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ABSTRACT 

Customer satisfaction is the biggest contemporary challenge in the service industries. Service 

quality and customer satisfaction are generally regarded as the key factors in influencing the 

loyalty and customer retention. A good perception is retained when an organization supplies 

goods and services to customers in a manner that satisfies them.  

The purpose of this study is to determine customer satisfaction in the guesthouse industry. 

This study adopts quantitative Kano model to classify and prioritize customer needs based on 

survey data using a set of questionnaires that consists of eight service quality factors and 

eleven facility quality factors of the guesthouse industry. 

The results of this study show that guesthouse should pay attention on free tours information 

and tour operator services and fast treatment of customer complaint issues as it will result as 

customer dissatisfaction when they are absent. Furthermore, the services of providing fruit 

basket in room upon arrival and different designs for each room able to delight customers. 

The overall study has meaningful implications on management decision making in the 

guesthouse industry. 
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ABSTRAK 

Kepuasan pelanggan adalah cabaran terbesar dalam industri perkhidmatan. Kualiti 

perkhidmatan dan kepuasan pelanggan secara amnya dianggap sebagai faktor utama dalam 

mempengaruhi kesetiaan dan pengekalan pelanggan. Satu persepsi yang baik telah 

mengekalkan apabila organisasi membekalkan barangan dan perkhidmatan kepada pelanggan 

dengan cara yang memuaskan hati mereka. 

Tujuan kajian ini adalah untuk menentukan kepuasan pelanggan dalam industri rumah tamu. 

Kajian ini menggunakan model Kano kuantitatif untuk mengklasifikasikan dan 

mengutamakan keperluan pelanggan berdasarkan data kajian dengan menggunakan soal 

selidik yang terdiri daripada lapan faktor kualiti perkhidmatan dan sebelas faktor kualiti 

kemudahan industri rumah tamu. 

Keputusan kajian ini menunjukkan bahawa rumah tamu perlu memberi perhatian kepada 

maklumat pelancongan percuma dan perkhidmatan operator pelancongan dan rawatan segera 

isu aduan pelanggan kerana ia akan menyebabkan rasa tidak puas hati kepada pelanggan 

apabila perkhimatan tersebut tidak hadir. Tambahan pula, perkhidmatan yang menyediakan 

bakul buah-buahan di dalam bilik semasa ketibaan dan reka bentuk yang berbeza untuk setiap 

elemen bilik yang mampu menggembirakan pelanggan. Pada akhir kajian ini, ia akan 

memberi implikasi yang bermakna dan keputusan pengurusan kepada industri rumah tamu.
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CHAPTER 1 

INTRODUCTION 

  The guesthouse industry today is highly competitive in terms of services and 

facilities quality that offered to its customers (Popova, 2006). However, guesthouse industry 

often faces some problems that were attributed to the facilities and services. Thus, the quality 

performance of the industry has to continually make an improvement based on customers‟ 

satisfaction, as customers are an important asset for a business or service industry.  

Customer retention and long-term relationship formation play a vital role in the 

hospitality industry and have a positive effect on the results of enterprise activities. 

Therefore, the task at hand of a service enterprise is to identify the antecedents of long-term 

relationships and evaluating of their predictors. Theoretical studies validate an opinion that, 

service quality is an important factor for growing profits in a business. Moreover, service 

quality is the main predictor of customer satisfaction. 

 However, why people would say that customer satisfactions were playing a crucial 

part in a business? According to Beard (2014), there are several reasons used to highlight the 

issue on importance of customer satisfaction as a satisfied customer has higher tendency of 

repurchasing.When customers are satisfied with your product or service, they are more likely 

to repurchase your product and willing to spend more with you and hence become the regular 

customer. The other reason is that it reduces negative word of mouth. When your company is 

failing to meet the level of the satisfactions of customers, they have the intention to tell other 

people about their unhappy experience. Thus, customer satisfaction is important to prevent 

the spread of negative rumors in order to keep the reputation for your industry.   

