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ABSTRACT 

 
Customer satisfaction and loyalty are 
essential for sustaining competitiveness in 
the home appliance industry, particularly 
within rental-based service models. Despite 
COWAY’s strong presence in Malaysia, 
limited research has examined the factors 
that influence customers’ evaluations of its 
products and services. This study 
investigates the effects of product quality, 
service quality, customer support, and price 
and value perception on customer 
satisfaction and loyalty among COWAY 
customers in Malaysia. A quantitative 
approach was employed using survey data 
collected from 122 COWAY customers. The 
data were analyzed using descriptive 
statistics and multiple regression analysis. 
The results show that service quality (b = 
0.252, p < 0.05) and price and value 
perception (b = 0.288, p < 0.05) have 
significant positive effects on customer 
satisfaction and loyalty. In contrast, product 
quality and customer support do not have 
significant effects. The model explains 
28.7% of the variance in customer 
satisfaction and loyalty. The findings 
suggest that customers place greater 
importance on service experiences and 
perceived value than on product-related 
attributes alone. The study offers practical 
insights for strengthening service quality 
and enhancing customer value to support 
long-term satisfaction and loyalty. 
 
Keywords: Customer Loyalty; Customer 
Satisfaction; Home Appliance Industry; 
Price and Value Perception; Service Quality 
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INTRODUCTION 
 
The home appliance industry has become increasingly competitive as companies 
continuously introduce new technologies, products, and service innovations to meet 
evolving customer expectations. In such a dynamic environment, customer satisfaction 
and loyalty have emerged as important indicators of long-term business success. While 
product performance remains essential, customers today also evaluate the overall 
service experience, including maintenance support, responsiveness, and the value they 
receive from a company’s offerings. As a result, organizations must focus not only on 
delivering high-quality products but also on creating positive customer experiences 
throughout the entire service journey. Customer satisfaction is closely linked to a 
company’s ability to adapt to changing consumer needs and market trends (Krotova & 
Yin, 2023). Furthermore, innovation has become a necessity rather than an option, 
serving as a source of competitive advantage in the home appliance industry (Lahovnik 
& Breznik, 2014; Shafiee & Arman, 2025). 
 
One company that has successfully differentiated itself through both product and service 
innovation is COWAY. Founded in South Korea in 1989, COWAY specializes in well-
being products such as water purifiers, air purifiers, bidets, and mattresses. The 
company is widely recognized for its rental-based business model, which combines 
product ownership with continuous maintenance and customer support services. 
Through its “Cody” service system, trained service personnel provide regular 
maintenance and product inspections to ensure consistent performance and customer 
satisfaction. COWAY has expanded its operations internationally, including Malaysia, 
where it has established a strong market presence and achieved leadership in the water 
purifier segment (Nguyen et al., 2024). The company’s success highlights the growing 
importance of integrating product quality with service excellence to create sustainable 
customer relationships. 
 
Despite COWAY’s strong market position, customer satisfaction and loyalty remain 
important challenges in a highly competitive marketplace. Customers may evaluate their 
experiences based on multiple factors, including product quality, service quality, 
customer support, and perceptions of price and value. Although previous studies have 
examined customer satisfaction in the broader home appliance industry (Uzir et al., 
2020), limited attention has been given to understanding these factors within COWAY’s 
unique rental-based service ecosystem. Existing research has often focused on 
technical product performance, energy efficiency, or comparisons among appliance 
brands (Bakare et al., 2023), while relatively few studies have explored how product-
related and service-related factors collectively influence customer satisfaction and loyalty 
among COWAY customers. Consequently, there remains a need for empirical evidence 
that explains which factors play the most important role in shaping customer evaluations 
within this service-oriented business model. 
 
Drawing upon Expectation-Confirmation Theory (ECT), this study examines customer 
satisfaction and loyalty as outcomes of customers’ evaluations of product and service 
performance. According to ECT, satisfaction develops when actual experiences meet or 
exceed prior expectations, whereas dissatisfaction occurs when performance falls short 
of expectations (Lin et al., 2009). In the context of COWAY’s rental-based model, 
customers continuously evaluate not only product performance but also service 
interactions, maintenance experiences, and the value obtained from their subscription. 
Therefore, ECT provides a suitable theoretical foundation for understanding how product 
quality, service quality, customer support, and price and value perception influence 
customer satisfaction and loyalty. 
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Accordingly, this study aims to examine the effects of product quality, service quality, 
customer support, and price and value perception on customer satisfaction and loyalty 
among COWAY customers in Malaysia. By integrating these factors into a single 
analytical framework, the study contributes to the customer satisfaction literature within 
the home appliance industry and extends the application of ECT to a rental-based 
service context. The findings are expected to provide practical insights for COWAY and 
other service-oriented appliance providers seeking to strengthen customer satisfaction, 
enhance loyalty, and maintain a sustainable competitive advantage. 
 

LITERATURE REVIEW 
 
Hypotheses Development 
Product Quality 
Product quality refers to a product’s ability to perform its intended functions consistently 
and reliably while meeting customer expectations (Rahmayani et al., 2024). In the home 
appliance industry, product quality is often evaluated through durability, functionality, 
safety, and overall performance. According to Ahmed et al. (2020), Huang et al. (2015), 
and Praveena et al. (2024), increasing urbanization and concerns regarding water quality 
have contributed to growing demand for reliable water purification systems in Malaysia. 
As consumers become more aware of health and safety issues, they place greater 
emphasis on products that can effectively address these concerns. 
 
COWAY has established a strong position in the Malaysian market by offering water 
purification products that incorporate advanced filtration technologies and continuous 
product innovation. The company’s use of reverse osmosis (RO) technology and its 
focus on product reliability have strengthened consumer confidence in its offerings. High-
quality products reduce performance uncertainty and increase customers’ confidence in 
their purchase decisions, thereby contributing to positive customer evaluations. 
 
From the perspective of ECT, customer satisfaction develops when product performance 
meets or exceeds customer expectations (Lin et al., 2009). Previous studies have 
reported that product quality positively influences customer satisfaction because 
customers tend to evaluate products based on their effectiveness, durability, and ability 
to deliver expected benefits (Uzir et al., 2020). Therefore, product quality remains an 
important factor in shaping customer evaluations of home appliance brands. 
 
H1: Product quality has a significant positive effect on customer satisfaction and loyalty. 
 
Service Quality 
Service quality reflects customers’ evaluations of how effectively a company delivers 
services before, during, and after product usage (Nursalim et al., 2025; Widiarti et al., 
2025). In service-oriented business models, service quality extends beyond product 
performance and includes responsiveness, reliability, professionalism, and consistency 
of service delivery. COWAY’s service strategy emphasizes continuous customer care 
through its “Cody” service system, where trained personnel conduct regular 
maintenance, sanitation, and performance checks to ensure product effectiveness (Lee, 
2023). 
 
