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PENUTUP

Bagian penutup ini akan menjelaskan mengenai simpulan dari hasil studi,
dampak manajerial yang dapat diterapkan, dan saran untuk penelitian lanjutan pada

topik serupa.

5.1 Kesimpulan

Penelitian ini meneliti mengenai niat pemesanan ulang di Hotel RedDoorz
dengan dipengaruhi variabel kualitas pelayanan dan harga. Penelitian ini dilakukan
di Indonesia dan mendapatkan 210 responden, yang dapat disimpulkan profilnya

sebagai berikut:

Mayoritas pengisi kuesioner dalam penelitian ini berjenis kelamin laki-laki,
dengan persentase lebih tinggi dibandingkan perempuan. Sebagian besar responden
berada pada rentang usia remaja hingga dewasa muda, dengan kelompok usia
terbanyak berasal dari kalangan muda. Dari segi pekerjaan, dominasi responden
berasal dari kategori pelajar atau mahasiswa, diikuti oleh pegawai negeri. Terkait
pendapatan, sebagian besar responden memiliki kisaran penghasilan menengah
hingga tinggi, dengan proporsi yang seimbang antara kedua kategori tersebut.
Untuk preferensi akomodasi, mayoritas responden lebih sering menginap di
kategori hotel, sementara sisanya memilih jenis penginapan lain seperti guest

house.

Berdasarkan hasil analisis deskriptif terhadap seluruh variabel penelitian,
dapat disimpulkan bahwa responden memberikan penilaian yang tinggi terhadap

semua aspek yang diteliti. Pada variabel kualitas pelayanan, seluruh indikator

63



memperoleh skor rata-rata di atas 4,0 dengan indikator "Layanan Hotel RedDoorz

sesuai dengan kebutuhan yang saya inginkan" mencatat nilai tertinggi. Hal serupa

terlihat pada variabel harga, di mana responden sangat menyetujui bahwa Hotel

RedDoorz sering memberikan promosi menarik. Sementara itu, untuk variabel niat

pemesanan ulang, reputasi Hotel RedDoorz menjadi faktor utama yang mendorong

responden untuk memilih kembali layanan tersebut, dibuktikan dengan skor mean

tertinggi pada indikator terkait reputasi.

Dalam penelitian ini, terdapat lima hipotesis yang diuji dan menghasilkan

temuan berikut berdasarkan analisis data:

1.

Berdasarkan hasil dari pengolahan data, terdapat pengaruh positif pada
kualitas pelayanan terhadap niat pemesanan ulang (H1 diterima). Temuan
ini mengindikasikan bahwa kualitas pelayanan yang baik dan melebihi
harapan dari konsumen maka konsumen cenderung merasa puas dan
memiliki keinginan untuk kembali menggunakan penginapan tersebut.

Berdasarkan hasil dari pengolahan data, terdapat pengaruh positif pada
harga terhadap niat pemesanan ulang (H2 diterima). Temuan hasil variabel
ini mengindikasikan bahwa variabel harga merupakan salah satu faktor
yang menjadi pertimbangan konsumen untuk memunculkan niat
pemesanan ulang, ketika harga yang diberikan sesuai dengan kualitas yang
didapatkan konsumen maka hal itu dapat memunculkan rasa untuk

menggunakan kembali jasa dari RedDoorz.
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5.2

Implikasi Manajerial

Berdasarkan pada penelitian yang dilakukan, maka implikasi manajerial

yang dapat diberikan, yakni sebagai berikut:

1.

Berdasarkan hasil dari pengujian hipotesis pertama, terdapat pengaruh
signifikan antara pengaruh kualitas pelayanan terhadap niat pemesanan
ulang. Nilai mean yang tinggi pada indikator seperti “Layanan Hotel
RedDoorz sesuai dengan kebutuhan yang saya inginkan” dan “Layanan dan
fasilitas Hotel RedDoorz memiliki reputasi yang baik”, hal ini menunjukan
bahwa konsumen sangat memperhatikan beberapa aspek seperti, biaya,
layanan dan kenyamanan fasilitas yang diberikan oleh Hotel RedDoorz.
Hal ini membuktikan bahwa layanan yang berkualitas dapat meningkatkan
kepuasan pelanggan dan mendorong mereka untuk memesan ulang.
Dengan menjaga kualitas pelayanan dan selalu berusaha untuk
meningkatkan kompetensi dalam melayani tamu, maka hal itu dapat
memberikan kesan yang baik dari konsumen kepada perusahaan.

Berdasarkan hasil dari pengujian hipotesis kedua, terdapat pengaruh
signifikan antara harga dengan niat pemesanan ulang. responden menilai
bahwa harga yang kompetitif dan promosi yang menarik menjadi faktor
yang penting dalam keputusan mereka. Sehingga Hotel RedDoorz dapat
mengoptimalkan strategi penetapan harga dengan mempertimbangkan nilai
yang akan diberikan kepada pelanggan. Berdasarkan hal tersebut, penting
bagi Hotel RedDoorz untuk melakukan promosi yang dilakukan secara

efektif yang bisa dilakukan melalui media sosial atau saluran digital
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5.3

lainnya, sehingga Hotel RedDoorz dapat menjangkau konsumen yang lebih

luas lagi dan meningkatkan pemesanan ulang pada hotel.

Keterbatasan Penelitian

Pada penelitian ini, masih terdapat beberapa keterbatasan yang perlu diakui

untuk memberikan ruang bagi pengembangan penelitian serupa di masa depan.

Keterbatasan dalam penelitian ini, yaitu:

1.

Objek penelitian yang digunakan merupakan jaringan hotel budget yang
menaungi banyak properti di berbagai wilayah. Setiap properti RedDoorz
dikelola oleh mitra yang berbeda, sehingga pengalaman konsumen dalam
hal kualitas pelayanan dapat bervariasi tergantung pada standar layanan
masing-masing properti.

Terdapat ketidaksesuaian antara karakteristik objek penelitian, yaitu
RedDoorz sebagai platform OTA (Online Travel Agent) dengan indikator
yang  digunakan. Sehingga beberapa indikator tidak dapat
merepresentasikan aspek — aspek terkait layanan OTA terkhusus yang
berkaitan dengan pengalaman layanan

Salah satu indikator pada variabel harga, yaitu “Saya berminat untuk
memesan Hotel RedDoorz jika terdapat promosi yang menarik”
mendapatkan hasil yang tidak memenuhi hasil uji validitas dan reliabilitas.
Responden pada penelitian ini tidak terfokus pada satu segmen tertentu,
sehingga hasil yang diperoleh tidak mencerminkan perilaku spesifik dari
kelompok konsumen tertentu.

Pertanyaan filter terkait konsumen yang pernah menginap pada hotel

RedDoorz dalam 6 bulan terakhir. Hal tersebut berkemungkinan
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menimbulkan jawaban bias karena responden yang mengisi kuesioner

mungkin sudah lupa terkait pengalaman menginap mereka.
5.4  Saran Penelitian

Beberapa saran dari peneliti dapat diberikan untuk penelitian selanjutnya
yang meneliti topik serupa berdasarkan temuan dalam penelitian ini.

Saran yang dapat disampaikan adalah sebagai berikut:

1. Penelitian selanjutnya diharapan dapat mempertimbangkan menggunakan
satu objek yang lebih spesifik, seperti salah satu hotel RedDoorz tertentu
agar dapat merepresentasikan pengalaman konsumen dengan lebih jelas.

2. Saran untuk penelitian selanjutnya dapat mempertimbangkan variabel dan
indikator yang akan digunakan untuk penelitian agar lebih sesuai dengan
objek yang akan diteliti.

3. Penelitian selanjutnya dengan topik serupa, disarankan untuk mengevaluasi
kembali indikator harga yang digunakan agar lebih relevan dan tepat bagi
target audiens.

4. Penelitian  selanjutnya diharapkan dapat mengidentifikasi  dan
memfokuskan pada segmen pasar tertentu, seperti wisatawan domestik,

mancancgara.

5. Penelitian selanjutnya, disarankan agar periode waktu penggunaan layanan
lebih dikurangi, misalnya menjadi < 6 bulan atau dalam kurun waktu 3

bulan.

67



DAFTAR PUSTAKA

Alfiah, nurul. (2024). Pengaruh Kualitas Pelayanan Terhadap Repurchase
Intention Melalui Kepuasan Pelanggan Pada PT Toyota Liek Motor.

Ali, B. J., Gardi, B., Othman, B. J., Ahmed, S. A., Ismael, N. B., Hamza, P. A.,
Aziz, H. M., Sabir, B. Y., Sorguli, S., & Anwar, G. (2021). Hotel Service
Quality: The Impact of Service Quality on Customer Satisfaction in

Hospitality. International Journal of Engineering, Business and
Management, 5(3), 14-28. https://doi.org/10.22161/ijebm.5.3.2

Baykal, M., Yazici Ayyildiz, A., & Koc, E. (2024). The influence of consumer
confusion on the repurchase intentions of hotel guests: the role of brand
loyalty and customer satisfaction. International Journal of Contemporary
Hospitality Management. https://doi.org/10.1108/IJCHM-01-2024-0113

Cipto, H., & Erdiansyah, R. (2020). The Effect of Sales Promotion, Service
Quality, Perceived Value on Repurchase (Case Study of Original Levis
Store in Jakarta).

