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Abstract 

All tourism experiences involve at least one element of transport, one of which often is car rental services.  By 

adopting the customer experience scale, this research aimed to determine the perceptions of customer experience 

quality dimensions on customer satisfaction in car rental operations at the East London Airport during a one-

month period, namely June 2021. A snowball sampling method was used, and questionnaires were distributed to 

114 respondents through an online survey. Data were analysed by means of descriptive and inferential statistics, 

using AMOS Version 26 for structural equation modelling. The results showed that customer experience 

dimensions had a significant influence on customer satisfaction. The application of the experience quality (EXQ) 

scale was extended in this study, which could help managers of car rentals to identify the key areas of importance 

when striving to provide pleasant experiences.  

Keywords: car rental; customer experience; customer satisfaction; tourism  

Introduction 

Customer satisfaction is an important aspect of the service industry. Accordingly, service 

providers should continuously monitor the quality of their services as perceived by customers 

to ensure that they meet client needs, and make improvements where required. Achieving 

customer satisfaction does not come without challenges, due to the nature of these services. 

According to Jan (2012), services can be summarised in terms of their main characteristics 

such as intangibility (cannot be touched), inseparability (simultaneously produced and 

consumed), heterogeneity (no two services are precisely alike), and perishability (cannot be 

saved). These characteristics pose challenges for businesses, but they can be managed 

successfully by paying close attention to customer expectations (Wani et al., 2023).  

Car rental services have played a significant role in the enhancement of the convenience 

of transportation (Gierczak-Korzeniowska, 2020). Akay (2021) claims that the success of the 

car rental sector, which provides support services to the growing tourism industry, is considered 

very important for the development of the industry. Car rental services enable customers to 

travel to their preferred destinations at their leisure. Hsu et al. (2019) are of the view that the 

service experience and thus the overall satisfaction with car rental services have an impact on 

inclusive travel contentment.  
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According to Khan and Metri (2011), a service experience arises when a business 

deliberately uses services as the stage and products as the means to interact with customers. 

Experiences lead to feelings and emotions, resulting in consumers wanting to relive positive 

experiences, which not only impacts the satisfaction of the customer, but also results in brand 

loyalty (Khan et al., 2015). Such a view suggests that the terms ‘customer satisfaction’ and 

‘customer experience’ are not synonymous.  

According to Ok et al. (2018), customer satisfaction is a significant element of business 

practice that determines the application of service performance. For Becker and Jaakkola 

(2020), customer experience refers to various consumer responses and reactions that vary in 

character and intensity. There is a scarcity of tourism research about customer perceptions of 

service quality in the car rental sector, particularly in South Africa.  This research aimed to 

investigate the impact of the customer experience quality (EXQ) dimensions adapted from 

Khan et al. (2015) on customer satisfaction in car rental operations. 

 

Literature review 

Personal transportation options have greatly expanded in recent years, and the use of rentals in 

the tourism industry could be one of the most effective ways to promote tourism and new 

mobility (Nakamura & Abe, 2016). Car rentals represent an important component of the 

tourism industry as more and more travellers use rental services as their preferred choice of 

mobility (Ola, 2016). Car travel is the most popular mode of transportation in the world of 

tourism (it accounts for 77% of all journeys) because of its many benefits, like flexibility, cost, 

and freedom. Tourists frequently rent cars to get to their locations, which has resulted in an 

active gathering of car rental companies (Dinu, 2018). Furthermore, tourists prefer to roam 

around an area on their own rather than taking the set public transportation routes (Nakamura 

& Abe, 2016).  

 

Customer satisfaction 

Customer satisfaction has been at the centre of many service-related studies for a long time due 

to its important contribution to business success. Customer satisfaction in tourism is determined 

by both subjective and objective elements, such as customer requirements and emotions, as 

well as product and service attributes (Sánchez-Rebull et al., 2018). Pakurár et al. (2019) 

summarise customer satisfaction as a customer's assessment of whether the service fits his or 

her expectations and needs. Customer satisfaction is critical because of its influence on future 

consumer intentions, loyalty, and word-of-mouth marketing (Corte et al., 2015; Hermann et 

al., 2020). If customers are dissatisfied with a company’s services, they will probably not return 

in the future. Furthermore, by using survey and rating data on customer satisfaction, a business 

can decide how to improve or change its products and services (Abdullah et al., 2022).  

