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ABSTRACT 

INTERNAL CUSTOMERS’ SATISFACTION TOWARDS SERVICE QUALITY 

MANAGAMENT AT ECOTOURISM DESTINATIONS 

By 

Lee Wen Yuan 

In brief, this study is aim to measure the internal customers’ satisfaction towards 

service quality management at ecotourism destinations. There are four service quality 

management dimensions been used as the indicator in measure the internal customers’ 

satisfaction. 120 sets of questionnaires were distributed to the employees in different 

ecotourism destinations to collect their respond. Furthermore, the collected data in this 

study were analyzed by using descriptive statistic and statistical analysis. There are two 

new dimensions been found in this study which consists of organization culture and 

training evaluation. The finding of this study found that training opportunities and 

organization culture are partially significant to internal customers’ satisfaction. Also, the 

study found that the service quality management does not fully support the internal 

customer satisfaction because of the regardless of the management for encouraging 

people to be creative and innovative. There are some limitations in this study that faced 

by the researcher, they are; small of scope of the study, respondents biases in answering 

questionnaire, limited variables in measured the study, and the unwillingness of the 

management of ecotourism destinations to give cooperation.  
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ABSTRAK 

KEPUASAN PEKERJA TERHADAP KUALITI PENGURUSAN 

PERKHIDMATAN DI DESTINASI ECO-PELANCONGAN 

Oleh 

Lee Wen Yuan 

Secara keseluruhan, kajian ini bertujuan untuk mangukur kepuasan pekerja 

terhadap kualiti pengurusan perkhidmatan di destinasi eco-pelancongan. Empat dimensi 

pengurusan kualiti perkhidmatan telah digunakan sebagai petunjuk dalam mengukur 

kepuasan pekerja. Sebanyak 120 set kertas soalan selidik telah diagihkan kepada pekerja 

di destinasi eco-pelancongan yang berlainan dengan tujuan untuk mengumpul data. 

Selain itu, data yang dikumpul dianalisa dengan mengunakan statistik deskriptif dan 

statistik analisis. Dua dimensi baru telah didapati dalam kajian ini iaitu budaya 

organisasi and penilaian latihan. Berdasarkan keputusan kajian, didapati bahawa, latihan 

and budaya organisasi merupakan faktor yang penting dalam mempengaruhi kepusan 

pekerja. Disamping itu, kajian ini mendapati bahawa pengurusan kualiti perkhidmatan 

yang digunakan oleh organisasi eco-pelancongan sekarang dalam usaha untuk 

meningkatkan kepuasan perkerja adalah tidak memuaskan. Hal ini demikian disebabkan 

oleh orgainisasi kurang memumpukan perhatian dalam usaha untuk membangunkan 

kretiviti and inovatif pekerja yang seterusnya akan menaikkan kepuasan mereka 

terhadap pekerjaan mereka. Terdapat beberapa rintangan yang dihadapi oleh penyelidik 

semasa menjalankan kejian ini, antaranya ialah skop penyelidikan yang kecil, dan 

keengganan pihak pengurusan dalam memberi kerjasama untuk menjalankan kajian ini. 



vi 
 

ACKNOWLEDGEMENT 

 

 

First of all, I would like to express my sincere appreciation to several persons 

who have contributed to my successfulness in completed this research.  Firstly, I would 

like to express my profound thankfulness to my supervisor; Mr. Abang Azlan 

Mohammad who has guided me in completed this research. I am really appreciated for 

all of his constructive advice, especially his guidance and comments throughout the 

preparation of this research that enable me to finish my study on time. 

Special thanks to the management of ecotourism destinations in Kuching 

division that allowed me to conducted survey towards their employees. Also, I would 

like to thanks to the ecotourism’s employees for their willingness to give me full 

cooperation and sincere in answering my survey questionnaire.  

I owe my gratitude to my beloved parents and other family members especially 

my father and my mother who have been my important sources of strength, support, and 

encouragement to me in finished this study. Last but not least, I would like to send my 

appreciation to all of my friends especially my course mates for their continuous moral 

supports and comforts.  