The importance of customers has been emphasized by many academicians and 

researchers. Additionally, the first impression people experience when they enter their guest 

room is indeed associated with customer satisfaction. For example, when first entering the 
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guest room, customers‟ eyes are immediately drawn to the condition of the furniture, fixtures 

and furnishings that are most evident (Cesarotti & Spada, 2009). For this reason, a theoretical 

framework needs to be developed to measuring service quality and customer satisfaction in 

the guesthouse sector. 

Background of Study 

Some experiential studies show that getting a good quality of service from the 

hospitality industry is important for many customers (Armstrong et al., 1997; Crick & 

Spencer, 2011; Lam & Zhang, 1998; Sulek & Hensley, 2010). Service quality has being 

defined as the concept of consumer-perceived quality by some of the researchers, which is 

based solely on the perspective of customers. A good perception is retained when an 

organization supplies goods and services to customers in a manner that satisfies them. 

However, in the hotel industry, service quality is a crucial factor that determines whether 

customers would revisit (AbuKhalifeh & Mat Som, 2012). 

Consequently, analysis of customer needs based on service quality is an important 

task to focus on the interpretation of the voice of customers and subsequent derivation of 

explicit requirements that can be understood by marketing and engineering (Eshlaghy, 

Kazemi, Radfar, & Abdolmohammad, 2011). 

Previous relevant studies used several models or methods to analyze the customer 

satisfaction. One of the models is SERVQUAL, which is a popular method used in measuring 

perceived service quality in the hotel industry (Sidin, Rashid, & Zainal, 2001). Yilmaz (2009) 

used a performance-only measurement scale (SERVPERF) to measure hotels‟ service quality 

performance from the customer's perspective. Zhao and Dolakia (2009), used the Kano 

Model and the models of multi-indicator decision-making to determine the effects of Hi-web 

and Right network among the chants. AbuKhalifeh & Mat Som (2012), using Parasuraman 
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model for hotel service quality and customer loyalty and applies this model to test the quality 

of service of the hotel. 

Besides, researches or studies that are mentioned in above, there are several ways to 

analyze the customer satisfaction, such as SERVQUAL model, performance-only 

measurement scale (SERVPERF), Parasuraman model, Kano model and the models of multi-

indicator decision-making. The Quantitative Kano model will be chosen for analysing the 

guesthouse service attributes in this project. 

Introduction to Kano Model 

 The Kano model was first developed by Dr Noriaki Kano and he laid the foundation 

for an approach for “attractive quality creation” in the late 1970s and early 1980s (Zultner & 

Mazur, 2006). The “attractive quality creation” is commonly referred as the “Kano Model” in 

the U.S.. Dr, Kano challenged the traditional ideal on customer satisfaction that “more is 

better”. That is, if you perform well on each product or service attribute, the more satisfied 

the customers will be. Instead, Dr. Kano believed that performance and product or service 

attribute is not equivalent in the eyes of the customers. Performance on certain categories of 

attributes produces higher levels of satisfaction than others.   

 The Kano model of customer satisfaction is a useful tool to classify and prioritize 

customer needs based on how they affect customer‟s satisfaction (Kano et al., 1984). It 

focuses on the nonlinear relationship between product performance and customer satisfaction. 

In practice, five types of product attributes are identified, which are must-be attributes, one-

dimensional attributes, attractive attributes, indifferent attributes and reverse attributes. Kano 

model is a powerful tool that can be used to analyze customer requirements and provides a 

framework to consider both “spoken” and “unspoken” requirements.  

 Additionally, one of the major benefits of the Kano model is it involves little 

mathematical computation and can be quickly obtain the relevant information. Among the 
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studies that address customer need analysis, Kano model has been widely used as the tool of 

understanding customer preferences based on survey data (Kano et al., 1984).  

Problem Statement 

A guesthouse is basically a private home that has been converted for the exclusive use 

of guest accommodation. The guesthouse is quite a new sector in the hospitality industry and 

it is different in terms of the management, services and facilities as compared to a hotel. 

Specifically, hotels are rated on a scale of one to five stars, with one star hotel indicate poor 

service and facilities, whereas five star hotels is classified as being superior. However, this 

star rating system is not applicable to the guesthouse sector. Additionally, the guesthouse 

sector does not have a proper method or model for analysing the customer satisfaction. 