Fajriani, F., & Trenggana, A. (2020). The Effect of Perceive Value, E-Lifestyle,
and Online Promotion on Consumer Repurchase Intention on KAI Accses
Users in Indonesia Pengaruh Perceived Value, E-Lifestyle, dan Promosi
Online Terhadap Repurchase Intention Pada Pengguna KAI Accses di
Indonesia. http://e-journal.stie-aub.ac.id/index.php/probank

Gical, A. C., & Giirbiiz, B. (2024). Relationships Between Service Quality,
Customer Loyalty and Customer Repurchase Intention: The Example of
Health and Fitness Clubs. Pamukkale Journal of Sport Sciences, 15(2),
253-276. https://doi.org/10.54141/psbd.1409794

Hair, J. F.,, Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R. Springer International Publishing. https://doi.org/10.1007/978-
3-030-80519-7

Helmi, S. (2014). ANALISIS DATA.
https://www.researchgate.net/publication/353072388

Herjanto, H., & Amin, M. (2020). Repurchase intention: the effect of similarity
and client knowledge. International Journal of Bank Marketing, 38(6),
1351-1371. https://doi.org/10.1108/1JBM-03-2020-0108

Hussein, A. (2015). Penelitian Bisnis dan Manajemen Menggunakan Partial
Least Squares (PLS) dengan smartPLS 3.0.

Layanan, P. K., Harga, D., Kepuasan, T., Pada, P., Studi, G. (, Kecamatan, W.,
Sumarsid, S. ), Atik, D., & Paryanti, B. (2022). 70 Manajemen FE-
Universitas Dirgantara Marsekal Suryadarma (Vol. 12, Issue 1).

Mensah, 1., & Mensah, R. D. (2018). Effects of service quality and customer
satisfaction on repurchase intention in restaurants on University of Cape
Coast campus. Journal of Tourism, Heritage & Services Marketing, 4(1),
27-36. https://doi.org/10.5281/zenodo.1247542

Prakoso, D., Albar Tanjung Prodi Manajemen, A., & Tinggi [lmu Manajemen
Sukma Medan, S. (2025). Pengaruh Kualitas Pelayanan dan Fasilitas

68



terhadap Minat Berkunjung Kembali melalui Kepuasan Konsumen Hotel
Comercial Bizpark The Influence of Service Quality and Facilities on
Intention to Revisit through Consumer Satisfaction at the Commercial
Bizpark Hotel. https://doi.org/10.33059/jseb.v1611.10074

Rismadayanti. (2020). Pengaruh Fasilitas, Harga dan Penerapan Etika Bisnis
Islam Terhadap Keputusan Menggunakan Jasa Hotel dan Penginapan Di
Area Wisata Telaga Ngebel Ponorogo.

Rohaeni, H. & M. N. (2018). Kualitas Pelayanan TerhadapKepuasan
Pelanggan.

Sekaran & Bougie, R. (2019). Research Methods For Business: A Skill
Building Approach (8th edition).

Shambodo, Y. (2020). Revolusi Industri 4.0: Googelisasi Industri Pariwisata
dan Industri Kreatif. Journal of Tourism and Creativity, 4(1).

SPR, C. R., Yong, H. N. A., Kalhoro, M., Dahari, K. B. M., & Shaikh, F. B.
(2022). Factors affecting domestic tourists’ repeat purchase intention
towards accommodation in Malaysia. Frontiers in Psychology, 13.
https://doi.org/10.3389/fpsyg.2022.1056098

Teuku Umar, J., Baja, L., Batam-Indonesia, K., Santia, A., Richmayati, M.,
Kunci, K., & Pembelian, K. (2022). Universitas Ibnu Sina (UIS)
Pengaruh Harga, Lokasi dan Promosi Terhadap Keputusan Tamu
Menginap di Hotel Golden View Batam.

Wang, X., Yang, Z., & Guo, Y. (2024). Research on the Influencing Factors of
Cultural and Tourism Service Quality in Huizhou Area. Sustainability
(Switzerland) , 16(13). https://doi.org/10.3390/sul6135535

Winata, E., Tinggi, S., & Sukma, I. M. (2020). Pengaruh Kualitas Produk,
Harga Dan Citra Merek terhadap Keputusan Pembelian Ulang Pulsa
pada Kartu Simpati Telkomsel (Studi kasus pada mahasiswa STIM
Sukma Medan). Jurnal llman: Jurnal llmu Manajemen, 8(2), 25-32.
http://journals.synthesispublication.org/index.php/ilman

Zhang, H., Zheng, S., & Zhu, P. (2024). Why are Indonesian consumers buying
on live streaming platforms? Research on consumer perceived value
theory. Heliyon, 10(13). https://doi.org/10.1016/j.heliyon.2024.e33518

69



70



71



Kuesioner

. Pertanyaan Filter 1

1. Apakah anda pernah menginap pada Hotel RedDoorz dalam 6 bulan
terakhir ?

Pertanyaan Filter 2

2. Apakah anda pernah mendapat sales promotion saat menginap di Hotel
RedDoorz ?

. Profil Responden

1. Jenis Kelamin:

a. Laki— laki

b. Perempuan

2. Usia:
a. 17-21
b. 22-30
c. 31-36
d. 37-42
e. >42

3. Status Pekerjaan:
a. Pelajar/Mahasiswa
b. Pekerja Swasta
c. Pegawai Negeri
d. Wiraswasta
e. Lainnya

4. Pendapatan Bulanan:
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a. <Rp 2.500.000
b. Rp 2.500.000 — Rp 3.500.000
c. Rp 3.500.000 — Rp 4.500.000
d. >Rp 4.500.000
5. Jenis RedDoorz yang pernah digunakan:
a. Hotel
b. Guest House
c. Villa
d. Apartemen

e. Resort

C. Kualitas Pelayanan

No.

Pertanyaan Skala

STS TS N S

SS

Hotel
RedDoorz
memiliki
harga yang

wajar

Biaya Hotel
RedDoorz
sesuai
dengan

kualitas
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layanan

yang

didapatkan

Biaya
penginapan
RedDoorz

wajar

Layanan
Hotel
RedDoorz
sesuai
dengan
kebutuhan
yang saya

inginkan

Lama waktu
pelayanan
Hotel
RedDoorz
sesuai
dengan
yang saya

harapkan
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Menurut
preferensi
saya,
fasilitas
Hotel
RedDoorz

nyaman

Layanan
dan fasilitas
Hotel
RedDoorz
memiliki
reputasi

yang baik

D. Harga

No.

Pertanyaan

Skala

STS

TS

SS

1. Hotel

sering

promo

RedDoorz

memberikan
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Salah satu
strategi
promosi
RedDoorz
adalah
mendorong
saya untuk
segera

memesan hotel

Saya jadi lebih
tertarik untuk
menggunakan
Hotel
RedDoorz

secara teratur

Saya tertarik
untuk
melakukan
pemesanan
secara impulsif
di Hotel

RedDoorz

Hotel

RedDoorz
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secara konstan
mengingatkan
saya untuk
menggunakan

kembali

jasanya

E. Niat Pemesanan Ulang

No.

Pertanyaan

Skala

STS

TS

SS

Saya memilih
Hotel
RedDoorz
karena
kualitasnya

yang baik

Saya memilih
Hotel
RedDoorz
karena
pelayanannya
berkualitas

baik

77




Saya memilih
Hotel
RedDoorz
karena
rekomendasi

dari orang lain

Saya memilih
Hotel
RedDoorz
berdasarkan
pengalaman
pribadi  saya

sebelumnya

Saya memilih
Hotel
RedDoorz
karena
reputasinya

yang baik
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III RedDoorz

Eagian 1 dari 9

PENGARUH KUALITAS PELAYANAN DAN ~ i
HARGA TERHADAP NIAT PEMESANAN
ULANG PADA HOTEL

Perkenalkan, saya Riyandi Widjaja dari Program Studi Manajemen, Fakultas Bisnis dan Ekonomika, Universitas
Atma Jaya Yogyakerta. Saat ini, saya sedeng melakukan penelitian Tugas Akhir untuk mempelajari perilaku
konsumen terkait layanan Hotel RedDoorz. Penelitian ini bertujuan untuk mengetahui apakah terdapat

gengaruh Q%U kualitas gelaxana , kebersihan, dan harga terhadag minat pemesanan ulang pada hotel
RedDoorz.
RECASIZ

>

Adapun kriteria dari responden yang saya butuhkan untuk mendukung kelancaran penelitian ini, yaitu sebagai
berikut :

1. Pernah menginap pada Hotel RedDoorz dalam 6 bulan terakhir

2. Pernah mendapatkan sales promotion di Hotel RedDoorz (diskon, promo, dll)

Jika anda memenuhi kriteria tersebut, saya berharap anda dapat bersedia menyisihkan waktu untuk mengisi
kuesioner ini. Partisipasi anda akan sangat berarti bagi keberhasilan penelitian ini. Terima kasih!