 

 



vii 

 

TABLE OF CONTENTS 

 

 

 

 

LIST OF TABLES       ix 

 

LIST OF FIGURES                                                                                                   x  

 

 

 

 

CHAPTER ONE: INTRODUCTION 

 

1.1 Introduction         1  

1.2 Background of Research         1 

1.2.1 Tourism         1 

1.2.2 Ecotourism                                                                                   2 

1.2.3 Customers                                                                                              3 

 1.2.3.1 External Customers                                                                 4 

 1.2.3.2 Internal Customers                                                                  4 

1.2.4 Service Quality                                                                                     5 

1.2.5 Internal Customers Satisfaction                                                            6 

1.2.6 The Malaysian Scenario                                                                    7 

1.3 Problem Statement                                                                                      10 

1.4 Research Objective                                                                                      12 

1.5 Research Question                                                                                         13 

1.6 Definition of Key Terms                                                                               14 

1.7 Significance of the Study                                          15 

1.8 Scope of the Study   16 

1.9 Organization of Chapters   17 



viii 

 

CHAPTER TWO: LITERATURE REVIEW 

 

2.1 Introduction   19 

2.2 Tourism   20 

2.2.1 Ecotourism    21 

2.2.1.1 Principle and Characteristic of Ecotourism   22 

2.3 Service Quality    24 

2.3.1 Influence of Service Quality at Tourism Industry   27 

2.4 Internal Customer’s satisfaction and External                                                 

Customer’s Satisfaction     28 

2.4.1 Management and Internal Customer’s  

                       Role in Service Quality   29 

              2.4.2 Management Structure of Ecotourism   30 

2.5 Underlying Theory   32 

2.5.1 Social Exchange Theory    32 

2.6 Framework of Study   33 

2.6.1 Development of Hypothesis   35 

2.6.1.1 Management Attitude towards Quality   35 

2.6.1.2 Working Environment   38 

2.6.1.3 Training Opportunities   41 

2.6.1.4 Infrastructure Quality   44 

2.6.2 Internal Customers Satisfaction   48 

2.6.2.1 Employee Loyalty   50 

2.6.2.2 Personal Satisfaction   51 

 

 

 

 

 

  



ix 

 

CHAPTER THREE: METHODOLOGY 

  

3.1 Introduction  53 

3.2 Research Site  53 

3.3 Research Design   54 

 3.3.1 Population and Sample   55 

 3.3.2 Data Collection Procedure   56

  

3.4 Research Questionnaire  56 

3.5 Measure     58 

3.6 Statistical Analyses  58 

 3.6.1 Descriptive Statistic  59 

 3.6.2 Factor Analysis  59 

 3.6.3 Reliability Analysis  60 

 3.6.4 Factor Independence Analysis   60 

3.6.4.1 Correlation Analysis   60 

3.6.4.2 Regression Analysis   61 

3.7 Summary   62 

 

 

 

 

 

CHAPTER FOUR: FINDINGS RESULTS 

 

4.1  Introduction          63 

4.2  Analysis of Respondents’ Demographic Profile     63 

4.3  Descriptive Statistic         66 

4.4  Statistical Analysis         67 

 4.4.1 Exploratory of Factor Analysis       67 

 4.4.2 Correlation Coefficient Test       70 



x 

 

 4.4.3 Regression Analysis        71 

4.5 Hypothesis Testing         72 

4.5.1 Hypothesis Testing for Significant Relationship between  

Management Attitude towards Quality and Internal Customers’ 

 Satisfaction         73 

4.5.2 Hypothesis Testing for Significant Relationship between  

Working Environment towards Quality and Internal Customers’ 

 Satisfaction         73 

4.5.3 Hypothesis Testing for Significant Relationship between  

Training Opportunities towards Quality and Internal Customers’  

 Satisfaction         74 

4.5.4 Hypothesis Testing for Significant Relationship between  

Infrastructure Quality towards Quality and Internal Customers’  

 Satisfaction         75 

4.5.5 Hypothesis Testing for Significant Relationship between  

Organizational Culture towards Quality and Internal Customers’  