Hence, it is important to propose a suitable model for analysing customer satisfaction in the 

aforementioned sector.    

More emphasis is ought to be placed on customer satisfaction so as to meet the 

increasing demands of customers. Hence, Kano model is used in this project as the analysis 

tool, as it can consider the latent and unspoken emotional needs of customers.  

According to Hartono and Tan (2011), a unique way of distinguishing the impact of 

different customer needs (voice of the customer) on total customer satisfaction can be 

provided by the Kano model in the early stage of service development. This uniqueness of the 

Kano model was differentiates itself from other satisfaction analysis methods. Hence this 

model is considered to be a great analysis tool for the customer satisfaction analysis.     

Objective of the Study 

The objectives of this research are: 

 To find out the guesthouse services and facility quality attributes  

 To apply the quantitative Kano method to satisfaction analysis 
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 To analyze the data collected from the questionnaire based on the Quantitative 

Kano model 

 Report the research findings to the owner of guesthouse 

Importance of Study 

 In this project, a guesthouses‟ customer satisfaction survey by using the quantitative 

Kano model is going to be conducted. The importance of this research is to investigate the 

performance of the guesthouse service attributes for the customer. In addition, the Kano 

model will help to improve the guesthouse services by providing actual findings to assist in 

management decision making. Furthermore, the results of this research can be used in other 

types of hotel industry, such as motels, resort hotels, boutique hotels and heritage hotels. 
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CHAPTER 2 

LITERATURE REVIEW 

 Hospitality and tourism industry has experienced a remarkable growth. However, this 

review will focus on the guesthouse sector as it is a thriving business which has the potential 

to develop further. In addition, in order for the guesthouse sector to thrive, customers play a 

crucial role. Therefore, identify the customer satisfaction is necessary. Several methods have 

been proposed by previous studies in analysing the customer satisfaction. However, the focus 

of this review will be placed on the Kano model.       

Reviews of the Guesthouse and Its Services 

 The guesthouse business is known as a home business. Generally, people start one in 

their homes by altering the existing facilities to suit the customer needs or alternative building 

one from scratch (Popova, 2006). Usually, guesthouses are managed by a family or a manger 

with a few staff members. The owners also do not necessarily have to own any experience in 

the hospitality which is fairly different from the management in the hotel industry. According 

to Radder and Yi (2006), guesthouses are cheaper than hotels. They are usually smaller and 

only have a limited number of rooms are provided. Additionally, the rooms are basic, but 

pleasant and homely. The guesthouse would sometimes provide television and coffee maker 

facilities in the rooms.   

Over the years, the preference of the customers which choosing their accommodation 

has shifted towards a homely environment (Malhotra, 2014). Realistically, customers are 

rarely have the homely‟ feeling as almost all of the rooms are identical, despite of the 

luxurious facilities provided by the management. However, the guesthouses are able to 

provide customers a homely feel by providing services or facilities that are different from the 

hotels. 
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A guesthouse will provide a common living room for the customers. Hence, they can 

sit together and socialize with other people. This will give them a feel of homely 

environment. In addition, the most noticeable feature of a guesthouse is that it provides an 

overall ambience that is totally different from the hotel. The services of a guesthouse include 

a kitchen, a living room or washing and drying facilities (Malhotra, 2014).   

Traditional Method to Analyze Customer Satisfaction 

 Customer satisfaction is always a crucial aspect in the service industry. Therefore, 

researchers have developed many methods that could be used for analyzing the customer 

satisfaction. One of the traditional methods or common scales used to measure the customer 

satisfaction is the Likert scales. 

 Likert scales were developed by Rensis Likert and published in the year 1932. This 

method is used to measure attitudes or opinions by asking people to respond to a series of 

questions of a specific topic. Additionally, a Likert-type scale assumes the strength or 

intensity of experience is linear (McLeod, 2008). In other words, it has the sequence from 

strongly agree to strongly disagree. In its final form, the Likert scale is a five points or seven 

point scale, which specifically ask the respondents to choose and express on how much they 

agree, disagree or being neutral to a particular statement. 

