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ABSTRACT 

 
This research aims to analyze service 
quality and price on customer experience 
and switching intention in hotel services in 
Bali. The study is an explanatory research 
about the influence of two independent 
variables service quality and price to the 
intervening variable customer experience, 
and its affect to switching intention as a 
dependent variable. Population and 
sampling using purposive sampling 
technique on 204 hotel customers in Bali. 
The primary data was taken from the 
questionnaire distribution  and processed 
using the path analysis method. The results 
showed that the variables of service quality 
and price affect the customer experience of 
hotel service customers in Bali; service 
quality and customer experience variables 
affect switching intention in a negative 
direction, but the price variable can not 
influence the switching intention of hotel 
service users in Bali. 
 
Keywords: Customer Experience, Price, 
Service Quality, Switching Intention 
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INTRODUCTION 
 
Tourism in Bali has become a world-famous destination all over the world and has won 
many awards in the tourism field as the best and most facilitating destination for travel 
as it is known internationally. It causes the economic sector in the tourism and other 
accommodation services to improve, one of which is lodging industries and services such 
as villas and hotels in Bali itself (https://disparda.baliprov.go.id). There are 11.497 hotels 
available lately on the famous booking application in Bali, Traveloka, and there are still 
various inns that manage their own bookings and marketing. Hotel is a type of 
accommodation that provides part or all of the building to provide lodging, food and 
beverage services and other services for the public, which is managed commercially 
(Decree of the Minister of Tourism and Post No. KM/37/PW/304/MPPT-86). Hotels in the 
form of buildings, symbols, companies an accommodation business entity providing 
lodging services, food and beverage providers providing other service facilities, these 
services apply to the general public (Hayes et al., 2017). 
 
Along with the rapid development of tourism, the competition for hotel services in Bali is 
becoming increasingly fierce. Each hotel offers various attractive offers and experiences 
to win the increasingly intense competition during the pandemic. Each hotelier strives to 
attract the attention of tourists visiting Bali, make the stayers feel comfortable and 
satisfied, and keep those who visit Bali in the long term. Fierce competition is usually 
associated with the service facilities of individual hotels. Starting from comfortable rooms, 
availability of sports facilities, playgrounds, parks and open space gardens, swimming 
pools, parking, cafes and restaurants well as instagramable corners are considerations 
in choosing a hotel (Knutson et al., 2009). 
 
One thing that can involve emotion in the customer experience is service quality (Gracia 
et al., 2011; Jang & Namkung, 2009; Palmer, 2010). Experience on services can be 
different to everyone's acceptance, even for the same quality of service and price 
because of different basic perceptions and preferences, coupled with other external 
factors such as inappropriate, unreliable services and certain conditions that result in 
poor delivery of services (Johnston & Kong, 2011). 
 
Affordable and competitive prices and good hotel services can provide a pleasant 
experience for customers because the costs they incur match or even exceed their 
expectations. The more complete the facilities and the more elegant the view of the hotel, 
the higher the price offered (Harkison, 2016; Johnston & Kong, 2011). However, during 
the pandemic in early 2020 until now in Indonesia, along with the quiet of the tourism 
sector, restrictions and restrictions on activities made hotels lower the price of their 
services to increase room sales. This delightful experience can make customers feel 
comfortable and satisfied in the end, even to their loyalty (Hussein et al., 2018; Khan et 
al., 2015; Sánchez-Casado et al., 2019b).  
 
In addition, there is a temptation to offer other hotels that promise better experience on 
service quality at lower prices. This will eventually make people interested in trying and 
switching intentions to other hotels. Apart from having an experience that is not as 
expected, it could be that customers change to another hotel because of the desire to try 
new things, with a different atmosphere to prevent boredom while staying in Bali. This 
switching intention is a prevalent consumer behaviour but needs special attention for 
hoteliers and other hotel service providers. 
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LITERATURE REVIEW 
 

Along with the rapid development of tourism, the competition for hotel services in Bali is 
becoming increasingly fierce. Various attractive offers as dimensions of service quality 
and thus conformity of expectations with the price offered from each hotel are given to 
customers can ultimately lead to different acceptance of customer experience and 
ultimately affect switching intention because visitors want to try other hotel services and 
facilities at different prices. 
 
