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ABSTRACT

Studies on service quality have gained significant attention from practitioners,
managers, and researchers in the tourism industry. Malaysia is experiencing an
unstable and declining pattern in the rate of international tourists’ expenditure on
services they receive in this country, highlighting a severe challenge in planning the
right services to offer tourists since they refuse to spend on the services provided.
Therefore, this research investigated the dimensions of service quality at the
destination level to improve the quality of a destination. Self-administered
questionnaires were distributed to international tourists from the United Kingdom and
Australia at Kuala Lumpur International Airport. The pilot study’s data, involving 100
respondents, were tested using Exploratory Factor Analysis (EFA) and reliability
analysis. Subsequently, 837 usable questionnaires were collected from fieldwork and
analyzed using Confirmatory Factor Analysis (CFA). The study findings identified four
dimensions of destination service quality: health and hygiene, accommodation,
shopping, and information facilities. In addition, it suggested that tourism management
and local citizens (Malaysians) should focus on these four dimensions to enhance the
overall quality of service in Malaysia, thereby enhancing tourist satisfaction and
spending on the services provided in the country. The limitation of this research was
that the data were collected solely at Kuala Lumpur International Airport (KLIA).
Future research may include other Malaysian international airports to strengthen the
generalizability of the results.

Contribution/Originality: A limited number of previous studies have evaluated the performance of service

quality at the destination level. Many prior studies measured service quality using the SERVQUAL rather than the

SERVPERF model. Hence, the present study focused on the SERVPERF model to measure the service quality at a

destination.
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1. INTRODUCTION

Mulec (2010) argued that even if a location has the finest goods and experiences, it may not be able to persuade
travelers to come unless it can create the impression in their minds that it provides something distinct, better, and
more desirable than other places. Nevertheless, to stimulate return intention and recommendation behaviors,
destinations must design, construct, promote, and coordinate satisfying experiences for visitors that maximize their
economic contribution (Abdulla et al., 2020; Ahmad Puad, Fathilah, Siti Falindah, & Wan Mariam, 2018;
Shariffuddin, Azinuddin, Hanafiah, & Zain, 2022).

Vassiliadis, Bista, and Fotiadis (2008) noted that tourists often travel far for their holidays to see new places,
relax, and have new experiences. Since tourist expectations are constantly rising, it is necessary to emphasize
service quality to improve growth strategies in the tourism industry and attain a competitive advantage (Muhamad
Nasir, Mohamad, & Ab Ghani, 2021; Tosun, Dedeoglu, & Fyall, 2015). Service quality at the destination level is
based on service delivery processes (such as employees’ competence, efficiency, friendliness, and reliability) and the
results of the service (such as food, accommodation, and recreational facilities) (Zabkar, Brenci€, & Dmitrovi¢, 2010).
Tosun et al. (2015) stated that destination service quality comprises the services provided at the destination,
including accommodation, transportation, airport, hospitality, activities, cleanliness, and language. Hence, one of
the indicators to evaluate the quality of service delivery is tourists’ expenditure on services they use at the
destination.

In the context of Malaysia, tourists normally spend on accommodation, shopping, food and beverages, local
transportation, entertainment, international airfares using local carriers, domestic airfares, medical needs, fuel, and
sports (Zabkar et al., 2010). However, the percentage change in international tourist expenditure in Malaysia has
displayed an unstable and declining pattern, as illustrated in Figure 1. This indicates a severe challenge in terms of
determining the right services to offer the tourists since they refuse to spend on the services currently provided in

this country.

International Tourists Expenditure in Malaysia

-100 -98.27

-120

== Percentage change (%)

Figure 1. International tourists’ expenditure.
Source: Tourism Malaysia (2022).

It is essential to understand the service components in Malaysia to increase tourists’ expenditure. Hence, this
research attempts to determine the definition and dimensions of service quality at the destination level, which could

benefit scholars and tourism management to improve Malaysia’'s quality as a destination.