Previous studies have determined that customer satisfaction is an outcome of customer 

experience in different contexts (Alnawas & Hemsley-Brown, 2019; Deshwal & Krishna, 

2016; Khan et al., 2015; Ko, 2020; Roy, 2018; Worimegbe et al., 2020).  It is important to 

constantly think about ongoing evaluation and improvement of services and experiences of 

customers in the service sector. As noted by Ko (2020), customer satisfaction and customer 

experience are distinct constructs and have a contributory relationship with each other. In the 

hotel industry, for example, Alnawas and Hemsley-Brown (2019) found that offering distinct 

experiences through employees and the physical environment, coupled with psychological, 

symbolic, and cognitive benefits, would lead to satisfied customers. For the purpose of this 

study, customer satisfaction is determined as a customer's feedback following the use of 

services, in the form of an evaluation of the service provided and the outcome of the experience, 

as compared to the customer's expectations. 

http://www.ajhtl.com/
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Customer experience  

Tourism services are widely recognised as a significant experience-based industry. According 

to Sellier et al. (2021:230), “the particularity of the customer experience is that it integrates 

several points of contact during the customer’s service experience, and thus specific 

interactions between the customer and the service provider are involved”. De Wet et al. (2021) 

maintain that for customer experience to be optimised, a business should ensure that they 

understand the ideal customer journey. The evaluation of the customer's overall perception of 

the service is often used as a benchmark to measure experience quality. 

Lemke et al. (2011) conceptualise customer experience as the customer’s subjective 

response to the holistic direct and indirect encounter with the firm, and customer experience 

quality as a subjective assessment of the customer experience in relation to a preconceived 

expectation. Poor customer experience quality often results in dissatisfaction, which leads to a 

loss of business for companies. Furthermore, customer experience quality is “customers’ 

cognitive and emotional assessment of direct and indirect contacts with the service 

organisation, physical environment, and social environment, coupled with the psychological, 

symbolic and cognitive outcomes accorded to the customer from specific encounters” 

(Alnawas & Hemsley-Brown, 2019). Elements of different dimensions such as service quality, 

service operation, employee performance, information technology, and customer expectations 

may affect the quality of consumer service experience both directly and indirectly (Hsieh & 

Chuang, 2015). Customer experience is said to have a direct relationship with customer 

behavioural outcomes and satisfaction (Choo et al., 2018; Roy, 2018). 

Klaus and Maklan (2012) developed a multiple-item scale for measuring the customer 

service experience. According to Kuppelwieser and Klaus (2021), the experience quality 

(EXQ) scale was designed to the customer experience and journey through all three phases, 

namely the brand experience, service (provider) experience, and post-purchase experience. 

Klaus and Maklan (2012) are of the opinion that customers' perceptions of service experience 

are based on four dimensions: product experience, outcome focus, moments of truth, and peace 

of mind. These dimensions act as a reflection of a customer’s perception of the service 

experience (Roy, 2018).  

Product experience – This dimension emphasises the importance of a customer’s 

perception of whether or not they can choose and compare different offerings (Deshwal & 

Krishna, 2016; Khan et al., 2015) at the chosen service provider (Roy, 2018). The product 

experience refers to the experience associated with what the service or product offers, such as 

its attributes, diversity, functionality, and the capacity of the product to meet needs other than 

the service offered (Worimegbe et al., 2020). This implies that to gain a competitive advantage 

over other competitors, firms need to find new ways to delight customers (Kashif et al., 2016). 

Based on this literature, we hypothesise that: 

 

H1: Product experience positively influences customer satisfaction. 