 Satisfaction         75 

4.5.6 Hypothesis Testing for Significant Relationship between  

Training Evaluation towards Quality and Internal Customers’  

 Satisfaction         76 

 

 

 

 

 

CHAPTER FIVE: DISCUSSION AND CONCLUSION 

5.1 Introduction          79 

5.2  Discussion of Hypothesis and Findings      79 

5.2.1 Relationship between Management Attitudes towards 

 Quality and Internal Customers’ Satisfaction     80 

 

5.2.2 Relationship between Working Environments 



xi 

 

          and Internal Customers’ Satisfaction       81 

5.2.3 Relationship between Training Opportunities                                                                 

and Internal Customers’ Satisfaction      82 

5.2.4 Relationship between Infrastructure                                                                        

Quality and Internal Customers’ Satisfaction     83 

5.2.5 Relationship between Organizational Culture                                                                     

and Internal Customers’ Satisfaction      84 

5.2.6 Relationship between Training Evaluation                                                                           

and Internal Customers’ Satisfaction       84 

5.3  Conclusion of Study         86 

5.4 Managerial Implications        87 

5.5 Recommendation         87 

5.6  Direction for Future Research       89 

5.7  Limitation of the Study        90 

 

 

BIBLIOGRAPHY          91 

 

 

 

APPENDICES 

 

 

 

 

 

 

 

 

 



xii 

 

LIST OF TABLES 

 

Table 3.1: Questionnaire Design  57 

Table 3.2: Degree of Relationship between Two Variables  61 

Table 4.1: Respondents’ Demographic Profile      64 

Table 4.2: Mean for Overall Variables       66 

Table 4.3: KMO and Barlett’s Test        67 

Table 4.4: Rotated Component Matrix (Independent Variables)    68 

Table 4.5: Rotated Component Matrix (Dependent Variables)    69 

Table 4.6: Correlation of Service Quality Management                                                                     

and Customers Satisfaction       70 

Table 4.7: Regression Results of Service Quality Management                                                              

and Internal Customer Satisfaction      71 

Table 4.8: Summary of hypothesis testing       77 

 

 

 

 

 

LIST OF FIGURE 

 

Figure 1: Conceptual Framework  34

  

 

 



1 
 

 

CHAPTER ONE 

INTRODUCTION  

 

1.1 Introduction 

 This chapter introduced the background of the research that included the 

Malaysian Scenario. Besides, this chapter discussed the problem statement, research 

objective, research question and scope of study that being used in this study. The 

significance of the study also discussed in this chapter.     

 

1.2 Background of Research 

1.2.1 Tourism 

Tourism is the activities of person travelling to and staying in places outside 

their usual environment for not more than one consecutive year for business, leisure, and 

other purposes (Rowe, Smith, & Borein, 2002).  As the comprehensive growing of 

tourism industry, tourism had become the largest business sector in the world economy 

(Mintel, 2003), the Travel and tourism industry is accountable for over 230 million jobs 

and over 10% of the gross domestic product worldwide (World Travel and Tourism 

Council, 2006).  In over 150 countries or in the ratio of four out of five countries, 

tourism is one of top five export earners. In 60 countries, tourism is the number one 
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export earners. Therefore, if tourism were a country, it would have the second largest 

economy, surpassed only by United State (WTO, 2004).  

 

1.2.2 Ecotourism 

 According to a report by The Worldwatch Institute (2005), ecotourism is one of 

the categories of tourism with the definition of the responsible travel to natural areas that 

conserves the environment and improves the welfare of local people.  Beginning in 

1990s, ecotourism has been growing 20% to 34% per year and in 2004, ecotourism was 

growing globally 3 times faster than the other tourism industry as a whole(WTO, 2004). 

Thus, based on this result of huge growing in ecotourism industry, ecotourism nowadays 

has a huge demand among the travellers. This fact had been proved when more than 

66% of the United State and Australian travellers, and 90% of British tourists, consider 

more on active protection of environment. Also, in a United Kingdom market survey, 

87% of the traveller said that their holiday travel activities should not damage the 

environment (The International Ecotourism Society, 2006). These facts had prepared 

great business opportunities for the growing in ecotourism industry.  

