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Abstract: This study aims to assess physical and social environments as determinants of customer 
experiences with regard to guest satisfaction and intentions to revisit Malaysian resort hotels. 
It examines a research framework constituting physical and social environment and analyses 
the results of the survey to test the hypotheses. Questionnaires were distributed to customers 
of resort hotels at Langkawi, Malaysia that were selected using convenience sampling. The 
data collected were analysed using partial least squares based structural equation modelling 
(PLS-SEM). The findings reveal that physical and social environments are good predictors of 
customer satisfaction and revisit intentions. The results also indicate that customer satisfaction 
contribute positively to revisit intentions. The implications and limitations of the study are 
also discussed.
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Introduction

While various industries have invested heavily in designing customer experience to 
ensure customer satisfaction and loyalty (Ali, Hussain & Ragavan, 2014; Pine & 
Gilmore, 1998), not much is known about the determinants and consequences of 
customer experiences (Walls, Okumus, Wang & Kwun, 2011). Customer experience 
is not a new concept and in recent years, it has been widely acknowledged as an 
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essential part of human nature. Cohen (1979) and MacCannell (1989) discussed the 
concept of customer experiences in tourism from a sociological standpoint stating 
that tourists anticipate experiences that do not exist in their regular environment and 
are in sharp contrast with their daily routine life. Tapping this aspect of customer 
experience, many organizations design customer experiences that will set them 
apart from their competitors in highly competitive marketplace (Cetin & Dincer, 
2014). Pine and Gilmore (1999) also concluded that experiences create a unique 
value for customers, are hard to be imitated by competition, and strongly affect 
the  satisfaction, loyalty, and word-of-mouth communication of consumers (Berry, 
Carbone, & Haeckel, 2002). In other words, commodities, products, and services are 
no longer sufficient for long-term profitability; instead, they must be accompanied 
by experiences (Cetin & Dincer, 2014). Consequently, customers seeking unique 
and personal encounters with company products and services are willing to pay 
more for memorable experiences (Ali et al., 2014). This thread of recent literatures 
has broadened further the earlier understanding between customer experience, 
satisfaction and loyalty. However, further research across different contexts is required 
to enhance the generalizability of the theoretical underpinnings. 

Customer experiences are extremely relevant to the tourism industry. Since 
tourism is an experience-intensive service industry, travellers are likely to pay 
much attention to their travel and visit experiences (Ali et al., 2014; Smith, 
1994). Acknowledging the importance of customer experiences in hospitality and 
tourism industry therefore leads to three fundamental inquiries: What is customer 
experience? What are the factors that influence customer experiences? How does 
customer experiences benefit the service providers? (Cetin & Dincer, 2014). Despite 
its significance and coverage recent literature related to hospitality and tourism, the 
notion of creating and managing experiences remain vague (Walls et al., 2011 ). 
Hence, this is a phenomenon that merits greater attention namely, exploring a more 
comprehensive theoretical framework and confirming its robustness.

There are a number of conceptual papers on customer experiences; however, these 
theories have only been verified by a few empirical studies resulting in insufficient 
clarification about customer experience determinants (Laderia, Costa & Santini, 
2012). In addition, literature related to customer experiences may be considered as 
complex, inconsistent, indecisive, and subjective (Cetin & Dincer, 2014). There are 
many viewpoints on the definition, antecedents, variables, measurement, and impacts 
of customer experiences (Kim & Brown, 2012). These recent discoveries have been 
positive and point out the significance of a comprehensive synthesis. Hence, this 
study looks at determinants of customer experiences with regard to guest satisfaction 
and intentions to revisit within resort hotel which can contribute towards deriving a 
comprehensive framework.
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Although the importance of resort hotels in tourism and hospitality has grown 
recently (UNWTO, 2014), it has not gained much attention in research. In this 
context, Line and Runyan (2012) stated that in four top hospitality journals from 
2008–2010, resort hotels were the least studied (0.7%). However, the presence of 
research work on this particular segment of the industry in top hospitality journals 
suggests its relevance to the field. In fact, resort hotels are highly relevant for 
examining determinants of customer experience because their services are primarily 
designed based on the overall consumption experience of the customers (Ali et 
al., 2014; Mills, 2008). The remainder of this paper is organized as follows. First, 
the literature and concepts that are central to this study are reviewed, followed by 
the presentation of research methodology including data collection and sampling 
methods. Finally, the paper concludes by discussing the findings, implications and 
future research direction.