 

Outcome focus – This dimension is linked to lower transaction costs for customers, such as 

finding and qualifying new providers (Klaus & Maklan, 2012). Outcome focus reflects the 

significance of objective-orientated customer experiences such as searching for and qualifying 

a service provider that would cater for their needs (Roy, 2018). The outcome focus can also be 

viewed as perceived value-added delivery by firms based on experience, which leads to the 

customer showing positive behaviour and experiencing memorable feelings (Worimegbe et al., 

2020). Based on this literature, we hypothesise that: 

 

H2: Outcome focus positively influences customer satisfaction. 

http://www.ajhtl.com/
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Moments of truth – According to De Jong and De Ruyter (cited in Klaus & Maklan, 2012), this 

dimension explains the impact of a service provider's actions on the customer's current and 

future decisions in the event of a mishap. During these moments of truth the customer forms 

an opinion that is long-lasting and influences the customer’s buying decisions (Ko, 2020). 

Moments of truth stress the significance of the service provider’s flexibility, pro-activeness, 

and service recovery in the case of failure (Roy, 2018). Based on this literature, we hypothesise 

that: 

 

H3: Moments of truth positively influence customer satisfaction. 

 

Peace of mind – This dimension shows the emotional benefits to customers of the service 

provider's perceived knowledge (Klaus & Maklan, 2013). According to Deshwal and Krishna 

(2016), this parameter depicts a consumer’s evaluation of all their contacts with the service 

provider before, during and after the service. Various types of emotions can be elicited, and 

these customer emotions convey important information on how the customer will ultimately 

assess the service encounter, and, subsequently, the overall relationship of service experience 

quality (Choo et al., 2018). Based on this literature, we hypothesise that: 

 

H4: Peace of mind positively influences customer satisfaction. 

 

The research model based on the study of theory and the development of hypotheses can be 

seen in Figure 1 below. The relationships refer to the hypotheses that were tested in this study. 

 

        
Figure 1: Conceptual model linking EXQ factors and customer satisfaction                                                                                                                                                    

 

Khan et al. (2015) extended the applicability of the customer experience quality scale (EXQ) 

to hotel operations. Their study looked at EXQ in the hotel business to address the issue of 

generalisation and to assess EXQ's influence on important consumer behavioural outcomes 

such as word of mouth, consumer happiness, and brand loyalty (Khan et al., 2015). Their 

research found that all four customer EXQ factors had a favourable and significant effect on 

consumer behaviour (Khan et al., 2015). Deshwal and Krishna (2016) conducted another study 

in which they investigated the effect of customer service quality factors on customer 

satisfaction by conducting an empirical study on retail establishments in India. Their findings 

http://www.ajhtl.com/
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also showed that customer satisfaction is influenced by all four characteristics of customer 

experience quality. It was therefore decided to utilise the customer experience quality (EXQ) 

scale used by Khan et al. (2015) in this research study for assessing the quality of experiences 

of both international and domestic travellers who use car rental services in South Africa. 

 

Methodology 

Previous studies have shown that the customer experience is a very important factor in 

predicting customer satisfaction (Bravo et al., 2019; Deshwal & Krishna, 2016; Khan et al., 

2015). The study followed a confirmatory quantitative research approach using a survey 

research design. A structured questionnaire based on the EXQ model of Klaus and Maklan 

(2012) was utilised. The customer experience dimensions were linked with satisfaction through 

the use of the customer experience scale. This research aimed to determine the perceptions of 

customer experience, quality dimensions and customer satisfaction in car rental operations. 

This helped to test the hypothesis that customer experience dimensions are positively correlated 

with customer satisfaction.  

The survey instrument was adapted and pretested prior to distribution in order to ensure 

face validity. All seven car rental companies at the East London Airport (now King Phalo 

Airport) were targeted for inclusion in the study. Five of the seven companies gave permission 

for this research in the form of signed consent letters. The researcher had sent the car rental 

managers a request for permission by email and later met them in person for original signatures 

on the consent forms.  

For the purposes of this study, it was not possible to determine an exact population size 

due to the Airports Company of South Africa not having such data. For that reason, the largest 

possible sample was sought.  Once data collection had been completed, the data were cleaned 

and subsequently, a reliability test was performed on the data by means of a Cronbach’s alpha 

test.  The test revealed that all variables scored above 0.70, which, according to Ursachi et al. 