2. LITERATURE REVIEW
2.1. Definition of Service Quality
To achieve the highest degree of visitor satisfaction, service quality must be better understood. Offering

excellent service quality to tourists is crucial to achieving long-term business success (Abd Halim & Alsheikh, 2018;
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Muhamad Nasir et al., 2021). Hence, different scholars have provided different definitions of service quality, as

illustrated in Table 1.

Table 1. Definitions of destination service quality.

No. Researchers Definitions
1 Chen and Tsai (2007) The visitor’s assessment of the standard of the service delivery process in
association with the trip experience
2 Chen and Chen (2010) Destination service quality is described as service performance at the
attribute level
3 Kayat and Abdul Hai | The perceptions held by tourists towards tourism facilities and services
(2014) that they observe and experience at the time of their visit
4 Tosun et al. (2015) Tourists’ valuation of the performance of services consumed in a given
tourist destination
5 Cong (2016) A visitor’s quality experience, feelings, and overall evaluation of a
destination
6 Yolal, Chi, and Pesimaa | A tourist’s quality perception of the service provided by the destination
(2017) that they have stayed at
7 Mohamad, Ab Ghani, and | Tourists’ overall assessment of the services and facilities at a destination
Nasir (2019a) based on their experiences and internal feelings

As shown in Table 1, Chen and Chen (2010) considered destination service quality to be service performance at
the attribute level. The key feature of this definition is “attribute level,” which refers both to human-made (hotel,
restaurant, and transportation) and natural-made (sea, mountains, and animals) facilities. Hence, service providers
that can fully utilize the destination attributes, such as by providing sufficient logistics, comfortable hotels, and
delicious food at restaurants, as well as exciting activities like hiking in beautiful mountains and diving in the open
sea, would be considered by tourists to be service providers with the highest quality of service during their trip to a
particular destination. On the other hand, Tosun et al. (2015) described service quality as visitors' evaluations of the
performance of services consumed in a certain tourist location. Similarly, Yolal et al. (2017) defined service quality
as tourists’ quality perception of the services provided at their destination. These two definitions focus on tourists’
perceptions, which relate to tourists’ cognitive evaluation of the services offered at the destination level, instead of
solely evaluating the services themselves. Kayat and Abdul Hai (2014) extended their definition by including
tourists’ perceptions of the facilities (public toilets and gyms) they experience during their trip. Similarly, Cong
(2016) included tourists” emotional responses to the services provided at the destination.

Hence, this study defines service quality as tourists' thoughts and views of the amenities and service

performance they receive during their stay.

2.2. The Dimension of Service Quality

The SERVQUAL paradigm consists of five dimensions: tangible assets, reliability, empathy, responsiveness,
and assurance. The term "tangible assets" refers to equipment, physical facilities, and personnel appearance, while
"reliability" refers to a service provider's ability to execute the promised service consistently and properly.
"Empathy" reflects the staff's ability to comprehend and attend to customers' needs, while "responsiveness" refers
to the staff's eagerness to serve clients and provide prompt service. Finally, "assurance" relates to the competence
and civility of personnel, as well as their capacity to gain customers' trust and confidence. Today, much research is
aimed at evaluating tourist experiences at a destination, rather than evaluating the quality of the services provided
by service providers such as tour operators, restaurants, and hotels, which suggests several disadvantages in the
application of the SERVQUAL model (Zabkar et al., 2010). These disadvantages can be attributed to the assessment
of the five service dimensions of the SERVQUAL model, namely assurance, reliability, tangible assets, empathy, and
responsiveness. When depending on these dimensions for quality assessment, several essential factors of service

encounters at the destination level, such as entertainment, attractions, and cultural experiences, may be omitted
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from the assessment (Zabkar et al., 2010). Furthermore, tourists travel far for their holidays to see new places, relax,
and gain new experiences. At the same time, a destination offers various types of services, such as accommodation
services of various qualities and prices, food and restaurant services, entertainment services, and transportation
facilities (Vassiliadis et al.,, 2008). Tosun et al. (2015) argued that service quality encompasses both physical

products and services.