The company has also incorporated technological innovations such as Internet of Things 
(IoT)-based monitoring systems and digital communication channels to improve service 
responsiveness and customer convenience. These initiatives allow potential issues to be 
identified and addressed before they affect customers, thereby enhancing service 
reliability and customer confidence. 
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Prior research suggests that service quality is one of the most important determinants of 
customer satisfaction because it directly influences customers’ service experiences and 
perceptions of value (Ahmed et al., 2023; Marcos & Coelho, 2022; Samufro et al., 2020). 
Consistent service interactions help reduce uncertainty, reinforce trust, and strengthen 
customers’ overall evaluations of a company (Singh et al., 2023). In subscription-based 
and service-intensive industries, customers often place substantial importance on 
service reliability because it affects their long-term experience with the product and the 
brand. Consequently, higher levels of service quality are expected to contribute positively 
to customer satisfaction and loyalty. 
 
H2: Service quality has a significant positive effect on customer satisfaction and loyalty. 
 
Price and Value Perception 
Price and value perception refers to customers’ evaluation of whether the benefits 
received from a product or service justify the costs incurred. Consumers generally 
assess value by comparing the quality, performance, and service benefits obtained 
against the monetary sacrifices required. According to Ayub and Kusumadewi (2021), 
customers are more likely to develop favorable attitudes toward a brand when they 
perceive that the value received exceeds the costs paid. 
 
For premium brands such as COWAY, customers do not evaluate price solely in 
monetary terms. Instead, they consider broader benefits such as product reliability, 
health-related advantages, service consistency, and long-term convenience. Strong 
value perception enables companies to maintain premium pricing while sustaining 
customer satisfaction and continued demand. COWAY’s ability to maintain a positive 
brand image and consistent product performance contributes to favorable value 
perceptions among consumers. 
 
Furthermore, Blut et al. (2024) and Gurtner & Starovicova (2026) argue that perceived 
value encompasses both functional and symbolic benefits. Consumers may choose 
premium products not only because of their practical utility but also because of the 
prestige and confidence associated with the brand. Similarly, Abid et al. (2024) and 
Monfort et al. (2025) emphasize that positive value perceptions encourage favorable 
customer experiences and strengthen long-term customer relationships. Therefore, 
customers who perceive greater value from COWAY’s products and services are more 
likely to report higher levels of satisfaction and loyalty. 
 
H3: Price and value perception have a significant positive effect on customer satisfaction 
and loyalty. 
 
Customer Support 
Customer support represents the assistance provided by a company to customers before 
and after purchase, including problem resolution, technical guidance, and service 
communication (Sheth et al., 2023). According to Singh et al. (2023), customer support 
contributes to customers’ overall evaluations through dimensions such as 
responsiveness, reliability, and assurance. Effective customer support helps customers 
resolve issues efficiently and reduces uncertainty regarding product usage and 
maintenance. 
 
Research has consistently demonstrated that responsive and reliable customer support 
contributes positively to customer satisfaction, particularly in industries involving ongoing 
service interactions. Suhartanto et al. (2018) found that customers are more satisfied 
when service personnel provide timely assistance, demonstrate competence, and 
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communicate effectively. These interactions strengthen customer confidence and 
improve perceptions of service reliability. 
 
In the context of COWAY, customer support plays an important role because the 
company’s products require periodic maintenance, filter replacement, and occasional 
technical assistance. Every interaction between customers and service representatives 
contributes to the overall customer experience. Effective support services can reinforce 
positive perceptions of the brand and increase satisfaction by ensuring that customer 
concerns are addressed promptly and professionally (Singh et al., 2023). 
 
H4: Customer support has a significant positive effect on customer satisfaction and 
loyalty. 
 
Conceptual Framework 
Figure 1 presents the conceptual framework of this study. Drawing upon ECT, the 
framework proposes that product quality, service quality, price and value perception, and 
customer support influence customer satisfaction and loyalty among COWAY customers 
in Malaysia. The framework assumes that customers evaluate both product-related and 
service-related experiences when forming overall judgments regarding their satisfaction 
and loyalty toward the brand. 
 
Figure 1. Research Framework 

 
 

RESEARCH METHOD 
 
Sampling 
This study adopts a quantitative research approach to examine the factors influencing 
customer satisfaction and loyalty toward COWAY products and services in Malaysia. 
Quantitative research is appropriate because it enables researchers to systematically 
measure customer perceptions and evaluate the relationships among variables using 
statistical analysis (Sekaran & Bougie, 2020). The study focuses on existing COWAY 
customers who have direct experience with the company’s products, maintenance 
services, and customer support system. 
 
The target population consists of COWAY customers in Malaysia who use one or more 
of the company’s products, including water purifiers, air purifiers, bidets, mattresses, and 
other home appliance solutions. These customers represent an appropriate population 
because they regularly interact with COWAY’s rental-based service model and are 
therefore capable of evaluating product quality, service quality, customer support, and 
price and value perception. The unit of analysis in this study is the individual customer, 
as customer satisfaction and loyalty are formed through personal experiences and 
evaluations of the company’s offerings. 
 
A purposive sampling technique was employed to ensure that respondents possessed 
relevant experience with COWAY products and services. Purposive sampling is 
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commonly used when researchers seek information from respondents who meet specific 
selection criteria and can provide meaningful insights related to the research objectives 
(Saunders et al., 2019). To qualify for participation, respondents were required to be 
current users of COWAY products and services. This criterion helped ensure that the 
collected responses reflected actual customer experiences rather than general 
perceptions of the brand. 
 
A total of 122 valid responses were obtained and included in the analysis. The 
respondents represented diverse demographic backgrounds in terms of age, gender, 
ethnicity, income level, and duration of product usage. Such diversity provides a broader 
understanding of customer experiences and perceptions within the Malaysian market. 
Furthermore, respondents reported using various COWAY products, indicating familiarity 
with both the company’s products and service ecosystem. Consequently, the sample 
was considered suitable for evaluating the determinants of customer satisfaction and 
loyalty toward COWAY. 
 
Data Collection 
Primary data were collected through a structured online questionnaire distributed to 
eligible respondents using digital communication platforms. The questionnaire method 
was selected because it allows data to be collected efficiently from a relatively large 
number of respondents while ensuring consistency in measurement across participants 
(Malhotra, 2019). The online format also enabled respondents from different locations 
within Malaysia to participate conveniently. 
 
Prior to completing the questionnaire, respondents were asked to confirm that they were 
current users of COWAY products or services. This screening process was conducted 
to ensure that participants possessed sufficient knowledge and experience to evaluate 
the constructs examined in the study. Participation was entirely voluntary, and 
respondents were informed that their responses would be used solely for academic 
purposes. 
 
The questionnaire remained accessible for an adequate period to allow respondents to 
complete it at their convenience. To encourage honest and unbiased responses, no 
personally identifiable information was collected. Respondent anonymity and 
confidentiality were maintained throughout the data collection process. The use of an 
online survey was also cost-effective and facilitated the collection of customer 
perceptions regarding product quality, service quality, customer support, price and value 
perception, and customer satisfaction and loyalty. 
 
