS.

	Dependent Variable
	Independent Variable (SERVQUAL)

	
Customer perception of Service Quality in Five Star Hotels in Klang Valley
	Tangible

	
	Reliability

	
	Responsiveness

	
	Assurance

	
	Empathy



Table 4.17 Summary of Dependent Variable and Independent Variables
4.5.1 Factor Analysis
	Communalities

	
	Initial
	Extraction

	1. This hotel has adequate equipment.
	1.000
	.810

	2. This hotel is visually appealing physical facilities.
	1.000
	.675

	3. This hotel is neat or tidy hotel premises.
	1.000
	.646

	4. The hotel staff is performing the service within the promised time duration.
	1.000
	.690

	5. The hotel staff is providing error free service.
	1.000
	.607

	6. The hotel guests know the exact time when the service would be performed.
	1.000
	.660

	7. The hotel staff always willing to help the guests.
	1.000
	.603

	8. The hotel staff devotes their time to answer the questions asked by guests.
	1.000
	.625

	9. The hotel staff provide prompt service.
	1.000
	.656

	10. The hotel staff have adequate knowledge to answer questions.
11. Hotel staffs’ behavior instills confidence in guests.
	1.000
1.000
	.785
.755

	12. The hotel staff is providing clear information.
	1.000
	.670

	13. The hotel staff is providing individual attention to guests.
	1.000
	.664

	14. This hotel is convenient for check-in and check-out.
	1.000
	.657

	15. The hotel staff is understanding guests’ specific needs.
	1.000
	.742

	16. I would certainly recommend this hotel to friends and acquaintances.
	1.000
	.649

	17. I feel generally satisfied with the services provided by this hotel.
	1.000
	.716

	18. I would choose again to stay in this hotel.
	1.000
	.615

	19. This hotel is my first option.
	1.000
	.715

	20. I willing to pay extra for superior services in this hotel.
	1.000
	.622

	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.18 Communalities for Preliminary Test

After extracting the factors from the items in preliminary test, the communalities table showed that the extraction values are all more than 0.6.

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.306
	76.881
	76.881
	2.306
	76.881
	76.881

	2
	.393
	13.108
	89.989
	
	
	

	3
	.300
	10.011
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.19 Total variance explained for Tangible

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.339
	77.974
	77.974
	2.339
	77.974
	77.974

	2
	.390
	13.011
	90.986
	
	
	

	3
	.270
	9.014
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.20 Total variance explained for Reliability
	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.316
	77.189
	77.189
	2.316
	77.189
	77.189

	2
	.406
	13.528
	90.718
	
	
	

	3
	.278
	9.282
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.21 Total variance explained for Responsibility
	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.248
	74.928
	74.928
	2.248
	74.928
	74.928

	2
	.418
	13.941
	88.869
	
	
	

	3
	.334
	11.131
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.



		Table 4.22 Total variance explained for Assurance

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.231
	74.358
	74.358
	2.231
	74.358
	74.358

	2
	.468
	15.594
	89.951
	
	
	

	3
	.301
	10.049
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.


Table 4.23 Total variance explained for Empathy
Based on the table above showed that the eigenvalue is slightly lower as compared to pilot test whereby the eigenvalue for each dimension for service quality independent variable range from 74% to 77% of variances. 

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.916

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	6204.780

	
	df
	190

	
	Sig.
	.000



Table 4.24 KMO and Barlett’s Test for Preliminary Test

KMO Barlett’s Test of Sphericity is measuring the sampling adequacy and the KMO should more than 0.6 (Hair et al., 2018). During the pilot test, the KMO is more than 0.9 and the significance is less than 0.05 which means that the data is suitable for this study.

	Variables
	Cronbach’s Alpha
	Number of Items

	

Independent Variable
	Tangible
	0.848
	3

	
	Reliability
	0.858
	3

	
	Responsibility
	0.849
	3

	
	Assurance
	0.831
	3

	
	Empathy
	0.827
	3

	Dependent Variable
	Customer perception of Service Quality
	0.879
	5

	All Variables
	0.953
	20



Table 4.25 Summary of Results of Reliability Analysis

The Cronbach’s alpha should within 0.70 and 0.90 which is under the commonly accepted range and the reliability of each scale indicates high internal consistency (Bland and Altman, 2018). In this study, the Cronbach’s alpha is more than 0.9 in the preliminary test which shows a high level of internal consistency for the scale.