Nowadays, ecotourism had plays an important role in the economic development 

of a country. Within the new range of ‘green’ products and services, ecotourism claims 

to combine environmental responsibility with the generation of local economic benefits 

that will have both a development impact and serve as conservation incentives and it is 

concluded that from the whole study area, ecotourism has actually provided significant 

additional income (Wunder, 2000). Furthermore, Ecotourism is nature tourism or 
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adventure tourism has become very popular due to the greening of markets, increasing 

knowledge of the fragility of the environment, and the recognition that there is a close 

relationship between good ecology and good economy (Bjork, 2000). With the 

increasing role of tourism in the global economy and growing competition in the global 

tourism market, the importance of developing quality tourism products has been 

recognised both by the public and private tourism sectors (Augustyn, 1996).  

 

1.2.3 Customers 

 A customer is any person or organization, in the channel of distribution or 

decision by excluding the competitors. The customer’s actions can affect the purchase of 

the firm’s product and service (Capon, 2008). According to Lepla and Parker (2002), 

customers may see value in the consistency of the product performance and in the way 

they feel about the company business style and personality. Gronfeldt and Strother 

(2006) stated that customers can divide into two groups which consist of external and 

internal customers Gronfeldt and Strother (2006) added that every organization has both 

external and internal customers. Internal customers is one within the organization if self 

which is the employees. Creating the customer service strategy and designing the 

appropriate process for service delivery will depend on the characteristic of both internal 

and external of organizations.  
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1.2.3.1 External Customers 

  External customers are those buy the organization’s product and service. These 

external customers can take a variety of forms. They can be from a single individual 

who shopping in the department store to a large multinational corporation that running 

Business to Business by buying machine and equipment to the operation of the company. 

Hence, an external customer could be a person buying a service or a group of 

corporations who buying a service such as contracting for health insurance for their 

employee (Gronfeldt & Strother, 2006). Gupta (2005) said that external customers may 

different in size, segmentation, buying power and patterns, but they all subject to a 

customer’s-focused business. 

 

1.2.3.2 Internal Customers 

Gronfeldt and Strother (2006) pointed out that internal customers is the one 

within the organization if self which is the employees who are served by other employee. 

A department that provides a service to another department is taking care of one of its 

internal customers. For instance, the purchasing department has the production 

department as an internal customer when it is responsible for acquiring the part and 

materials for the assembly line. Also, Gupta (2005) states that to creates and increase the 

value of the company, it is needed to understanding and satisfying the internal customers 

needs within the organization. Therefore, the larger and more complex the organization, 

the more complicated the definition of internal customers become.  
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1.2.4 Service Quality 

Nevertheless, in today’s stormy and competitive environment, the complexity 

and globalisation of today’s competitive business environments have made quality as 

one of the most important sources of competitive advantage for the tourism business 

enterprise’s destination. Therefore, many leading quality organisations have started to 

develop opportunities to face this situation and recognized the importance to have 

efficient processes in managing quality to gain and maintain this competitive position 

(Eraqi, 1994).  Thus, it is important to make good decisions when it comes to serving 

the customers that only will success with a perfect service that provide by the internal 

customer. A differentiated customer experience is critical for business success. Tourism 

companies that consistently deliver positive customer experiences across all touch points 

Marketers in the hospitality industry have to face interesting challenges to offer great 

tourist experience and develop long-term customer relationships (Purcarea & Ratiu, 

2009).  

 

In the last decade of service quality research, Parasuraman, Zeithaml, and Berry 

(1985) have stated that excellent service is a profitable strategy because it can bring 

more new customers, more business with existing customers, more insulation from price 

competition, and fewer the mistakes regarding to the performance of services. Backman 

& Veldkamp (1995) stated that quality of service is a necessary factor involved in a 

service provider’s ability to attract more customers. Unlike the quality of goods, which 

may be measured objectively by such indicators as durability and number of defects, 

service quality is an elusive construct that is difficult to measure (Crosby, 1979). In 
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addition, service quality is also a way of thinking about how to satisfy customers so that 

they hold positive attitudes toward the service they have received (Ostrowski, O’Brian, 

& Gordon 1993). More to the point, Mackay and Crompton (1990) defined service 

quality as “the relationship between what customer’s desires from a service and what 

they perceive that they receive”. 