Measures 
The research instrument consisted of structured measurement items designed to assess 
the constructs included in the conceptual framework. All measurement items were 
adapted from concepts widely discussed in the customer satisfaction and service quality 
literature. The questionnaire was organized into demographic questions and construct 
measurement items. 
 
Product Quality was measured through items assessing customers’ perceptions of 
product reliability, performance, durability, and overall effectiveness. These items 
captured respondents’ evaluations of whether COWAY products consistently fulfilled 
their intended functions and met customer expectations. 
 
Service Quality was measured through items related to service reliability, 
responsiveness, professionalism, and the overall quality of maintenance services 
provided by COWAY. Particular attention was given to customers’ experiences with the 
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company’s Cody service system, which forms a central component of COWAY’s service 
delivery model. 
 
Customer Support was measured using items that evaluated the effectiveness of 
communication channels, responsiveness to customer inquiries, problem resolution 
capability, and the quality of after-sales assistance. These measures reflected 
customers’ experiences when interacting with COWAY representatives regarding 
maintenance scheduling, technical support, and service-related issues. 
 
Price and Value Perception was measured through respondents’ evaluations of price 
fairness and their perceptions of whether the benefits received from COWAY products 
and services justified the costs incurred. The items assessed the extent to which 
customers perceived value in relation to product performance, service quality, and long-
term benefits. 
 
Customer Satisfaction and Loyalty were treated as a single dependent construct 
representing customers’ overall evaluations of their experiences with COWAY. The 
construct included items measuring overall satisfaction, willingness to continue using 
COWAY products and services, and willingness to recommend the brand to others. 
Combining satisfaction and loyalty into a single construct reflects customers’ overall 
assessment of their relationship with the company and is consistent with the objective of 
examining factors that contribute to positive customer outcomes. 
 
All items were measured using a five-point Likert scale ranging from 1 (“strongly 
disagree”) to 5 (“strongly agree”). The Likert scale was selected because it provides a 
simple and effective method for measuring attitudes, perceptions, and levels of 
agreement (Likert, 1932). The collected data were subsequently analyzed using 
descriptive statistics, reliability analysis, correlation analysis, and multiple regression 
analysis to evaluate the relationships between the independent variables and customer 
satisfaction and loyalty. Reliability was assessed using Cronbach’s alpha to examine the 
internal consistency of the measurement scales, while regression analysis was 
employed to determine the relative influence of each predictor on the dependent variable. 
 

RESULTS 
 
Table 1. Summary of Respondents’ Demography (N=122) 

Response Frequency Percentage (%) 

Age 

21 - 30 years old 21 9.5 

31–40 years old 33 14.9 

41–50 years old 34 15.3 

Above 50 3 1.4 

Below 20 26 11.7 

Gender 

Female 77 34.7 

Male 37 16.7 

Prefer not to say 3 1.4 

Ethnic 

American 1 0.5 

Bumiputera Sarawak 1 0.5 

Chinese 25 11.3 

India 2 0.9 

Indian 38 17.1 

Malay 50 22.5 
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Monthly Income 

Above RM8,000 5 2.3 

Below RM2,000 25 11.3 

RM2,001 – RM4,000 14 6.3 

RM4,001 – RM6,000 41 18.5 

RM6,001 – RM8,000 32 14.4 

How long have you been a Coway customer 

1–3 years 27 12.2 

4–6 years 61 27.5 

Less than 1 year 17 7.7 

More than 6 years 12 5.4 

What Coway products do you currently use 

Air Conditioners 1 0.5 

Air Conditioners 1 0.5 

Air purifier 1 0.5 

Air purifier, Bidet 1 0.5 

Air purifier, Bidet, Air Conditioners 13 5.9 

Air purifier, Bidet, Water Dispensers 3 1.4 

Air purifier, Bidet, Water Dispensers, Air Conditioners 1 0.5 

Air purifier, Mattress, Air Conditioners 1 0.5 

Air purifier, Mattress, Bidet 1 0.5 

Air purifier, Mattress, Bidet, Water Dispensers 1 0.5 

Air purifier, Mattress, Water Dispensers 4 1.8 

Air purifier, Mattress, Water Dispensers, Air 
Conditioners 

1 0.5 

Air purifier, Water Dispensers 4 1.8 

Bidet, Water Dispensers 1 0.5 

Mattress 1 0.5 

Mattress, Air Conditioners 1 0.5 

Mattress, Bidet, Air Conditioners, 1 0.5 

Mattress, Bidet, Water Dispensers 2 0.9 

Mattress, Water Dispensers, Air Conditioners 2 0.9 

Mattress, Water Dispensers, Air Conditioners, 1 0.5 

Water Dispensers 10 4.5 

Water purifier 8 3.6 

Water purifier, 1 0.5 

Water purifier, Air Conditioners 2 0.9 

Water purifier, Air purifier 1 0.5 

Water purifier, Air purifier, Air Conditioners 2 0.9 

Water purifier, Air purifier, Bidet 2 0.9 

Water purifier, Air purifier, Bidet, Air Conditioners 1 0.5 

Water purifier, Air purifier, Bidet, Water Dispensers 2 0.9 

Water purifier, Air purifier, Mattress 1 0.5 

Water purifier, Air purifier, Mattress, Air Conditioners 1 0.5 

Water purifier, Air purifier, Mattress, Bidet 1 0.5 

Water purifier, Air purifier, Mattress, Water 
Dispensers, Air Conditioners 

1 0.5 

Water purifier, Air purifier, Water Dispensers 4 1.8 

Water purifier, Air purifier, Water Dispensers, Air 
Conditioners 

4 1.8 

Water purifier, Bidet 2 0.9 

Water purifier, Bidet, Air Conditioners 2 0.9 
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Water purifier, Bidet, Water Dispensers 1 0.5 

Water purifier, Bidet, Water Dispensers, Air 
Conditioners 

2 0.9 

Water purifier, Mattress, Air Conditioners 5 2.3 

Water purifier, Mattress, Bidet 3 1.4 

Water purifier, Mattress, Bidet, Air Conditioners 1 0.5 

Water purifier, Mattress, Bidet, Water Dispensers 2 0.9 

Water purifier, Mattress, Bidet, Water Dispensers, Air 
Conditioners 

1 0.5 

Water purifier, Mattress, Water Dispensers 7 3.2 

Water purifier, Mattress, Water Dispensers, Air 
Conditioners 

1 0.5 

Water purifier, Water Dispensers 6 2.7 

Water purifier, Water Dispensers, Air Conditioners 1 0.5 

 
Table 1 presents the demographic profile of the 122 respondents who participated in this 
study. The largest age group was respondents aged 41–50 years (15.3%), while the 
smallest group consisted of those aged above 50 years (1.4%). Female respondents 
represented the majority of the sample (34.7%), compared to male respondents (16.7%). 
In terms of ethnicity, Malay respondents accounted for the largest proportion of 
participants (22.5%), followed by Indian (17.1%) and Chinese respondents (11.3%). 
 
