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1.1. Research Background 

 
In Malaysia, the tourism industry thrives on its rich cultural heritage, diverse landscapes, and 

vibrant urban centers, making it a magnet for global travelers. Central to sustaining this 

appeal is the strategic use of sales promotion strategies aimed at enhancing visitor 

experiences and maximizing economic impact. Sales promotions in Malaysian tourism not 

only aim to attract tourists but also aim to increase their spending and length of stay through 

targeted marketing initiatives and promotional campaigns. This research endeavors to 

examine the effectiveness of these sales promotion strategies within Malaysia's tourism 

sector, analyzing their influence on tourist behaviors, economic contributions, and the overall 

growth and sustainability of the tourism industry in the region. 

 

Scholars have presented diverse perspectives regarding the integration of customer service 

management with sales promotion strategies in Malaysian tourism. Jusoh and Jamaluddin 

(2020) contend that effective customer service management plays a pivotal role in enhancing 

destination attractiveness through memorable visitor experiences, thereby complementing 

sales promotion efforts. They advocate for aligning customer service strategies with 

promotional activities as a critical approach to fostering sustainable tourism growth. In 

contrast, Lee and Wong (2018) posit that while customer service remains essential, its impact 

on sales promotion effectiveness necessitates nuanced considerations. Their qualitative 

research underscores the significance of personalized customer service approaches that cater 

to the diverse preferences and expectations of tourists to maximize the outcomes of 

promotional initiatives. These divergent viewpoints underscore the complexity and varied 

methodologies in integrating customer service management with sales promotion strategies 

within the context of Malaysian tourism (Jusoh & Jamaluddin, 2020; Lee & Wong, 2018). 

 

Despite extensive research on integrating customer service management and sales promotion 

strategies across various contexts, the Malaysian tourism sector reveals significant gaps in the 

current literature. One crucial gap is the limited exploration of specific customer segments 

within Malaysian tourism. Understanding how different demographic groups respond to 

customized customer service and promotional approaches could offer nuanced insights into 

enhancing visitor satisfaction and bolstering economic impacts. Additionally, there is a 

noticeable lack of studies examining the incorporation of emerging technologies to enhance 

customer interactions and optimize sales promotion efforts in Malaysia's tourism industry. 

The absence of long-term sustainability metrics, beyond immediate economic benefits, also 

marks a substantial research gap. Investigating the environmental and social sustainability 

implications of customer service and promotional activities could provide a more holistic 



6  

understanding of their overall impact. Furthermore, comparative studies with global tourism 

destinations would provide valuable benchmarks and transferable insights into effective 

practices adaptable to Malaysian contexts. Achieving a balance between qualitative studies 

exploring visitor experiences and quantitative assessments of economic outcomes would 

further enrich knowledge and guide strategic decision-making in Malaysian tourism. 

 

A critical challenge in current research on the integration of customer service management 

with sales promotion strategies in Malaysian tourism stems from significant gaps and 

constraints within the existing body of literature. These gaps are characterized by the 

insufficient exploration of specific customer segments, a notable absence of studies focusing 

on leveraging emerging technologies to enhance customer interactions and optimize sales 

outcomes, and a lack of comprehensive, long-term sustainability metrics that extend beyond 

immediate economic impacts. Moreover, there is a clear need for comparative analyses with 

global tourism destinations to establish benchmarks and identify adaptable best practices. 

Addressing these deficiencies is pivotal for developing more robust, sustainable strategies 

that can effectively meet the evolving demands of the Malaysian tourism industry. 

 

This study holds substantial significance within the Malaysian tourism sector as it tackles 

crucial gaps in integrating customer service management with sales promotion strategies. By 

focusing on specific customer segments, leveraging emerging technologies, and establishing 

comprehensive sustainability metrics, this research aims to elevate visitor satisfaction levels, 

optimize economic impacts, and foster long-term sustainability in tourism. Comparative 

analyses with global tourism destinations will offer invaluable insights and adaptable best 

practices, crucial for devising robust strategies that can meet the evolving needs of Malaysia's 

tourism landscape. Ultimately, addressing these gaps not only promises to advance academic 

understanding but also promises practical insights to effectively manage and promote tourism 

initiatives in Malaysia. 