 

On the other hand, much of the prior work on service quality has focused 

primarily on consumer markets. In reality, a number of leading contemporary authors in 

the fields of quality improvement and leadership have asserted that internal service 

quality is one of the most important and least understood concepts in modern business 

(Albrecht, 1990; Berry, 1995; Cespedes, 1995).Organizational units should provide a 

high level of service quality to internal customers for some of the same reasons they 

provide it to external customers – more effective performance, lower waste, and lower 

costs. And, according to the service-profit chain concept, improvements in internal 

service quality also should be expected to result in improved external service quality 

(Hart, 1995; Heskett et al., 1994).  

 

1.2.5 Internal Customer Satisfaction 

 Internal customer satisfaction (employee) has become a vital issue in the last two 

decades. According to Kaplan and Norton (1996) the management concepts such as the 

balanced Scorecard, Total Quality Management, Intangible Assets Navigator, and so on 

highlight its role as a key for firm to success. Improving internal customer satisfaction 

not only can increase company profits, but also facilitates company development 
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(Dubrovski, 2001).  Nebeker (2001) mention that previous studies have proposed that 

employees are the greatest assets of a company, and that satisfied customers must satisfy 

employee requirements. Nebeker (2001) points out that employee satisfaction influences 

organisational performance as much as customer satisfaction. If the employees are 

satisfy the current working environment they are willing to cooperate with the 

organization in order to accomplish the business goals. 

 

1.2.6 The Malaysian Scenario  

Tourism is currently the second highest contributor to Malaysia’s Gross 

Domestic Product (GDP) after manufacturing. Malaysia has grown by leaps and bounds 

in ecotourism industry since the early 1990’s. (Amran, 2004).  Besides, Badaruddin 

(2002) from Universiti Sains Malaysia stated that tourism is fast becoming the second 

most important sector for Malaysian economy.  Badaruddin (2002) stated that although 

there is a scare of the September 11, 2001 attack on the United States and global 

economic downturn, there are still over 12.7 million tourists visited Malaysia in year 

2001, generating over RM24 Billion revenue to the economy, an RM7 Billion jump 

compared to the figure of 2000. Hence, Malaysian tourism had enjoyed quite an 

impressive average growth of 9.26% between 1981 and 2000.  

 

According to Daud (2994), tourism is a growing sector and gaining importance 

in the Malaysian economy. In 1999, about 7.9 million foreign tourists visited the country 
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generating some RM13.4 billion in foreign exchange earnings. The majority of the 

foreign travellers were from neighbouring Asian and Pacific countries such as Singapore, 

Japan and China. Also, the country is making a concerted effort to further develop the 

industry as a whole, including the ecotourism sector. The country has also embarked on 

a plan to promote the country as a tourist destination in other markets and by hoping that 

the number of tourists from the Gulf countries, India, Europe, USA and Australia will 

increase in the coming years (Daud, 2004).  

 

Besides, Malaysia identifies ecotourism as one form of tourism to be expanded 

and sustained. This was mainly due to the fact that ecotourism was recognized to grow 

faster than any other form of tourism (Daud, 2004). Malaysia is indeed blessed with a 

wide range of natural and cultural assets that makes ecotourism a highly beneficial, 

feasible, sustainable and long-term form of tourism. The Best Ecotourism Destination 

award that Malaysia won at the TravelWeekly (Asia) Industry Award 2008 held in 

Singapore was the second time in a row that Malaysia was honoured (Tourism Malaysia, 

2008). It was a significant achievement for a country that prided itself for its natural 

attractions and unique geographical layout.  