Regarding monthly income, the largest proportion of respondents reported earning 
between RM4,001 and RM6,000 per month (18.5%), followed by those earning between 
RM6,001 and RM8,000 (14.4%). The findings also indicate that many respondents had 
substantial experience with COWAY products and services, with 27.5% reporting usage 
periods of between four and six years. In terms of product ownership, respondents 
reported using a variety of COWAY products, reflecting broad exposure to the company’s 
product and service ecosystem. The most frequently reported product combination was 
Air Purifiers, Bidets, and Air Conditioners (5.9%), followed by Water Dispensers (4.5%). 
Overall, the respondent profile suggests that the sample possessed adequate 
experience with COWAY products and services to evaluate the factors influencing 
customer satisfaction and loyalty. 
 
Table 2. Descriptive Statistics, Cronbach’s Coefficient Alpha, and Zero-Order 
Correlations for All Study Variables 

Variable 1 2 3 4 5 

1 Product Quality 0.224 0.533** 0.359** 0.281** 0.277** 

2 Service Quality 0.533** 0.541 0.410** 0.469** 0.405** 

3 Price and Value 0.281** 0.469** 0.715** 0.583 0.507** 

4 Customer Support 0.359** 0.410** 0.394 0.715** 0.507** 

5 
Customer Satisfaction and 
Loyalty 

0.277** 0.405** 0.507** 0.507** 0.686 

Number of Items 2 4 2 3 3 

Mean 4.3632 4.3398 4.2778 4.2848 4.3704 

Standard Deviation 0.45307 0.44537 0.52705 0.51005 0.49861 
N = 122; *p < 0.05, **p < 0.01***p < 0.001. The diagonal entries represent Cronbach’s Coefficient 
Alpha 

 
Table 2 displays the descriptive statistics, reliability coefficients, and zero-order 
correlations among the study variables. The mean values range from 4.2778 to 4.3704, 
indicating that respondents generally held favorable perceptions of COWAY’s products 
and services. Customer Satisfaction and Loyalty recorded the highest mean score (M = 
4.3704), followed closely by Product Quality (M = 4.3632) and Service Quality (M = 
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4.3398). These results suggest that respondents were generally satisfied with their 
overall experiences with COWAY. 
 
The correlation analysis shows that all independent variables are positively associated 
with Customer Satisfaction and Loyalty. Product Quality (r = 0.277, p < 0.01), Service 
Quality (r = 0.405, p < 0.01), Customer Support (r = 0.507, p < 0.01), and Price and Value 
Perception (r = 0.507, p < 0.01) all demonstrate significant positive relationships with the 
dependent variable. These findings indicate that improvements in these factors are 
generally associated with higher levels of customer satisfaction and loyalty. 
 
The reliability results reveal varying levels of internal consistency across the constructs. 
Customer Satisfaction and Loyalty demonstrate the highest Cronbach’s alpha value (α 
= 0.686), followed by Price and Value Perception (α = 0.583) and Service Quality (α = 
0.541). Product Quality (α = 0.224) and Customer Support (α = 0.394) exhibit relatively 
low reliability coefficients, suggesting that the measurement items for these constructs 
may require refinement in future studies. Nevertheless, the significant correlations 
among the variables provide preliminary support for examining their effects through 
multiple regression analysis. 
 
Table 3. Regression Analysis 

Variable Customer Satisfaction and Loyalty 

1 Product Quality -0.108 

2 Service Quality 0.252* 

3 Price and Value 0.288* 

4 Customer Support 0.183 

R² 0.287 

F value 11.268 

Durbin - Waston Statistic 1.766 
Note: N=122; *p < 0.05, **p < 0.01, ***p < 0.001 

 
Table 3 indicates the results of the multiple regression analysis examining the effects of 
product quality, service quality, customer support, and price and value perception on 
customer satisfaction and loyalty. The regression model explains 28.7% of the variance 
in customer satisfaction and loyalty (R² = 0.287). In addition, the model is statistically 
significant (F = 11.268), indicating that the selected independent variables collectively 
contribute to explaining customer satisfaction and loyalty among COWAY customers. 
The Durbin–Watson statistic of 1.766 suggests that there is no serious autocorrelation 
issue within the regression model. 
 
Among the four predictors, service quality (β = 0.252, p < 0.05) and price and value 
perception (β = 0.288, p < 0.05) demonstrate significant positive effects on customer 
satisfaction and loyalty. Price and value perception exhibits the strongest influence 
among all variables included in the model. These findings indicate that customers who 
perceive greater value from COWAY’s products and services, as well as higher levels of 
service quality, are more likely to report stronger satisfaction and loyalty. 
 
In contrast, product quality does not demonstrate a significant effect on customer 
satisfaction and loyalty (β = -0.108). Similarly, customer support shows a positive 
coefficient (β = 0.183), but the effect is not statistically significant. Therefore, the results 
provide support for H2 and H3, while H1 and H4 are not supported.  
 

DISCUSSION 
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The primary objective of this study was to examine the factors influencing customer 
satisfaction and loyalty toward COWAY’s products and services in Malaysia. Specifically, 
the study investigated the effects of product quality, service quality, price and value 
perception, and customer support within COWAY’s rental-based service model. The 
findings indicate that service quality and price and value perception significantly influence 
customer satisfaction and loyalty, whereas product quality and customer support do not 
demonstrate statistically significant effects. These results provide valuable insights into 
how customers evaluate their experiences in a service-oriented home appliance 
environment and contribute to the growing body of literature on customer satisfaction in 
subscription-based business models. 
 
This study extends existing research by providing empirical evidence from the Malaysian 
home appliance industry, a context that has received relatively limited scholarly attention. 
While previous studies have primarily focused on product performance or general 
customer satisfaction in the appliance sector, this study integrates both product-related 
and service-related dimensions within a single framework. By applying ECT, the findings 
offer a more comprehensive understanding of how customer satisfaction and loyalty are 
formed in a business model that combines physical products with ongoing service 
interactions. 
 
Key Findings Analysis 
The Influence of Product Quality on Customer Satisfaction and Loyalty 
The results indicate that product quality does not have a significant effect on customer 
satisfaction and loyalty, leading to the rejection of H1. Although product quality has 
traditionally been regarded as a key determinant of customer satisfaction, the present 
findings suggest that its influence may diminish when customers already perceive 
product performance to be consistently reliable. 
 
This finding can be interpreted through the lens of ECT (Lin et al., 2009). According to 
ECT, satisfaction is influenced by the extent to which actual performance confirms or 
exceeds prior expectations. In the case of COWAY, customers may already expect a 
high level of product quality due to the company’s strong reputation and established 
market position. Consequently, product quality may be viewed as a basic requirement 
rather than a differentiating factor that actively enhances satisfaction. Once a satisfactory 
quality threshold has been achieved, customers may place greater emphasis on other 
aspects of their experience when evaluating the company. 
 
