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ABSTRACT

The purpose of the study is to explore the influence of service climate,
organizational service orientation, service employee commitment and teamwork on
employees’ perception of customers satisfaction. A conceptual model was
established based on existing literature to test the relationship between the variables
of the study. A survey research design using simple random sampling was
employed with a sample of 364 employees from the hospitality industry. The results
of correlation and regression analyses shows that all four independent variables
(service climate, organizational service orientation, service employee commitment
and teamwork) have a significant relationship and influenced towards employees’
perception of customers’ satisfaction. The results also show that organizational
service orientation is the most influential factor on employees’ perception of
customer satisfaction. Hence, the proposed model offers a greater understanding of
how service climate, organizational service orientation, service employee
commitment and teamwork can be used to improve customers’ satisfaction in the
hospitality industry. Based on the result of this study, managers should provide
avenues as well as resources for employees to deliver quality service to customers.
Customer policies and procedures should also be clearly communicated, to front-
line employees as well as offering continuous support and encouragement to
enhance employees’ perceptions. Finally, limitations of the study were discussed
in tandem with the suggestions for future research.

Keywords: service climate, organizational service orientation, service employee
commitment, teamwork, employees’ perception of customers’ satisfaction.
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ABSTRAK

Tujuan kajian ini adalah untuk meneroka pengaruh iklim perkhidmatan, organisasi
berorientasikan perkhidmatan, komitmen pekerja perkhidmatan dan kerja
berpasukan ke atas persepsi pekerja terhadap kepuasan pelanggan. Model
konseptual dibentuk dari literatur sedia ada untuk menguji hubungan di antar
pemboleh-pemboleh ubah kajian. Dengan menggunakan reka bentuk penyelidikan
tinjauan dan persampelan rawak mudah, sampel sebanyak 364 pekerja dari industri
hospitality telah mengambil bahagian dalam kajian ini. Dapatan daripada analisis
korelasi dan regresi menunjukkan keempat-empat pembolehubah tidak bersandar
(iklim perkhidmatan, organisasi berorientasikan perkhidmatan, komitmen pekerja
dan kerja berpasukan) mempunyai hubungan serta pengaruh yang signifikan ke atas
persepsi pekerja terhadap kepuasan pelanggan. Dapatan kajian juga menunjukkan
organisasi berorientasikan perkhidmatan merupakan faktor yang paling kuat
mempengaruhi persepsi ini. Dengan ini, model kajian menawarkan pemahaman
yang lebih bagaimana iklim perkhidmatan, organisasi berorientasikan
perkhidmatan, komitmen pekerja perkhidmatan dan kerja berpasukan dapat
digunakan untuk meningkatkan kepuasan pelanggan dalam industri perhotelan.
Sebagai saranan pengurusan, para pengurus harus menyediakan peluang serta
sumber bagi pekerja untuk memberikan perkhidmatan yang berkualiti kepada
pelanggan. Dasar dan prosedur perkhidmatan pelanggan harus dikomunikasikan
dengan jelas kepada pekerja barisan hadapan serta menawarkan sokongan dan
galakan yang berterusan untuk meningkatkan komitmen pekerja Akhirnya, batasan
kajian juga dibincangkan seiring dengan cadangan penyelidikan masa depan.

Kata kunci: iklim perkhidmatan, organisasi berorientasikan perkhidmatan,
komitmen pekerja perkhidmatan, kerja berpasukan, persepsi pekerja terhadap
kepuasan pelanggan.
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Jang, 2009; Liat, Mansori, & Huei, 2014). Various processes to satisfy customers
have been implemented to improve hotel strategies in order for them to compete
with their competitors. In this study, satisfaction is referred to as the feeling of
happiness that a customer experiences after having the service that meet or beyond
their expectation.

Customers’ satisfaction is to evaluate the difference between the
expectation and the experience of customers that they receive from the service.
According to Song, Li, Veen and Chen, (2011) and Liat, Mansori and Huei, (2014)
the degree of satisfaction related to a product or service is determined by the degree
of satisfaction or dissatisfaction experienced by the customer. When examining the
factors contributing to customers’ satisfaction, especially in the hotel industry, it is
found that customers assumed service quality to be one of the most crucial factors
that contribute to customers’ satisfaction (Abbasi, Khalid, Azam, & Riaz, 2010).