Pengisian kuesioner ini akan memakan waktu sekitar 5 - 10 menit. Seluruh data yang digunakan dan
dikumpulkan dalam kuesioner ini akan dijamin privasinya.

Agabi\a terdagat pertanyaan mengenai kuesioner ini, dagat menghubungi saya via email di
riyandiwidjaja2908@gmail.com.

B I U o= = ¥

Bagian 2 dari 9

Pertanyaan Filter v

Deskripsi (opsional)

Apakah anda pernah menginap pada Hotel RedDoorz dalam 6 bulan terakhir ? *
Ya

Tidak

Apakah anda pernah mendapat sales promotion saat menginap di Hotel RedDoorz ? *
Ya

Tidak

Setelah bagian 2  Lanjutkan ke bagian berikut -
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Data Responden

Deskripsi (opsional)

Jenis Kelamin *
o Perempuan

() Laki-Laki

Status Pekerjaan *
() Pelajar/Mahasiswa
() Pekerja Swasta
() Pegawal Negeri
() Wiraswasta

() Lainnya..

Pendapatan Bulanan *

() <Rp2.500.000
() Rp 2.500.000 - Rp 3.500.000
() Rp 2.500.000 - Rp 4.500.000

() >Rp4.500.000

Jenis reddoorz yang pernah digunakan

() Hotel

() Guest House

) villa

() Apartemen

() Resort
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Bagian 4 dari 9

Instruksi Pengisian Kuesioner X :

Berikan respons anda pada skala yang tersedia, sesuai dengan tingkat persetujuan anda. Skor yang lebih tinggi
akan menunjukan semakin kuatnya persetujuan anda terhadap pernyataan tersebut, sedangkan skor yang
lebih rendah menandakan ketidaksetujuan terhadap pernyataan tersebut :

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Setelah bagian 4 Buka bagian 5 (Kualitas Pelayanan ) -

Bagian 5 dari 9

Kualitas Pelayanan v

Segala keuntungan yang dirasakan konsumen saat menggunakan atau memiliki suatu barang atau jasa

Hotel RedDoorz memiliki harga yang wajar *
Sangat Tidak Setuju O O O O O Sangat Setuju

Biaya Hotel RedDoorz sesuai dengan kualitas layanan yang didapatkan *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
Biaya penginapan RedDoorz wajar *

Sangat Tidak Setuju O O O O O Sangat Setuju

Layanan Hotel RedDoorz sesuai dengan kebutuhan yang saya inginkan *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Lama waktu pelayanan Hotel RedDoorz sesuai dengan yang saya harapkan *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Menurut preferensi saya, fasilitas Hotel RedDoorz nyaman *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Layanan dan fasilitas Hotel RedDoorz memiliki reputasi yang baik *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Setelah bagian 5 Lanjutkan ke bagian berikut -

Harga v

Berbagai macam promo dan hadiah yang biasanya hanya berlaku dalam waktu singkat, dibuat untuk membuat
pembeli lebih cepat membeli dan membantu penjual meningkatkan penjualan mereka

Hotel RedDoorz sering memberikan promo *

Sangat Tidak Setuju O O O O O Sangat Setuju

Salah satu strategi promosi RedDoorz adalah mendorong saya untuk segera memesan hotel. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya jadi lebih tertarik untuk menggunakan Hotel RedDoorz secara teratur *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya tertarik untuk melakukan pemesanan secara impulsif di Hotel RedDoorz *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Hotel RedDoorz secara konstan mengingatkan saya untuk menggunakan kembali jasanya *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Bagian 8 dari 9
Niat Pemesanan Ulang b4 H

Keputusan pemesanan dipengaruhi oleh banyak hal mulai dari ekonomi, teknologi, politik, budaya, produk,
harga, lokasi, iklan, bukti fisik produk, kualitas pelayanan, sampai cara pemesanannya

Saya memilih Hotel RedDoorz karena kualitasnya yang baik *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memilih Hotel RedDoorz karena pelayanannya berkualitas baik *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memilih Hotel RedDoorz karena rekomendasi dari orang lain *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memilih Hotel RedDoorz berdasarkan pengalaman pribadi saya sebelumnya *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya memilih Hotel RedDoorz karena reputasinya yang baik *

Sangat Tidak Setuju O O O O O Sangat Setuju

TERIMA KASIH M

Terima kasih sudah menyempatkan waktu untuk mengisi kuesioner ini. Saya sangat menghargai partisipasi
anda yang telah membantu penelitian ini. Setiap respons anda sungguh berharga bagi saya.
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Delimiter: Sem |co Ion Encoding: UTF-8

Value Quote Character: None Sample size: 210
Number Format: US (example: 1,000.23) Indicators: 17
Missing Value Marker:  None Missing Values: 0
Indicators:  Indicator Correlations | Raw File

No. Missing Mean Median Min Max Standa.. Excess.. Skewn..

kp1 1 0 4062 4.000 1.000  5.000 0.829 0907 -0.825
kp2 2 0 4062 4.000 1.000  5.000 0.840 1133  -0.943
kp3 3 0 4062 4.000 1.000 5.000 0.834 1.846 -1.009
kp4 4 0 4143 4.000 1.000 5.000 0.844 1278 -1.042
kp5 5 0 4086 4.000 1.000 5.000 0.800 1484 -0.943
kp6 6 0 3995 4.000 1.000  5.000 0.859 1332 -0.898
kp7 7 0 4105 4.000 1.000 5.000 0.856 1903 -1.123
h1 8 0 4090 4.000 1.000 5.000 0814 0357 -0.701
h2 9 0 4052 4.000 1.000  5.000 0.770 1567 -0.847
h3 10 0 3957 4.000 1.000 5.000 0.824 1.805 -0.948
h4 11 0 4043 4.000 1.000 5.000 0.880 1397 -1.013
h5 12 0 4043 4.000 1.000 5.000 0.818 1.683 -0.972
npu’ 13 0 4038 4.000 1.000 5.000 0.810 1264 -0.883
npu?2 14 0 4090 4.000 1.000  5.000 0.820 1.154  -0.900
npu3 15 0 4048 4.000 1.000 5.000 0.872 1566 -1.049
npu4 16 0 4057 4.000 1.000 5.000 0.838 1259 -0.892
npu5 17 0 4152  4.000 1.000 5.000 0814 1354 -0.981

Path Coefficients
| Matrix iii Path Coefficients

Harga Kualitas Pelayanan Niat Pemesanan Ulang

Harga 0334,

Kualitas Pelayanan 0.415

Niat Pemesanan Ulang
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Outer Loadings

| Matrix

ih1

Harga Kualitas Pelayanan Niat Pemesanan Ulang

0.857

h2
h3
h4
h5
kp1
kp2
kp3
kp4
kp5
kp6
kp7
npu
npu2
npu3
npu4

npus

R Square

| Matrix

0.830
0.851
0.867
0.840

4

i+ R Square

0.855
0.825
0.825
0.847
0.807
0.851
0.857

i+% R Square Adjusted

R Square R Square Adjusted

gNiat Pemesanan Ulang

0.462

0.457

0.862
0.846
0.869
0.832

0.829

f Square
=] Matrix |+% fSquare

Harga Kualitas Pelayanan Niat Pemesanan Ulang
Harga : 0.121
Kualitas Pelayanan 0.187

Niat Pemesanan Ulang
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Construct Reliability and Validity
= | Matrix |{+# Cronbach's Alpha i% rho_ A 1% Composite Reliability |i3% Average Variance Extractec

Cronbach's Alpha  rho_A Composite Reliability Average Variance Extracted (AVE)

%Harga 0.903 0.905 0.928 0.721
Kualitas Pelayanan 0.929 0.930 0.943 0.703
Niat Pemesanan Ulang 0.902 0.904 * 0.927 0.719

Discriminant Validity
|| Fornell-Larcker Criteri.. || Cross Loadings || Heterotrait-Monotrait
L]

Harga Kualitas Pelayanan Niat Pemesanan Ulang

Harga 0.849
Kualitas Pelayanan 0.644 0.838
Niat Pemesanan Ulang 0.601 0.630 0.848

Path Coefficients
] Mean, STDEV, T-Values, P-V.. || Confidence Intervals || Confidence Intervals Bias C... ||| Samples Copy to Clipboard:  pycel Format

