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Abstract
Marketers want to offer pleasurable experiences to the customers across channels, not
only better services. This research brings an understanding of customer experience quality in hotel operations. This study adopted customer experience scale and examined its
effect on customer satisfaction, brand loyalty and word-of-mouth in hotel industry. Results showed significant influence of customer experience dimensions on customer satisfaction. Customer satisfaction influences both brand loyalty and word-of-mouth, and the
indirect effect of customer satisfaction on word-of-mouth through brand loyalty is much
strong. On the whole, this study extends the applicability of customer experience quality
scale in hotel operations, which makes marketers to think about the different touch points
during customer interaction with the hotel brand.
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Introduction
With the introduction of idea to see
customer as rational and emotional decision maker, studies have directed their
efforts in understanding customer experience in different sectors. Despite this
growing significance of customer experience measurement in the hospitality
and tourism industry, literature does not
find much customer experience related

researches in this industry (Ritchie &
Hudson, 2009). Further, due to globalization a rapid growth has been observed
in the hospitality industry that also demands research in this area. Therefore,
this study focuses on understanding the
importance of customer experience quality in the hotel industry in Taiwan.
We adopted customer experience
quality (EXQ) scale (Maklan & Klaus
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2011) to predict key consumer behavioral outcomes that are customer satisfaction, word-of-mouth and brand loyalty.
EXQ scale offers better measurement of
customer experience. They give rise to
three questions: (1) Does customer experience really matters in developed
economy like Taiwan, (2) Is EXQ scale
provides better measurement in hotel
industry, a highly experiential service
industry? And (3) Does it adds to our
knowledge of research based on customer experience and its outcomes in
Taiwanese market? This study examine
EXQ in hotel industry to deal with the
generalizability issue and examine
EXQ’s influencing strength against key
consumer behavioral outcomes - wordof-mouth, customer satisfaction and
brand loyalty.
Literature Review
Service quality measures received
global attention, but recent service quality researches has shown criticism due to
its large focus on transaction specific
assessment (Voss et al., 2008). Customer
experience incorporates service quality
definition along with the objective to
refine static measurement of service
quality (Berry et al., 2002). Customer
experience is an observation of a journey
that precedes service encounters, passes
through service deliver and continues
even after delivery of services (Berry et
al., 2002). Before service delivery or
purchase, customer experiences direct or
indirect communications made by a firm
and receives word-of-mouth from other
customers (Kwortnik & Ross 2007).
Customer experiences the context of ap-

proaching the organization, like the
journey to a retailer (Gilmore & Pine,
2002) or the contact through website
medium (Sautter et al., 2004). Physical
environment contacts also offer experiences to the customer (Pullman & Gross
2004). After delivery of services, customer consumes the product/service that
constitutes consumption experiences
(Woodruff, 1997).
Studies argued the conceptual difference between customer experience
and service quality (Klaus & Maklan,
2007), and developed new measurement
for it (Klaus & Maklan, 2012). According to Klaus and Maklan (2012), measure of experience incorporates feelings
and emotions that bring its scope broader
than that of service quality measures.
Literature provides better understanding
of customer experience through some
definitions. As, Meyer and Schwager
(2007) define customer experience as
“customers’ internal and subjective response to any direct or indirect contact
with the company across multiple touch
points”. Gentile et al. (2007, p. 397)
stated that “customer experience originates from a set of interactions between
a customer and a product, a company, or
part of its organization, which provoke a
reaction. This experience is strictly personal and implies the customer’s involvement at different levels (rational,
emotional, sensorial, physical, and spiritual)”. Klaus and Maklan (2013) viewed
customer experience as “the customer’s
cognitive and affective assessment of all
direct and indirect encounters with the
firm relating to their purchasing behavior”. In the words of Lemke et al. (2011),
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customer experience is conceptualized as
“the customer’s subjective response to
the holistic direct and indirect encounter
with the firm, and customer experience
quality as its perceived excellence or
superiority”.
This study concentrates measures the
effect of customer experience on key
consumer behavioral outcomes: customer satisfaction, word-of-mouth and brand
loyalty. There are two reasons two
choose these outcomes. First, studies
have suggested the crucial role of customer experience in predicting the customer satisfaction, word-of- mouth and
brand loyalty (Puccinelli et al., 2009).
Second, literature has not verified the
explanatory power of EXQ scale in developing country like India as well as in
hotel industry, which we have chosen.
Studies only examined the EXQ scale in
predicting customer satisfaction, brand
loyalty and word-of-mouth in banking
industry and found significance of the
scale.
Customer satisfaction and customer
experience are distinct constructs and
shows a contributory relationship with
each other. Caruana (2002) proposed
customer satisfaction and brand loyalty
as an outcome customer experience.
Customer experience brings customer
satisfaction which subsequently resulted
into brand loyalty (Shankar et al., 2003).
Furthermore, better experiences leads to
positive feelings and emotions due to
that consumer want to repeat these experiences that not only influence satisfaction of the customer but also results into
brand loyalty. Studies put forward the