Although previous studies have suggested that product quality positively influences 
customer satisfaction (Rahmayani et al., 2024; Uzir et al., 2020), the present findings 
indicate that this relationship may be less pronounced in mature and highly competitive 
markets. As noted by Ahmed et al. (2020), Huang et al. (2015), and Praveena et al. 
(2024), increasing consumer awareness regarding health and water quality has elevated 
expectations toward water purification products. As a result, customers may regard 
reliable product performance as a standard requirement rather than a unique source of 
satisfaction. In such circumstances, service-related and value-oriented considerations 
may become more influential in shaping overall customer evaluations. 
 
The Influence of Service Quality on Customer Satisfaction and Loyalty 
Service quality was found to have a significant positive effect on customer satisfaction 
and loyalty, providing support for H2. This result suggests that customers place 
substantial importance on the quality of interactions and services they receive throughout 
their relationship with COWAY. In a rental-based service model, customers do not 
evaluate the product alone; they also assess maintenance services, technician 
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professionalism, responsiveness, and the overall service experience provided by the 
company. 
 
The finding aligns closely with ECT, which proposes that positive service experiences 
strengthen satisfaction when they meet or exceed customer expectations (Lin et al., 
2009). COWAY’s “Cody” service system provides regular maintenance, product 
inspections, and sanitation services, enabling customers to experience continuous 
support throughout the product lifecycle. As highlighted by Lee (2023), the Cody service 
model represents a key component of COWAY’s customer relationship strategy because 
it allows customers to receive ongoing professional support beyond the initial purchase 
stage. 
 
The result is also consistent with previous studies emphasizing the importance of service 
quality in shaping customer evaluations. Ahmed et al. (2023), Marcos & Coelho (2022), 
and Samudro et al. (2020) found that service quality directly influences customer 
satisfaction because it affects customers’ perceptions of reliability, convenience, and 
overall service performance. Similarly, Singh et al. (2023) argued that responsive and 
reliable service interactions help strengthen customer trust and reduce uncertainty. 
Björkdahl et al. (2022) also argued that consistent service interactions create value by 
strengthening customer relationships and enhancing overall customer experiences. The 
present findings support these arguments by demonstrating that service quality remains 
a critical determinant of customer satisfaction and loyalty within a service-intensive home 
appliance business model.  
 
The Influence of Price and Value Perception on Customer Satisfaction and Loyalty 
Among all predictors examined in this study, price and value perception emerged as the 
strongest determinant of customer satisfaction and loyalty, supporting H3. This finding 
indicates that customers carefully evaluate whether the benefits received from COWAY’s 
products and services justify the costs incurred. Rather than focusing solely on the 
monetary price, customers appear to assess the overall value proposition offered by the 
company. 
 
The result supports the arguments of Ayub and Kusumadewi (2021), who found that 
perceived value plays an important role in shaping positive customer evaluations and 
purchase decisions. Customers are more likely to report higher satisfaction when they 
believe that the quality of products, maintenance services, and long-term benefits 
outweigh the financial costs associated with ownership or subscription. In the context of 
COWAY, the rental-based model may encourage customers to continuously evaluate 
whether the monthly fees are justified by the convenience, reliability, and service support 
they receive. 
 
The findings are also consistent with Blut et al. (2024) and Gurtner & Starovicova (2026), 
who argued that perceived value extends beyond economic considerations and 
incorporates both functional and symbolic benefits. Customers may value COWAY 
products not only because of their practical utility but also because of the confidence, 
convenience, and premium image associated with the brand. Furthermore, Abid et al. 
(2024) and Monfort et al. (2025) emphasized that favorable value perceptions contribute 
to positive customer experiences and stronger long-term relationships. The present 
findings reinforce these arguments by demonstrating that value perception exerts a 
stronger influence on customer satisfaction and loyalty than product-related 
considerations alone. 
 
The Influence of Customer Support on Customer Satisfaction and Loyalty 
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The results reveal that customer support has a positive but statistically non-significant 
effect on customer satisfaction and loyalty, resulting in the rejection of H4. Although 
respondents generally reported favorable perceptions of customer support, the effect 
was not sufficiently strong to emerge as a significant predictor when examined alongside 
service quality and price and value perception. 
 
One possible explanation is that customers may perceive customer support as only one 
component of the broader service experience. When service quality and value perception 
are considered simultaneously, the independent contribution of customer support may 
become less pronounced. In other words, customers may evaluate their overall 
experience based primarily on regular maintenance services, reliability, and perceived 
value rather than on occasional interactions with support channels. 
 
This finding partially contrasts with the studies of Singh et al. (2023) and Suhartanto et 
al. (2018), which reported that responsive and reliable customer support contributes 
positively to customer satisfaction by reducing uncertainty and strengthening customer 
confidence. However, the present findings suggest that the influence of customer support 
may vary depending on the service context. In the case of COWAY, customer support 
may function primarily as a supplementary service that becomes important only when 
problems arise. Since COWAY’s proactive maintenance system is designed to minimize 
service disruptions through regular inspections and preventive servicing, customers may 
have limited direct interaction with support personnel. Consequently, customers may 
place greater emphasis on ongoing service quality and perceived value than on support-
related interactions when evaluating their overall satisfaction and loyalty. 
 
Interpretation of Non-Significant Findings 
The non-significant effects of product quality and customer support provide important 
insights into customer behavior within COWAY’s service ecosystem. Although both 
variables demonstrate positive associations with customer satisfaction and loyalty in the 
correlation analysis, their effects become non-significant when service quality, price, and 
value perception are included simultaneously in the regression model. This finding 
suggests that customers place greater emphasis on their overall service experience and 
perceived value when evaluating their relationship with the company. 
 
From an ECT perspective, customers may regard product quality and customer support 
as fundamental elements of the service package that are expected rather than 
exceptional (Lin et al., 2009). When these expectations are consistently fulfilled, their 
ability to generate additional satisfaction may diminish. Instead, customers become more 
sensitive to factors that directly shape their day-to-day experiences, such as service 
reliability, maintenance quality, responsiveness, and the value received relative to the 
costs incurred. 
 
This finding further suggests that customers evaluate COWAY’s offerings as an 
integrated service package, where ongoing service experiences and perceived value 
become more salient determinants of satisfaction than product attributes or support 
functions considered independently. The results are consistent with the argument of Uzir 
et al. (2020) that product quality may function as a basic requirement in mature markets, 
while Ahmed et al. (2023), Marcos & Coelho (2022), and Singh et al. (2023) emphasize 
the increasing importance of service-related factors in shaping customer evaluations. 
Similarly, the strong effect of price and value perception supports the observations of 
Abid et al. (2024), Ayub & Kusumadewi (2021), and Monfort et al. (2025), who argued 
that customers increasingly assess brands based on the overall value they receive rather 
than on product attributes alone. 
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Managerial Implications 
The findings provide several practical implications for COWAY and other firms operating 
in service-oriented home appliance industries. First, management should continue 
investing in service quality initiatives, particularly those related to maintenance reliability, 
technician professionalism, and service responsiveness. Since service quality 
significantly influences customer satisfaction and loyalty, maintaining consistently 
positive service experiences should remain a strategic priority. The significance of 
service quality in this study reinforces previous findings that reliable and responsive 
service interactions strengthen customer evaluations and long-term relationships 
(Ahmed et al., 2023; Marcos & Coelho, 2022; Singh et al., 2023). 
 