(2015), reveals reliable data and therefore a suitable sample size. 

Data were collected in June and July 2021 from travellers using car rental services at 

the East London Airport. Car rental agents at the airport were informed of the study and 

requested to promote the study to their clients.  Clients who were willing to participate in the 

study were provided with an information leaflet and requested to provide their email addresses. 

Thus, a non-random, convenience sampling approach was used. The survey link was then 

shared with the target population via email and WhatsApp platforms.  In addition, snowball 

sampling was used because it was difficult to access the target population, as proposed by 

Saunders and Lewis (2017), due to limitations placed on the industry as a result of COVID-19 

regulations. A total of 200 questionnaires were circulated to the target audience through an 

online survey tool (Survey Monkey), and 114 completed questionnaires were returned and used 

in the data analysis.  

The questionnaire was divided into two sections. Section A tested the various constructs 

related to customer service experience on a five-point Likert scale, where 1 represented 

strongly disagree, 2 represented disagree, 3 represented neutral, 4 represented agree, and 5 

represented strongly agree. Six variables made up the peace of mind construct, five variables 

made up the moments of truth construct, four variables made up the product experience 

construct, and four variables made up the outcome focus construct. For measuring customer 

satisfaction, five items were taken from the study of Khan et al. (2015). Section B addressed 

the demographics and contained trip characteristic questions.  

Data were captured using Microsoft Excel Worksheet and then analysed by the 

Statistical Package for Social Sciences (SPSS) Version 26. Internal consistency to establish the 

reliability of the constructs was measured through Cronbach’s alpha. Confirmatory Factor 

http://www.ajhtl.com/
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Analysis (CFA) was performed to verify the factor structure and to test the four hypotheses 

that were formulated in this study. The Path analysis results explain the causal relationships 

between variables. Data was analysed through Structural Equation Modelling (SEM), using 

statistical techniques. 

 

Results and discussion 

Demographic findings 

In terms of the demographic profile of respondents, one-third were females while two-thirds 

were males.  A total of 29.8% of respondents possessed bachelor’s degrees; 22.8% were 

certificate holders; 18.4% were national diploma holders; 16.7% had postgraduate diplomas; 

45.3% had master’s degrees; and only 4.4% had doctoral qualifications. Most respondents 

(41.2%) were travelling for holidays; 28.9% were travelling for business, and 19.3% were 

travelling to visit friends and family. Domestic travel accounted for 93% of respondents.  

 

Confirmatory factor analysis  

According to Khine (2013), confirmatory factor analysis (CFA) models are frequently used to 

investigate patterns of interrelationships between different components. To validate the 

measurement model, a CFA was done on the five constructs to ensure that the variables that 

made up each factor were connected. The convergent and discriminant validity of the scales 

was tested using CFA. As seen in Table 1 below, each construct had a Cronbach's alpha value 

larger than the theoretical threshold of 60% (Ursachi et al., 2015), thereby indicating adequate 

internal consistency (reliability). 

The minimum acceptable value of composite reliability is 0.60 (Hamid et al., 2017). 

Peace of mind, moments of truth, product experience, and customer satisfaction recorded 

composite reliability values that were above 0.60, indicating a good level of internal 

consistency; however, the outcome focus scale had a low composite reliability of 0.50, as 

shown in Table 1 below. The low composite reliability demonstrated by the outcome focus 

scale is largely attributed to the low loading factors, especially “Service experience has 

influenced which my preferred car rental company is”, which had a low loading factor of 0.41. 

In this case, it can be interpreted that outcome focus is the least significant independent variable 

for predicting customer satisfaction. 

Discriminant validity is defined as the degree to which assessments of various attributes 

are uncorrelated (Zait, 2011). Discriminant validity was tested using average variance derived 

in this study (AVE). A minimum value of 0.50 is acceptable (Zait, 2011). All the constructs 

recorded a high AVE of at least 0.85. In particular, customer satisfaction recorded a high AVE 

score of 0.90. 