Switching Intention 
Consumers can switch to other services because they are influenced by low service 
quality, so they will no longer use them. In addition, satisfaction and the many choices 
available encourage consumers to switch their options to other services (Jabeen et al., 
2015). Meanwhile, according to (Han 2015; Han & Hwang, 2015), switching intention is 
the desire of a company's customers to use products and services from other companies. 
In hotels, services and product retail, switching intention usually occurs because of an 
unpleasant experience when trying products and services (Liang et al., 2018; Sözer & 
Civelek, 2018). But dissatisfaction is not the only reason. According to (Khan et al., 2015; 
Raheel et al., 2014), switching intention is a condition that occurs after performance is 
lower than expected. (Keaveney, 1995) identifies several important reasons that can lead 
customers to switch from their original service provider. 
 
Service quality can also influence switching intentions positively (Rachmawati, 2020) and 
negatively (Nelloh & Liem, 2011). Switching priorities are often due to poor quality of 
service (Antón et al., 2007). In the same study, price is a factor that can influence the 
intent of switching. Inappropriate prices may switch consumers (Antón et al., 2007; 
Chiang & Chen, 2014; Yulisetiarini, 2013). 
 
Consumers will switch with attractive offers from other service providers. (Bansal & 
Taylor, 1999) measurement of switching intention as follows: a) Push variables which 
include satisfaction, quality, value, trust and price perception; b) Attractive variable, 
namely the attractiveness of competitors; c) Mooring Variables that include this factor 
include moving costs, social influences, past behaviour and search tendencies variables. 
 
Customer Experience 
According to (Klaus & Maklan, 2013), Experience measurement conveys emotions and 
emotions that go beyond quality of service. Customer experience is the customer's 
subjective response to all direct and indirect encounters with the company, the 
purchasing behavior or the overall direct and indirect meeting with the company, and the 
quality of the customer experience. Is to evaluate as superiority or perception (Lemke et 
al., 2011). There are five types of customer experience as the basis for experiential 
marketing analysis overall, namely: sense, feel, think, act, and relate (Schmitt, 2010). 
Customer experience influences the switching intention (Liang et al., 2018; Sözer & 
Civelek, 2018). Customer experience is affected by price (Kamaladevi, 2010; Wang et 
al., 2018) and service quality (Gracia et al., 2011; Jang & Namkung, 2009; Palmer, 
2010). 
 
Price 
Price is one of the variables that must be controlled properly because the price will 
significantly affect several aspects of the company's activities, both regarding sales 
activities and aspects of profits to be achieved by the company (Kotler & Amstrong, 
2018). They use price measuring indicators: affordability, price feasibility with product 
quality, price competitiveness, price adjustment with benefits. Price can affect customer 
experience (Kamaladevi, 2010; Puccinelli et al., 2009) and Switching intention (Antón et 
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al., 2007; Chiang & Chen, 2014; Yulisetiarini, 2013)There are gaps in Yulisetiarini 
research which mentions price does not affect switching intention (2013). 
 
Service Quality 
According to (Richard et al., 1994), service quality is a willingness to provide fast, precise 
and necessary services to consumers. Service quality is a form of behaviour that is 
related to the value of satisfaction but is not equivalent to performance. It will result in a 
balance between prospects and performance (Parasuraman et al., 1993). Service 
Quality can affect customer experience (Gracia et al., 2011; Jang & Namkung, 2009; 
Palmer, 2010; Richard et al., 1994). Service quality can also affect the switching intention 
(Antón et al., 2007; Bonn et al., 2016; Lee & Kim, 2011; Nelloh & Liem, 2011; Zakiy, 
2019). The service quality measurement in this study is based on five service dimensions 
(Parasuraman et al., 1993) that customers use to assess quality of service: tangible, 
reliability, responsiveness, assurance, and empathy.  
From the previously mentioned background and based on empirical studies of previous 
research, The hypothesis in this study is formulated as follows: 

H1: Service Quality affects Customer Experience 

H2: Price affects Customer Experience 

H3: Service Quality affects Switching Intention 

H4: Price affects Switching Intention 

H5: Customer Experience affects Switching Intention 
 
The conceptual framework of these hypotheses in the study is shown in the figure below. 
 