Second, the strong effect of price and value perception suggests that COWAY should 
clearly communicate the benefits associated with its products and services. Customers 
need to understand how the costs they incur translate into tangible value, including 
product reliability, health benefits, convenience, and long-term service support. 
Consistent with Ayub and Kusumadewi (2021), customers are more likely to remain 
satisfied when they perceive that the benefits received justify the costs incurred. 
Furthermore, the findings of Abid et al. (2024), Blut et al. (2024), Gurtner & Starovicova 
(2026), and Monfort et al. (2025) suggest that strengthening both functional and symbolic 
value propositions may further enhance customer satisfaction and loyalty. 
 
Third, although customer support was not found to be a significant predictor, it should 
not be overlooked. Effective problem resolution, timely responses, and accessible 
communication channels remain important for maintaining positive customer 
experiences, particularly when service failures occur. Improving digital support platforms 
and increasing response efficiency may strengthen customers’ perceptions of reliability 
and reassurance during service recovery situations (Singh et al., 2023; Suhartanto et al., 
2018). 
 
Overall, the findings suggest that customer satisfaction and loyalty within COWAY’s 
rental-based business model are driven primarily by service excellence and perceived 
value. Therefore, managerial efforts should focus on strengthening service delivery, 
maintaining value-based pricing strategies, and continuously enhancing customer 
experiences to foster long-term customer relationships and sustain competitive 
advantage in the Malaysian home appliance market. 
 

CONCLUSION 
 
This study examined the effects of product quality, service quality, customer support, 
and price and value perception on customer satisfaction and loyalty among COWAY 
customers in Malaysia. Drawing upon ECT, the study sought to identify the factors that 
most strongly influence customers’ evaluations of COWAY’s rental-based products and 
services. 
 
The findings reveal that service quality and price and value perception are significant 
determinants of customer satisfaction and loyalty. Among the variables examined, price 
and value perception emerged as the strongest predictor, indicating that customers place 
substantial importance on the overall value received from COWAY’s products and 
services relative to the costs incurred. Service quality also demonstrated a significant 
positive influence, highlighting the importance of reliable maintenance services, 
professional service delivery, and consistent customer experiences within COWAY’s 
service ecosystem. 
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In contrast, product quality and customer support did not exhibit significant effects when 
analyzed alongside the other variables. These findings suggest that while customers 
generally expect high-quality products and adequate support services, these factors may 
function as baseline expectations rather than primary drivers of satisfaction and loyalty. 
Instead, customers appear to place greater emphasis on the quality of ongoing service 
interactions and the value derived from the overall service package. 
 
The study contributes to the customer satisfaction literature by extending the application 
of ECT to a subscription-based home appliance context. Furthermore, the findings 
provide practical insights for managers by demonstrating that investments in service 
excellence and value creation may generate greater improvements in customer 
satisfaction and loyalty than product-focused initiatives alone. Overall, the results 
suggest that sustaining customer satisfaction and loyalty in the Malaysian home 
appliance industry requires a balanced focus on service performance, customer value, 
and long-term relationship management.  
 
LIMITATION 
Despite providing valuable insights into customer satisfaction and loyalty toward 
COWAY products and services, this study is subject to several limitations that should be 
considered when interpreting the findings. 
 
First, the study utilized a relatively modest sample size of 122 respondents drawn 
exclusively from Malaysia. Although the sample was sufficient for the statistical analyses 
performed, the findings may not fully represent the perceptions of all COWAY customers 
or customers in other geographical markets. Consequently, the generalizability of the 
results should be interpreted with caution. 
 
Second, the study relied on self-reported survey data, which may be influenced by 
respondents’ subjective perceptions, memory limitations, or social desirability bias. While 
the use of anonymous questionnaires helped reduce potential response bias, self-
reported measures may not always capture actual customer behavior or experiences 
with complete accuracy. 
 
Third, the cross-sectional research design captured customer perceptions at a single 
point in time. As a result, the study is unable to examine how customer satisfaction and 
loyalty evolve over time or establish definitive causal relationships among the variables. 
Customer evaluations may change as they gain additional experience with products, 
maintenance services, and customer support interactions throughout the service 
lifecycle. 
 
Another limitation relates to the explanatory power of the model. The regression analysis 
indicates that the independent variables explain 28.7% of the variance in customer 
satisfaction and loyalty, suggesting that additional factors not included in the present 
study may also influence customer evaluations. Variables such as trust, brand image, 
perceived convenience, service innovation, and digital service quality may provide 
further explanatory value. 
 
Future research is encouraged to employ larger and more diverse samples to improve 
the generalizability of findings. Comparative studies involving different home appliance 
brands could provide a broader understanding of customer satisfaction drivers within the 
industry. Researchers may also conduct cross-country comparisons in markets where 
COWAY operates, such as South Korea, Singapore, and Malaysia, to explore the 
influence of cultural and market differences on customer perceptions. 
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In addition, longitudinal research designs would provide a more comprehensive 
understanding of how customer satisfaction and loyalty develop throughout the customer 
lifecycle. Future studies may also incorporate mediating or moderating variables, 
including trust, brand image, perceived risk, customer engagement, and digital service 
quality, to develop a more comprehensive explanation of customer behavior. Given the 
growing adoption of smart technologies in the home appliance industry, future research 
could further investigate the roles of IoT-enabled monitoring systems, digital customer 
service platforms, and personalized service experiences as emerging determinants of 
customer satisfaction and loyalty.  
 
ACKNOWLEDGMENT 
This research shows gratitude to the University of Sains Malaysia for providing 
institutional resources and access to research facilities which enabled this study’s 
completion and success. Special thanks to COWAY Malaysia for their collaboration and 
cooperation to share its industry insights and ideas in facilitating respondents' outreach, 
which is the most vital factor in gathering authentic customer data. We deeply appreciate 
the 122 respondents who shared their valuable experience and preferences toward the 
products and services that were offered by COWAY because it makes our empirical 
analysis possible and successful. A big thanks to our supervisors and peers for their 
effective feedback for data analysis and Nusantara Project preparation for their strong 
support across borders.  
 
DECLARATION OF CONFLICTING INTERESTS  
The authors have declared no potential conflicts of interest concerning this study, 
authorship, and/or publication of articles. This phrasing confirms that there are no 
personal, financial, and professional biases that influenced the customer satisfaction of 
COWAY. 
 