 

 

1.2. Research Problem 

 
The central focus of this research is to assess the effectiveness and seamless integration of 

customer service management within sales promotion strategies in Malaysia's tourism sector. 

Despite the acknowledged importance of customer service and sales promotion in enhancing 

visitor experiences and driving economic benefits, there remains a critical gap in 

understanding their specific interaction within Malaysia's diverse tourism landscape. Key 
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questions center on how the strategic alignment of customer service initiatives with sales 

promotion efforts can magnify their combined impact on tourist behavior and economic 

outcomes. Furthermore, the lack of comprehensive studies addressing Malaysia's unique 

cultural and regional complexities complicates the development of targeted, impactful 

strategies. Addressing these knowledge gaps is essential for formulating informed policies and 

practices that leverage customer service management to optimize sales promotion outcomes 

and sustainably support Malaysia's tourism growth (Jamal & Robinson, 2009). 

 

1.2.1. Theoretical Gaps 

 

Theoretical gaps in integrating customer service management with sales promotion strategies 

in Malaysia's tourism sector arise from a lack of cohesive frameworks explaining their 

combined impact. While existing research highlights the individual significance of customer 

service and sales promotion, there is a need for integrated theories that explore how different 

customer service approaches (such as personalized services and cultural sensitivity) interact 

with various sales promotion tactics (such as pricing strategies and loyalty programs) across 

Malaysia's diverse tourism landscape. Developing these frameworks is essential to provide 

insights into effective strategies that enhance both visitor experiences and economic 

outcomes. 

 

1.2.2. Practical Gaps 

 

Practical gaps in integrating customer service management and sales promotion strategies in 

Malaysia's tourism sector stem from inconsistencies in implementation and measurement. 

Variability in customer service standards among different establishments and regions hampers 

the effectiveness of sales promotion efforts aimed at boosting visitor satisfaction and 

spending. Moreover, the absence of standardized metrics to assess the impact of customer 
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service initiatives on sales outcomes complicates decision-making for tourism operators and 

policymakers. Addressing these practical gaps requires establishing uniform standards for 

customer service excellence, implementing clear evaluation criteria, and leveraging 

technology to streamline the alignment of customer service with sales promotion strategies in 

Malaysian tourism. 

In what ways can the integration of customer service management with sales promotion 

strategies be refined to significantly improve visitor experiences and stimulate enduring 

economic growth across Malaysia's varied tourism destinations? 

 

 

1.3. Research Significance 

 
This study is crucial for Malaysian tourism as it addresses gaps in integrating customer 

service with sales promotions. By focusing on specific customer groups, using new 

technologies, and setting sustainability standards, it aims to improve visitor satisfaction, boost 

economic impact, and ensure long-term tourism sustainability. Comparative analyses with 

global practices will offer practical insights to enhance Malaysia's tourism management and 

competitiveness worldwide. 

 

 

1.3.1. At the theoretical level 

 

This study explores how integrating customer service with sales promotions can enhance 

Malaysian tourism. It focuses on different customer segments and innovative technologies to 

understand their impact on visitor satisfaction and economic outcomes. Establishing 

sustainability benchmarks aims to ensure long-term resilience in Malaysia's tourism sector. 

Comparative analyses with global practices will provide insights for future research and 

policy in tourism management. 
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1.3.2. At the practical level 

 

This research addresses gaps in integrating customer service with sales promotions in 

Malaysian tourism to improve visitor experiences and economic benefits. Tailoring strategies to 

specific customer groups and adopting new technologies promise operational efficiencies and 

better service. Setting sustainability standards aligns with global tourism trends, boosting 

competitiveness and attracting more international visitors. Insights from global comparisons 

will guide stakeholders in optimizing tourism practices to strengthen Malaysia's global tourism 

standing. 

 

 

1.4. Research Questions 

 
General Research Question: 

• How does customer service management influence the success of sales promotion efforts 

in Malaysia’s tourism industry? 