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values
'Harga -> Niat Pemesanan Ulang 0.334 0.336 - 0.135 2465 0.014
Kualitas Pelayanan -> Niat Pemesanan Ulang 0415 0416 0.138 3011 0.003
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Factors affecting domestic tourists’
repeat purchase intention towards
accommodation in Malaysia

Charles Ramendran SPR®'*, Hui Nee Au Yong®, Maryam Kalhoro*?*,
Kamarulzaman Bin Mohd Dahari* and Farhan Bashir Shaikh?®
f Business ai
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The hospitality and tourist industries depend on homestays and accommodations.
Different factors, i.e., promotion strategies, service quality, cleanliness, and perceived
health risks, influence tourists’ repeat purchase intention for accommodation. This
study highlights different variables influencing domestic tourists’ accommodation
repurchase decisions in Malaysia. Around 304 respoendents from this guantitative
survey are tourists who have already experienced choosing their accommodations
during travel. Statistical Packages of Social science software (SPSS-23.0) were
used to examine the data through multiple regression and descriptive approaches.
The finding suggests that promotion, and services, can positively affect visitors’
purchasing decisions. However, there is a negative but statistically significant link
between perceived health risk and repurchase decisions. Furthermore, the result
revealed that the predictors of purchase decisions significantly influence selection
This study observed the undervalued quality of services and facilities provided by
the hotel industry. The results identified that sustainable practices could enhance
the impressive recovery of the tourism industry during and after the pandemic
Furthermore, cleanliness and cost are vital to be considered a primary quality service
factor, reducing the perceived health risk, even if there is a pandemic. The study
suggested that lodging providers could upgrade on-site facilities and acquire better
promotion strategies. The study's conclusions can increase satisfaction to avoid
health risks in any circumstance and promote tourism.

repeat purchase intention, perceived health risk, service quality, sales promotion, domestic
tourist's accommodation, Malaysia

1. Introduction

Malaysias tourism industry focuses on improving its competitiveness and dynamic
environmental sustainability. The provision of sustainable facilitative tourism comes under the
United Nations' sustainable development objectives and the 11th Malaysian Plan (11MP). Around
RM 86.10 billion was accumulated from tourist receipts for 26.10 million from inter-state tourism
in 2019. Moreover, 4.33 million tourists visited, and industry earnings were reduced to RM 12.7
billion when counting tourist receipts in 2021 (Abur
has substantially impacted tourism and travel behavior (

lil et a

}. The novel coronavirus strain

al., 2021). Tourism remained

ega
one of the top features to spread the illness and has been affected along with the supply and value
al., 2020; World Health 2020). A sudden
downfall of the global hospitality sector (companies, hotels, restaurants, theme parks, event planners,
and booking agencies) was observed (Ugur and Akbiyik, 2020). Presently the tourism industry
needed several strategies to recover from the year 2022 and tried to remove the fear of the public by

chains during the pandemic (Foo ¢ sation [WHO

o1
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Impact of COVID-19 on Malaysian Hotel Industry
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FIGURE 1
Impact of CO the Malaysian Hotel Industry. The S
providing more facilities for higher earnings (Ilaln )21). Several
factors need to be analyzed 1o increase domestic tourism by knowing Hotel Room Cancellation loss during COVID-19
the consumers’ choice of ace dations within Malaysi
There still needs to be more studies on how consumers’ impressions Sarwak |
of service quality, promotional strategies, perceived health risks, and Mk 2
repurchase intention for hotel accommodations among domestic fCedah
travelers relate to the hospitality business. Rarely are the findings of the Negeri Scmbilen
expanding literature on purchase decisions placed in a pandemic setting. Fulau Pinang
Most previous studies only examined one of these crucial factors. Kuala Lumpur
. B B O 50.00.000 1,00.00.0001,50,00.0002.00,00:0002,50.00,000
Therefore, the current study uses this knowledge gap to examine five
. B Losses of Room Cancellation (RM)
factors related to purchase decisions.
FIGUREZ

According 1o reports, the hotel business had an income loss of
RM3560.72 million during the movement control order (MCO)
(Malays: 2020). Figure 1 shows that out
of a 56,299 sample, 2041 workers were laid off from the hotel business,
9,773 (17%) had taken unpaid leave, and 5,054 (9%) had their earnings
slashed (1 1, 2020). On the other hand, Kuala Lumpur was severely
affected, as 3,641 workers were on unpaid leave, three were fired, 17,826
former workers, and 2,880 (16%) had their salaries reduced (The

Association of Hotels [MAL

The local hotel business lost RM 75.69 million between January and
March 2020. Nevertheless, there has been a dramatic increase in
cancellations of reservations in Kuala Lumpur, with 61,859, which costs
RM24.91 million in lost income (MAH,2020). Sabah has sustained the
second-highest losses after Kuala Lumpur. Arround33,769 cancellations
had been made since March 2020, costing RM11.79 million (Shah
A. U. M. et al,, 2020; Figure 2).

After COVID-19 arose, a total of 17,500,085 hotel reservation
cancellations resulted in a loss of RM 68190364, As a result, 76% of the
total workers were affected. At the same time, workers without pay leave

120; Sha

were 14%. However, hotel industry workers cut-off salaries were 7%.
Likewise, Laid-off workers were 3% as shown in Figure 3.

The government introduced a wage subsidy scheme by paying
RM600 per month for each employee retained for 3 months to offset
the growing unemployment risk during COVID-19. However, the
industry needs reforms and marketing strategies to solve this issue
during the present recovery phase. Different scholars and think
tanks offered this threat of COVID-19 as an opportunity for the
tourism sector. The elements that affect consumer decision-making
are crucial to understanding as the hotel business is directly and

95

Impact of COVID-19 on Hotel Industry Workers in
Malaysia

= Total woskers (Sampling size) = Numiber of workers being luid off

= Number of workers facing pay cut = Numiber of workers facing unpaid leave

FIGURE 3
Hotel industry
sciation

VID-19 pandemic. Malays
]

orkers

O

significantly affected by consumer behavior during an epidemic.
COVID-19 emerged with many factors, ie, non-refundable
income, new travel behaviors, online travel business due to
increased internet usage and online banking, the web presence of
hotels and tourism directories, and many others (Kaushal

202

21).

Srivastava,



The repurchase deci
and ideas date back to the middle of the 1960s. However, several other
factors influence client repurchase decisions, ie., service quality,

on is a significant part of consumer behavior,

cleanliness facilities, dnd reduction in perceived health risk (Ml
2014 2018).
MU%L&:flh:: research was conducted to see natural casualties due to the

etal Vlontzos and Duquenne 1anah and Harahap,

pandemic crises (Dinger and Alrawadich, 2017; 8 al,, 2017; Jeaheng

20; Raja 0). In these situations, such as in various

ar et al

I and health crises, consumers’ judgments of pricing, quality,
cleanliness, location, and amenities fluctuate significantly depending on
et al, 2011; Vlen 2014).

Consumers repurchase intention and buying habits changed due to

the crisis (McKenzie tzos and Duquenne,
increased sensiln

(Hampso
factors such as pricing, cleanliness, location, services, and facilities alter the

ity ta issues brought on by concerns like job security

nd McGoldrick, 2013). This study will also observe whether

purchase behavior under normal circumstances than crises.

This study is pertinent to domestic tourists choosing lodgings in
Mals
various lodging options offered by the hospitality sector. Tourists

particularly when prioritizing their selections among the

increasingly consider hotel attributes, including cleanliness, location,

services, perceived health risks to enhance buying choices (Jiang and

n ). Domestic guests must thus comprehend diverse hotel
characteristics and how they affect buying selections. The theory of

quality service (Oliver, 1980) states that an increase in quality could
surpass performance expectations. As a result, the standard by which
the evaluation of service quality is based on consumer expectations. The
current study aims to pinpoint the significant determinants of domestic
travelers’ accommodation choices influenced by the fear of COVID-19
when travelling in Malaysias several states. Based on the above,

we present the following research questions:

RQL. Does service quality influence domestic tourists’
accommodation repurchase intentions?

RQ2. Does the price affect domestic tourists” accommodation
repurchase intentions?

RQ3. Does perceived health risk influence domestic tourists’
accommodaltion repurchase intentions?

RQ4. Does an increase in service quality reduce the perceived
health risk and positively influence domestic tourists’
accommodation repurchase intentions?

RQ5.  Does Gender moderate the relationship between perceived

health
repurchase intentions?

risks  and  determine  domestic  tourists

2. Theoretical framework and
hypotheses development

Service quality is the discrepancy between customers’ expectations
for service performance before the service contact and their serv

e

evaluations. Perceived quality decreases when performance falls short

of expectations (Oliver, 1980). The service quality is the predicted

performance compared with the actual performance (Grinroos, 1984).
Since Gronroos published the first model for assessing service quality,
the Nordic model in the early 19805 stated that service performance is
received when the functional qualities are a subjective perception of the
service delivered. After that, P et al. (1985) presented a new
model called SERVQUAL, the most well-known and widely used model

Frontiers in Psychology

mensions for

in the field of service quality. They initially proposed ten
their model, but in a subsequent version released in 1988, they decreased
the dimensions to five. The foundation of this concept was 10 use five
recommended characteristics to measure the gaps between customer
expectations and perceptions of the service supplied. Researchers
introduced other models and measurements for service quality during
these three decades. Therefore, the current research fascinates the
service quality theory in explaining the relationship between price,
promotion, service, facilities, cleanliness, and purchasing decisions
among domestic travelers regarding their selection of accommodation
affected by the Covid-19 pandemic while travelling Malaysia.