Table 2. The dimension of service quality at the destination level.

No. Author Dimension
1 Narayan, Rajendran, Sai, and | 10 dimensions:
Gopalan (2009) 1. Core-tourism experience
2. Information
3. Hospitality
4. Fairness of price
5.  Hygiene
6. Amenities
7. Value for money
8. Logistics
9. Food
10. Security
2 Lopez-Toro, Diaz-Munoz, and | 7 dimensions:
Perez-Moreno (2010) 1. Hotels and apartments
2. Accessibility and small businesses items
3. Image of the destination
4. Tangible elements of retail outlets
5. Services outside hotels
6. Overcrowding
7. Beaches
3 Moutinho, Albayrak, and Caber | 5 dimensions:
(2012) 1.  Shopping

2. Health and hygiene

3. Information and facilities

4. Transportation

5. Accommodation

4 Kim, Holland, and Han (2013) 2 dimensions:

1. Performance-based quality

2. Product-based quality

Kayat and Abdul Hai (2014 2 dimensions:

1. Perceived tour service quality
2. Perceived hospitality service quality
6 Rajaratnam, Nair, Sharif, and | 7 dimensions:

Munikrishnan (2015) 1. Accessibility and logistics
Core tourism experience
Hygiene

Information

Security

Value for money

Hospitality

7 Tosun et al. (2015) 7 dimensions:

1. Accommodation

S8

N s e

2. Local transport

3. Cleanliness

4. Hospitality

5. Activities

6. Language communication
7. Airport services

8 Cong (2016) 5 dimensions:

1. Transport
Destination brand
Attraction
Hospitality
Entertainment

B e
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© 2023 Conscientia Beam. All Rights Reserved.



Journal of Tourism Management Research, 2023, 10(1): 1-14

Zabkar et al. (2010) claimed that most tourism studies use destination attributes as a way to evaluate the
quality of tourism destinations as these attributes are strongly related and that a quality assessment should
articulate the relevancy of the features of a specific destination. Table 2 demonstrates the diversity of the service
quality dimensions used by previous researchers to evaluate destination-level service quality.

As shown in Table 2, Narayan et al. (2009) assessed service quality using 10 dimensions. In the context of the
tourist sector, the term "core-tourism experience" refers to its wholeness. Information relates to general knowledge
about the tourist site. Hospitality relates to the tourist's expectation that others will be cordial and pleasant,
beginning with immigration officials at the port of entry and extending to the tour operator, hotel staff (Burns,
Graefe, & Absher, 2008; Tribe & Snaith, 1998), and locals (Yiiksel & YuEksel, 2001). The fairness of prices refers to
the tourist’s expectation of a fair payment system between them and residents. For instance, taxi drivers are
expected to charge tourists and residents the same rate. Hygiene implies that tourists expect cleanliness at airports,
places of stay (Yiiksel & YuEksel, 2001), tourist destinations (Tribe & Snaith, 1998; Yiiksel & YuEksel, 2001), and
restaurants (Yiiksel & YuEksel, 2001), as well as the overall cleanliness of food available at the destination.
Amenities relate to how the destination provides comfort and convenience to tourists, such as money exchange
facilities for tourists to convert their money into local currency and easy access to medical help in case of
emergency. Value for money means that tourists feel the money spent is worth the accommodation, tour packages,
domestic flights, and food provided. Logistics is associated with frequent transport services, covering a wide range
of transport types, from cars and buses to boats, for the logistics of transporting passengers (Mohamad, Nasir, Ab
Ghani, & Afthanorhan, 2019¢). Meanwhile, tourists expect food to be available in the places they intend to consume
it, whether local cuisine or foods they eat in their home country. Security is concerned with the expectation of a safe
and pleasant destination during their trip.