Literature Review

The concept of customer experience is important because of its implications (Pine & 
Gilmore, 1999). However, in most studies, customer experiences have been vaguely 
defined, if at all mentioned (Walls et al., 2011). Holbrook and Hirschman (1982, p. 
132) introduced the concept of experiences as ‘experiences that trigger a steady flow 
of fantasies, feelings, and fun’. Pine and Gilmore (1999) further explored the concept 
of experiences by coining the term, ‘experience economy’; the final phase of economic 
progression where service providers focus on staging unforgettable satisfactory 
experiences (Olsson, Friman, Pariegis & Edvardsson, 2012; Wong, 2013) by adding 
value to their offerings (Berry et al., 2002). In this context, Pine and Gilmore 
(1999, p. 12) defined experience as ‘events that engage individuals in a personal 
way’ whereas Oh, Fiore and Jeong (2007, p. 120) defined experiences as, ‘enjoyable, 
engaging, memorable encounters for those consuming these events’. Experiences 
also involve the intention to repeat and share with others (Pine & Gilmore, 1999). 
Moreover, Berry et al., (2002) stated that experiences are the result of coordination 
of mechanic and humanic clues in the consumption environment. Mossberg (2007) 
defined experiences as a wholesome integration that affects customers emotionally, 
physically, intellectually, and spiritually. Although these explanations reflect the lack 
of a universal definition, a number of common characteristics of customer experiences 
stand out (Laderia et al., 2012). First, experiences are personal and exceptional; they 
involve customers’ perception and participation, engage customers emotionally, 
are shared with others, and are remembered for a period of time (Cetin & Dincer, 
2014; Walls, 2009). As such, this study defines operationally customer experience as 
memorable impressions that engage customers on a personalised, emotional manner 
in response to their interaction with a physical and/or social environment that results 
in satisfaction and positive behavioural intentions. 
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Scholars have emphasised on the importance of customer satisfaction in 
developing their loyalty and positive behaviours in the hospitality and tourism 
industry. However, mere satisfaction is insufficient for loyalty (Brakus, Schmitt, & 
Zarantonello, 2009; Han & Ryu, 2009) because of the intangible, inseparable and 
heterogeneous nature of the services provided (Ali, Khan & Rehman, 2012; Pine & 
Gilmore, 1999). Service providers are always looking to offer layered and holistic 
experiences that not only satisfy the customers, but also bond customers emotionally 
to the service providers (Walls et al., 2011). As highlighted by Grove, Fisk and Dorsch 
(1998) these layers/determinants of customer experience may include the physical 
and social environments, that is, interaction with staff and interaction with other 
customers. Consequently, satisfied customers of these determinants of experience 
may show willingness to spread positive word of mouth, revisit and pay more for 
the services provided (Ali et al., 2014). The rich physical and social interactions 
found in the hospitality industry makes it an attractive domain to analyse customer 
experiences (Cetin & Dincer, 2014).

Physical and Social Interactions

From an organizational perspective, customer experience may be framed as a 
function of physical and social environment. For instance, Carbone and Haeckel 
(1994) stated that organizations could create experiences by developing an interplay 
between mechanic (physical environment) and humanic (social interactions) clues 
during service encounters. A number of scholars have supported the importance of 
the physical environment (servicescape) and social environment (interaction with 
staff and other customers) in determining customer experiences (Ali et al., 2014; Ali, 
Omar & Amin, 2013; Bitner, 1992; Huang, Scott, Ding, & Cheng, 2012; Schmitt, 
2003; Walls et al., 2011; Walls, 2009; Yuan & Wu, 2008). These studies emphasised 
that a properly designed interplay of physical and social elements can be used to 
manipulate the experiences of customers. For example, Walls et al., (2011) conducted 
an exploratory study to understand customer experience in luxury hotels. The study 
listed ambience, spatial layout, signs and symbols within the physical environment 
whereas attitude, professional behaviour, proactivity and appearance of staff and 
attitude, behaviour,  appearance and socialisation of other customers were recognised 
as elements of the social environment that shape customer experience. Likewise, 
Grove et al. (1998) proposed the same conceptualisation in their analogy of service 
encounter through a theatre performance entitled ‘Services Theatre Model’. This 
study also adopted the proposition of physical environment and social interactions 
as determinants of customer experience as they are some of the factors that can be 
manipulated by organizations (Cetin & Dincer, 2014). 
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Effect of Physical Environment on Customer Satisfaction and Revisit 
Intentions