Sub- Research QuestionS: 

1- Which aspects of customer service management are most crucial for achieving successful 

sales promotions in the Malaysian tourism industry? 

 

2- How does the quality of customer service influence customer loyalty and repeat purchases 

in response to sales promotions within Malaysia’s tourism sector? 

 

3- What obstacles do tourism businesses in Malaysia encounter when integrating customer 

service management with their sales promotion strategies? 

 

4- In what ways does customer feedback contribute to refining and enhancing sales promotion 

strategies in the Malaysian tourism market? 

 

5- What are the effects of customer service management on the return on investment (ROI) 

for sales promotion efforts in Malaysia’s tourism sector? 
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1.5. Research Objectives 

 
Main Research Objectives : 

To investigate how customer service management affects the success and effectiveness of sales 

promotion strategies within the tourism industry in Malaysia. 

Sub-Research Objectives: 

1. To determine which customer service management practices are most effective in 

enhancing the outcomes of sales promotions in Malaysia’s tourism sector. 

2. To assess the impact of customer service quality on tourist engagement and responsiveness 

to sales promotions in the Malaysian tourism market. 

3. To explore the challenges that tourism businesses in Malaysia encounter when aligning 

customer service management with their sales promotion strategies. 

 

 

1.6. Research Hypotheses 

 
Main Hypothesis: The implementation of effective customer service management practices has 

a positive effect on the success and effectiveness of sales promotion initiatives in Malaysia’s 

tourism industry. 

 

The first hypothesis: is that effective customer service practices, such as individualized 

attention and timely support, significantly improve the outcomes of sales promotions within 

Malaysia's tourism sector. 

The second hypothesis: is that a higher level of customer service quality correlates with 

increased tourist engagement and a more favorable response to sales promotion activities in 

Malaysia. 

The third hypothesis: is that tourism businesses in Malaysia that encounter difficulties in 

aligning customer service management with their sales promotion strategies achieve less 

successful promotional results. 
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1.7. Research Model 

 
The following figure shows the relationship between the research variables and the research 

hypotheses as follows: 
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Figure (1) Designed by Maryam Abdulhakim Alamodi 
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1.8. Research Methodology 
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1.9. Scope of The Study 

 
The study aims to investigate the impact of customer service management on sales promotion 

within the Malaysian tourism industry, with a specific focus on Sikka Holidays. Headquartered 

in Kuala Lumpur, Sikka Holidays is a well-established and prominent travel and tourism 

company known for its comprehensive range of services. The company specializes in offering 

personalized travel solutions, including customized tour packages, expert travel consultancy, 

and various hospitality services tailored to the needs of both domestic and international tourists. 

By examining Sikka Holidays, this research seeks to shed light on how effective customer 

service management can influence the success of sales promotions within the tourism sector. 

 

Services Offered by Sikka Holidays: 

• Customized Tour Packages: Tailor-made travel itineraries designed to meet the specific 

interests and preferences of individual travelers or groups. These packages may include 

accommodation, transportation, guided tours, and various activities. 

• Travel Consultancy: Expert advice and guidance on travel planning, including destination 

selection, itinerary creation, visa assistance, and travel insurance. This service helps clients 

make informed decisions and ensure a smooth travel experience. 

• Accommodation Booking: Reservations for a range of lodging options, from budget hotels to 

luxury resorts, depending on the clients' preferences and budget. 

• Transportation Services: Arrangements for various modes of transportation, including flights, 

private car rentals, airport transfers, and guided transportation for tours. 

• Adventure and Leisure Activities: Organization of adventure and leisure activities such as 

hiking, diving, cultural excursions, and recreational experiences tailored to the interests of 

travelers. 
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1.10. The Suggested Project Structure 

 

 

 

Figure (3) Designed by Maryam Abdulhakim Alamodi 
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2.1. Introduction 

 

 
3. In the competitive realm of Malaysia’s tourism sector, the management of customer service 

is a fundamental factor influencing both customer satisfaction and promotional strategies. 