Rajaratnam et al. (2015) measured service quality similarly to Narayan et al. (2009). The seven dimensions used
are identical, except that these authors exclude fairness of price, amenities, and food. In contrast, Kim et al. (2013)
assessed tourist destinations in terms of performance-based quality as well as product-based quality. In other words,
the authors evaluated both the “process” and the “outcome” of service delivery. Cong (2016) included one vital
dimension to evaluate service quality in Vietnam, namely destination brand. This dimension refers to people’s
personalities when they offer services, including their friendliness, elegance, and empathy, which could instill in
tourists the perception that the Vietnamese possess positive attributes when delivering services. Nevertheless, the
most prevalent dimensions that the majority of destinations utilize to demonstrate the quality of their services are
those suggested by Moutinho et al. (2012), comprising the dimensions of shopping, health and hygiene, information,

facilities, transportation, and accommodation.

2.8. The Measurement Approach to Service Quality

Markovic and Raspor (2010) highlighted that the specific nature of services makes it difficult to provide,
measure, and maintain quality. Santos (2003) established two primary conceptualizations of service quality based on
the literature. The first is based on the approach of disconfirmation, while the second is based on performance. In
addition, Brady and Cronin Jr (2001) asserted that the cornerstone of service quality theory is found in the
literature on product quality and customer satisfaction. Brady and Cronin Jr (2001) and Tian-Cole and Cromption
(2003) noted that research on service quality based on the disconfirmation paradigm was pioneered between 1982
and 1984 and 1985 and 1988, respectively. Earlier, Gronroos (1984) had argued that the evaluation process begins
when consumers compare their expectations to the services they believe they experienced. This process is known as
perceived quality of service and highlights that service quality is based on two factors, namely anticipated service,
and perceived service. Therefore, Gronroos (1984) proposed two primary aspects of service quality: technical
quality and functional quality. Technical quality relates to what the client experiences, while functional quality

pertains to how they perceive it.
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Parasuraman, Zeithaml, and Berry (1985) also established a model for assessing service quality. According to
the gap theory proposed by Parasuraman et al. (1985), the concept of service quality is based on the incompatibility
between customers' expectations regarding the performance of a broad category of service providers and their
evaluations of the actual performance of service providers within the category. In other words, according to Park
and Yi (2016), SERVQUAL measures the discrepancy between expectation and performance in service quality.
SERVQUAL, or the performance-expectation measure of service quality, has become a widely used instrument and
has been used in a variety of service sectors, such as retail, dental services, hotels, travel and tourism, vehicle
maintenance, business schools, and hospitality (Markovic & Raspor, 2010; Park & Yi, 2016). The instruments of
SERVQUAL have been modified to suit the features of specific services (Markovic & Raspor, 2010). Even though
many studies have applied the SERVQUAL model, the conceptual and operational basis of the model has been
criticized by several academicians, particularly its validity, reliability, operationalization of expectations, and
dimensional structure (Markovic & Raspor, 2010). This was reinforced by Cronin and Taylor (1992), who found
that the impression of service quality is better described by the performance measure than by expectations.

The SERVPERF model was pioneered by Cronin and Taylor (1992) and Jain and Gupta (2004). Cronin and
Taylor created SERVPERF because, according to them, Parasuraman et al’s (1985) conceptualization and
characterization of service quality (SERVQUAL) were insufficient. The SERVPERF model is recognized as a
performance-only measure of service quality, often known as customer perception of performance (Park & Yi, 2016).
According to Jain and Gupta (2004), the SERVPERF scale is an essential alternative to SERVQUAL that contains
a conceptually and methodologically better scale than the SERVQUAL scale. This is supported by Jo Bitner,
Faranda, Hubbert, and Zeithaml (1997), who stated that service encompasses quality attributes of the experience
that can only be recognized during and/or after the consumption phase; however, goods contain several search
quality attributes, which are suitable for SERVQUAL measures. In contrast, the SERVPERF model gathers
opinions on service quality based on the perceptions of tourists after experiencing or using the services or products
(Yusot' & Rahman, 2011).