‘This study has adopted the variable of intention from the theory of
planned behavior TPB (Ajzen, 1985). Several studies in different
contexts (ie., hotel industry, hospitals, educational institutes, and
transportation) have used TPB theory to predict the attitude and
behavior of customers.

Many empirical studi

conducted by different academicians locally

and internationally on the impact of promotional strategies, service
quality, and purchasing decisions on firms have yielded varied findings.
Some of these are given as evidence in the following section.

2.1. Service quality and repurchase intention
Meeting the demands of tourists, especially business travelers and

hotel service delivery, is the industry’s top priority. A green hotel tries to
provide customers with various services, such as transportation, hygiene

food, mulmg spaces, individualized serv
(Petr

good customer service and in-store shopping intentions. Furthermaore,
A

Apt
nnp.aund the user intention of Go-Ojek

es, and a place to sleep
} discovered a connection between

1(2016) found that the uruu.tquahu, positively
2017
examined the effect of service quality on internel service purchase

who

intention in West Jakarta, provided support for this vital contribution.
Re

quality on dealer user intention. Similar conclusions were reached by

nd M

searchers iv

urwanti (2017) showed the impact of service

19), who found that service quality positively influenced

consumers’ intentions to purchase groceries. Perceived service quality is

adi and

one of the critical elements of online purchasing trust (14
A 2019). Most online selling platforms foster client
confidence and enduring connections by providing high-quality services
(Sh 1d Baz.
significantly influence their faith in shops, which helps them embrace
and Dz

2018). Consumers’ apinions of service quality

online purchasing (Ibrahim

niel, 21

19). For instance, [
conducted an exploratory study to look at the effects of stickiness and
satisfaction on usage intention and the effects of service quality
(environment quality, interaction quality, and result quality) on user
pleasure on WeChat. The study concluded that service quality positively
affects usage intentions based on data from 310 respondents in China.

Setiawan and Sayuli (2017) argued that increasing service quality would

encourage client satisfaction and purchases.

The significance of a travel pricing package is now beyond
controversy. Tourists enjoy the services and the price since they
inguish the goods (Agu 2001). All managers in the tourist

ilo et al

industry should understand the pricing structure and be aware of the
aspects that impact the pricing policy to achieve more successful package
design and service provision. Given that it is one aspect that affects
consumer purchase decisions, price plays a crucial part in how customers

frontiersin.org
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view a product. Ferdinand et al. (2002} asserts that pricing can influence
consumers purchasing decisions, which is a significant marketing

component. A consumer’s impre:

ion of a pmdml % pnu significantly
v, 1996). The
ined and given purpose by

impacts whether they decide to buy it (Kotler

information about a product is exp

consumers” opinions of the price (Kotler and Keller, 2016)

Customers can assess the hatel’s overall cleanliness by observing
guesl spaces (such as the lobby, restrooms, rooms, and restaurants),
staff spaces, and the personnel’s hygiene (such as uniforms, hands, and
heads) (e.g., computers, desks, and chairs). In-service places utilised
by a range of consumers, like hotels, require effective hygiene
management since these circumstances significantly impact how
customers behave and make decisions. In times of a public health
emergency, like the present COVID-19 issue, it is imperative to
concentrate on general hotel cleanliness and employee hygiene
2021).

Consumer evaluations of service quality and individual attitudes
2001).
Professional services may adjust to consumer characteristics, leading to
delighted clients (Jaa
hypothesis is developed:

kner et al.

.......

toward decision-making are correlated (O'Neill and Palmer

2007). Consequently, the following

HI:"There is a significant and positive influence of service quality on
repurchase intention for domestic tourists” hotel accommodation

selection.

2.2. Sales promotion and repurchase
intention

It might be challenging to promote travel and tourist sites.
Increasing customer awareness while utilizing conventional technologies
and sales communication techniques is complex. Regardless of the
season, hotels constantly fascinate new consumers due Lo the fierce
rivalry in the hospitality business. As a result, hotels invest substantial
money in strategic advertising each year. Print and visual media are
essential to promoting accommodation and tourism services since they
educate and promate the sale of specialized services. A rising number
of hotels and vacation places are luring potential visitors with print,
online, and television photos since a picture is worth a thousand words
(Warta, T.,

materials (brochures, flyers, folios, and catalogues). Print and visual

2011). The tourism industry consumes the most printed

media are male

Is whose production and distribution cosls are
included in the marketing budget to educate existing and potential
customers and boost demand for the goods and services provided
(Ravar,

into new areas, create a strong brand, raise awareness, increase sales,

2011). Sales promotions are widely used by businesses 1o expand

provide value to their products and services, and differentiate themselves

from their rivals. According to Koksal et al. (2014), sales promotions

strongly impact brand preference and purchase intent. B
(2005) claims that sales promotion is essential o brand recognition,
which may affect a consumer’s choice to purchase in the future.

Additionally, recent research has shown that promotional offers

ind

significantly impact a customer’s purchase decision (Biswas
Bha 13). Another hypothesis for this study is provided

as follows:

H2: Sales pro

domestic tourists” hotel accommodation selection.

ion positively affects the Repurchase intention for

Frontiers in Psychology

2.3. Perceived health risk and repurchase
intention

According to the notion of perceived risk in consumer research,
consumers consider risk while making decisions since there is ambiguity
aboult potential harmful outcomes. As a result, perceived risk equals the
likelihood that repercussions will materialize times the unfavorable
effects of choosing the wrong brand (Mitchell, 1992). The unpleasant
repercussions of unforeseen and unknown goods purchases are the
ceived risk (Bauer al,

and perceived uncertainty

source of p 1960; Rehman

et

Conceptually, perceived risk are
closely related

Both ideas are viewed as one construct by a corpus of research;
perceived risk is a consumer’s sense of unpredictability (Bearden and

1982). However, another study focuses on the differences

bt.lv\u.n them; risk perception is made up of two elements: uncertainty
fitchell

and unfavorable autcomes of purchasing a good or service (1 nd

1998;

Vassos, Rehman et 020). According to the current study,
clients perceive risk differently depending on how much ambiguity they

have about a product or service.

The notion of perceived risk has been used to explain consumer
deci ince the 1960s (Buratti
Since the 1990s, there has been an increas

and tourism fields that looks at how vi

ion-making practices

in a study in the hospllahl}
itors perceive risk, what variables

affect that perception, and how that perception affects how Lhcv travel

and make decisions (e.g., Lepp and

Gibson, 2003; Lepp et 3
Adam, 2015). Hndmg wvarious travel-related dangers has been the fmuc
ind Nair, 2
divided into ...itLgnnu m.‘.nrdmg to physical- Lqulpmtnl risk, vacation
risk, and destination risk by |
1d Mav

terrorism, the risk to ones health and finances, and the risk o one’s

of earlier studies (2 . Travel groups were initially

15 and Reic

Reisinge ondo ( nvestigated how the danger of

most

sociocultural identity affected travel intention
recently categorized the perceived risks faced by lmw.'lu: into six
calegories: expectations risk, sociopsychological risk, political risk,
financial risk, and environmental risk. Health risk is one of several
categories of a perceived risk that refers to how tourists or consumers of
hospitality businesses perceive the danger to their physical health as a
result of uncontrollable events like terrorism, political unrest, natural
catastrophes, and pandemics

In the past, research on health risks has aimed chielly to comprehend

how visitors perceive health risks when they partake in risky activities

in contexts related to adventure tourism (e.g., Be
Buckley, 2012). After a string of incidents, including the %/11 terrorist
attacks in 2001, the SARS epidemic in 2003, the Bali bombings in 2002,
and the Asian tsunami in 2004 (Yang and Nair, 20
Bala
related to health or safety threats. Travelers now perceive a significant
health risk when they visit locations or hospi ies due to the
COVID-19 epidemic.

Because of health concerns, most visitors will still be hesitant to

Williams and

1, 2015), a growing corpus of research started to focus on concerns

ity fac

travel even after the epidemic; therefore, risk-reduction tactics must
be implemented by those working in the hospitality and tourism
industries. As previously stated, perceived risk results from uncertainty.
Thus, one of the most critical aspects of health risk management is
effectively decreasing uncertainty. In this context, epistemic and aleatory
uncertainty offers fundamental knowledge to comprehend perceived
health risks. First, ignorance leads to epistemic uncertainty, also known

2019).

as internal, functional, subjective, or reducible uncertainty (Yoe

04
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Additional product or service knowledge might lessen perceived
risk and epistemic uncertainty. Broader marketing research has
primarily concentrated on risks of epistemic uncertainty, such as
financial risk (failure to meet consumers’ financial needs), psychological
risk (damage to consumers’ sense of self-worth), performance risk

(failure to provide benefits to customers), social ri
social status), time risk (failure to perform on time), and satisfaction
risk (failure to be satisfied with the performance of products
or services).