Various studies have focused on how customers’ perceptions of servicescape influence 
their level of satisfaction and behavioural intentions (Slatten, Krogh & Connolley, 
2011; Ryu, Lee & Kim, 2012; Wakefield & Blodgett, 1996). For instance, Ali and 
Amin (2014) in their study on Chinese resort hotels discussed the significant effect 
of physical environment on customer satisfaction and their behavioural intentions. 
Aesthetic design and ambience of a physical environment attracts customers and 
directly affects customer satisfaction levels leading to positive behavioural intentions 
such as word-of-mouth (Han & Ryu, 2009). In the hospitality industry, physical 
surroundings can influence the avoid/approach behaviour of customers and the extent 
of their patronage (Chen, Chen & Lee, 2013; Ryu et al., 2012; Wu & Liang, 2009). 
Previous researchers have incorporated behavioural intentions, such as willingness to 
repeat purchase, recommend or say positive words to others, within the Mehrabian 
and Russell’s framework (Jang, Liu & Namkung, 2011). Studies in environmental 
psychology have also studied and observed a link between the perceived physical 
environment, customer satisfaction and approach–avoidance behaviour shown by 
customers (Jang et al., 2011; Wakefield & Blodgett, 1996; Mehrabian & Russell, 
1974). The following hypotheses were formulated:
H1. Physical environment has a significant impact on customer satisfaction.
H2. Physical environment has a significant impact on intentions to revisit.

Effect of Social Environment on Customer Satisfaction and Revisit Intentions

A number of scholars have also discussed the impact of social environment on the 
satisfaction level and behavioural intentions (Cetin & Dincer, 2014; Kim & Choi, 
2013; Walls et al., 2011). In their exploratory study on customer experience in luxury 
hotels, Walls et al., (2011) postulated that the social environment could impact 
customer satisfaction and their behavioural intentions. Another study conducted by 
Kim and Choi (2013) observed a significant impact of customer to staff and customer-
to-customer interaction quality on customer behaviour. These relationships are also 
supported by a recent study conducted by Cetin and Dincer (2014) who postulated 
that social environment is closely related to customer satisfaction and behaviours. 
Hence, this study developed two hypotheses:
H3. Social environment has a significant impact on customer satisfaction.
H4. Social environment has a significant impact on revisit intentions.

Effect of Customer Satisfaction on Revisit Intentions

A number of scholars in the business and hospitality fields have confirmed the 
significant relationship between customer satisfaction and intentions to revisit. 
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Getty and Thompson (1994) examined the roles of service quality and satisfaction 
in explaining behavioural intentions. Their findings indicate that a high level of 
satisfaction increases customer intention to repurchase and recommend the product. 
In their investigation of guest behaviours in the lodging industry, Han and Back 
(2007) explained the formation of intentions to revisit. The results of their study 
showed that guests’ intention to revisit is a positive function of satisfaction. In the 
resort hotel setting, Ali and Amin (2014) found that improving customer satisfaction 
level is essential to increasing intentions to revisit and this led to the following 
hypothesis:
H5. Customer satisfaction has a significant impact on revisit intentions.