Moutinho et al. (2012) argued that the quality of service at a destination should be measured using a
performance-only approach achieved by separate means that depend on performance at the consumption stage (at
the destination). This is because the use of a performance-only approach offers more consistent results than the
performance-expectation approach (Moutinho et al., 2012).

Based on the reviewed literature, this study aims to measure the service quality of a destination using a
performance-only approach with destination attributes developed by Moutinho et al. (2012), which comprise five
dimensions: 1) shopping, 2) health and hygiene, 8) information and facilities, 4) transportation, and 5)
accommodation, as most previous studies have applied a performance-only approach. Additionally, it was argued by
Cronin and Taylor (1992) that perceived service quality should be conceptualized and studied as an attitude, and
the performance-only approach should be used to adequately comprehend consumers' perceptions of the service
quality offered by service providers. In their study of service quality at a destination in Manavgat, Turkey,
Moutinho et al. (2012) measured destination service quality based solely on customer perception of the destination,
as opposed to measuring the importance of service features or the gap between customer expectations and service
quality attributes. Furthermore, the five mentioned dimensions are among the service components that
international tourists spend the most on during their vacations in Malaysia, as suggested by Tourism Malaysia
(2022). Consequently, the primary objective of this research is to evaluate the aspects of service quality at the
destination level to improve Malaysia's standing as a tourism destination and thereby increase tourists’ expenditure

on the services they consume in Malaysia.
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3. METHOD
3.1. Survey Instruments

A closed-ended questionnaire was employed in this study to gather primary data on service quality. The
questionnaire adapted 14 items from Moutinho et al. (2012) to measure service quality. Once the pilot study had
been completed, 10 items were utilized in the final survey, while 4 items were removed from the questionnaire.
Participants were asked to rate the perceived service quality of the items on a scale ranging from 1 for "extremely

bad" to 10 for "very excellent."

3.2. Pilot Study

A pilot study was conducted at Kuala Lumpur International Airport (KLIA), using respondents with
comparable backgrounds to the real participants. During this pilot project, information was collected from 100
participants from the United Kingdom and Australia. The data were analyzed using two statistical methods:
exploratory factor analysis (EFA) and a reliability test. EFA was used to minimize and summarize the aspects of the

destination service quality dimension, while the reliability test assessed the instrument's validity and dependability.

3.8. Exploratory Factor Analysis (EFA)

EFA was used to characterize and summarize the data by grouping associated variables together (Zikmund &
Babib, 2010). After gathering the pilot test data, EFA was used to determine the underlying aspects of destination
service quality. Table 8 displays the results of the Kaiser-Meyer—Olkin (KMO) and Bartlett spherical tests for
service quality. As indicated by Hair, Black, Babin, and Anderson (2014, the KMO value was more than 0.5, and the
result of Bartlett's test of sphericity was significant (p < 0.001). Hence, the destination service quality variable was
suitable for EFFA.

Table 8. Evaluation of constructs' appropriateness for exploratory factor analysis.

Construct KMO (> 0.50) Bartlett’s Test of Sphericity
Service Quality 0.680 0.00

Table 4 presents the number of items for each variable after EFA was conducted. The number of items for each
construct was reduced through the extraction process. The items with factor loadings of more than 0.60 were
retained and included in the actual survey. The first dimension of service quality was health and hygiene (QF1).
This dimension included the items of general environmental cleanliness (Q5), cleanliness of food and drink (Q6),
and cleanliness of public toilets (Q7). Another dimension of service quality was accommodation (QI'2). This
dimension was measured using three items, namely the overall cleanliness of the hotel (Q12), the quality of food and
drink at the hotel (Q14), and the manners of the hotel staft (Q13). The third dimension of service quality was
shopping (QF3). This dimension included the items of shopkeepers’ manners towards tourists (Q1) and
shopkeepers” honesty (Q2). The fourth dimension of service quality was information content (FQ4), which included

opportunities to obtain maps, brochures, etc. about the region (Q9), as well as information signs and symbols (Q10).