Malaysia, celebrated for its rich cultural heritage, stunning natural scenery, and dynamic 

urban landscapes, demands exceptional customer service to stand out in a crowded 

marketplace. Given that tourism is a major economic driver in Malaysia, comprehending the 

impact of customer service management on sales promotions is essential for businesses 

aiming to enhance their market position and boost revenue. This study seeks to explore the 

complex dynamics between customer service management and sales promotion within 

Malaysia’s tourism industry, emphasizing how improvements in customer service can refine 

promotional activities and foster business growth. 

4. The research is based on the understanding that outstanding customer service management 

not only enhances customer experiences but also plays a critical role in the success of sales 

promotions. In the intensely competitive Malaysian tourism market, marked by a diverse 

clientele and vigorous competition, the quality of customer service becomes increasingly 

crucial. Effective management of customer interactions—from the initial point of contact to 

after-visit support—can profoundly affect customer perceptions and their reactions to 

promotional offers. This study aims to investigate how various elements of customer service 

management, such as responsiveness, reliability, empathy, and assurance, influence the 

effectiveness of sales promotion strategies. The objective is to gain a detailed understanding 

of how enhancing customer service can improve the efficacy of promotional efforts and 

drive higher sales. 

5. Conducting a thorough literature review is a vital component of this research. A literature 

review provides several key functions: it offers a comprehensive overview of existing 

knowledge, identifies gaps in current research, and establishes a theoretical foundation for 

new inquiries. In this study, the literature review will cover various aspects of customer 

service management and sales promotion, drawing from academic journals, industry reports, 

and case studies. It will present established theories and models related to these topics while 

also offering insights into best practices and empirical findings specific to the tourism 

industry. Engaging with existing research will help refine the research questions, guide 

methodological decisions, and ensure that the study contributes valuable insights to the field. 

Additionally, the review will facilitate comparisons between the study’s findings and 

previous research, enhancing the understanding of how customer service management 

affects sales promotion in the Malaysian context. 

6. The research will focus on several key variables: the quality of customer service, sales 

promotion strategies, and their interactions within Malaysia’s tourism sector. Customer 

service quality will be assessed through various dimensions, including responsiveness—how 

promptly and effectively service providers address customer inquiries and issues; 
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reliability—the consistency and dependability of the service; empathy—the ability to 

understand and respond to customer needs and emotions; and assurance—the confidence 

customers have in the provider’s capability to deliver on promises. These dimensions are 

critical in shaping customer experiences and perceptions, which in turn impact their response 

to promotional efforts. 

7. Sales promotion strategies represent another crucial variable, encompassing tactics such as 

discounts, special offers, limited-time promotions, and loyalty programs designed to attract 

and retain customers. This study will explore how the quality of customer service influences 

the effectiveness of these promotional strategies, aiming to uncover how high-quality service 

can enhance promotional outcomes such as increased customer engagement, higher 

conversion rates, and stronger brand loyalty. 

8. Additionally, the research will examine how customer service quality interacts with sales 

promotion strategies, investigating how variations in service quality might impact the 

success of different promotional methods. For instance, the study will evaluate whether 

enhanced service quality can improve the effectiveness of discounts and special offers or 

make loyalty programs more appealing to customers. By analyzing these interactions, the 

research aims to provide actionable insights for tourism businesses looking to optimize their 

promotional strategies through improved customer service management. 

 

 

 

 

 

 

 

8.1. The independent variable ( Customer Service Management ) 

 

 
In the dynamic tourism sector of Malaysia, customer service management emerges as a crucial 

independent variable that significantly impacts sales promotions. Malaysia’s tourism industry, 

celebrated for its diverse cultural heritage, natural beauty, and vibrant cities, demands 

exceptional customer service to thrive in a competitive market. Understanding how customer 

service management influences sales promotions is vital for businesses aiming to enhance their 

market position and drive growth. This section delves into customer service management as an 

independent variable, examining its definition, evolution, dimensions, and theoretical 

frameworks. 