Service organizations have a unique characteristic as compared to
businesses that produce and sell products in the market. The characteristics of
hospitality industry consist of intangible products, interpersonal interactions and
are simultaneous when being delivered to the customers (King, 1995; Dusek, 2014).
In the service industry, service employees and customers will work together to
deliver services at the same time. From these service activities, customers will gain
their experience. Hence, employees are the important part of the service
organizations especially in hotel industries. Employees play an important role in
the operation of a successful hotels business because they are the drivers of

competitive advantage in the hotel industry. One of the success factors for any firms
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important role in securing the strategic superiority in a market (Wemerfelt, 1984).
In other words, the view clarifies that if business create values in a unique way;, it
shows that the retention of superiority is achieved, which cannot be simply replicate
by competitors. It also indicates the significant of investment in and support for the
human resources of a company. In this perspective, leading human resources to
perform service-oriented behaviors and achieve positive performance by creating
service-oriented culture at the organizational level is particularly significant in-
service industries is crucial.

Hence, organizational service orientation is concerning the need for an
organization’s culture to be oriented among customers and competitors (Lusch,
Vargo, & O’Brien, 2007). Empirical research has indicated a few positive outcomes
of organizational service orientation, such as improving profitability (Lytle &
Timmerman, 2006; Yoon, Choi, & Park, 2007), and increased employees’
commitment (Kim, Leong, & Lee, 2005). In other words, organizational service
orientation brings out employees’ favorable attitudes and provide them with
positive motivation pertaining to their job. Therefore, overall organizational
improvement is crucial to be obtained through creating a service-oriented
atmosphere. (Bettencourt & Brown, 1997). For example, Brown, Mowen,
Donovan, and Licata (2002) specified that employees’ customer-oriented process
is central to an organization’s service orientation. In addition, Schneider,
Parkington, and Buxton (1980) also indicated that a high correlation exists between
employees’ perception of service orientation and the customers’ perception of

overall service quality. In this relation, Lytle and Timmerman, (2006), stated that
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The items that were used to measure organizational service orientation is adapted

from Jung and Yoon (2013). These items are as shown in Table 3.6 below.

Table 3.6
Organizational Service Orientation

My hotel often spend time with customers and employees.
My hotel always provides information about the importance of service.
My hotel always measures the quality of service we provide.
My hotel shows that they care about the service.
My hotel provides resources to improve the ability of employees to provide
excellent services.
Management gives input and personal leadership to create quality services.
» Basically, I believe, this hotel exists to meet customer needs.
Employees have the freedom and power to act on their own to provide
excellent service.
Employees care for customer because they want to be appreciated.
Employees will reach the best for customers.
Our hotel looks friendlier and more courteous than our competitors.
Workers do their own way to ease customer discomfort.
My hotel provides excellent incentives and rewards at all levels for service
quality.
The hotel gives recognition to the staff who provide excellent service.
Each employee receives a personal skills training that enhances his ability to
provide high quality services.
e  Our hotel has excellent customer complaint handling system for follow-up
service,
Our hotel offers every customer a clear assurance service.
Our hotel strives to avoid having problems confronting customers.
e Our hotel enhances our service capabilities using technology.

Sources: Jung & Yoon (2013).
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therefore invalid. Therefore, only 364 questionnaires were useable for analysis.

Figure 3.1 below shows the procedure of data collection.

*Prepare and translate the questionnaire.
*Checked by authorized panel.
»Pre Test and modification of questionnaire.

+Obtained the list of hotels in Taiping fom (Taiping Municipal Coucil) office.
*The total number of Hotel are 44 hotels and 11 resort.
*Get the contact number/ e-mail of 44 hotels and 11 resort.

i<

[72]
-+
)]
[+):]
1]
N

«Pilot test and analysed.

+Sent an official letter to HR Manager to obtain permission to conduct this survey

v,

I

taged survey.

\
*Follow up and recieved feedback from person in charge on the permission to conduct

*Follow up and received feedback from respondents.

«Distribute questionnaire to the selected respondents using simple random method

*Obtained questionnaire from each of hotel
* Analyzed data.

2 &
@ S
® ©
o wn

Figure 3.1
Procedure of Data Collection.