REFERENCES 
 
Abid, M., Fazal e Hasan, S. M., Ahmadi, H., Amrollahi, A., & Mortimer, G. (2024). 

Examining consumers' perceptions of relationship value with retailers: a multi-
method approach. International Journal of Retail & Distribution 
Management, 52(12), 1172-1189. https://doi.org/10.1108/IJRDM-03-2023-0195  

Ahmed, M. F., Mokhtar, M. B., Alam, L., Mohamed, C. A. R., & Ta, G. C. (2020). 
Investigating the status of cadmium, chromium and lead in the drinking water 
supply chain to ensure drinking water quality in Malaysia. Water, 12(10), 2653. 
https://doi.org/10.3390/w12102653  

Ahmed, S., Al Asheq, A., Ahmed, E., Chowdhury, U. Y., Sufi, T., & Mostofa, M. G. (2023). 
The intricate relationships of consumers’ loyalty and their perceptions of service 
quality, price and satisfaction in restaurant service. The TQM Journal, 35(2), 519-
539. https://doi.org/10.1108/TQM-06-2021-0158  

Ayub, M. T. T. J., & Kusumadewi, N. M. W. (2021). The effects of price perception, 
product knowledge, company image, and perceived value on purchase intentions 
for automotive products. European Journal of Business and Management 
Research, 6(5), 47-50. https://doi.org/10.24018/ejbmr.2021.6.5.955  

Bakare, M. S., Abdulkarim, A., Zeeshan, M., & Shuaibu, A. N. (2023). A comprehensive 
overview on demand side energy management towards smart grids: challenges, 
solutions, and future direction. Energy Informatics, 6(1), 4. 
https://doi.org/10.1186/s42162-023-00262-7  

Björkdahl, J., Fallahi, S., & Holmén, M. (2022). Explaining business model innovation 
processes: A problem formulation and problem-solving perspective. Industrial 
Marketing Management, 105, 223-239. 
https://doi.org/10.1016/j.indmarman.2022.05.012  

https://www.ejournal.aibpmjournals.com/index.php/IJTHAP
https://doi.org/10.1108/IJRDM-03-2023-0195
https://doi.org/10.3390/w12102653
https://doi.org/10.1108/TQM-06-2021-0158
https://doi.org/10.24018/ejbmr.2021.6.5.955
https://doi.org/10.1186/s42162-023-00262-7
https://doi.org/10.1016/j.indmarman.2022.05.012


 
International Journal of Tourism & Hospitality in Asia Pasific (IJTHAP)  
Vol. 9 No. 2, pp. 346-364, June, 2026 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/IJTHAP  
 

362 
 
 

Blut, M., Chaney, D., Lunardo, R., Mencarelli, R., & Grewal, D. (2024). Customer 
perceived value: a comprehensive meta-analysis. Journal of Service 
Research, 27(4), 501-524. https://doi.org/10.1177/10946705231222295  

Gurtner, N., & Starovicova, B. (2026). From ‘New’to ‘Renewed’: how consumer 
perceptions of functional and symbolic value influence reuse in the construction 
industry. Journal of Industrial Ecology, 1-21. https://doi.org/10.1007/s44498-026-
00017-z  

Huang, Y. F., Ang, S. Y., Lee, K. M., & Lee, T. S. (2015). Quality of water resources in 
Malaysia. Research and Practices in Water Quality, 3(2015), 65-94. 
http://dx.doi.org.10.5772/58969  

Krotova, T. F., & Yin, J. (2023). Study of modern trends in innovative design of household 
appliances. Art and Design, 1, 74–82. https://doi.org/10.30857/2617-
0272.2023.1.7  

Lahovnik, M., & Breznik, L. (2014). Technological innovation capabilities as a source of 
competitive advantage: A case study from the home appliance 
industry. Transformations in Business & Economics, 13(2), 144-160.  

Lee, J. J. (2023). Technology Enterprise Business Models: A Handbook for the Post-
Pandemic Era. Bentham Science Publishers. 

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology, 
140, 1–55. 

Lin, C. P., Tsai, Y. H., & Chiu, C. K. (2009). Modeling customer loyalty from an integrative 
perspective of self-determination theory and expectation–confirmation 
theory. Journal of Business and Psychology, 24(3), 315-326. 
https://doi.org/10.1007/s10869-009-9110-8  

Malhotra, N. K. (2019). Marketing Research: An Applied Orientation (7th ed.). Pearson 
Education. 

Marcos, A. M. B. D. F., & Coelho, A. F. D. M. (2022). Service quality, customer 
satisfaction and customer value: holistic determinants of loyalty and word-of-
mouth in services. The TQM Journal, 34(5), 957-978. 
https://doi.org/10.1108/TQM-10-2020-0236  

Monfort, A., López-Vázquez, B., & Sebastián-Morillas, A. (2025). Building trust in 
sustainable brands: Revisiting perceived value, satisfaction, customer service, 
and brand image. Sustainable Technology and Entrepreneurship, 4(3), 100105. 
https://doi.org/10.1016/j.stae.2025.100105  

Nguyen, T. T. U., Nguyen, V. A. D., Nguyen, H. T., & Ghazali, I. (2024). Development of 
a hybrid decision support system for selecting the air filters based on multiple 
criteria. Engineering Science Letter, 3(02), 55-61. 
https://doi.org/10.56741/esl.v3i02.553  

Nursalim, C. P., Tannia, T., & Robert, A. (2025). Service quality and perceived value 
toward customer satisfaction in e-commerce delivery: The role of trust. 
International Journal of Applied Business and International Management, 10(1), 
103–120. https://doi.org/10.32535/ijabim.v10i1.3741  

Praveena, S. M., Aris, A. Z., Hashim, Z., & Hashim, J. H. (2024). Drinking water quality 
status in Malaysia: a scoping review of occurrence, human health exposure, and 
potential needs. Journal of Exposure Science & Environmental 
Epidemiology, 34(1), 161-174. https://doi.org/10.1038/s41370-023-00585-3  

Rahmayani, M. W., Hakim, A., Hernita, N., & Riyadi, W. (2024). Making decisions about 
purchases based on varying consumer behavior concerning product quality 
evaluations. International Journal of Accounting and Finance in Asia Pacific, 7(2), 
245–259. https://doi.org/10.32535/ijafap.v7i2.2953  

Samudro, A., Sumarwan, U., Simanjuntak, M., & Yusuf, E. Z. (2020). Assessing the 
effects of perceived quality and perceived value on customer 
satisfaction. Management Science Letters, 10(5), 1077-1084. 
https://doi.org/10.5267/J.MSL.2019.11.001  

https://www.ejournal.aibpmjournals.com/index.php/IJTHAP
https://doi.org/10.1177/10946705231222295
https://doi.org/10.1007/s44498-026-00017-z
https://doi.org/10.1007/s44498-026-00017-z
http://dx.doi.org.10.5772/58969
https://doi.org/10.30857/2617-0272.2023.1.7
https://doi.org/10.30857/2617-0272.2023.1.7
https://doi.org/10.1007/s10869-009-9110-8
https://doi.org/10.1108/TQM-10-2020-0236
https://doi.org/10.1016/j.stae.2025.100105
https://doi.org/10.56741/esl.v3i02.553
https://doi.org/10.32535/ijabim.v10i1.3741
https://doi.org/10.1038/s41370-023-00585-3
https://doi.org/10.32535/ijafap.v7i2.2953
https://doi.org/10.5267/J.MSL.2019.11.001


 
International Journal of Tourism & Hospitality in Asia Pasific (IJTHAP)  
Vol. 9 No. 2, pp. 346-364, June, 2026 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/IJTHAP  
 

363 
 
 

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research Methods for Business 
Students (8th ed.). Pearson Education. 