Figure 1. Conceptual Framework 
 
 

 
 
 
 
 
 
 
 

 
 

RESEARCH METHOD 
 

The population of this survey is foreign and domestic tourists coming to Bali in 2020. 
With a purposive sampling technique, respondents must fulfill the following 
requirements: have visited Bali for at least three days and have the desire to make a 
temporary resting place or have changed places to stay at various hotels in Bali. 
Researchers distributed online questionnaires at the end of 2020 with multiple choices 
using a Likert interval scale which was considered appropriate to measure a person's 
attitudes, opinions, and perceptions about social phenomena (Suliyanto, 2006). The 
larger the number of samples, the more describing the state of the population (Sukardi, 
2004: 55). A tabular list of respondents' primary data was analyzed by path analysis that 
performed to estimate the causal effect between variables and the position of each 
variable in the path, either directly or indirectly.  
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RESULTS 
 

Of the key data from 204 respondents, 33% were male and 67% were female. Women 
prefer to try new things and are noisier and more computational than men. Depending 
on the type of tourist, 58% are domestic tourists and 42% are foreign tourists. Most 
foreign tourists stay longer so they can move places during spending time in Bali, while 
local tourists have a shorter time, but they want to have a more diverse experience in 
enjoying a rest at a hotel. Both have a logical reason to move every time they want.  
 
Validity 
The validity of the data was tested using the Pearson's Product Moment technique by 
correlating each question with a total score. The results of the correlation were compared 
with a significant level of 5%. Each statement item contained in the research 
questionnaire has a significant value of less than 5%, meaning that all statement items 
used for each variable of service quality (X1), price (X2), customer experience (Z) and 
switching intention (Y) are declared valid for use.  
 
Reliability 
Ghozali (2005:42) states that an instrument is reliable if the alpha value is greater than 
0,60. The value of Cronbach's Alpha statement items in each service quality variable (X1) 
is 0.771; price (X2) is 0.865; customer experience (Z) is 0.876. And switching intention 
(Y) is 0.901. All Cronbach's alpha values greater than 0.60 can be said to be reliable. 
 
Normality 
The normality test on the sample was carried out using the Kolmogorov-Smirnov test by 
setting the degree of confidence (𝛼) of 5%. If significant > 0.05, then the data is normally 
distributed. Based on the results of data processing, the Asymp. Sig. Value is obtained. 
Sig. 0.436 > 0.05 (first equation) and 0.909 > 0.05 (second equation), it can be concluded 
that the data in this study are normally distributed and meet the assumption of normality. 
 
Path Analysis 
Details of the results of the data analysis are shown in the table below. 
 
Table 1. Results of Hypothesis Testing 
 

Independent 
Var. 

Dependent 
Var. 

Beta Sign.  Description 

X1 Z 0.439 0.000 Significant Ho accepted 

X2 Z 0.525 0.000 Significant Ho accepted 

X1 Y - 0.257 0.003 Significant Ho accepted 

X2 Y - 0.152 0.095 Not Significant Ho rejected 

Z Y - 0.504 0.000 Significant Ho accepted 

Source: Data analysis, 2020 
 
Trimming Theory 
The trimming model occurred when the overall path coefficient tested turns out to be an 
insignificant variable. Based on the table above, the path analysis diagram model and its 
coefficients can be shown in the following figure. 
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Figure 2. Path Analysis Model 

 

 
 
 
 
 
 
 
 
 
Based on the results of the path test, it can be stated that the model equation is as 
follows. 