On the other hand, aleatory ambiguity is strongly correlated with
perceived health risk. Aleatory uncertainty results from the unpredictability
and innate variability of the physical universe. Aleatory uncertainty is
in the

hospitality and tourist sectors, such as perceived health risks (Bruce, 2002).

strongly correlated with unforeseen hazards at the destination lev

‘Therefore, there are certain n

strictions on how much aleatory uncertainty
may be reduced by gathering more data (Yoe, 2019).,

Earlier tourism and hospitality research has identified several
tourism risks associated with asymmetrical uncertainty, including
operational risk (the possibility of mechanical, equipment, or
organizational problems), health risk (the possibility of becoming ill or
contracling certain diseases), physical risk (the possibility of physical

danger o

jury), political (the possibility of being caught up ina
political upheaval), and crisis risk (the possibility of natural disasters).
One is perceived health risk, which relies heavily on aleatory uncertainty
and cannot be reduced by learning more facts.

One additional critical factor for health risk perception is

cleanliness. The hospitality and tourism industry needs to provide a

more extensive level of cleanliness to attract customers. In particular,

hotel cleanliness ; most hotel

s a critical aspect of hotel firms’ succ

customers are highly concerned with the quality of hotel cleaning
(Barke
impact on customer satisfaction (Liv and Jang, 2009), service quality
). Bitner

2015). Hotel cleanliness has been examined in terms of its

retal, 2011), and hotel security (Amblee, 2

Frontiers in Psychology

argued that the perceived services cape (physical settings) elicits
cognitive and emotional responses. In this regard, how hotel customers
expect the cleanliness of hotel physical environments influences their
perceived health risk during the COVID-19 pandemic. Innovative
services in hotel cleaning systems can allow tourists to develop a certain
!

When prospective customers know that enhanced cleaning technology

(Zemke et al.,

of expected cleanliness

systems are implemented at hotels, they are likely to have higher levels
of expected cleanliness, resulting in lower health risk levels (Zemke
etal, 2015). Thus, the following hypathesis is proposed.

H3: Expected service quality of the hotel will affect perceived health

risk, such that hotel customers perceive lower k s of health

risk which significantly affect the repurchase intention

Ha: Perceived health risk is n vely associated with repurchase

intention for domestic tourists’ b accommodation selection

2.4. Hypothesized research model

The present study has proposed the research framework and the
research hypothesis tested in the study. Service quality, promotion,
perceived health risk directly and significantly influences the domestic
tourists repurchase decision for the accommodation during their trip
during the period of COVID-19 in Malaysia (refer to re 4)

3. Materials and methods

The quantitative method was used in the investigation. Given that
the respondents are likely bilingual, this study’s survey questionnaires

were created in Mal

and English. The questionnaire’s first section
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cavers socio-demographic factors. Other portions include buying
price, service, promotional strategies, environment, and cleanliness.
Questionnaires will be distributed to gather primary data, with the
individual (domestic passengers in Malaysia) serving as the analytic
unit. The researcher will gather the data between January and March
2022. Due to the popularity of these states as tourist destinations in
Malaysia, this study concentrated on domestic tourists from Kuala
Lumpur, Perak, Selangor, Pahang, Sabah, Negeri Sembilan, Sarawak,
Melaka, Penang, Johor, Terengganu, and Kelantan (Farhana et al.,
2020). The respondents received the most significant guarantees,
assuring them that throughout the study, all information provided was
always treated with utmost secrecy and respect. The email was used to
administer the surveys individually (Dobbs et al,, 2011). The minimal
sample size for this study is determined using a power analysis.

The sample parameters were selected using the G*Power 3.1
program (Faul et al., 2007, 2009). It was determined that 138 is the
minimal sample size to predict the results. Thus, a regression-based
madel must be tested using more than 138 samples (Coh Faul
tal, 2007, 2009). More sample size is adequate; therefore, a convenient
sampling technique was utilized to choose the appropriate sample size

1, 1992,

et

for this inves

gation (304 domestic tourists).

3.1. Measures

The measures used in this study and their operational definitions
were covered in this part. Each respondent was asked to rate their level
of agreement with each purchase choice statement on a five-point
scale, with 1 denoling a “strongly disagree” and 5 indicaling a
strongly agree.

3.1.1. Repurchase intention
ated by Kotl

madified for this investigation. The instrument’s internal consistency

A six-item measure ¢ 1 Keller (2012) has been

was considered satisfactory in prior investigations, with Cronbach
alphas ranging from 0.90 to 0.96.

3.1.2. Service quality
The modified 4-item instrument adopted from the study (Zictsman
el al, 2018). The instrument’s internal consistency was consi

ered
satisfactory in prior investigations, with Cronbach alphas varying
0.70-0.96.

3.1.3. Sales promotion

The research modified a six-item questionnaire Chandon et al, (2000}
created. The instrument’s internal consistency was considered satisfactory
in prior investigations, with Cronbach alphas varying 0.53 to 0.78

3.14. Perceived health risk
For this study, Shin
modified. The instruments internal consistency was considered

), 4 elements have been

nd Kang

satisfactory in prior investigations, with Cronbach alphas varying from
0.83 to 0.70. 1 1 displays the operationalization.

4. Data analysis and results

Data were filtered, reviewed, and validated 1o analyze descriptive
statistics before entering the statistical package for social science (SPSS)

Frontiers in Psychology

version 23. The demographic statistics show that among the 304
respondents, only 190 (62.5 percent) were men, and 114 (37.5 percent)
were women. There were 164 persons in the 25-35 age range (53.9
percent of the total population] and 118 in the 46-55 age range (38.8
percent). Those aged 56 to 65 made up 22 (7.2 percent) of the population.
Regarding marital status, 170 respondents {or 55.9 percent) made up the
single group, while 134 respondents (44 percent) were married. Only 43
respondents (14.1 percent), according to the respondents’ educational
profiles, have completed the SPM. Following this are those with a
diploma, with 91 (29.9 percent), and those with a bachelor’s are 130,
(42.7 percent). Master’s degree credential was held by roughly 66 (21.1
percent) respondents. Finally, 17 (5.5 percent) of the responders were
PhD holders. In terms of race, 228 (75 percent) of the respondents were
Malays, 53 (17.4 percent) were Chinese, 17 (5.5%) were Indians, and 6
(1.9 percent) were from other races. In terms of wages, there were 68
(22.3 percent) people earning less than RM2,000, 158 (51.9 percent)
people earning more than RM4,000, and 56 people earning between
RM2,001 and RM3,000 (18.4 percent). Finally, there were 22 people in
the RM3,000-RM4,000 bracket (7.2 percent). Regression analysis was
performed using the SPSS programs. To measure the moderation
hypathesis, we employ the methods outlined by Aguinis (2004

4.1. Reliability

The reliability statistics of all the variables, L., RI, 8Q, PRO and HR
are 0.873, 0.852, 0.874, and 0.929 are more significant than the standard
value of 0.70 as shown in Table 1. The reliability values for Cronbach’s
Alpha should be better than 0.70 (Flynn el al, 1990).

4.2. Exploratory factor analysis

Additionally, the wvalidity is distinguished when the main
components are computed using factor analysis while carrying out
the Varimax rotation. According to Hair et al. (2006
factor loading requirements vary from 0.50 to 0.80; loadings of 0.50
or more are considered more important. Hair et al. (2010)
highlighted the significance of the KMO value of 0.90 in related
research. A value of 0.80 is considered excellent, ordinary as 0.70,
inadequate as 0.60, bearable but unsatisfactory as 0.50, and horrible
as less than 0.50.

Four components from an Explanatory Factor Analysis (EFA) were
used to study the repurchase intention. The factor loadings of five

the minimal

repurchase intention criteria are shown in Table 2. The KMO value
should be in the 0-1 range. When every variable is completely and
accurately predictable by every other variable, the KMO value is closer
to 1 (Hair et al ). Bartlett’s test results were also extremely
significant (p=0.00). Results from the MSA test for individual
measurements indicate that the values are within acceptable bounds.
Each item’s MSA value was set to be higher than 0.50. It shows that the
requirements for factor analysis have been satisfied. The results show
that the KMO and Chi-Square values and the research items met the
requirements for factor analysis. The outcomes are low factor loading
(0.50} or double loading. Results for all the products’ loadings range

from 0.509 to 0.642.
The KMO measures of repurchase decisions are 0689, the
Chi-square value is (117.389), and the significance level is 0.000 as
ble 3. The KMO and chi-square test results show that all the

shown in T
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TABLE 1 Measures of the constructs.