 

However, in the complexity and globalization of today’s competitive business 

environments have made quality as one of the most important sources of competitive 

advantage for the tourism business enterprise, and destination. A research done by 

Kandampully (1997) in Malaysia claims that, in order to attract more local and foreign 

travellers visit Malaysia’s ecotourism destinations, the ecotourism industry have to 
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concentrate more on the quality of the services that are providing to the tourists. As 

tourists participate in the production and consumption of services they interact 

intimately with various aspects of the firm. This inside knowledge presents them with 

the opportunity to assess services critically, in particular the quality of service. 

Consequently, quality of service has become a factor important in the overall tourism 

experience, and one which ultimately dictates the success of the tourism business 

(Kandampully, 1997). 

 

Hence, internal customers play an important role in service quality development 

of ecotourism industry in Malaysia. Prior studies have shown that employees can be an 

important source of competitive advantage if aligned with the strategy and the culture of 

the firm (Khatri, 1999; Poole and Jenkins, 1997). In fact, such a competitive advantage 

might make the tourism destination superior to the others, thereby transforming it into 

the most attractive for potential travellers who visit tourism destinations in Malaysia 

(Gomezelj and Mihalic, 2008). 

 

Nevertheless, there are cases happened in Malaysia shown that there is service 

failure in the tourism industry of Malaysia. For instance, in a research of assessed the 

expectations and perception of foreign and local tourists towards service quality in 

Malaysia’s hospitality in tourism industry found that, as a whole, the tourist’s 

perceptions and expectations of service quality provided were lower than their 
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expectation (Mey, Akbar, and Fie, 2006). This issues shown that there some error 

occurred in the service delivery process of tourism industry in Malaysia.   

 

1.3 Problem Statement  

The last 20 years have seen a dramatic grow in tourist’s awareness of the concept 

of product quality. As the private sector has found that high-quality products are 

demanded by tourist and are an important component of market advantage, the public 

sector has lagged behind in this area. Most ecotourism destination’s management give 

scant attention to visitor use quality (Eagles, 1995). 

 

A widespread problem in ecotourism is the assurance of information accuracy, 

the quality interpretation, and the levels of safety, the operational integrity and of 

adherence to impact rules. Tourists look for such assurance, and any deficiency in these 

areas can seriously inhibit their intention in visiting that particular ecotourism 

destination (Eagles and Elke, 1994). Hence, these problems will definitely influence the 

overall performances of the organization.    

Also, many park agencies are reluctant participants in the tourism business. 

Majority of managers (internal customers) trained in resource management. Few have 

professional education in tourism, finance or marketing. As a result, the development of 

tourism policy has often been reactive with a weak conceptual and policy basis (Eagles, 

1995). This situation shown that some of the ecotourism industry managements are lack 

of skills and knowledge in manage the ecotourism business.  
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Moreover, Sournia (1996) has contrasts the management of park tourism in 

Africa. Sourina (1996) points out that even with significant natural resources in Africa, 

the tourism levels are low. The reasons for the lower levels include less visible wildlife 

concentrations, weak national transportation networks, inefficient hotel facilities, poorly 

trained tourism staff, weak marketing and a lack of tourism infrastructure in the 

ecotourism destination. Due to these limitations, the service quality of the ecotourism 

destination had been seriously affected. 

 

However, to solve this problem, the management have to focus more on the 

quality of the services that is provided to the tourists. The satisfaction of the internal 

customer which is the staff of the management is an important aspect for service 

organizations and is highly related with service quality (Spreng & MacKoy, 1996). 

Dotchin and Oakland (1994) suggest that to better understand service quality, it is 

important to consider employees as determinants of quality. Therefore, this study 

endeavours to evaluate the internal customer overview related to service quality of 

ecotourism destination. 
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1.4 Research Objective 

 

The study is conducted to achieve the following objectives which is the general 

objective and specific objective.  

 

I. General objective 

 

To examines the internal customer’s (employee) satisfaction towards service 

quality at ecotourism destinations. 

 

II. Specific objective 

 

To examine the most influential of service quality perception by determine the 

relationship between the satisfactions of internal customers (employee) towards service 

quality management at ecotourism destinations.   

 

 

 

 

 