Figure 1. Research framework

Research Methodology

Research Instrument

The primary purpose of this research is to investigate how customer experience 
dimensions such as physical and social environment influence customer satisfaction 
and intentions to revisit in resort hotel settings. The instrument used assess the 
physical and social environment dimensions was developed based on a staged 
scale development procedure. In order to operationalise the physical and social 
environments (interaction with staff and interaction with customers), an intensive 
review of literature was conducted (Baker, Parasuraman, Grewal, & Voss, 2002; Bitner, 
1992; Grace & O’Cass, 2004; Jani & Han, 2011; Verhoef, Lemon, Parasuraman, 
Roggeveen, Tsiros & Schlesinger, 2009; Walls, 2009; Wu, 2007). In addition to the  
items deduced from the literature, we also performed semi-structured interviews to 
strengthen the operational definition and measurement of the physical and social 
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environments. This qualitative approach was employed to elicit any underlying 
uniqueness or factors that are unique to the Asian and Malaysian context. Thus, 
40 resort hotel customers were interviewed and their constructive feedback were 
used to complement the existing information. Based on the intensive literature 
review and responses from the semi-structured interviews, 21 items were identified 
as relevant to these constructs. Next, we asked three frequent resort hotel guests and 
two resort hotel managers to rate these items in terms of their importance based 
on a five-point scale ranging from ‘not important at all’ to ‘very important’. From 
the total 21 items, 16 items that had a mean score of more than three (moderately 
important) were retained while the balance five items were deleted. Three subject 
experts reviewed these 16 items based on the specified domain and requested to omit 
the items that were semantically identical (Hunter & Gerbing, 1982). Based on the 
feedback received from two tourism experts, one item was removed and three items 
were integrated in. The final 12 items used in the questionnaire are shown in Table 
1. The four items that were used to measure customer satisfaction are widely used 
by scholars and adopted from Westbrook and Oliver (1991). For instance, Ali and 
Amin (2014) used these four emotion-laden items to assess customer satisfaction in 
Chinese resort hotels whereas Olorunniwo, Hsu and Udo (2006) also used the same 
items to assess satisfaction of American hotel guests. Similarly, Delcourt, Gremler, 
van Riel & van Birgelen (2013) also used Westbrook and Oliver’s (1991) four 
emotion-laden items to assess customer satisfaction within various service contexts. 
Intentions to revisit was categorised as a single item, a notion adopted from Ali and 
Amin (2014). The five-point Likert scale was employed in this study ranging from 
one (strongly disagree) to five (strongly agree).

Sample Design and Data Collection

The target population for this study was limited to guests who had stayed at 
Malaysian resort hotels at least once. The survey was conducted through face-to-
face interaction with guests at various locations within four selected resort hotels 
in the Malaysian island of Langkawi. A convenience sample was drawn for the 
survey and a self-administered survey was used to collect data. Questionnaires were 
distributed  to guests at different times of the day, over the period of three weeks. To 
increase participation, we explained the purpose of the survey to  guests whom we 
approached. A total of 200 questionnaires were distributed based on the sample size 
criteria highlighted by Peng and Lai (2012) for SEM models, which is ten times the 
total number of indicators in the study. Of the total questionnaires distributed, 141 
questionnaires comprising 53% male respondents and 47% female respondents were 
collected back and used for data analysis. Out of these 141 respondents. 15% were 
below 25 years of age, 47% were between 26 and 40 years, 26% were between the 
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ages of 41-55 years and 12% were above 55 years old. Finally, 48% of the respondents 
were Malaysians whereas 52% were foreigners.

Analytical Methods

For this study, hypotheses were tested using the Partial Least Squares structural 
equation modelling method (PLS-SEM). We used the SmartPLS version 2.0 to 
conduct the analysis (Ringle, Wende & Will, 2005). Despite some criticisms, the 
PLS is a well-established technique for estimating path coefficients in structural 
models and has become increasingly popular in marketing research particularly 
within the last decade because of its ability to model latent constructs under 
conditions of non-normality and small to medium sample sizes (Hair, Hult, Ringle 
& Sarstedt, 2013; Rezeai & Ghodsi, 2014). In addition, the PLS analysis was found 
suitable for this study since one segment  of the study is measured using a single item 
(Hair et al., 2013). The PLS algorithm procedure also determined the significance 
levels of the loadings, weights, and path coefficients and we subsequently applied 
the Bootstrapping technique (5000 resample) to determine the significance levels 
of the proposed hypothesis. Following the procedure suggested by Anderson and 
Gerbing (1988), the validity of the measurement model was estimated before testing 
the structural relationships outlined in the structural model.

Findings and Results

Measurement Model

First, the measurement model was tested for convergent validity. This was assessed 
through factor loadings, composite reliability (CR) and average variance extracted 
(AVE) (Hair, Black, Babin, Anderson & Tatham, 2006). Table 1  shows that all 
item loadings exceeded the recommended value of 0.6 (Chin, 1998). The composite 
reliability values, which depict the degree to which the construct indicators indicate 
the latent construct, exceeded the recommended value of 0.7 (Hair et al., 2006) 
while average variance extracted, which reflects the overall amount of variance in the 
indicators accounted for by the latent construct, exceeded the recommended value 
of 0.5 (Hair et al., 2006).
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Table 1. Validity and reliability for constructs