4.6 Hypothesis Analysis
In this study is using multiple-regression analysis to check the relationships between independent variables and dependent variable. The table 4.26 below is showing the Hypotheses in this study.

	H1
	There is a relationship between tangible dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

	H2
	There is a relationship between reliability dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

	H3
	There is a relationship between responsiveness dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

	H4
	There is a relationship between assurance dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

	H5
	There is a relationship between empathy dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.




Table 4.26 Research Hypotheses

4.6.1 Model Fit – Multiple Regressions
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.827a
	.683
	.679
	.38990
	2.014

	a. Predictors: (Constant), EMP, TAN, ASS, RES, REL

	b. Dependent Variable: PER



	Table 4.27 Model Summary
	

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	123.970
	5
	24.794
	163.092
	.000b

	
	Residual
	57.465
	378
	.152
	
	

	
	Total
	181.435
	383
	
	
	

	a. Dependent Variable: PER

	b. Predictors: (Constant), EMP, TAN, ASS, RES, REL



Table 4.28 Multiple Regression ANOVA

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	-.004
	.173
	
	-.022
	.982
	
	

	
	TAN
	.319
	.045
	.262
	7.078
	.000
	.609
	1.641

	
	REL
	.081
	.049
	.091
	1.646
	.101
	.273
	3.670

	
	RES
	.134
	.060
	.121
	2.227
	.027
	.284
	3.526

	
	ASS
	.066
	.042
	.061
	1.562
	.119
	.558
	1.791

	
	EMP
	.408
	.050
	.432
	8.154
	.000
	.298
	3.354

	a. Dependent Variable: PER



Table 4.29 Result from detailed Multiple Regression

Based on the table 4.28, F test of 163.092 (sig. = 0.000) shows that the overall regression is significant. The R Square is 0.690 in table 4.27 shows that 68.3% of the variation in rating of customer’s perception is explained by the regression model or the research constructs. The fit of the regression is deemed to be moderate to high and showing that the framework and hypotheses in this study has a moderate to high level of predictive fit. Table 4.29 is showing the detailed results of the structural relationships among the dependent and the independent variables. According to Hair et al., 2018, T-value can be used to evaluate the relationship. According to table 4.29, there are only two hypotheses (H1a, H1c, H1e) can be accepted based on the results and H1b and H1d is rejected. 
The detailed test finding can be shown as following: 
Hypothesis 1: There is a relationship between tangible dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
The relationship between tangible dimension and customer’s perception of service quality was evaluated. The Table shows that a positive significant relationship at 1% significance level (T=7.078, sig. = 0.000) 
Therefore, Hypothesis 1 is supported.

Hypothesis 2: There is a relationship between reliability dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
The relationship between reliability dimension and customer’s perception of service quality was evaluated. The Table shows that does not have a positive significance relationship for the variable (T=1.646, sig. = 0.101) 
Therefore, Hypothesis 2 is not supported.

Hypothesis 3: There is a relationship between responsiveness dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
The relationship between responsiveness dimension and customer’s perception of service quality was evaluated. The Table shows that a positive significant relationship at 5% significance level (T=2.227, sig. = 0.027) 
Therefore, Hypothesis 3 is supported.

Hypothesis 4: There is a relationship between assurance dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
The relationship between assurance dimension and customer’s perception of service quality was evaluated. The Table shows that does not have a positive significance relationship for the variable (T=1.562, sig. = 0.119) 
Therefore, Hypothesis 4 is not supported.