significant impact of experiences on
brand loyalty through customer satisfaction (Klaus & Maklan, 2013). Therefore,
the present study examined the direct
influence of customer experience quality
dimensions on customer satisfaction,
brand loyalty and word-of-mouth, and
also measures indirect influence of customer satisfaction on word-of-mouth
through brand loyalty.
Furthermore, studies explained the
influence of customer experience on
customer satisfaction, loyalty
and
word-of-mouth (Babin et al., 2005; Voss
et al., 2008) in several contexts. More
specifically, Maklan and Klaus (2011)
and Klaus and Maklan (2013) measured
the role of customer experience in generating positive word-of-mouth for
banking services, and for mortgages,
fuel and service station and retailing of
luxury goods respectively. Thus, based
on above discussion from the literature,
this study hypothesized the following
statements:
H1: Peace of mind positively influences
customer satisfaction.
H2: Moments-of-truth positively influence customer satisfaction.
H3: Outcome focus positively influences
customer satisfaction.
H4: Product experience positively influences customer satisfaction.
H5: Customer satisfaction positively influences brand loyalty.
H6: Customer satisfaction positively influences word-of-mouth.
H7: Brand loyalty positively influences
word-of-mouth.
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In the present study, we examine the
Klaus and Maklan’s (2013) scale of customer experience quality (EXQ)
(Peace-of-mind, moments-of-truth, outcome focus and word-of-mouth) to validate our hypothesis in hotel industry, a
highly experiential industry (Gillmore &
Pine, 2002). This study has been conducted in Taiwanese context, which is
not explored yet.
Methodology
We performed an empirical study to
examine the impact of customer experience quality dimensions on customer
satisfaction, word-of-mouth and brand
loyalty in hotel industry.
The sample comprises 326 respondents (hotel guests) from the Taipei and
Taichung districts in Taiwan that attracts
both national and international tourists.
We collected data through a printed
questionnaire distributed to hotel customers. An online questionnaire copy
also forwarded to those who were not
interested to fill questionnaire at that
moment by taking their mail IDs. We
received good response through online
questionnaires.
Item were generated from the previous literature on customer experience
quality scale, loyalty, customer satisfaction and word-of-mouth. For customer
experience we adopted 19 items of the
EXQ scale (Klaus & Maklan, 2013) with
the four identified dimensions: product
experience, moments-of-truth, outcome
focus and peace-of-mind. Product experience is an antecedent of loyalty and

plays an important role in consumer behavior modelling. Product experience
refers to the experience develop from the
features and range of different product
offerings. Outcome focus reflects the
significance of goal-oriented experiences
and related with the reduction in customer’s transaction cost, for instance
customer seeks any particular service as
soon as possible. Moments-of-truth
based on the flexibility (Liljander &
Strandvik, 1993) and service recovery,
when complications arise with the customer. Customer forms an experience
during these moments-of-truth and that
become not only long lasting but also
influence consumer buying decisions.
Peace-of-mind dimension is related with
the emotional side of services (Klaus &
Maklan, 2011; Liljander & Strandvik,
1993) and incorporates the evaluation of
all the touch points with the services offered, these touch points can be occur
pre-purchase, during purchase and post
purchase of the service.
For measuring customer satisfaction,
five items were taken from the study of
Dagger et al. (2007). Brand loyalty was
measured with three items, employed by
Nyvseen et al. (2013) in measuring
brand loyalty for the services. Word-ofmouth construct measurement was based
on the seven items developed by Brown
et al. (2005).
Respondents were asked regarding
their customer experience using a
7-point Likert scale (1=strongly disagree, 7=strongly agree) on each scale
item. The obtained 326 qualified responses were analyzed through the
273

The International Journal of Organizational Innovation
Volume 13 Number 2, October 2020

2020-1114 IJOI
https://www.ijoi-online.org/

Table 1 Hypothesized relationship
Hypothesis

H1
H2
H3
H4

H5
H6
H7

Hypothesized relationship
Relationships between EXQ dimensions and customer
satisfaction
Product experience → Customer satisfaction
Outcomes focus → Customer satisfaction
Moments-of-truth → Customer satisfaction
Peace-of-mind → Customer satisfaction
Relationships of customer satisfaction with loyalty and
of-mouth
Customer satisfaction → Loyalty
Customer satisfaction → Word-of-mouth
Customer satisfaction → Loyalty → Word-of-mouth

statistical software SPSS 20.0 and
AMOS 22.0. Our sample size is in accordance with the stated requirements.
Results
Prior of hypothesis testing, measurement items were tested for their reliability and validity. The psychometric
properties of the scale items were analyzed through the confirmatory factor
analysis. All of the variables have composite reliability above 0.6. In order to
confirm convergent validity, we identified factor loading of each item and resulted above 0.5. On the whole, measurement model was looked for goodness
of fit and found satisfactory
(χ2 (df) =2,750.76 (714); χ2/df = 3.85;
CFI = 0.91; IFI= 0.91; RMSEA= 0.07;
RMR = 0.02). After confirming the psychometric properties of the measurement