Outer 
Loadings AVEa CRb

Physical Environment 0.753 0.924

The resort hotel and its surrounding amenities are attractive 
and impressive
The resort hotel and its amenities are clean, comfortable and 
cosy
The temperature and lighting within the resort hotel and its 
amenities are comfortable
The signage and information within the resort hotel and its 
amenities are arranged right

0.880

0.888

0.875

0.825

Social Environment 0.516 0.895

Staff show individual attention and care to guests
Staff are friendly, clean and well-organized
Staff provide quick and prompt services
Staff have technical knowledge about the products and 
services
Customers at resort hotel are polite and respectful
Customers at resort hotel are considerate of privacy of others
Customers at resort are disciplined
Other customers at resort are following the rules and 
regulations

0.813
0.858
0.863
0.786

0.855
0.886
0.873
0.814

Customer Satisfaction 0.577 0.845

I am satisfied with my decision to visit this resort
My choice to choose this resort was a wise one
I think I did the right thing to visit this resort
I feel that my experience with this resort has been enjoyable

0.743
0.793
0.739
0.751

Revisit Intentions Single-Item Construct

I am willing to visit this resort again 1.000 1.000
aAVE = (summation of squared factor loadings)/(summation of squared factor loadings) 
(summation of error variances)
bComposite reliability = (square of the summation of the factor loadings) / [(square of the 
summation of the factor loadings) + (square of the summation of the error variances)]

The next step was to assess the discriminant validity, which refers to ‘the extent 
to which the measures are not a reflection of some other variables’ and it is indicated 
by low correlations between the measure of interest and the measures of other 
constructs (Ramayah, Yeap & Igatius, 2013, p. 142). Table 2  shows that the square 



APJIHT Vol. 3 No. 2 September 2014

184   Faizan Ali & Rosmini Omar

root of the AVE (diagonal values) of each construct is larger than its corresponding 
correlation coefficients, pointing towards adequate discriminant validity (Fornell & 
Larcker, 1981). To conclude, the measurement model showed adequate convergent 
validity and discriminant validity.

Table 2. Discriminant validity

Construct PE SE CS RI
Physical Environment
Social Environment
Customer Satisfaction
Revisit Intentions

0.867*
0.712
0.619
0.553

0.718
0.658
0.500

0.759
0.553 1.000**

Note*: The square root of AVE of every multi-item construct (first-order and second-order) is 
shown on the main diagonal.
Note**: Revisit Intentions is single-item construct

Moreover, comparing the loadings across the columns in Table 3  also indicates 
that an indicator’s loadings on its own construct are higher than all of its cross 
loadings with other constructs in all cases. Thus, the results indicate the existence of 
discriminant validity between all the constructs based on the cross loadings criterion.

Table 3. Cross loadings

 Constructs Physical 
Environment

Revisit 
Intentions

Satisfaction Social 
Environment

IC1a
IC2
IC3
IC4
IS1
IS2
IS3
IS4
PE1
PE2
PE3
PE4
R1
S1
S2
S3
S4

0.331
0.350
0.382
0.416
0.652
0.670
0.686
0.567
0.881
0.888
0.875
0.826
0.553
0.564
0.531
0.379
0.371

0.217
0.243
0.288
0.273
0.410
0.435
0.509
0.464
0.499
0.476
0.494
0.450
1.000
0.465
0.468
0.340
0.390

0.413
0.428
0.440
0.416
0.480
0.499
0.498
0.594
0.573
0.524
0.536
0.514
0.554
0.754
0.793
0.740
0.752

0.725
0.722
0.745
0.698
0.693
0.723
0.738
0.724
0.630
0.600
0.608
0.638
0.501
0.570
0.472
0.515
0.432

a Bold values are loadings for items which are above the recommended value of 0.5
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Moreover, Table 4  shows that weights of the first-order constructs on the 
designated second-order construct indicates that social environment (SE) is a second-
order factor with two dimensions, namely interaction with staff (IS) and interaction 
with customers (IC). The weight for IS is 0.860 with a t-value of 44.124 implying 
that it is a first-order construct designated on social environment. Similarly, IC with 
the weight of 0.842 and t-statistics value of 28.758 also shows that it is a first-order 
construct designated on social environment.