Furthermore, when the Likert scale is used to measure the customer satisfaction, the 

Likert scales with five potential choices are strongly satisfied, satisfied, neutral, dissatisfied, 

and strongly dissatisfied. But, sometimes the choices will go up to ten or more. As mentioned 

by Harry and Deborah (2012), they are two ways to analyze data for Likert scales. If Likert 

questions are unique and stand-alone, the appropriate statistical tools to use are modes, 

medians, and frequencies; if a series of question is designed and combine to measure a 

particular trait, use means and standard deviations to describe the scale.     
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Deficiencies of Traditional Method 

 In previous studies, the use of the Likert scales has been criticized on several grounds. 

As stated in Buttle„s study (1995), one of the critical issues of Likert scales is an 

interpretation of the meaning of the midpoint of the scale by the respondents. For example, if 

respondents choose the point of neutral, is it reflecting the response of “don‟t know”, “do not 

feel strongly in either direction” or “do not understand the statement”? Furthermore, when the 

Likert-type scale is used to measure a range of satisfaction from “very satisfied to very 

dissatisfied” as the case may be, adopting the midpoint value of „3‟ as the hypothesized mean 

were used to determine the significant agreement or otherwise with the notion being tested 

(Adejimi, Oyediran, & Ogunsanmi, 2010). This indicates that any results that are 

significantly from this unsure value would be assumed to be either positive or negative to the 

notion being tested (Pullin & Haidar, 2003).  

 Another deficiency of Likert scales is wording of the description categories has 

highest probability to affect the responses, and artificial categories might not be appropriate 

to describe a complex continuous, subject phenomenon (Vickers, 1999). Additionally, if there 

are too many response categories, it may lead to difficulties in choosing. If there are too few 

response categories, it may not provide enough choice and thus forcing the respondents to 

choose the answer and this may fail to measure the true attitudes of respondents (Hasson & 

Arnetz, 2005). 

 In addition, an order effect in Likert scales is one of the deficiencies. There is 

evidence to show the existing of a bias towards the left side of the scale (Friedman & Amoo, 

1999). For example, the bipolar rating scales such as warm or cold will not necessary to give 

the same result for the same scale of cold or warm. Traditionally, researchers will present the 

positive items (strongly agree) in the scale first, and the negative items (strongly disagree) at 

the last on the scale. Besides, as mentioned by McLeod (2008), social desirability may affect 
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the validity of Likert scales attitude measurement. For example, if people want to measure 

discrimination by using Likert scales, who would admit to being racist? This statement 

implies that individuals may lie to put themselves in a positive point of view.   

Kano Model of Customer Satisfaction 

          Customer expectations provide a standard comparison against what consumer‟s judge 

an organization‟s performance, therefore, understanding what consumers expect from a 

service organization is very important. Additionally, when a product or service‟s quality is 

not up to expectation, most of the customers will simply switch to a competitor‟s or 

alternative to fulfill their needs at the next purchase instead of complaining to the concerned 

management (Shen, Tan, & Xie, 2000). Retaining customers and keeping a long term 

customer relationship are essential to ensuring customer satisfaction. Kano et al. (1984) 

developed a model to characterize the attribute of a product or service based on how well 

they are able to satisfy customer needs. 

 Generally, the relationship between customer‟s satisfaction and service performance 

is assumed to be linear (Tan & Pawitra, 2001). If the difference between the two measures is 

found to be positive, that is to say, positive confirmation, then it is considered that customers‟ 

expectation exceeds and therefore, customers are satisfied. Otherwise, it is said that the 

service does not meet customers‟ expectation, or negative confirmation and consequently, 

customer are dissatisfied.  

 However, the Kano‟s method implies that the performances of all product or service 

attributes are not always linearly associated with customer satisfaction or dissatisfaction. The 

model suggests that each attribute contributes differently to satisfaction, dissatisfaction or 

both together. The Kano‟s method puts the service‟ attributes into three categories, namely, 

must-be factors, one-dimensional factors and attractive factors (Berger et al., 1993; Tan & 

Pawitra, 2001). The model is able to analyse how the customers evaluate and perceive 
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product or service attributes and thus allows people to gain deeper understanding of customer 

preferences. 