Hypothesis 5: There is a relationship between empathy dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.
The relationship between empathy dimension and customer’s perception of service quality was evaluated. The Table shows that a positive significant relationship at 1% significance level (T=8.154, sig. = 0.000) 
Therefore, Hypothesis 5 is supported.
All the VIP values are less than 10 which mean that there is no multicollinearity among the dependent and independent variables.
The summary of the hypotheses are shown in the table below:
	Hypotheses
	Status
	References

	Hypothesis 1
	Supported
	Barabino, Deiana and Tilocca (2012)

	Hypothesis 2
	Not supported
	Dedeoğlu and Demirer (2015)

	Hypothesis 3
	Supported
	Barabino, Deiana and Tilocca (2012)

	Hypothesis 4
	Not supported
	Rehman, Ilyas and Aslam et al. (2016)

	Hypothesis 5
	Supported
	[bookmark: _GoBack]Barabino, Deiana and Tilocca (2012)



Table 4.29 Hypotheses Analysis Summary

4.7 Key findings
Most of the respondents are aged 26-33 who stayed in five star hotels and the majority income level is higher than RM 4,500. Twenty five items were initially proposed for analysis and after conducted pilot test showed that all the items are suitable for further analyses. Eventually, the twenty five items proceed for preliminary test and all the items are satisfied for the factor analyses and reliability test. The hypotheses test examined that the independent variable SERVQUAL with five dimensions including tangible, reliability, responsiveness, assurance and empathy have relationship with the dependent variable customer’s perception of service quality. Empathy dimension is statistically significant contributions in predicting customer’s perception of service quality with 0.432 standardized coefficients and followed by tangible dimension with 0.262 standardized coefficients. 

4.8 Conclusion
In chapter 4, the data analyses are completed with the relevant findings obtained as provided above. At first, the researcher conducted pilot test including the factor analysis, reliability test and correlation test before the full scale distribution to ascertain the appropriate statistical analysis could be carried for the purpose of this research. After complete for the data collection, the researcher conducted separately preliminary test and multiple regression to test the hypotheses and conclude the findings. Chapter 5 will further explore the discussion of the finding in this chapter to provide recommendations and implications. 




























CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
5.1 Chapter overview
This chapter is discussing the results generated from the study which significance for industry and academic. Moreover, the limitation of the study will be discussed to identify the limitation of the study and provide different focus for further research. The findings of this study will be contrasted and compared with previous researches to have better understanding of the study and look into the newer gap that could be addressed by future researches to provide managerial implications and suggestion that contribute to the hotel industry. 

5.2 Result Discussion
This study is focusing on examine whether there are relationships between SERVQUAL with five dimensions and customer’s perception of service quality, where five dimensions of SERVQUAL were identified as independent variables for measuring respondents’ perception of service quality in five star hotels in Klang Valley, Malaysia. Hypotheses test was conducted to answer the research questions and obtain the research objectives as mentioned in chapter 2. The results of hypotheses test were presented in chapter 4 and this section will be discussing the point of views of existing literature and researches. 

Hypothesis 1: There is a relationship between tangible dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

Hypothesis 1 is attempting to examine whether tangible dimension will positively influence customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Based on the statistical results obtained in Table 4.27, the hypothesis was supported with a positive significant relationship at 1% significance level (T=7.078, sig. = 0.000). The result proven by previous study (Barabino, Deiana and Tilocca, 2012) that there are significance relationship between tangible dimension with customer’s perception of service quality in different context. 

According to Pavia et al. (2014), the five star hotels are tends to implement differentiation strategy to create a unique brand image which is part of the component in tangible dimension in order to compete with unspecified hotels to become outstanding in the hotel industry. Besides that, the tangible dimension played an important role in five star hotels to create unique style and target to be a tourist attraction to differentiate with other competitors (Hackett and Melia, 2012). The aesthetics experience can increase customers’ engagement and perception of value on service quality (Liat et al., 2014). 

Hypothesis 2: There is a relationship between reliability dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

Hypothesis 2 intends to examine the relationship between reliability dimension and customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Table 4.18 showed that this hypothesis is not supported.

According to Dedeoğlu and Demirer (2015), the hotel staffs are not consistencies perform the quality of services and these may influence the customers’ respond in the questionnaire survey “the hotel staff is providing error free service” in questionnaire survey that lead to reliability dimension not supported in the hypothesis test.