3.4. Reliability Analysis

Reliability analysis was used to ensure the research instrument was free of random error and without bias
(Sekaran & Bougie, 2016). The test revealed a Cronbach's alpha value of 0.79 for destination service quality after
EFA. As the value of 0.79 was greater than 0.7, the study’s measure of destination service quality was error-free,

reliable, and fit for use in the actual survey.
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Table 4. Items retained in destination service quality.

Items in destination service quality Factor Eigen Variance Explained
Loadings Value (%)

Service Quality:

QF1: Health and Hygiene 4.050 25.006

General environmental cleanliness (Q5) 0.878

Cleanliness of food and drink (Q6) 0.868

Cleanliness of public toilets (Q7) 0.765

QF2: Accommodation 1.702 22.206

Overall cleanliness of the hotel (Q12) 0.790

The quality of food and drink at the hotel (Q14) 0.863

Manners of the hotel staff (Q13) 0.844

QF3: Shopping 1.381 19.269

Shopkeepers’ manners towards tourists (Q1) 0.933

Shopkeepers” honesty (Q2) 0.886

QF'4: Information Content 1.188 16.739

Opportunities to obtain maps, brochures, etc. 0.902

about the region (Q9)

Information signs and symbols (Q10) 0.837

Total Variance Explained (%) 83.221

3.5. Method of Data Collection

The questionnaire was finalized after the analysis of the pilot study data had been completed. Since the target
respondents were from the United Kingdom and Australia, an international airport was selected as the location for
data collection. This approach has been used by other researchers in the same area to reach their target population,
including Mohamad, Afthanorhan, Awang, and Mohammad (2019b), Hapsari, Clemes, and Dean (2016), Leong,
Yeh, Hsiao, and Huan (2015), Kim et al. (2013), Sun, Chi, and Xu (2013), Lee, Lee, and Choi (2011), Wang, Zhang,
Gu, and Zhen (2009), and Kozak (2001). Kuala Lumpur International Airport (KLIA) was therefore chosen as the
location to conduct the actual study as the airport is the primary point of departure and entry for many foreign

travelers to Malaysia.

3.6. Analysis Description

The data were analyzed using the programs Statistical Package for Social Science (SPSS version 22) and
Analysis of Moment Structure (AMOS version 23). Utilizing SPSS, descriptive analysis, reliability analysis, and
exploratory factor analysis were conducted. AMOS software was applied to assess the validity of the measurement
model by determining uni-dimensionality, evaluating model goodness of fit, and establishing construct validity

using confirmatory factor analysis.

4. RESULTS
4.1. Profile of Respondents

In this study, a total of 837 tourists provided valid responses for the descriptive analysis. The data revealed that
51.9 percent (n=175) of the tourists were from the United Kingdom, whereas 48.1 percent (n=162) were from
Australia. Among the tourists who participated in this survey, female tourists represented 56.7 percent (n=191),
and male tourists represented 4:3.8 percent (n=146). The majority of the tourists were between the ages of 25 and
34, representing 27.3 percent (n=92) of the total sample. Most of the tourists claimed that it was their first time
visiting Malaysia (57.8% or n=193). Another 42.7 percent (n=144) claimed that they were repeat tourists (second to

more than fifth visit).
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4.2. Confirmatory Factor Analysis (CFA)
Confirmatory factor analysis can be used to confirm the measurement model derived from the exploratory
factor analysis (Hair et al., 2014). Figure 2 depicts the 10 items that made up the measurement approach to the

quality of destination service.

48

53

Chisquare=82.147
df=29

p-value=.000
chi-square/di=2.833
GFI=954

TLI=960

CFI=974
RMSEA=074

Figure 2. Model for measuring destination service quality.