Convergent validity was measured in this study using loading factors of each 

measurement item to their respective latent factor constructs. Moments of truth, product 

experience, and customer satisfaction measurement items had loading factors that were above 

the 0.50 cut-off, signifying validity. However, the items “Previous dealings influenced my 

choice of a car rental company”, and “Service experience has influenced which my preferred 

car rental company” loaded poorly in the peace of mind and outcome focus factors with low 

loading factors of 0.42 and 0.41, showing them to be less significant.  

Factor 1: Peace of mind. Concerning whether car rentals provided peace of mind, the 

respondents indicated a high level of agreement with the overall mean value of 3.9. This factor 

included the following variables: “The car rental company’s customer service expertise gives 

confidence”; “The car renting process was easy”; “The car rental company will always look 

after my needs as a customer”; “Previous dealings influence my choice of a car rental 

company”; “Previous dealings ensure ease of interaction with the car rental company”; and 

http://www.ajhtl.com/


  
African Journal of Hospitality, Tourism and Leisure, Volume 12 (3) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

933 

 

“The company staff gives valuable advice”. The research conducted by Worimegbe et al. 

(2020) highlighted that the creation of new services is a significant driver of customers' 

experience, which is a driver of customers' satisfaction. They indicate that “these new services 

will bring about peace of mind for the customers”. This finding aligns with the study of (Khan 

et al., 2015) that demonstrates the influence of peace of mind on customer satisfaction.                                                                                                                                                                                          

 
Table 1: Factor analysis: Customer experience 

 
 

Factor 2: Moments of truth. Overall, perceptions about moments of truth were positive 

and this was justified by a high mean score of 3.8. This factor included the following variables: 

“The car rental company looked out for my needs”; “The car rental company keeps a customer 

up to date with new offerings”; “This is a reputable car rental company”; “The staff at the 

company has good customer service skills”; and “The company deals with a customer 

professionally when things go (went) wrong”. This is supported by the work of Kashif et al. 

(2016), which revealed moments of truth as highly valued by customers. Deshwal and 

Krishna's (2016) research came to the same conclusion and showed that moments of truth affect 

customer satisfaction.  

Factor 3: Outcome focus. Overall perceptions about outcome focus were positive and 

this was supported by a high mean score of 3.8. This factor included the following variables: 

“Renting from this car rental company makes the process much easier”; “The car rental 

company looks after my needs as a customer swiftly”; “Service experience has an influence on 

which my preferred car rental company is”, and “The car rental company staff understands my 

personal preferences”. The findings are consistent with those of Roy (2018) and highlight the 

importance of outcome focus in shaping customers' perceptions of service experience; thereby 

suggesting its influence on customer satisfaction. 

http://www.ajhtl.com/


  
African Journal of Hospitality, Tourism and Leisure, Volume 12 (3) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

934 

 

Factor 4: Product experience. Overall perceptions about product experience were 

favourable and this was supported by a high mean score of 3.9. This factor included the 

following variables: “There is a diverse range of vehicle options to choose from”; “There is a 

diverse range of pricing options to choose from”; “There are different rental options to compare 

from the company”: and “You get one designated contact in the company”. These results are 

in accordance with the research by Ko (2020), which confirms product experience as a 

significant construct in customer experience evaluation, which then influences customer 

satisfaction. 

Factor 5: Customer satisfaction. Overall perceptions about customer satisfaction were 

positive and this was supported by a high mean score of 3.9. This factor included the following 

variables: “My feelings towards the car rental company are very positive”; “The car rental 

company has all the offerings that one would look for”; “Overall, you get satisfied with the 

company and the service they provide”; “The company produces the best results that can be 

achieved for the customer”; and “The extent to which the car rental company has produced the 

best possible outcome for me is satisfying”. This is supported by prior research in the context 

of retail stores (Deshwal & Krishna, 2016) and the hotel industry (Alnawas & Hemsley-Brown, 

2019), where results show that experience dimensions contribute to customer satisfaction. 