Operational definition Items adapted Reference
Repurchase intention Financial economics, technology, politics, | 1 chose this hotel because of its outstanding quality. Kotler and Keller (2
culture, products, pricing, location, 1 chose this hotel because of the high level of service.
advertising, tangible evidence, people, _ .
1 choose this lodging because of word-of-mouth advertising (WOM).
and procedures impact consumer
— 1 chose this lodging based on my own experience.
1 chose this hotel because of its reputation.
Service quality All the benefits that a consumer receives Ihis hotel has reasonable pricing. Beneke and Zimme n (2014

from using or owning a product.

This hotel's cost is fair for the level of service it provides.

The cost of this lodging is reasomable

‘The discrepancy between a customer’s
expectation of service and what they

receive.

The result of this hotel service meets my chosen needs.

The length of this hotel’s service is in keeping with the level | liked.

According to my preferences, the hotels product is decent and

nutritious.

This hotels services and products have a high reputation.

Promotion A range of incentive techniques, most of
which are short-term, are used to
encourage buyers or sellers to make

purchases faster or to make more sales.
promotion effort,

1f this lodging provider has an alluring promotion, | will use it c

This ladging establishment offers promotions.

They force me to buy from them out of the blue because of their

1want te be more inclined to use this lodging service regularly.

1 am tempted to make impulsive purchases at this hotel

This hotel serves as a constant reminder for me to usc its services.

Perceived health risk A key factor that influences tourists’
decision-making processes for repurchase
intention: they are less likely to visita
destination when they perceive high levels

of health risk at the destination.

1 feel nervous about visiting hotel because of health concerns.

Shin and Kang

Visiting hotel is a risky decision for my health.

Ihere is high probability that visiting hotel would lead to a health

problem

1 feel uncomfortable visiting hotel because of my health safety.

TABLE 2 Reliability result.

Cronbach'’s alpha

Variables No. of items (@)
Repurchase intention {R1) 10 0873
Service quality (S€) 4 0852
Promation (PRO) 6 0674
Perceived health risk (HR) 4 0.929

used items met the requirements for factor analysis and are thus suitable
for repurchase intention. After each phase of the approach, the factor
loading of four pricing item components indicates either low factor
loadings (0.50) or double loading, as indicated in the table. Every item
received a score of 0.701 and 0.857

Typically, the KMO (total items) value is at least 0.50 Coakes and
The findings of Bartlett’s test were
similarly very significant (p=0.00). Individual measures’ MSA test
results show that the levels are within permissible limits. The MSA value
for each item was set to be greater than 0.50. The ten service quality
items examined at each stage of the process were shown in Table 3, with

Steed (2010) and Hair et al. (20
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cither a low factor loading (less than 0.05) or double loading. The
loadings were between 0.81 and 0.86.
of sales promotion ilems that were examined at each stage of the
operation, showing either a double loading or a low factor loading (less
than 0.05). The loadings were between 0.64 to 0.871. The loadings for
the four perceived health risk factor varied from 0.874 10 0.913. It
demonstrates that the prerequisites for [actor analysis have been met.

lable 5 also showed the six items

4.3. Hypotheses testing

Multiple regression analysis is used to identify the answers to the
research questions and test the research hypothesis using varied
outeomes ( Table 4)

The hypothesis testing was performed by using regression analysis.
‘Tabl ‘The repurchase intention,
service quality, promotion, and perceived health risks (R*) R square was
0463 with an adjacent R square (R") of 0.463 and an F value of 33.398.
The result suggests that each of the four independent factars can account
for 69.1 percent of the variation in purchasing decisions. The study
demonstrates a significant positive relationship between service quality

: 3 represents the results of the analy:
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TABLE 3 Exploratory fact 1y fe hasing d i .
Mploratory factor analysis for purchasing dactsion and repurchase intention #=0.161 at p<0.044. There is a significant

Kaiser- Bartlett's test positive relationship between promotion and repurchase intention, ie.,
Meyer- of sphericity fi=0.284 at p<0.000. There is a significant negative relationship between
Factor Olkin facilities and purchasing decision, ie, fi=—146 (p<0. 015). The
loadings me:sfure Approximation perceived health risks mediate the relationship between service quality
sampling  of chi-square and repurchase intention was significant fi=181 at p<0. 032.

ltems

adequacy

4.3.1. Moderation effect

Purchasing decision N B
According to the study in the previous section, service quality and

Rl 0623 0639 17,359 15 | a0 marketing tactics can, to some extent, forecast customers’ intentions to
RIz 0573 make another purchase. Repurchase intention is inversely correlated
RI3 3509 with perceived health risk. On the other hand, we need to make sure that
'’ . gender moderating has an impact on this relationship.
Aguinis (2004} outlined the procedures for moderate regression
RIs 0642
analysis as follows:
RI6 0542
RI7 0701 1. Centralize variables, which entails deducting their means from
RIE [ the newly collected data so that the mean is 0. This will help the
o . regression equation’s multicollinearity issue between variables.
- 2. Construct interactive items. It centralizes the moderaling variable
wito 0.738 and multiplies the centralized independent variable.
Service quality 3. Create a model. To calculate the R12 square and R22 square
s01 0861 0.500 319666 & 0.00 coefficients, independent and dependent variables (centralized
sz . values) and interactions are included in the regression equation.
- Suppose R22 is higher than R12 and Sig. There is a moderating
5Q3 0319 variable and a moderating effect, and the value of the centralized
S04 0344 variables is significant (p value = 0.05).
Promotion
i The Table 5 displays the moderating impact of Gender on perceived
PRO1 0718 0.867 557511 15 0.00 N B .
health risk and repurchase intention. It is concluded that Gender had a
RO fet significant moderating effect on Perceived Health Risk and Repurchase
PRO3 0771 Intention. As the estimated coefficient changed from 0.635 to 0.643, R22
PRO4 0856 is higher than R12 by 0.012, and the Significant value of GenderxHR
RO - reaches the significant level (P 0.05) after the interaction item
(GenderxRI) was introduced in the second model. Therefore, hypothesis
PROG6 0871

H5 is accepted by this research.
Perceived health risk

HRI 0913 0872 803271 0 000 . .

. - 5. Discussion

HR3 0874 1 1
The concerns about health risks within the hotel and tourist

HRa 0856 industries need study and investigation given the increased perception

TABLE 4 Hypotheses testing.

Standardized coefficients

Hypotheses

beta
{Constant) 5.026 0.000
H1: Service quality — Repurchase 016l 2031 0.044 Supported
intention
H2: Sales promotion — Repurchase 0284 4565 0.000 Supported
intention
H3: Perceived health risk — Purchase ~0.146 2446 0.015 Supported
decision
He: Service quality = Perceived health 0181 2743 0.032 Supported
risk — Repurchase intention
Bogsl F=33398 Sig. = 0.000 DE=3
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TABLE 5 Effect of gender on the relationship between HR and RI.

Model B R

1 (Constant) 5.890 0.635
Gender ~1140
RI ~0210

2 (Constant) 5.855 0.647
Gender ~1141
RI 0.243
GenderxRl ~0.150

a Dependent Variable: Perceived Health Risk

of destination and hospitality properties as hazardous locations to go to
during the COVID-19 pandemic. In both pandemic and post-pandemic
seltings, this study looked at reducing risk through service provision and
promotional strategies, which can affect guests’ perceptions of health
risk and intent to return.

‘This study’s findings show that the accommodation’s effective
services (tangible and intangible) are vigilantly favourable to the
repurchase dec
2017; Ramadhani et al, 2019). While making decisions service quality
is crucial when making decisions (Kotler and Keller, 2016). According
10 the Theory of Service Quality Clients (Oliver, 1980), people will view
quality as being low if performance falls short of their expectations.
Quality will increase il performance meets or surpasses those
expectations. As a result, the standard by which service quality is
evaluated is based on consumer expectations—additionally, client
satisfaction and the likelihood of using the business increase as service
quality increases. The data indicated a good and substantial link between

on, consistent with earlier studies (Jayanti and Zuhri,

promotions and purchase choices. Numerous organizations have argued
that marketing is the most effective way to sway consumers’ purchase
decisions (Astuti et al The underlying
premise of consumer promotion is that consumers will be exposed to
high-quality, practical items to make wise purchase decisions via various
consumer promotion instruments,

Additionally, numerous organizations have stated how a person’s

2015; Wongleedee, 20

internal environment might affect their decision to make a purchase
{Nasikan, 2013; Kuspriyvono and Nurelasari, 2018). Therefore, hotels or
managers need to pay attention to marketing techniques to influence
domestic tourists’ lodging choices when visiting Malaysia and how the
COVID-19 epidemic may impact those choices. The findings of this
study are consistent with earlier research (Ariastini et al, 2017;
Wardi, 2019). The regression analysis results
demonstrated that service quality has a favourable and substantial
impact on domestic visitors” decisions about their choice of lodging
when visiting Malaysia and being impacted by the COVID-19 epidemic.
‘The findings by Laksmi el al. (2022), which showed a substantial
correlation between service quality and purchase choice, are comparable
to this outcome. In their decision-making process, consumers often use
service quality as a comparison indicator when choosing from among
the offered services. Additionally, comfortable customers who receive
good service will be satisfied.