To assess the fit of the measurement model, several goodness-of-fit indicators were used as a guideline in this
study. Table 5 displays the goodness-of-fit for the destination service quality measurement model. Root Mean
Square Error Approximation (RMSEA) was used as a guideline in this investigation. The model produced an
RMSEA score of 0.074, which indicates a good fit. According to Hair, Black, Babin, Anderson, and Tatham (2010),
the suggested cut-off limit for RMSEA should be less than 0.08. In addition to RMSEA, the fit of the measurement
model was evaluated using the Comparative Fit Index (CFI), Goodness of Fit Index (GFI), Tucker-Lewis Index
(TLI), and p-value.

At 0.974, the CFI score revealed a strong fit. In addition, the GFI and TLI values indicated a good fit with
values of 0.95 and 0.960, respectively, in line with the model fit indices given by Hair et al. (2010), which demanded
values larger than 0.90. The p-value for the destination service quality model was statistically significant (p < 0.05).
A chi-square (ratio) with a normal distribution was used to determine the model's fit. The normed chi-square (ratio)
value was less than 3, indicating a better-fitting model (Hair et al., 2010). After reviewing the measurement model's
goodness of fit, it was necessary to analyze the model's uni-dimensionality, reliability, and validity.

Table 6 provides the construct's standardized factor loading Composite Reliability (CR) and Average Variance
Extracted (AVE) values. The standardized factor loadings were greater than 0.6, indicating that the service quality
constructs had attained uni-dimensionality. The data also revealed that the dependability condition was met since
the construct's CR values were above 0.60. The AVE values of more than 0.5 suggested that the model had

acceptable convergent validity.
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Table 5. Goodness-of-fit indices for the destination service quality measurement model.

Index | Level of acceptance | Measurement Model 2 | Remarks

Absolute fit:

Chi-Square P-value > 0.05 0.00 Not applicable if sample size is more
than 200

Root Mean < 0.08 0.074 Achieved

Square Error

Approximation

(RMSEA)

Goodness of Fit > 0.90 0.954 Achieved

Index (GFI)

Incremental fit:

Comparative Fit > 0.90 0.974 Achieved

Index (CFI)

Tucker-Lewis > 0.90 0.960 Achieved

Index (TLI)

Parsimonious fit:

Chi-square/df < 8.00 2.838 Achieved

Table 6. Validity and reliability test for assessing the destination service quality measurement model.

Construct/Items Factor CR | AVE
Loading
Service Quality: 0.815 | 0.527
Shopping (QF1) 0.82
Health and Hygiene (QF2) 0.74
Accommodation (QF3) 0.71
Information and Facilities (QF4) 0.62
Shopping (QF1):
Shopkeepers’ manners towards tourists (Q1) 0.90 0.884 | 0.792
Shopkeepers’ honesty (Q2) 0.88
Health and Hygiene (QF2): 0.864 | 0.681
Cleanliness of food and drink (Q4) 0.90
Cleanliness of public toilets (Q5) 0.77
General environmental cleanliness (Q3) 0.80
Accommodation (QF3): 0.895 | 0.740
Overall cleanliness of the hotel (Q8) 0.87
The quality of food and drink at the hotel (010) 0.88
Manners of the hotel staff (Q9) 0.83
Information Content (QF4): 0.856 | 0.748
Opportunities to obtain maps, brochures, etc. about the region (Q6) 0.85
Information signs and symbols (Q7) 0.88
Table 7. The discriminant validity index summary.
Factors Shopping Health and Accommodation | Information
(QF1) Hygiene (QF2) (QF3) Content
(QF4)
Shopping (QF1) 0.88
Health and Hygiene (QF2) 0.58 0.82
Accommodation (QF3) 0.59 0.53 0.86
Information Content (QF4) 0.48 0.57 0.37 0.86

The last stage in verifying the validity of a measuring model is to assess the discriminant validity. To prevent

multi-collinearity issues, the constructs in a model must be distinguishable from one another (Mohamad et al.,

2019b). It is important to compare the values of the square root of AVE of the construct with the values of the

correlation between the relevant constructs to demonstrate discriminant validity. In this case, discriminant validity

is attained when the square root of AVE for each construct is greater than the correlation value between the
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corresponding constructs (Mohamad et al., 2019b). The value of the correlations between the constructs should not
exceed 0.85 (Mohamad et al., 2019b). Table 7 illustrates the results of discriminant validity for the pooled model.
The results show that all these requirements were met, with none of the correlations surpassing the diagonal values

(square root AVE).