Potential Benefits to be achieved by Kano’s Classification 

 The most important contribution of Kano model is that it allows one to see how it may 

not be enough to merely satisfy customers by meeting their basic and one-dimensional needs 

(Hsu, Bing, & Hsu, 2007). In a competitive marketplace, people need to find strategies and 

create product or service attributes targeted specifically at existing customers and fulfill their 

satisfaction (Tan & Pawitra, 2001). The other benefit of Kano model is the importance of 

timely and continual development and introduction of products or service with innovative and 

novel attributes (Shen, Tan, & Xie, 2000). 

 The other implication of Kano model is that it provides valuable guidance in the trade 

off situation. If two services attributes cannot be provided simultaneously due to technical or 

financial problems, the attribute that has greater influence on customer satisfaction can be 

determined. “Positioning of service elements, which distinguishes the different types of 

service elements, can be used as one tool in designing the most effective customer strategy” 

(Huiskonen & Pirttila, 1998, p.257).         

Example of Past Research by Using Kano Model 

 As stated in Lee, Shih and Tu‟s study (2002), one of the applications of Kano model 

is improving web-based learning performance. Previously, the dramatic development of 

information technology was used to enhance the interaction, graphic user interface (GUI), 

and a variety of materials of web-based learning. However, they rarely focused on the 

analysis of students‟ needs to segment their importance based on personal background. 

Therefore, Kano model is applied to analyze students‟ need through the web-based learning 

environment. At the end of the research, it successfully explored the needs and feeling of 
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web-based learning, and therefore proposed a suitable web-based learning service based on 

the needs of students.   

 Another application of Kano model is evaluating employee satisfaction for Taiwanese 

high-tech industry. According to Lee, Ho, Liang and Lin (2007), employees have a greater 

impact on whether service quality is good or bad. In their research, they try to apply the Kano 

model is evaluating employee satisfaction and categorize them in high-tech industry. It is 

different from the traditional approach in measuring employee satisfaction. From their 

results, they are able to find certain employee satisfaction which will influence employee 

satisfaction and dissatisfaction. Apart from that, the finding allowed them to understand 

better the employee satisfaction and it will be helpful for the management as well. 

 In Yuan and Guan‟s study (2014), the Kano model was applied to analyze the user 

requirements in the design of individualized wheelchairs. In their study, 30 wheelchair users‟ 

needs are divided into five categories, namely, must-be requirements, one-dimensional 

requirements, excited requirements, indifferent requirements, reverse requirements and 

questionable requirements. From their results, three manual wheelchair models are built 

according to the types of user needs and the weight of each sub function. Yuan and Guan 

(2014) also mentioned that, the method can be used to design individualized wheelchairs 

which may improve the product quality as well as customers‟ satisfaction. In addition, it also 

can reduce the time of the design process and hence reducing the design cost. 
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CHAPTER 3 

RESEARCH METHOD 

The guesthouse services and facilities will be examined in several different aspects 

including the satisfaction of the guesthouse services and facility quality attribute and how 

important of the guesthouse services and facility attributes for their customers. 

  This study will be conducted at selected guesthouses in Malacca. Convenient 

sampling will used to collect samples from 80 customers to stay in the targeted guesthouse. 

Data are collected through questionnaires and will be used in quantitative analysis. 

Research Design 

This project is to investigate the perception and satisfaction of customers regarding 

the guesthouse services and facilities by using the quantitative Kano model. Figure 1 shows 

the process of this study. 

 

Customer satisfaction analysis 

Selecting Kano model as analysis 

tool 

In depth study on Kano model 

Formation of the questionnaire 

Analysis by using Kano model 

Interpretation of the analysis data 

Explanation of the data 

Figure 1. Process of research methodology in this study 
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Customer Satisfaction Analysis 

Customer satisfaction is an important key to drive business outcomes and 

performance of processes in service and product organizations. Generally, self-declared or 

interview-based questionnaire is used to measure customer satisfaction, where users or 

customers are asked to express opinions on statements, or satisfaction scales, mapping out the 

various interactions with the service provider (Kenett & Salina, 2011). There are two 

methods used for customer satisfaction analysis, which are qualitative and quantitative 

method.   