3.7 Pre-Test

Sekaran and Bougie, (2010) and Babbie (2005) encourage researchers to pre- test
their questionnaires because it is useful to ensure that there will be no problem with
wording or scales used in the questionnaire. Therefore, in this study, a pre-test was
conducted to determine the reliability and validity of the final questionnaire. The
first pre-testing involved the questionnaire being given to lecturers form the School

Business Management, Universiti Utara Malaysia. The purpose of this first pre-

52



Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Universiti Utara Malaysia




Table 4.10
Results of Factor Analysis of Service Climate

Items F1
My hotel has a clear idea of our customers' needs .809
High quality service is emphasized as the best way to ensure customers in  .821
my hotel.

The hotel defined its services provided from a customer's perspective. .801
We are informed about customer’s evaluation of the quality of our services

My hotel always gives us feedback about customer complaints quickly 811

The hotel management support when I come up with new ideas on how to  .801
improve customer service

The hotel management encourages me to provide high quality services .824
The hotel management is always responsive to my requests to assist in 720
doing the job. 752
The hotel management is committed to improving service within our
organization. 719

I got enough support from my friends to do my job well. .615
If I perform job well, I receive appropriate recognition and reward .623
I have access to my information when I need it to do my work. 613
Eigenvalues 6.69
Percentage variance explained 55.76
KMO 0.92
Bartlett’s test of sphericity 2943.31**

Note. N=364. Bold loadings indicate the inclusion of that item in the factor; *p<.05,
**p< Q1. *¥**p<.001

4.4.1.2 Factor Analysis of Organizational Service Orientation

In this of the study, 12 items were used to measure organizational service
orientation. Table 4.11 shows the results of the factor analysis of organizational
service orientation. The output of factor analysis presented shows that all the items

fall into one factor with eigenvalue of 9.92 and the total variance is 52.19.
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Table 4.15
Reliability coefficients for the variables in the study

Variables Number Items Cronbach’s
of items dropped Alpha
Service Climate 12 - 0.926
Organizational Service Orientation 19 - 0.948
Service Employee Commitment 5 - 0.921
Teamwork 7 - 0.926
Employee Perception on Customer Satisfaction 7 - 0.942

Table 4.15 shows the Cronbach’s Alpha for all the variables values range
from 0.921 to 0.948. Each of the element of confirmation had reliability coefficients
if the value is more than 0.60 as suggested by Sekaran (2000). In addition, these
Cronbach values of the studied variables in the current research seemed to be
consistent with past studies, which were embraced and adjusted in the current study.

Therefore, according to Sekaran (2000), the internal consistency of the
measures utilized in this study was viewed as worthy due to value obtained is more
than 0.60. It also showed that by using principle components with the varimax
rotation methods for factor analysis was a proper technique to evaluate the validity

of each measurement.

4.5 Mean and Standard Deviation of The Collection Data

Mean and standard deviation results of the independent variables (Service Climate,

Organizational Service Orientation, Employee Commitment and Teamwork) and

dependent variable is (Employees’ Perception of Customers’ Satisfaction) are
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for service quality”. The overall average mean value of organizational service

orientation is 4.365

Table 4.18

Mean and Standard Deviation (Organizational Service Orientation)
Item Mean Standard

Deviation

My hotel often spend time with customers and 4.27 0.890
employee.
My hotel always provides information about the 4.37 0.871
importance of service.
My hotel always measures the quality of service we 4.35 0.883
provide.
My hotel shows that they care about the service. 4.40 0.877
My hotel provides resources to improve the ability of 4.33 1.021
employees to provide excellent services.
Management gives input and personal leadership to 4.30 0.930
create quality services.
Basically, I believe, this hotel exists to meet customer 439 0.873
needs.
Employees have the freedom and power to act on their 4.32 0.994
own to provide excellent service.
Employees care for customer because they want to be 4.46 0.831
appreciated.
Employees will reach the best for customers. 4.49 0.831
Our hotel looks friendlier and more courteous than our 4.44 0.884
competitors.
Workers do their own way to ease customer 4.39 0.821
discomfort.
My hotel provides excellent incentives and rewards at 4.22 0.942
all levels for service quality.
The hotel gives recognition to the staff who provide 4.32 0.960
excellent service.
Each employee receives a personal skills training that 4.30 0.980
enhances his ability to provide high quality services,
Our hotel has excellent customer complaint handling 4.31 0.933
system for follow-up service.
Our hotel offers every customer a clear assurance 441 0.843
service.
Our hotel strives to avoid having problems 4.55 0.881
confronting customers.
Our hotel enhances our service capabilities using 4.32 0.960
technology.
Average (Organizational Service Orientation) 4.365 0.653
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quality service, teamwork between units, rewarding and recognizing excellent
service, employee and management service orientation, managing the transition
between sales and delivery, and designing service systems, policies, and procedures
to promote the delivery of service were all shown to be significantly related to some
aspects of employees’ perceptions of service quality