 

Model measurement for the goodness of fit 

The study employed a structural equation approach through Amos (26) in the SPSS software 

application. The results in Table 2 indicate that the root mean square error of approximation 

(RMSEA), comparative fit index (CFI), Tucker-Lewis index (TLI), and incremental fit index 

(IFI) fall within acceptable limits, as shown. This indicates that the goodness of fit of the model 

was satisfactory. 

 
Table 2: Measurement of a good fit of the model 

Figure 2 below shows the results of the hypothesised relationships. Path analysis was used to 

show correlations between variables as well as casual relationships between the constructs of 

the study. The research path estimates indicate that EXQ had a favourable and significant 

impact on satisfaction. 

As hypothesised in H1-H4, the results provide support for the relationship between 

customer experience dimensions and customer satisfaction. Peace of mind has a significant and 

positive influence on customer satisfaction (β = 0.57; p < 0.01). H2 is acknowledged, and it can 

be concluded that moments of truth significantly influence customer satisfaction, given the 

positive path coefficient (β = 0.90; p < 0.01). H3 is acknowledged, and it can be concluded that 

outcome focus significantly predicts customer satisfaction, given the positive path coefficient 

(β = 0.32; p < 0.05). H4 is acknowledged, and it can be concluded that product experience 

http://www.ajhtl.com/
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significantly influences customer satisfaction, given the positive path coefficient (β = 0.21; p 

< 0.05).  

 

 

  Figure 2: Structural equation model results 

 

Conclusion 

Customer experience is regarded as an important component of building relationships between 

companies and customers. For this reason, research in this field is increasing. The main goal 

of this study was to research customer service experiences in car rental operations at East 

London Airport in South Africa. This study measured the effect of the EXQ model of Klaus 

and Maklan (2012), confirming that customer experience quality influences customers’ 

satisfaction in a car rental context. The findings of this study clearly show that customer 

experience, as proposed by Alnawas and Hemsley-Brown (2019), is not merely dependent on 

the service encounters, but rather is the customer’s entire evaluation of direct and indirect 

interactions with the service organisation in terms of cognitive and emotional factors. As a 

result, this research contributes to creating discourse and an enhanced understanding of the 

concept of service experiences in car rental services. This examination of the customer 

experience quality dimension’s effect on customer satisfaction shows that peace of mind, 

moments of truth, outcome focus, and product experience have almost equal significance. Our 

findings show that all four customer experience quality attributes have a positive and 

significant impact on customer satisfaction. Most noticeably, the hypothesis resulted in 

moments of truth having a path coefficient of 0.90, indicating the highest impact on customer 

satisfaction and its criticality in satisfying customer needs. Car rental companies need to 

understand market-driven choices that would be beneficial to them and impact customers 

positively. They should provide flexible processes that would motivate their customers to 

return. Car rental company staff should be trained to provide excellent services that instil 

confidence in their customers. 

http://www.ajhtl.com/
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Subsequently, customer experience management would result in those key events being 

memorable to customers. However, further investigation concerning service quality in the car 

rental sector is required in order to further learning and academic discourse in the field and 

ultimately enhance the sector’s financial sustainability. The EXQ model can capture the aspects 

of the customer’s journey with a particular company. This study further validates the EXQ 

constructs in assessing the influence of the customer’s experience on customer satisfaction. 

 

Limitations  

The researcher's original plan was to do this study at several airports in South Africa. However, 

because of the Covid-19 pandemic, that was never possible. Regarding the empirical study 

sample, it is important to note that the researcher was in a situation where it was hard to get to 

the sample, which is why the snowball sampling method was used. The ability of the researcher 

to reach the target population was restricted, hence the snowball sampling method was used. 

Even with these limitations, efforts were made to make sure that they did not get in the way of 

coming to a factual conclusion.  

 

References 

Abdullah, O., Sufi, T. & Kumar, S. (2022). Service Quality and its Influence on Customer 

Satisfaction and Customer Loyalty in the Restaurants of Five-star Hotels. African 

Journal of Hospitality, Tourism and Leisure, 11(6), 2173-2189.  