Z = 0.439X1 + 0.525X2 + ε1………….  (equation 1) 
Y = -0.262X1 - 0.622Y + ε2…………..  (equation 2) 

 
Since all paths are important, direct, indirect, and overall impacts are calculated. The 
effect of service quality variable (X1) on switching intention (Y) through customer 
experience (Z) = (0.439) (-0.622) = -0.27 or 27%. The effect of the price variable (X2) on 
switching intention (Y) through customer satisfaction (Z) = (0.525) (-0.622) = -0.37 or 
37%. Meanwhile, the total effect for Service Quality on Switching Intention through 
Customer Experience is = 0.439 + (- 0.273) = 0.166. The total effect for Price on 
Switching Intention through Customer Experience is = 0.525 + (- 0.327) = 0.198. 
 
Classic Assumption Test 
Multicollinearity can be confirmed by examining the magnitude of VIF (Variance Inflation 
Factor). If VIF < 5 or Tolerance > 0.10: there is no multicollinearity. The results of the 
Multicollinearity Test on the Service Quality (X1) and Price (X2) regression models on 
Customer Experience (Z) show the VIF value for the service quality and price variables, 
each of which is equal to 1.654 with a tolerance value of 0.605. The results on the Service 
Quality (X1), Price (X2) and Customer Experience (Z) regression models for Switching 
Intention (Y) show a VIF value of 2.448 with a tolerance value of 0.408 on the service 
quality variable, VIF value of 2.792 with a tolerant value of 0.358 on the variable. Price 
and the value of VIF are 4.128 with a tolerance value of 0.242 on the Customer 
Experience variable. 
 
In this study, we used the Glejser test for the non-uniform variance test. If the significance 
value is > 0.05, there is a heterogeneous variance. The Glejser Test results on the 
Service Quality (X1) regression model, Price (X2) on Customer Experience (Z) provide 
significance values of 0.351 and 0.549. While the results of the Glejser Test on Switching 
Intention (Y) show a significance value of 0.846 on the service quality variable, a value 
of 0.114 on the Price variable, and a value of 0.264 on the Customer Experience variable. 
The t-test was performed to determine the effect of the independent variable on the 
dependent variable. However, if the significance is greater than 0.05, it will be rejected. 
 

DISCUSSION 
 
Service Quality Affect Customer Experience 
Based on the results of the path analysis on the accepted hypothesis test, the 
relationship shown by the path coefficient is positive, meaning that the better the quality 
of hotel services, the level of customer experience of hotel visitors will increase. 
Respondents said that the quality of the main service in hotel rooms is an indicator of 
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the hotel's tangible or physical appearance (such as rooms, parking area, hotel, wifi, 
playgrounds, swimming pool, café lounge and other interesting spots), and friendly and 
professional hotel employee performance. This provides a unique and different 
experience for each visitor in each hotel. These results are in line with previous research 
conducted by (Nelloh & Liem, 2011) which proved that service quality affects customer 
emotions, leading them to experience assessment. The role of emotions has been 
identified as a differentiator in the customer experience. This is a stimulus that has 
positive emotional consequences for one consumer and can have negative 
consequences for another consumer with different emotional tendencies or become 
highly involved for some or low involvement toward the same product or service (Palmer, 
2010). Service quality on tangible indicators does have a substantial effect on emotions 
(Jang & Namkung, 2009). After all, quality of service  leads to  satisfaction (Machmud & 
Wolok, 2020; Nazri et al., 2020; Tendur et al., 2021) that indirectly either pleasant or 
unpleasant experience (Gracia et al., 2011), where the quality component significantly 
impacts positive emotions in a pleasant experience. 
 
Price Affect Customer Experience 
Respondents' answers were dominant in their agreement about competitive prices and 
the quality and benefits obtained. The relationship shown by the path coefficient is 
positive, meaning that the price offered follows the benefits received by hotel service 
users to improve the customer experience of hotel service users. Affordable prices and 
following the quality and the benefits we receive can ultimately affect our satisfaction 
(Tendur et al., 2021) and emotions about the experience. This is in line with previous 
reference research (Kamaladevi, 2010; Puccinelli et al., 2009).  
 