The outcome of this study specifies that service climate, organizational
service climate, service employee commitment and teamwork are important factors
in determining employee perception related to the customer satisfaction. In order
to promote customer satisfaction, top organization management has to create a
service orientation within the organization. Therefore, managers need to provide
methods for employees to deliver quality service to customers such as
communicating with customers, handling complaints as well as fulfilling customers
lead time and providing quality services. In addition, organizations should
emphasize meeting customer’ needs of service quality and focuses on addressing
feedback from customers. In addition, employees play an important role in the
organization. Therefore, employees must understand what they should do to serve
customers, then only they will be working beyond customers’ expectation.

In addition, managers or management need to provide continuous support
to their employees as well as provide encouragement to enhance service employees’
commitment. In this relation, managerial support and work facilitation is critical
because they have indirect influence on customers’ satisfaction. If employees are
committed to serve a better service to customers, then the organization will gain

customers’ satisfaction. The consequences is that an excellent employee
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commitment will lead to higher job commitment whereby the employee are willing
to put extra effort in their service delivery on order to satisfy customers. Satisfy
customers, will be loyal to the organization. Similarly, committed employees will
also help organizations to create and deliver value effectively, which in turn will
improve organizations’ performance in terms of profitability, as well as enhancing
the brand image of the organization.

Information seeking, training, and rewards énd recognition were the service
climate themes that could be implemented in the organization since these themes
are predictive of specific facets of customer satisfaction and overall satisfaction
with the service. These dimensions were also very highly related to each other. For
example, training employees to deliver quality service may have little relationship
to customers’ satisfaction if employees are not also rewarded for delivering quality
service. These three dimensions are probably highly related because they all have
an informational component. Information seeking involves asking employees and
customers how to improve service quality and sharing this information with
employees. Training involves communicating to employees how best to deliver
service. Rewards and recognition communicate to employees that quality service is
important to the organization. Hence, the greater the emphasis an organization
places on the service climate in the organization, the more satisfied customers of
that organization will tend to be.

In order to promote employees’ high performance behaviour, the
organization management has to create a service orientation culture within the

organization. Hence, managers need to provide avenues for service employees to
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deliver quality service to customers such as training on customer services, handling
complaints as well as fulfilling customers lead time and providing quality services.
In addition, customer policies and procedures related to service practices and
service procedures should be clearly communicated to employees’ especially
service employees. In other words, employees must understand what they should
do to deliver excellent services, then only they will be working extra miles towards
the excellence of the organization.

In addition, managers need to provide continuous support as well as
encouragement to enhance employees’ commitment. Managerial support and work
facilitation have indirect influence on customer satisfaction by improving
employees’ commitment. Satisfied and highly committed employees will in turn
provide excellent services. Therefore, organizations should seek ways to improve
the commitment of their employees. At the stage of recruitment, providing realistic
job previews that include both positive and negative aspects of the job may increase
organizational commitment and job satisfaction because this helps the employee to
determine whether the job meets their expectations.

Employees who are informed about the pros and cons of a job option
become more aware of the choice they are about to make. In addition, employees
that continue in the selection process and accept the job can prepare themselves for
the problems and find ways to cope with them. Commitment among new comers
tends to be high when they receive positive support after entry from the experienced
organizational members. The consequences are that happy employees will lead to

higher job commitment which will later lead to their willingness to put extra effort
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No

Perkara

Hotel saya mempunyai idea yang jelas mengenai
keperluan pelanggan.

Perkhidmatan berkualiti tinggi ditekankan sebagai
cara terbaik untuk mengekalkan pelanggan di hotel
saya

Hotel saya melihat perkhidmatan yang diberikan
dari perspektif pelanggan

Kami dimaklumkan tentang penilaian pelanggan
tentang kualiti perkhidmatan yang disampaikan
oleh kami

Hotel saya sentiasa memberi makium balas
mengenai aduan pelanggan dengan cepat

Pihak pegurusan hotel memberi sokongan apabila
saya membuat idea-idea baru mengenai cara untuk
meningkatkan perkhidmatan pelanggan

Pihak pengurusan hotel mendorong saya untuk
memberikan perkhidmatan yang berkualiti tinggi