Table 4. Weights of first-order constructs on the designated second-order construct
Second-order 
constructs

First-order 
constructs

Weight T-value

Social Environment IS
IC

0.860
0.842

44.124**
28.758**

Notes: Critical t-values.**2.58 (P<0.01)

Structural Model

SmartPLS 2.0 was used to test the structural model and hypotheses (Ringle et al., 
2005). A bootstrapping procedure with 1000 iterations was performed to examine 
the statistical significance of the weights of sub-constructs and the path coefficients 
(Chin, Peterson & Brown, 2008). As PLS does not generate overall goodness of 
fit indices, R2 is the primary way to evaluate the explanatory power of the model 
(Wasko & Faraj, 2005). However, a diagnostic tool was developed by Tenenhaus, 
Vinzi, Chatelin and Lauro (2005) to assess the model fit and is known as the 
Goodness of Fit (GoF) index. The GoF measure uses the geometric mean of the 
average communality and the average R2 (for endogenous constructs). Hoffmann 
and Birnbrich (2012) reported the following cut-off values for assessing the results 
of the GoF analysis: GoFsmall = 0.1; GoFmedium = 0.25; GoFlarge = 0.36. For 
the model used in this study, a GoF value of 0.513 was calculated (Table 5), which  
indicates a very good model fit. 

Table 5. Goodness of Fit Index

AVE R2
Physical Environment
Social Environment
Customer Satisfaction
Revisit Intentions

0.753
0.516
0.577

0.380
0.479 

Average Scores 0.615a 0.429
AVE * R2 0.264

(GOF = 
√

(AVE × R2 ) ) 0.513
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Next, the hypothesized relationships in the structural model were tested. Figure 2 
shows the results of the analysis. The corrected R2s in Figure 2 refer to the explanatory 
power of the predictor variables on the respective construct. Physical and social 
environment explains 38.0% of their satisfaction (R2 = 0.380). However, physical 
environment, social environment and customer satisfaction altogether explain 
47.9% of guests’ intentions to revisit (R2 = 0.479). In regard to model validity, Chin 
et al. (2008) classified endogenous latent variables as substantial, moderate or weak 
based on the R2 values of 0.67, 0.33, or 0.19, respectively. Accordingly, customer 
satisfaction (R2 = 0.380) and revisit intentions (R2 = 0.479) can be described as 
moderate.

Figure 2. Structural model

In addition, the complete results of the structural model and hypotheses testing 
are presented in Table 6. All the five hypotheses (H1, H2, H3, H4 and H5) were 
strongly supported indicating that customer’s perceptions of physical and social 
environment are good predictors of customer satisfaction and their intentions 
to revisit. Additionally, the findings also depicted that customer satisfaction is a 
significant predictor of their revisit intentions.

Table 6. Structural estimates (hypotheses testing)

Hypothesis Standard Beta Standard Error T Statistics Decision
H1 PE → CS
H2 PE → RI
H3 SE → CS

0.303
0.302
0.442

0.065
0.081
0.065

4.674**
3.734**
6.717**

Supported
Supported
Supported
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H4 SE → RI
H5 CS → RI

0.177
0.315

0.072
0.062

2.411*
5.063**

Supported
Supported

Note: Critical t-values.**2.58 (P<0.01); * 1.96 (P<0.05)

Discussion and Conclusion

Recent years have seen a significant increase in the number of tourists visiting 
Malaysia and this number is expected to increase further in the near future. This 
notion is supported by the various initiatives embarked by the Malaysian government 
to promote the country as the preferred choice of destination for leisure (http://
corporate.tourism.gov.my). Consequently, resort hotels are growing in number 
throughout Malaysia making it as one of the dominant segments of the leisure 
tourism industry (Inkabaran, Jackson & Chhetri, 2004). In contrast, it has been 
sidelined and often ignored by scholars (Line & Runyan, 2012). Similarly, it is very 
surprising that despite being one of the fastest growing tourist destinations, the 
Malaysian hospitality industry in general and the resort hotels in particular are also 
overlooked by researchers. In fact, most studies that look at customer experience 
and satisfaction and/or behavioural intentions in the hospitality industry are mainly 
focused on restaurants (Chow, Lau, Lo, Sha & Yun, 2007; Ryu et al., 2012; Ryu & 
Han, 2010). Hence, this timely study intends the fill in this gap by investigating 
the determinants of customer experiences with regard to guests’ satisfaction and 
intentions to revisit within the Malaysian resort hotel setting. As the literature 
review revealed, customer experience is developed by various components within 
the physical and social environments, that is, interaction with staff and interaction 
with other customers. As such, the findings of this study highlight that customer’s 
perceptions of physical and social environments are good predictors of customer 
satisfaction and their revisit intentions. This reinforces the notion of rich physical and 
social interactions as factors that make the hospitality industry an attractive domain 
to analyse customer experiences (Cetin & Dincer, 2014). Additionally, the findings 
also depict that customer satisfaction is a significant predictor of their intentions to 
revisit. These findings are consistent with previous studies (Ali et al., 2014; Amin, 
Yahya, Ismayatim, Nasharuddin & Kassim, 2013; Cetin & Dincer, 2014; Grove et 
al., 1998; Ryu & Han, 2010; Walls et al., 2011).