Akay, B. (2021). Renting Cars and Trucks. In M. Korstanje (Ed.). Socio-Economic Effects 

and Recovery Efforts for the Rental Industry: Post-COVID-19 Strategies (pp. 93-110). 

IGI Global.  

Alnawas, I. & Hemsley-Brown, J. (2019). Examining the Key Dimensions of Customer 

Experience Quality in the Hotel Industry. Journal of Hospitality Marketing and 

Management, 28(7), 833-861. 

Becker, L. & Jaakkola, E. (2020). Customer Experience: Fundamental Premises and 

Implications for Research. Journal of the Academy of Marketing Science, 48(1), 630–

648. 

Bravo, R., Martinez, E. & Pina, J. M. (2019). Effects of Service Experience on Customer 

Responses to a Hotel Chain. International Journal of Contemporary Hospitality 

Management, 31(1), 389-405. 

Choo, P.W., Tan, C.L. & Yeo, S.F.  (2018). A Review of Customer Experience Quality 

Measurement in Malaysian Heritage Hotels. Global Business & Management 

Research, 10(1), 379-395. 

Corte, V., Sciarelli, M., Cascella, C. & Del Gaudio, G. (2015). Customer Satisfaction in 

Tourist Destination: The Case of Tourism Offer in the City of Naples. Journal of 

Investment and Management, 401(1), 39-50. 

De Wet, S., Bick, G. & Abratt, R. (2021). Factors that Drive the Perceived Success of 

Franchises in South Africa. International Journal of Business and Emerging Markets, 

13(1), 52-73. 

Deshwal, P. (2016). Customer Experience Quality and Demographic Variables (Age, Gender, 

Education Level, and Family Income) in Retail Stores. International Journal of Retail 

& Distribution Management, 44(9), 940-955. 

http://www.ajhtl.com/


  
African Journal of Hospitality, Tourism and Leisure, Volume 12 (3) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

937 

 

Dinu, A. M. (2018). The Importance of Transportation to Tourism Development. Academic 

Journal of Economic Studies, 4(4),183-187. 

Gierczak-Korzeniowska, B. (2020).  Tourist and Business Models in the Mobility of 

Customers Using Car Rental Services. Geography and Tourism, 8(2), 29-39. 

Hamid, M., Sami, W. & Sidek, M. (2017). Discriminant Validity Assessment: Use of Fornell 

& Larcker Criterion Versus HTMT Criterion. Journal of Physics, 890(1), 1-5. 

Hermann, U.P., Lee, C., Coetzee, W. & Boshoff, L. (2020). Predicting Behavioural Intentions 

of Craft Beer Festival Attendees by Their Event Experience. International Journal of 

Wine Business Research, 33(2), 254-274. 

Hsieh, Y. H. & Chuang, Y. C. (2015). The Key Successful Factors of Customer Service 

Experience. Emergent Research Forum Papers. Twenty-first Americas Conference on 

Information Systems, 1, 1-8.  

Hsu, Y.L., Lin, Y.H. & Lin, Y.L. (2019). 'Impact of Opaque Marketing of Car Rental 

Services on Traveler Satisfaction', International Journal of Organizational 

Innovation, 1(3), 290-312. 

Jan, A. (2012). Services Marketing Theory Revisited: An Empirical Investigation into 

Financial Services Marketing, Journal of Business and Management, 4(4), 36-45. 

Kashif, M., Samsi, S.Z.M., Awang, Z. & Mohamad, M. (2016). EXQ: Measurement of 

Healthcare Experience Quality in Malaysian Settings: A Contextualist Perspective. 

International Journal of Pharmaceutical and Healthcare Marketing, 10(1), 27-47. 

Khan, A. & Metri, B. (2011). Understanding Customers' Service Experience: Review and 

Research Propositions.  International Journal of Business Environment, 4(1), 45-62. 

Khan, I., Garg, R. & Rahman, Z. (2015). Customer Service Experience in Hotel Operations: 

An Empirical Analysis. Procedia – Social and Behavioral Sciences, 189(1), 266-274. 