5. DISCUSSION

Park. and Jeong (2019) claimed that studies on service quality at tourism destinations are vital to achieving a
competitive advantage and increasing tourist organizations’ profit. Hence, this research aimed to investigate the
dimensions of service quality at the destination level to improve a destination’s quality. Furthermore, Malaysia is
experiencing an unstable and declining pattern in the rate of international tourists’ expenditure on services they
consume, indicating a serious challenge in deciding the right services to provide to tourists since they refuse to
spend on the services provided. Hence, the present study adopted the dimensions suggested by Moutinho et al.
(2012), comprising the dimensions of shopping, health and hygiene, information facilities, transportation, and
accommodation. The findings revealed that the factors contributing to service quality included shopping, health and
cleanliness, accommodation, and information content and that these factors influenced the experiences of tourists
from the United Kingdom and Australia in Malaysia. This study’s finding concurs with the study of Moutinho et al.
(2012), in which the four dimensions used were similar to the ones suggested in our study. In the present study,
tourists who visited Malaysia were mostly first-time tourists. They evaluated service quality based on shopping,
health and hygiene, accommodation, and information facilities as the components of service quality that most
contributed to their satisfaction during their visit to Malaysia. By concentrating on these dimensions of service

quality, tourists’ expenditure on services they consume within this country could be increased.

5.1. Managerial Implications

Several Malaysian entities, such as Tourism Malaysia (Malaysia Tourism Promotion Board) and other tourism-
related agencies and businesses, could benefit from this study by encouraging related parties, especially hoteliers,
restaurant owners, and local people (Malaysians) to practice conducive manners and embrace good hygiene
practices to ensure the cleanliness of the environment, facilities, and public amenities, including public toilets, food
at restaurants, and the hotel environment. By providing excellent cleanliness, foreign tourists who visit Malaysia
will be impressed with the cleanliness and hygiene of Malaysians. Other related service providers, such as shopping
areas and hotels, need to ensure that their staff can deliver high-quality products and great services with a positive
attitude.

In addition, the tourism management board should upgrade access to information facilities in the form of
brochures, maps, and informative signs and symbols to provide correct facts and additional information, which will
ensure tourists’ satisfaction with the services, thus improving profitability in the future. These practices will also
create loyal visitors who are pleased to select Malaysia as their travel destination and will continue to visit Malaysia

in the future, in addition to recommending Malaysia as a travel destination to others.

6. CONCLUSION

Malaysia's tourist industry is one of the most significant contributors to the country's economy. The concept of
service quality is important to enhance tourists’ expenditure on the services they consume at their destination.
Therefore, this study investigated the concept of service quality by assessing its dimensions among international
tourists visiting Malaysia from the United Kingdom and Australia. The data from the pilot study were subjected to
Exploratory Factor Analysis (EFA) and reliability analysis. EFA was conducted to simplify and summarize the
quality aspects of the destination’s services. Meanwhile, Cronbach’s alpha was used to analyze the instrument's

internal dependability as part of the reliability analysis. Next, confirmatory factor analysis was conducted to
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validate the study’s measurement model using the field study data (Nasir, Mohamad, Ghani, & Afthanorhan, 2020).
Four dimensions (shopping, health and cleanliness, accommodation, and information content) of service quality
were observed to be crucial to increasing tourists’ expenditure during their visits to this country. However, there
were limits to this research, since the sole data collection location was Kuala Lumpur International Airport (KLIA).
Therefore, the study's applicability in the context of research techniques may be restricted. To strengthen the
generalizability of these results, data collection should include more Malaysian international airports, such as
Penang International Airport, Langkawi International Airport, Kota Kinabalu International Airport, and Kuching

International Airport.
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