Hypothesis 3: There is a relationship between responsiveness dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

Hypothesis 3 is attempting to examine whether responsiveness dimension will positively influence customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Based on the statistical results obtained in Table 4.27, the hypothesis was supported with a positive significant relationship at 5% significance level (T=2.227, sig. = 0.027). The result proven by previous study (Barabino, Deiana and Tilocca, 2012) that there are significance relationship between responsiveness dimension with customer’s perception of service quality in different context. 

According to Ng et al. (2014), the hotel management should inform the time frame for service delivery and hotel staff should devote time to answer hotel guests’ questions or complaints because the longer waiting time will obtain negative perception of the service quality. Besides that, the hotel management should set a standard procedure on problem solving because without a standard procedure hotel staff will not know what to do and take time to figure out the solutions which may increase the waiting time (Kleynhans and Zhou, 2012). Nonetheless, hotel management must have sufficient manpower for personnel shift to prevent any uncertainty and provide timeliness services (Keith and Simmers, 2013). 

Hypothesis 4: There is a relationship between assurance dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

Hypothesis 4 intends to examine the relationship between assurance dimension and customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Table 4.18 showed that this hypothesis is not supported. This result is supported by previous literature (Rehman, Ilyas and Aslam et al., 2016) that the assurance dimension was not significant relationship with customer’s behavioral intention which is one of the attributes of customer’s perception. 

Hypothesis 5: There is a relationship between empathy dimension and customer’s perception of 5-star hotels value in Klang Valley, Malaysia.

Hypothesis 5 is attempting to examine whether empathy dimension will positively influence customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Based on the statistical results obtained in Table 4.27, the hypothesis was supported with a positive significant relationship at 1% significance level (T=8.154, sig. = 0.000). The result proven by previous study (Barabino, Deiana and Tilocca, 2012) that there are significance relationship between empathy dimension with customer’s perception of service quality in different context. 

According to Keith and Simmers (2013), the empathy attributes are required employees to pay individual attention on every hotel guests and employees who are compassionate and reassuring can reduce the amount of customers’ complaint. However, if any mistake occurred during the service delivery, the management should conduct a  prompt recovering plan such as apologize and amend (Tefera and Govender, 2016). Eventhough, the customer’s perception will be negative when there is a mistake but in some extent hotelier is hard to maintain an error-free services but an apologize or amendment might reduce the negative perception of the customers. Employees must have good focus and observation on what customers’ need in advance and these action can improve the relationship with customers and prevent for the mistake (Najafi et al., 2013).

5.3 Recommendations
The relationship between SERVQUAL with five dimensions and customer’s perception of service quality is important for five star hotels to engage with the significant dimension to enhance competitive advantage. Based on the finding in chapter 4, empathy dimension is the most significant relationship with customer’s perception of service quality. Therefore, five star hotels should look into this dimension by providing individual attention to hotel guests, offer more convenient check-in/out time for guest and understanding hotel guests’ specific needs. Five star hotels’ guests are high spending power and this group of customers is expecting exceptional service especially in empathy dimension that the hotels’ staffs are able to pay personal attention into every individual customer and fulfill the specific needs that could not satisfied by other hotels. Therefore, the hotels’ staff must be passionate in order to have full focus on observing every customers needs to enhance empathy dimension and customer’s perception of service quality. Besides that, the hoteliers must have reasonable compensation on hotel staff in order to motivate the employees and stay passionate on the work. 

5.4 Contribution

5.4.1 Contribution to Academy

This study is fulfilling the gap of literature to narrow down into the local context in Klang Valley, Malaysia to examine the customer’s perception of service quality in five star hotels. There are some researches (Amin et al., 2013; Liat et al., 2014) discussed about the service quality in hotel industry in Malaysia and the other research (Ali, Omar and Amin, 2013) been done in customer’s perception of value in hotel industry in Malaysia and this study is focusing on the specific context which is customer’s perception of service quality in five star hotels in Klang Valley, Malaysia. Besides that, this study has strengthen the effectiveness of SERVQUAL model (Parasuraman et al., 1985) by applying into five star hotels industry in Malaysia because there are some researchers comment on SERVQUAL model about the representation of score, poor reliability and variance restriction. Moreover, this study is updating the application of SERVQUAL model in five star hotels industry in Malaysia with the fast changing nature of services and technology advancement from time to time which may influence the effectiveness of the model. 