Khine, M.S. (2013). Application of Structural Equation Modeling in Educational Research 

and Practice. Rotterdam: Sense Publishers. 

Klaus, P. &  Maklan, S. (2012). EXQ: A Multiple‐Item Scale for Assessing Service 

Experience. Journal of Service Management, 23(1), 5-33. 

Klaus, P.P. & Maklan, S. (2013). Towards a Better Measure of Customer Experience. 

International Journal of Market Research, 55(2), 227-246. 

Ko, C.H. (2020). Exploring Hotel Customer Service Experience. International Journal of 

Organizational Innovation, 13(2), 270-277. 

Kuppelwieser, V.G. & Klaus, P. (2021). Measuring Customer Experience Quality: The EXQ 

Scale Revisited. Journal of Business Research, 126(1), 624-633. 

Lemke, F., Clark, M. & Wilson, H.  (2011). Customer Experience Quality: An Exploration in 

Business and Consumer Contexts Using the Repertory Grid Technique. Journal of the 

Academy of Marketing Science, 39(1), 846-869. 

Nakamura, H. & Abe, N. (2016). Tourist Decisions in Renting Various Personal Travel 

Modes: A Case Study in Kitakyushu City, Japan. Tourism Management, 55(1), 85-93. 

Ok, S., Suy, R., Chhay, L. & Choun, C. (2018). Customer Satisfaction and Service Quality in 

the Marketing Practice: Study on Literature Review. Asian Themes in Social Sciences 

Research, 1(1), 21-27. 

http://www.ajhtl.com/


  
African Journal of Hospitality, Tourism and Leisure, Volume 12 (3) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

938 

 

Ola, D.C. (2016). An Overview of Customer Complaints in Car Rental Activities from 

Romania.  Bulletin of the Transilvania University of Brasov. Forestry, Wood Industry, 

Agricultural Food Engineering, 9(2), 117-124. 

Pakurar, M., Haddad, H., Nagy, J., Popp, J. & Olah, J. (2019). The Service Quality 

Dimensions that Affect Customer Satisfaction in the Jordanian Banking Sector. 

Sustainability, 11(4), 1-24. 

Roy, S.  (2018).  Effects of Customer Experience Across Service Types, Customer Types, 

and Time. Journal of Services Marketing, 32(4), 400-413. 

Sánchez-Rebull, M.V., Rudchenko, V. & Martín, J.C. (2018). The Antecedents and 

Consequences of Customer Satisfaction in Tourism: A Systematic Literature Review. 

Tourism and Hospitality Management, 24(1), 151-183. 

Saunders, M.N.K. & Lewis, P. (2017).  Doing Research in Business and Management (2nd 

ed.). Pearson. 

Sellier, Q., Poncin, I., & Vanderdonckt, J. (2021). User, Customer and Consumer Experience: 

Highlighting the Heterogeneity in the Literature. Proceedings of the 16th 

International Joint Conference on Computer Vision, Imaging and Computer Graphics 

Theory and Applications, 2(1), 229-236.  

Ursachi, G., Horodnic, I.A. & Zait, A.  (2015).  How Reliable are Measurement Scales? 

External Factors with Indirect Influence on Reliability Estimators. Procedia 

Economics and Finance, 20(1), 679-686. 

Wani, A.Z., Bhatnagar, A. & Mir, M.A. (2023). The Impact of E-Service Quality on E-

Loyalty and Revisit Intention Through the Mediating Role of E-Satisfaction and E-

Trust. African Journal of Hospitality, Tourism and Leisure, 12(2), 555-573. 

Worimegbe, P.M., Worimegbe, T.M. & Abiola-Oke, E. (2020). Gamification and Customer 

Experience in the Hospitality Industry. Journal of Tourism and Services, 21(11), 71-

87.  

Zait, A. & Bertea, P. (2011). Methods for Testing Discriminant Validity. Management and 

Marketing Journal, 9(2), 217-224. 

 

 

 

 

 

 

http://www.ajhtl.com/

	btnOpenRubric: 