Qualitative method    

 Face to face interviews 

Face to face interviews are able to build rapport and hold the respondent longer and it can 

ask respondent to self-complete tedious scalar response. Besides, it is a good response to 

open ended questions. 

 Telephone interviews 

In telephone interviews, high control of interviewer standards and high control of the 

sample are involved. Additionally, it is easy to ask for ratings using simple scales. 

Quantitative method   

 Surveys 

This method is low in cost and easy for a DIY researcher to administer. In addition, 

surveys can easily deliver scalar questions as visual explanations can be provided. 

Kano as Analysis tool 

 In general, they are many types of surveys or model can be used for measuring the 

customer satisfaction such as Kano model by Professor Noriaki Kano, SERVQUAL model 

by Zeithaml, Parasuraman and Berry, and Kansei engineering by Professor Mitsuo 

Nagamachi.   
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 Kano model is concerned with the relationship between products or service attributes 

based on the customer satisfaction and customer needs. It provides a formal methodology to 

identify the impact of different customer needs on total customer satisfaction in the early 

stage of product or service development. In addition, Kano model is able to provide a better 

understanding of customer requirements by classifying them into several categories. 

 Kansei engineering is need to develop or improve the products or services by 

translating the customer‟s feeling and demand into concrete product parameters. It 

implements the customer‟s feeling and demand in the design process in order to produce a 

product matching the customer needs and demand.     

 SERVQUAL is a model used for measuring and managing service quality. 

SERVQUAL is also widely adopted for explaining the customer perception of service quality 

based on the perception gap between the received service quality and expected service 

quality.  

 In this study, quantitative Kano model has been selected as the analysis tool to 

analyse the customer needs and customer satisfaction in guesthouse services.     

 

Kano Model 

 Kano model of customer satisfaction defines the relationship between service attribute 

concerning classifications of customer needs and customer satisfaction. Research by Lee, Lin 

and Wang (2010) suggests that, the five level Kano classification scheme is able to produce 

25 possible outcomes, which are spread over five quality attribute: 

(1)  Attractive (A); 

(2)  One-dimensional (O); 

(3)  Must-be (M); 

(4)  Indifferent (I); and 
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(5)  Reverse (R); 

Table 1 describes the meaning of Attractive (A), One-dimensional (O), Must-be (M), 

Indifferent (I), and Reverse (R) attributes.  

 

Table 1  

Explanation of the five qualities attributes 

Product 

Attributes 

Definition Recommendations 

Attractive An attractive attribute will lead to 

greater than proportional satisfaction, 

wheareas it is not expected to be in the 

service.  

 

Include a good number of 

Attractive attributes 

One-dimensional Their fulfillment is positively and 

linearly related to the level of 

customer satisfaction. 

Include a good number of 

One-dimensional 

Must-Be A must-be attribute is expected by 

customers and they lead to extreme 

customer dissatisfaction if they are 

absent or poorly satisfied. 

 

Continue Must-be attributes 

Indifferent Customers are indifferent to that 

requirement and its fulfillment or lack 

of fulfillment will not cause any 

increase or decrease in customer 

Avoid Indifferent attributes as 

many as possible 
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satisfaction with the service. 

 

Reverse Customer is satisfied when service is 

not fulfill, dissatisfied when service is 

fulfill. 

Avoid Reverse attributes 

 

The five quality dimensions were represented by five different relationship curves in 

the diagram as illustrate in Figure 2. In the Kano diagram, the horizontal axis indicates the 

level of fulfillment of a specific customer requirement, while the vertical axis indicates the 

level of customer satisfaction or dissatisfaction towards the fulfillment level of that customer 

requirement.    

 

 

 

 

 

Source: Kano et al. (1984) 

Figure 2. Relationship between services attribute regarding customer needs  

       and customer satisfaction  

 