Definition 

Customer Service Management (CSM) refers to the strategic approach and practices used by 

organizations to oversee and improve interactions with customers throughout their engagement 

with a business. In the tourism industry, CSM encompasses the entire spectrum of service 

delivery, from pre-arrival inquiries and booking processes to in-destination experiences and 

post-visit follow-ups. Effective CSM ensures that customer interactions are managed in a way 
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that maximizes satisfaction, resolves issues promptly, and fosters long-term relationships. 

CSM involves various activities, including training staff to handle customer interactions 

effectively, implementing systems to track and manage customer feedback, and developing 

strategies to enhance service quality. High standards in CSM not only improve the customer 

experience but also impact the success of sales promotions by influencing customers’ 

perceptions and responses to promotional offers. Exceptional CSM is essential for building 

customer loyalty and enhancing the overall effectiveness of promotional strategies. 

Development 

The development of Customer Service Management reflects changes in customer expectations, 

advancements in technology, and evolving business practices: 

1. Early Practices: Historically, customer service was often reactive, focusing on 

addressing complaints and resolving issues as they arose. Early practices in customer 

service management were centered on ensuring that basic service standards were met, 

without a structured approach to continuous improvement or customer satisfaction. 

2. Quality Management Era: The latter part of the 20th century marked a shift towards 

formal quality management practices. Total Quality Management (TQM) and Six Sigma 

emerged as methodologies aimed at improving service quality through systematic 

approaches. TQM emphasized customer focus, continuous improvement, and data-driven 

decision-making, while Six Sigma introduced rigorous methods for reducing defects and 

enhancing service consistency. These practices laid the groundwork for modern customer 

service management by integrating quality control into service delivery. 

3. Technology Integration: The advent of digital technologies and the rise of Customer 

Relationship Management (CRM) systems have transformed CSM. CRM systems enable 

businesses to track customer interactions, manage feedback, and personalize service 

offerings. The integration of artificial intelligence (AI) and data analytics further 

enhances CSM by allowing businesses to predict customer needs, automate responses, 

and improve service efficiency. 

4. Customer Experience Management: In recent years, CSM has evolved to focus more 

on holistic customer experience management. Businesses now emphasize personalized 

service, emotional engagement, and real-time communication. The use of social media 

and online platforms has become integral to CSM, allowing for immediate feedback and 

interaction. Companies are increasingly adopting customer-centric strategies that 

prioritize creating exceptional experiences and fostering deeper connections with 

customers. 

Dimensions 

Customer service management can be evaluated through several key dimensions, each of which 

contributes to the overall effectiveness of service delivery and promotional success: 

1. Responsiveness: Responsiveness measures how quickly and effectively service providers 

address customer inquiries, requests, and issues. In tourism, this includes the speed of 

handling bookings, resolving complaints, and providing on-site assistance. High 

responsiveness is critical for maintaining customer satisfaction and enhancing the 

effectiveness of sales promotions, as timely and effective responses can positively 
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influence customers’ perceptions and reactions to promotional offers. 

2. Reliability: Reliability refers to the consistency and dependability of the service 

provided. It involves delivering services as promised and maintaining a high level of 

service consistency. For instance, a reliable tour operator ensures that travel arrangements 

are executed as advertised and that service quality meets established standards. Reliable 

service builds trust with customers, encourages repeat business, and enhances the 

effectiveness of promotional activities. 

3. Empathy: Empathy involves understanding and addressing customers’ individual needs 

and emotions. In the tourism industry, empathy is demonstrated through personalized 

service, attentiveness to preferences, and emotional support. Empathetic service providers 

can create meaningful connections with customers, tailoring promotional strategies to 

meet their specific needs and improving overall promotional effectiveness. 

4. Assurance: Assurance encompasses the confidence customers have in the provider’s 

ability to deliver on promises. It includes the competence, courtesy, and trustworthiness 

of the service staff. In tourism, assurance is crucial for building customer trust and 

satisfaction, which can positively impact the success of promotional activities. Customers 

who feel assured are more likely to respond positively to promotions and remain loyal to 

the service provider. 