Standard path
estimates

Decision

0.34
0.24
0.33
0.38

Supported
Supported
Supported
Supported

0.59
0.41
0.66

Supported
Supported
Supported

scale, we looked at the structure of the
model.
To assess the parameters of the
structural model, this study employed
structural equation approach through
AMOS 20. The structural model named
EXQ dimensions (i.e. peace-of-mind,
moments-of-truth, product experience
and outcome focus) as exogenous constructs. These constructs were particularly related to the customer satisfaction
construct, which is related to final construct (brand loyalty and word- ofmouth). Overall acceptability of structure model was analyzed through goodness-of-fit statistics, which showed good
fit with the data: χ2 (df) = 244.17 (16); χ
2/df=15.26;
CFI=0.93;
IFI=0.93;
RMSEA=0.12; RMR=0.03; GFI=0.92. A
detail about the hypothesized paths is
reported in Table 1.
Empirical analysis provides support
for the relationships between customer
experience dimensions and customer
satisfaction as hypothesized through
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H1-H4 (see Table 1). Peace -of-mind is
significantly related to customer satisfaction (β = 0.61, p < 0.01). Moments-of-truth is significantly related to
customer satisfaction (β=0.44, p < 0.01).
Outcome focus is significantly related to
customer satisfaction (β = 0.31, p <
0.01). Product experience is significantly
related to customer satisfaction (β =
0.26, p < 0.01).
As hypothesized through H5-H7, a
significant relationship examined among
customer satisfaction, brand loyalty and
word-of-mouth. These relationships
were empirically supported.
While discussing the both direct and
indirect relationship strengths in the
model, customer satisfaction was found
to have a greater total effect on brand
loyalty (β = 0.59, p < 0.01) in comparison to positive impact on word-of-mouth
behavior (β =0.41, p < 0.01). Indirect
effects were analyzed by model ling
brand loyalty as a mediator between
customer satisfaction and word-ofmouth (see Table 1). The total indirect
effect on word-of-mouth through brand
loyalty is 0.66.
Conclusions
Customer experience management is
considered as an important issue in today’s highly competitive environment in
service organizations. In this study, we
looked the service settings in the hotel
operations from customer perspective to
gain an insight of the customer experience construct and its effect on key consumer behavioral outcomes. Here, we

discuss the findings, and implications for
the theory and practice.
Findings of our study confirm the
positive and significant influence of all
four customer experience quality (EXQ)
dimensions on consumer behavioral
outcomes. It validates that customer
evaluation is not only based on service
encounters, but also includes every touch
point with an organization. Examination
of each customer experience quality dimension’s effect on the consumer behavioral outcomes, show that moments-of-truth and product experience
have almost equal significance. However,
outcome focus shows least effect on
customer satisfaction. The most influential dimension is peace-of-mind, which
shows strong effect on customer satisfaction. Results highlights a significant
impact of customer satisfaction on loyalty and word-of- mouth, which means
that providing pleasurable experiences to
the customer at hotel makes a customer
satisfied as well as generate positive-word-mouth for the organization.
The indirect effect of customer satisfaction on word -of-mouth through
loyalty shows strong positive relationship. Thus, a satisfied customer though
the pleasurable and well managed experiences generally generates positive
word-of-mouth about the organization.
Customer experience measure is a much
better construct that comprise both direct
and indirect interactions of a customer
with the service organization. For instance, a customer can show satisfaction
with the hotel operations, which does not
imply that his/her overall experience was
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satisfactory. Overall experience comprises every touch point, from searching
of the room to checking out. For instance,
customer experience also assesses the
guest-to-guest interaction, which includes their behavior for each other.
Therefore, measuring customer experience with the service organization provides better scope to measure consumer
behavior.

ence dimensions can be helpful to managers in crafting and executing strategies
that have the most positive effect on
consumers’ behavior. Consequently, this
will allow organizations to manage customer experience properly that ultimately results into customer satisfaction, loyalty and positive word-of-mouth. Furthermore, this study establishes a direct
linkage between firms marketing inputs
and their consumer behavioral outcomes.
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