Service Quality Affect Switching Intention 
The relationship shown by the path coefficient is negative, meaning that good service 
quality and by the needs and desires of hotel service users will reduce switching intention 
or the tendency to switch hotel service users with the comfort of a hotel room that can 
provide peace when users want to rest, complete facilities and sufficient parking space 
for all hotel residents. Hotel employees who are responsive and can find solutions when 
problems occur related to facilities are a form of the hotel's responsibility to maintain and 
provide good service quality so that visitors can feel at home and not change hotels 
where they stay, in line with previous research (Antón et al., 2007; Knutson et al., 2009; 
Lee & Kim, 2011; Nelloh & Liem, 2011; Zakiy, 2019). 
 
Price Does Not Affect Switching Intention 
The effect given by the price on switching intention is small or unable to provide a 
significant effect. The results of this study indicate that affordable prices, prices that 
match the benefits and prices that are cheaper than other places, can't affect the 
tendency of customers to switch hotel services. Hotel visitors in Bali have a tendency to 
switch intentions, mainly not influenced by the price but because they want to change 
the atmosphere. Compared to other cities, hotel prices in Bali with the same class are 
offered at lower prices than similar classes in other cities. This is due to the high level of 
competition so that each hotel has a competitive price offer. There are differences and 
gaps between research and the literature used to formulate hypotheses (Antón et al., 
2007; Chiang & Chen, 2014; Yulisetiarini, 2013) 
 
Effect of Customer Experience on Switching Intention 
The effect shown by the path coefficient is negative, meaning that the higher the 
experience felt by hotel visitors, the lower the level of switching intention or the tendency 
to move. Positive emotions will create a pleasant experience while staying at the hotel 
for visitors because the pleasant experience can minimize the transfer of customers to 
other hotels while staying in Bali. Customer experience influences the switching intention 
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(Liang et al., 2018; Sözer & Civelek, 2018). Hotel service providers will provide a 
satisfying experience in order to retain customers. As previously mentioned, a pleasant 
experience can make customers feel comfortable and satisfied in the end, even to their 
loyalty (Hussein et al., 2018; Khan et al., 2015; Sánchez-Casado et al., 2019a). When 
customers are loyal, they will be reluctant to move to another hotel. 
 

CONCLUSION 
 
From the research results, it can be seen that customer experience has an essential role 
in determining the life of a company. With a positive customer experience, customers will 
remain loyal and not want to switch to other products or services. In this way, the 
company can continue to maintain its own in the face of fierce competition. Customer 
experience can be built through excellent or superior service quality accompanied by 
relatively affordable and competitive prices for products and services even if price isn't 
the only reason to change the mindset of customers. In other words, if the quality of 
service provided is good enough and can provide a pleasant customer experience even 
though the price can be said to be higher, this can prevent customers from switching. 
Based on the results of the research above, we can recommend the following basic 
implementations. 

1. Hotel must improve their service quality better because most of the factors that 
can affect satisfaction, loyalty and revisit intention and reduce the occurrence of 
switching intentions are the quality of the service itself.  

2. Hotels should maintain quality by setting prices that are quite competitive in order 
to provide a satisfactory customer experience. Pricing must be adjusted to 
competitive conditions, the quality provided and especially the operating costs of 
the hotel itself 

3. In addition to price and service quality, hotel managers should also explore other 
variables that can improve their marketing performance, provide satisfying 
customer experiences, increase loyalty and reduce the occurrence of customers 
switching intentions in other hotels. 
 

LIMITATION 
This study has several limitations. First, this research was conducted with limited time 
and cost, so it could not optimally represent the perception of measurement variables 
from tourists in Bali. Second, the research was also carried out during the pandemic so 
that some of the variables in this study were not the same as usual conditions, such as 
price variables. Third, restrictions on PPKM regulation to avoid the spread of the Corona 
virus also make visitor determine their activities during the pandemic. Therefore, due to 
these restrictions, they may hesitate to move to another location. Last, this research 
examination is based on data that occurs at one point in time (cross-sectional), so that 
the model is not designed to capture changes that occur due to time shifts.  
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