Based on these findings, we can argue that both the physical and social 
environments are important antecedents of customer satisfaction and revisit 
intentions. The significance of the physical and social environment as a part of the 
customer experience was also confirmed by various studies (Ali et al., 2014; Cetin & 
Dincer, 2014; Walls et al., 2011). As the findings show, the physical  environment 
plays a greater role than the social environment in developing customer satisfaction 
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and revisit intentions. It is evident that creating a high-quality and attractive 
environment is no longer an option for the management, but a substantial aspect 
of customer experience. As discussed earlier, resort hotels emphasize more on the 
hedonic aspects of customer experience through an environment that reflects their 
theme or culture. Thus, physical environment can be a critical cue for customers 
to determine the value that they obtain from the services in the resort hotels (Ali 
et al., 2013; Yang & Chan, 2010). Malaysian resort hotels should make the effort 
to develop positive intentions for their customers by designing and maintaining its  
physical environment as an effective marketing strategy.

In addition to the physical environment, the social environment is also identified 
as a significant predictor of customer satisfaction and revisit intentions. The social 
environment that is being referred to in this study comprises customers’ interactions 
with the staff and their interactions with other customers. The findings reveal that 
customers’ interaction with staff had a heavier weightage on their perceptions of 
social compared to customers’ interaction with other customers. Interaction with 
staff includes customers’ perceptions on matters such as staffs’ personal care, 
knowledge, willingness to serve and level of friendliness. Therefore, resort hotel 
managers should be well aware of the significant role of hotel employees in delivering 
services to hotel guests. Management should understand that the vital process of 
selection, promotion, motivation, training, empowerment, and retention contribute 
to satisfactory service delivery. In other words, hotel managers should focus on 
enhancing the knowledge, skills and commitment of their employees by providing 
regular trainings and incentives (Ali et al., 2014). In short, in determining positive 
customer experience, relevant competencies and efficient staff are core issues that 
should be worked on.

Next, hospitality service providers should consider their clientele as a part 
of their product or customer experience. Travellers’ motivation for sharing and 
communicating with other clients have also been discussed in other studies (Grove 
et al., 1998; Walls et al., 2011; Wang, 1999). Other guests especially those who 
are respectful and social are also ranked high as an important factor for customer 
experience, satisfaction and positive behaviour. Misbehaving customers might 
negatively impact customer experience (Verhoef et al., 2009; Wu, 2007). Thus, the 
management of resort hotels should emphasise on understanding the different needs 
and cultural backgrounds of their customers and then group customers with similar 
interests and backgrounds to ensure positive customer-to-customer interactions 
(Wu, 2007).

 Limitations and Future Research Suggestions

The current study shed light on several important issues including examining the 
concept of customer experience in the context of the Malaysian resort hotels and 



APJIHT Vol. 3 No. 2 September 2014

189Determinants of Customer Experience and Resulting Satisfaction and Revisit Intentions:
PLS-SEM Approach towards Malaysian Resort Hotels

developing a scale to measure two main determinants of customer experience 
that is, physical environment and social environment. However, we need to look 
at some of the limitations of this study to guide future research. Since the study 
employed convenience sampling, the generated results cannot be generalised. For 
instance, the findings of this study should be interpreted with caution when applied 
to different types of hotels or different industries. Future research should be extended 
to examine the proposed relationships in other types of hotels and industries. In 
addition, this study employed social environment as a second-order construct with 
two dimensions, namely interaction with staff and interaction with other customers. 
It is advisable to use both these dimensions as separate constructs in future studies. 
Moreover, emotions also emerged as a relevant subject to experiences. Therefore, 
exploring the emotions that develop during customer experience might also be an 
interesting subject for future studies.
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