Theories 

Several theoretical frameworks provide insights into the role of customer service management 

in shaping sales promotions: 

1. SERVQUAL Model: Developed by Parasuraman, Zeithaml, and Berry (1988), the 

SERVQUAL model is a widely used framework for assessing service quality. It identifies 

five dimensions—tangibles, reliability, responsiveness, assurance, and empathy—that 

influence customer perceptions of service quality. The model helps businesses identify 

service gaps and improve service delivery, thereby enhancing the effectiveness of sales 

promotions. 

2. Customer Satisfaction Theory: This theory posits that customer satisfaction is derived 

from the perceived quality of service relative to customer expectations. High service 

quality leads to increased satisfaction, which enhances customer loyalty and 

responsiveness to promotions. Satisfied customers are more likely to engage with 

promotional offers, recommend services, and contribute to positive word-of-mouth. 

3. Expectation-Confirmation Theory (ECT): Developed by Oliver (1980), ECT explains 

how customer satisfaction is influenced by the confirmation or disconfirmation of 

expectations. According to ECT, when service performance meets or exceeds 

expectations, customers experience higher satisfaction. This increased satisfaction can 

positively affect their response to promotional activities, making ECT a valuable 

framework for understanding the relationship between service quality and promotional 

effectiveness. 

4. Service-Dominant Logic (SDL): Proposed by Vargo and Lusch (2004), SDL 

emphasizes a shift from a goods-centered view to a service-centered view of business. It 

highlights that value is co-created through interactions between service providers and 
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customers. SDL underscores the importance of delivering personalized, high-quality 

service to enhance the overall value proposition and effectiveness of sales promotions. 

By examining customer service management through these lenses, businesses in Malaysia’s 

tourism sector can gain valuable insights into how effective service management can enhance 

the success of sales promotions and contribute to overall business growth. 

 

 

 

 

Table (1) : S tu d i e s  o f  Customer service management 
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8.2. The dependent variable ( Sales Promotion ) 

 
 

In the tourism sector of Malaysia, sales promotion serves as a critical dependent variable, 

significantly influencing the effectiveness and success of marketing strategies. As Malaysia's 

tourism industry thrives on its rich cultural heritage, scenic landscapes, and vibrant urban 

experiences, implementing effective sales promotion strategies is essential for attracting tourists 

and driving economic growth. This section delves into sales promotion as a dependent variable, 

covering its definition, evolution, key dimensions, and relevant theoretical frameworks. 

Definition 

Sales promotion refers to a set of marketing techniques used to boost the appeal of products or 

services by offering special incentives to customers. In the context of tourism, sales promotion 

involves strategies aimed at increasing tourist bookings and enhancing engagement through 

various promotional activities. These activities can include limited-time discounts, exclusive 

offers, and targeted marketing campaigns designed to capture customer interest and stimulate 

demand. The primary objective of sales promotion in tourism is to enhance visibility, encourage 

customer participation, and ultimately drive higher sales and bookings. 

Development 

The approach to sales promotion has evolved significantly over the years, adapting to changes 

in marketing practices and consumer behavior. This evolution can be outlined as follows: 

1. Early Approaches: Historically, sales promotion was predominantly about 

straightforward tactics like discounts and special offers to attract customers. Traditional 

media, such as newspapers and television, were the primary channels used to 

communicate these promotions. 

2. Digital Transformation: With the advent of digital technology, the scope of sales 

promotion expanded to include online platforms. Email marketing, social media 

campaigns, and online advertising became prominent tools for reaching and engaging a 

broader audience. This shift allowed for more targeted and interactive promotions. 

3. Focus on Customer Experience: More recently, the emphasis has shifted from merely 

offering discounts to enhancing the overall customer experience. Promotional strategies 

now aim to create personalized experiences and foster deeper connections with 

customers, thereby increasing brand loyalty and satisfaction. 

4. Data-Driven Strategies: Advances in data analytics have transformed sales promotion 

by enabling businesses to track and evaluate promotional effectiveness with greater 
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precision. This allows for more informed decisions regarding promotional tactics and 

helps in optimizing campaigns based on customer preferences and behavior. 