Sekaran, U., & Bougie, R. (2020). Research Methods for Business: A Skill-Building 
Approach (8th ed.). Wiley.  

Shafiee, M. M., & Arman, A. (2025). Identifying and prioritizing open innovation factors 
in gaining a competitive advantage in the home appliance industry. Journal of 
Business Management, 17(2), 481-525. 
https://doi.org/10.22059/jibm.2024.371228.4741  

Sheth, J. N., Jain, V., & Ambika, A. (2023). The growing importance of customer-centric 
support services for improving customer experience. Journal of Business 
Research, 164, 113943. https://doi.org/10.1016/j.jbusres.2023.113943  

Singh, V., Sharma, M. P., Jayapriya, K., Kumar, B. K., Chander, M. A. R. N., & Kumar, 
B. R. (2023). Service quality, customer satisfaction and customer loyalty: A 
comprehensive literature review. Journal of Survey in Fisheries 
Sciences, 10(4S), 3457-3464. 

Suhartanto, D., Triyuni, N. N., & Leo, G. (2018). Online shopping loyalty: The role of 
quality, trust, value, and satisfaction. Advanced Science Letters, 24(1), 735-738. 
https://doi.org/10.1166/asl.2018.11803  

Uzir, M. U. H., Jerin, I., Al Halbusi, H., Hamid, A. B. A., & Latiff, A. S. A. (2020). Does 
quality stimulate customer satisfaction where perceived value mediates and the 
usage of social media moderates?. Heliyon, 6(12). 
https://doi.org/10.1016/j.heliyon.2020.e05710  

Widiarti, L. P., Widnyana, I. W., Mitariani, N. W. E., & Wijana, I. M. D. (2025). Patient 
satisfaction as a mediator of service quality, hospital image, and loyalty among 
participants of Indonesia’s BPJS Kesehatan Program. International Journal of 
Applied Business and International Management, 10(2), 368–388. 
https://doi.org/10.32535/ijabim.v10i2.4005  

 
ABOUT THE AUTHOR(S) 

 
1st Author 
Oh Zi Jian is a lecturer in the Business Department at Batu Lanchang Vocational College, 
Penang, Malaysia. He has over nine years of teaching experience in the Diploma in 
Business Management program. He earned his Doctor of Philosophy in Educational 
Management from Universiti Pendidikan Sultan Idris in 2023. His research interests 
include mobile leadership, blue ocean leadership, employee engagement, team 
performance, and motivation.  
ORCID ID: https://orcid.org/0000-0001-6152-7437 
Email: ohzijian@gmail.com  
 
2nd Author 
Nur Eidra Nabila Binti Zukarnai is currently an undergraduate student at Universiti Sains 
Malaysia. 
Email: nureidrana@student.usm.my  
 
3rd Author 
Nur Farah Husna Binti Mohd Fauzi is currently an undergraduate student at Universiti 
Sains Malaysia.  
Email: frhusnaa48@student.usm.my  
 
4th Author 
Nur Huwaidah Binti Abdul Khalid is currently an undergraduate student at Universiti 
Sains Malaysia.  
Email: nhuwaidah247@student.usm.my  

https://www.ejournal.aibpmjournals.com/index.php/IJTHAP
https://doi.org/10.22059/jibm.2024.371228.4741
https://doi.org/10.1016/j.jbusres.2023.113943
https://doi.org/10.1166/asl.2018.11803
https://doi.org/10.1016/j.heliyon.2020.e05710
https://doi.org/10.32535/ijabim.v10i2.4005
https://orcid.org/0000-0001-6152-7437
mailto:ohzijian@gmail.com
mailto:nureidrana@student.usm.my
mailto:frhusnaa48@student.usm.my
mailto:nhuwaidah247@student.usm.my


 
International Journal of Tourism & Hospitality in Asia Pasific (IJTHAP)  
Vol. 9 No. 2, pp. 346-364, June, 2026 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/IJTHAP  
 

364 
 
 

 
5th Author 
Nur Fatin Hidayah Binti Mohamad Fuzi is currently an undergraduate student at 
Universiti Sains Malaysia.  
Email: nfatinhdyh@student.usm.my  
 
6th Author 
Keshav Maheshwari is currently an undergraduate student at IMS Ghaziabad - Business 
School,09, University, course campus, IMS Ghaziabad, National Highway, Adhyatmik 
Nagar, Ghaziabad, Uttar Pradesh 201015, INDIA.  
Email: a2025pgdm5273@imsgzb.ac  
 
7th Author 
Daisy Mui Hung Kee is an Associate Professor at the School of Management, Universiti 
Sains Malaysia. Her areas of interest are in Human Resource Management, 
Organizational Behavior, Work Values, Leadership, Entrepreneurship, and Psychosocial 
safety climate. Her current program of research focuses on Leadership and Psychosocial 
safety climate. She holds a PhD in Business and Management from the International 
Graduate School of Business, University of South Australia. She was the secretary of  
the Management Case Study Journal, Australia (2004-2006). She was the recipient of 
the Merdeka Award 2006 from the Australia Malaysia Business Council of South 
Australia (AMBCSA) by former South Australia Governor Sir Eric Neal (2006). The award 
recognizes the Most Outstanding Malaysian University students in South Australia. She 
earned her MBA from the School of Management, Universiti Sains Malaysia. She was 
awarded to the Dean's List for being one of the top MBA students (2003). Presently, she 
is an active academic and researcher supervising a number of MBA, MA, and PhD 
candidates with working experience across diverse industries. She has published a good 
number of journal papers during the course of her career. She has conducted a series 
of training sessions related to motivation and research at USM under the Professional 
and Personal Development (PPD) workshop.  
Email: daisy@usm.my  
ORCID ID: https://orcid.org/0000-0002-7748-8230  

https://www.ejournal.aibpmjournals.com/index.php/IJTHAP
mailto:nfatinhdyh@student.usm.my
mailto:a2025pgdm5273@imsgzb.ac
mailto:daisy@usm.my
https://orcid.org/0000-0002-7748-8230