5.4.2 Contribution to Industry
Even though the finding in this study is predominantly on tourists visited to Klang Valley, Malaysia, the same perception can be generalized towards tourists in other populations as they possess typical, universal routines and wants that transcend international borders. The high income group tourists regardless of gender are considering staying in five star hotels for any purposes according to the analysis. This study examined that empathy dimension is the most significant factor for five star hotels to enhance customer’s perception of service quality which is contributing to the five star hotels industry to narrow down the focus on the service quality dimension in order to achieve more significant factor that could enhance better customer’s perception of service quality. According to Barabino, Deiana and Tilocca (2012) that there are significance relationship between empathy dimension with customer’s perception of service quality and as mentioned at recommendation that high spending group of tourists are expecting more in empathy dimension that required hoteliers to invest more on employees to focus on thi dimension. According to Madar (2014), investing in staff training is beneficial and brings positive results for service quality because hotels’ staff is the key factor to perform the service quality in front line and the enhancement on employees’ quality will be the utmost priority to remain competitive. 

5.5 Limitation of study
This study is distributing online questionnaire survey due to the time restrain and also become one of the limitations of the study because the face to face questionnaire survey can have better understanding on customer’s perception and interacting with the respondents to get higher accuracy on the answers. Besides that, this study is focus on the context in Klang Valley, Malaysia only and this will limit the comprehensiveness and accuracy of the results on measuring and describing the customer’s perception of the entire Malaysia. Besides that, this study has small sample size that only 384 samples to represent the estimated population of 19 million tourists visited to Klang Valley which will limit the study to analyse customer’s perception of service quality in five star hotels.







5.6 Future research direction
Future research shall be included price as mediating variable because this construct might be an important component to influence the customer’s perception of service quality due to the value of money. Moreover, there are some customers may think that the service quality is good but not recommended to friends because the price is high and the not value for money. Besides that, in future research should focus on a specific hotel or selected hotel because the consistency of the service quality is also part of the factor to influence customer’s perception of service quality. Furthermore, the future research can include paid by whom with the option self-pay, parents, company or others as demographic because this item may influence the customer’s perception of service quality.

5.7 Personal Reflection
This is a good learning experience to complete this study and helped me own my personal and professional growth. This study is enhancing my researching skill and time management on communication skill and self-discipline. In fast changing business environment, the important of market research skill is unprecedented in future career and business development. Market research is obtaining a comprehensive overview on existing industry environment and analyzes the potential internal and external environment that could be integrated with business operation. The primary data collection is valuable for the industry and academy and I had practically conducted questionnaire survey throughout the study. The methodology and sampling method was effectively resolved with the assistance of my supervisor who extended positive encouragements and practical advises. This project is an individual project and frequently discuss with my supervisor would help me to boost up the progress and generate new idea. 

Moreover, this project required critical analysis that enhanced my analysis skill and throughout the preparation I have to read and review the relevant topic on the previous literature such as books, journals, newspaper, online sources and etc. During the process, I learned how other researchers done their project and identify the key points that relevant to my study. My personal reflection that researchers must be good in facilitates the research question, hypotheses and research instrument. However, practice makes improvement for researchers and that’s why researchers have to find out what is the limitation of the study and provide future recommendation for the study in order to keep improve. The research process has helped me to improve on my time management because the project is under a short time-frame and I have to manage my time as a part-time student in order to finish the project in time. The minutes of meeting helped me consistently meeting up with my lecturer and keep my work on track and remind me what we had discussed and what I should do for next. 

Lastly, the completion of this research is significant elevated my research skill and I manage to produce a business research plan that could help me in my career by proposing to my employer or my own business to identify business opportunity or development. 
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