To enhance customers’ perception of their hotels or homestays,
hotels and other service providers could incorporate service perceptions
and expectations metrics. In the Borobudur Hotel in Jakarta, the
relationship between amenities and buying choices significantly impacts
customer happiness. The results are consistent with those of Nurcahyo

Hermiyenti and

Frontiers in Psychology

R? Change Beta Sig
0.635 24.837 0.000
~0.731 =20.193 0.000
0.206 5777 0.000
0.012 24.359 0.000
~0.731 —20.339 0.000
0.23% 6.530 0.000
—0.115 =3.192 0.002

el al. (2017}, who found that facilities had a significant and favorable
impact on purchase decisions. This result showed no evidence to suggest
alink between cleanliness and purchase behavior.

The researchers observed that the client’s purchasing behavior
was unaffected by cleanliness. This conclusion is consistent with
that of Vilnai-Yavetz a

1d Gilboa (2010), which also revealed no
correlation between cleanliness and purchase behavior. The current
study adds to the body of knowledge by describing how to approach
behaviors influenced by cleanliness. Cleanliness is crucial because
poor service performances or failures affect client satisfaction and
purchasing decisions more than good service performances (Fu
; Mattila, 2006). Based on this finding, D'Astous
) argues that service managers should concentrate on

Mount, 2

removing environmental irritants that annoy customers before
attempting to enhance other aspects. Therefore, the findings
indicated that domestic travelers’ decisions about the type of
lodging they would choose in Malaysia during the COVID-19
outbreak influenced by pricing,
advertisements, and promaotional strategies and facilities.

were service

quality,

6. Implications

This section indicates both managerial and theoretical implications
drawn from the results of this study. On the other hand, this study
provided significance in terms of theoretical level. In Malaysia, no study
emphasized the purchase decision. This study is intended to identify key
contributing factors for domestic travelers in their selection of
accommodation affected by the COVID-19 pandemic while travelling
in Malaysia. Theoretically, the study is underpinned by the theory of
service quality, planned behaviour theory and perceived health risks. As
aresull, consumers’ expectations serve as the benchmark against which
service quality is measured.

This study addressed a research vacuum in this area by
demonstrating the strong influence of perceived health risks on hotel
booking intention. Notably, the study’s findings suggest that consumers’
perceptions of health risks may only sometimes be considered when
choosing a hotel. In light of the COVID-19 epidemic, the
non-compensatory decision rule can serve as a theoretical framework
to comprehend the decision-making practises of visitors or
hospitality clients.

Furthermore, customer happiness and intent to utilize the service

again improve as service quality improves. According to this idea, the
quality of services is determined by comparing expected performance
with perceptions of actual performance, as initially prescribed by
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Grimroos (1984). 1t has also been proposed that quality can be defined
as a person’s subjective assessment of a product’s or service's excellence

and perfection. The philosophy of service quality is founded on the

literature on product quality and client satisfaction (Brady and ¢
2001). In 1988, Zeithaml defined service quality as “an assessment of

customers from the overall excellence of services”.

i,

Future researchers can use this study as a reference to extend
accommodation selection. This study has five proposed factors: price,
service quality, promotion, facilities, and cleanliness. This is the first
research to include various hotelier industry predictors.

Since customers are familiar with famous hotels and homestay
settings and services, it is possible that if some items need to meet
customers’ standard of cleanliness, they can quickly notice the
point even when they visit for the first time. This section outlines
ations of the study’s findings.
This study aims to pinpoint the significant influencing elements
that should while choosing
accommodations in Malaysia during the COVID-19 epidemic. The
service quality supports the study. As a result, the standard by
which service quality is evaluated is based on consumer expectations.

the theoretical and managerial imp

domestic  traveler consider

According to this concept, comparing predicted performance with
perceptions of actual performance, as initially suggested by Gronroos
1984), determines the quality of services. Additionally, it has been
suggested that quality might be described as a person’s subjective
evaluation of the excellence and perfection of a good or service. The

literature on product quality and customer satisfaction is the foundation
for service quality (Brady and Cronin, 2001).

This study can be used as a guide for future studies to broaden
their choice of accommodations. Price, service quality, promotion,
amenities, and cleanliness are the five recommended elements in
this study.
specific to the hospitality sector in Malaysia during the COVID-19
era. Customers may readily notice if some objects need to reach

his research is the first to consider several factors

their level of cleanliness even when they arrive for the first time
since they are familiar with well-known hotels” and homestays’
settings and services.

Additionally, they should be aware that rather than rating individual
objects, guests evaluate hotels on various integral aspects. To achieve the
best hotel cleanliness, hotel managers must consider various factors. To
correctly manage their limited resources and make the most effective
use of them, hotel managers must comprehend what customers value
most when evaluating the cleanliness of their accommodations.
Additionally, the study’s findings suggested that a hotel’s cleanliness
affects guests” satisfaction levels and dec

ns about returning in

the future.

7. Future suggestions and limitations

This research has some limitations. The [irst limitation
concerns the sampling frame used. Since this study used
convenience sampling, it cannot represent an entire pupululiun In
addition, this study chose domestic tourists from Kuala Lumpur,
Perak, Selangor, Pahang, Sabah, Negeri Sembilan, Sarawak, Melaka,
Penang, Johor, Terengganu, and Kelantan, Malaysia. However, it is
hard to generalize the respondents to represent eleven states of
Malaysia. The model's validity across regions of Malaysia may
be compared for future studies. A more and higher representative

Frontiers in Psychology
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sample should be taken into consideration. A future study could
also examine the dimensions of accommodation choice criteria
between domestic and international tourists or high versus
low-end. Finally, a future study on tourism in mentioned states
could focus on destination development and the local perception
of the current form of tourism, assessing signs of tourism, and
developing tools to manage them in a more sustainable approach.

Additionally, domestic passengers were selected for this survey to
serve as a representative sample of Malaysian respondents. However,
extrapolating respondents to encompass all Malaysians is challenging.
A future study may examine the models validity throughout
Malaysia’s regions.

A more  significant,
be considered. This study’s potential future extensions may look at

more representative  sample  should
factors like choosing high-end versus low-end accommodations or the
differences in accommaodation selection criteria for local versus foreign
tourists. Finally, future research on tourism can concentrate on
destination creation, local perceptions of the existing type of tourism,
identifying tourism signals, and creating instruments to manage them
more sustainably.

The last restriction is the usage of a Likert scale for significance
ratings. When consumers say something significant, they could be using
their judgment. Other approaches, such as experimental design and
decision modelling, are thus beneficial in reducing this issue. Future
studies should keep track of the characteristics that buyers value while
making judgments about what to buy. Future research should test across
a range of demographic categories, including those based on age
and wealth.

In reality, deploying technology to lower health risks is a company-
wide process; various technologies may be used throughout hotel
facilities, including hotel rooms, lobbies, front offices, restaurants,
swimming poals, etc.

The adaptions at several contact points on perceived health risks
and hotel effects of more advanced technologies must be examined in
future studies.

8. Conclusion

This study contributes to the knowledge about hotels for tourists in
Malay and Southeast Asia. This thesis investigated how the
COVID-19 outbreak of
accommodations when visiting Malaysia. It has been discovered that the
purchase choice is influenced by how domestic tourists perceive the

influenced domestic travelers” choice

pricing, service quality, promotion, amenities, and cleanliness. The
results agree with other studies regarding how tourists behave while
cheosing accommeodations in Malaysia. Results showed favorable and
substantial relationships between pricing, service quality, promotion,
and facilities and purchase decisions.

Contrarily, cleanliness could have been more essential and helpful
in the choice to buy. This research provides a scholarship for the
Malaysian hotel industry’s target audiences and shifting tourist patterns.
The findings of this study help guide hotels” decisions on amenities,
customer service, and marketing. Additionally, it will assist hoteliers in
developing and maintaining distinctive selling factors. According to
research findings, more excellent thought and action are needed
regarding infrastructure design and development, particularly regarding

municipal parking avenues.
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Given the increase in same-day visits, this research has found that
such infrastructure issues are predicted o worsen. Add
further divert the tourist crowds, the destination may need to
incorporate more lodging alternatives and day activities outside the city
Centre, or it may want to explore adopting laws that cap the number of
itors and set reasonable boundaries on change. The report is also an

nally, to

v
excellent resource for hotel owners looking to grow their companies
internationally. This research has important management ramifications
for hotels and resorts.
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