Pihak pengurusan hotel sentiasa responsif terhadap
permintaan saya untuk memohon bantuan dalam
melakasanakan tugas

Pihak pengurusan hotel sangat komited untuk
meningkatkan perkhidmatan di organisasi kami

10

Saya mendapat sokongan yang mencukupi dari
rakan kerja untuk melakukan tugas saya dengan
baik

11

Sekiranya saya menjalankan tugas dengan baik,
saya menerima pengiktirafan yang sewajarnya

12

Saya mempunyai akses kepada maklumat
perkidmatan apabila saya memerlukannya mereka
untuk melakukan kerja saya

13

Hotel saya sering meluangkan masa dengan
pelanggan dan pekerja

14

Hotel saya sentiasa meyampaikan maklumat
tentang kepentingan perkhidmatan

15

Hotel saya sentiasa megukur kualiti perkhidmatan
yang kami berikan

16

Hotel saya menunjukkan bahawa mereka
mengambil berat tentang perkhidmatan.
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17

Hotel saya menyediakan bahan-baban untuk
meningkatkan  keupayaan  pekerja  bagi
menyediakan perkhimatan yang cemerlang

18

Pihak pengurusan memberi input dan kepimpinan
peribadi untuk mewujudkan perkhidmatan yang
berkualiti

19

Pada asasnya saya percaya, hotel ini wujud untuk
memenuhi keperluan pelanggan

20

Pekerja mempunyai kebebasan dan kuasa untuk
bertindak secara sendiri bagi memberikan
perkhidmatan yang cemerlang

21

Pekerja mengambil berat pelanggan kerana
mereka mahu dihargai

22

Pekerja akan meraih yang terbaik untuk pelanggan

23

Hotel kami melihat lebih mesra dan sopan
berbanding pesaing kami

24

Pekerja melakukan cara yang tersendiri untuk
megurangkan ketidakselesaan pelanggan

25

Hotel saya menyediakan insentif dan ganjaran
yang sangat baik di semua peringkat untuk kualiti
perkhidmatan.

26

Hotel ini memberikan pengiktirafan kepada
kakitangan yang memberikan perkhidmatan yang
cemerlang

27

Setiap pekerja menerima latihan kemahiran diri
yang meningkatkan  keupayaannya untuk
memberikan perkhidmatan yang berkualiti tinggi

28

Hotel kami mempunyai sistem pengendalian
aduan pelanggan yang sangat baik untuk susulan
perkhidmatan

29

Hotel kami memebrikan setiap pelanggan jaminan
perkhidmatan yang jelas

30

Hotel kami berusaha untuk mengelakkan masalah
berkaku kepada pelanggan

31

Hotel kami meningkatkan keupayaan
perkhidmatan kami melalui penggunaan teknologi

32

Saya rasa masa depan saya berkait rapat dengan
hotel ini

33

Saya berasa sangat komited terhadap hotel ini
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34

Saya mempunyai nilai yang sama dengan hotel ini

35

Saya berbangga untuk memberitahu orang lain
bahawa saya adalah sebahagian daripada hotel ini

36

Saya sangat mengambil berat terhadap nasib hotel
ini

37

Saya faham bahawa prestasi kerja saya akan
mempengaruhi kerja orang lain

38

Saya mempunyai sikap menolong orang lain
melakukan kerja

39

Saya bersedia untuk bekerja dalam pasukan

40

Saya boleh memimpin pasukan saya apabila
diperlukan

41

Saya memberi tindak balas segera terhadap
permintaan rakan sekerja dengan segera

42

Saya boleh bekerja dengan baik dengan rakan-
rakan yang berbeza personaliti

43

Saya akan memberi idea yang diharapkan pada
masa yang diperlukan

44

Secara keseluruhan, pelanggan saya berpuas hati
dengan perkhidmatan saya

45

Pelanggan saya diberikan perkhidmatan yang
berkualiti tinggi

46

Pelanggan saya berasa gembira bila berurusan di
hotel kami

47

Melalui pengalaman yang lepas, saya merasakan
pelanggan-pelanggan hotel ini berpuas hati dengan
perkhidmatan yang diberikan

48

Berdasarkan kepada interaksi saya dengan
pelanggan, saya rasa pelanggan berpuas hati
dengan perkhidmatan kami

49

Pengalaman pelanggan-pelanggan dengan hotel
ini adalah sesuatu yang mereka senangi
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