Dimensions 

The effectiveness of sales promotion can be assessed through several important dimensions, 

each playing a role in the success of promotional efforts: 

1. Discounts and Offers: Offering financial incentives such as discounts or special 

packages is a fundamental aspect of sales promotion. In tourism, this could involve 

reduced prices for early bookings, special rates for group travel, or limited-time discounts 

on holiday packages. 

2. Loyalty Programs: These programs are designed to reward repeat customers and 

encourage ongoing engagement with the brand. For tourism businesses, loyalty programs 

might include accumulating points for each booking that can be redeemed for future 

travel benefits or exclusive access to premium services. 

3. Digital and Social Media Campaigns: Utilizing online platforms for promotion allows 

businesses to reach a wide audience and engage with potential customers directly. This 

includes targeted ads, content marketing, and interactive campaigns on social media to 

drive interest and bookings. 

4. Event-Based Promotions: Organizing events such as travel expos, tourism fairs, or 

themed promotions can attract attention and generate excitement. These events provide a 

platform for customers to experience the offerings firsthand and can significantly boost 

promotional effectiveness. 

Theories 

Several theoretical models provide insight into how sales promotion impacts consumer behavior 

and marketing effectiveness: 

1. Incentive Theory: This theory posits that offering incentives, such as discounts or 

rewards, can motivate consumers to take action. By providing immediate value, sales 

promotions can accelerate purchase decisions and increase engagement. 

2. AIDA Model: The AIDA (Attention, Interest, Desire, Action) model outlines the stages 

of consumer decision-making. Sales promotions are designed to capture attention, 

generate interest, create desire, and prompt action, making this model essential for 

structuring effective promotional campaigns. 
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3. Consumer Behavior Theory: This theory examines the factors influencing consumer 

choices and purchasing decisions. Sales promotions play a crucial role in shaping 

consumer behavior by influencing preferences and driving engagement with promotional 

offers. 

4. Marketing Mix Framework: The marketing mix, which includes product, price, place, 

and promotion, integrates sales promotion as a key element. This framework emphasizes 

how effective sales promotion strategies can enhance the overall marketing mix and 

improve business performance. 

By exploring sales promotion through these dimensions and theories, businesses in Malaysia’s 

tourism sector can better understand how to design and implement effective promotional 

strategies. This understanding is crucial for maximizing the impact of promotions, driving 

customer engagement, and achieving growth in a competitive tourism market. 
 

 

 

Table (2) : S t u d i e s  o f  Sales promotion 
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8.3. The relationship between the independent and the dependent 

variables 

 
 

The relationship between customer service management and sales promotion in Malaysia’s 

tourism sector is intricate and multifaceted, reflecting a deep interaction that significantly 

influences promotional effectiveness and overall business outcomes. Customer service 

management, as an independent variable, encompasses a range of practices designed to enhance 

the customer experience, including service quality, responsiveness, personalization, and 

problem resolution. These factors collectively shape customers' perceptions and interactions 

with tourism services, directly impacting the effectiveness of sales promotions, which serve as 

the dependent variable. An extensive literature review reveals several key patterns, conflicts, 

and gaps in understanding this relationship, highlighting its complexity and the nuanced nature 

of its effects. 

 

Patterns 

 

A predominant pattern observed in the literature is the generally positive correlation between 

high-quality customer service and the success of sales promotions. Research consistently shows 

that exceptional customer service leads to increased customer satisfaction, loyalty, and 

engagement, which, in turn, enhances the receptivity to promotional offers. For instance, Wong 

and Law (2003) demonstrate that effective customer service strategies—such as personalized 

interactions and timely responses—result in higher levels of customer trust and satisfaction. 

This trust often translates into a more favorable response to sales promotions, as customers are 

more inclined to engage with offers from brands they perceive as reliable and attentive. 

Similarly, Ahmed et al. (2014) find that customer service management practices that exceed 

customer expectations can significantly amplify the impact of promotional campaigns. This 

enhancement is achieved by reinforcing the perceived value of the promotional offers and 

encouraging repeat business, thereby making promotions more effective. 

 

Another pattern highlighted in the literature is the role of service quality in strengthening the 

effectiveness of sales promotions through increased customer loyalty. Studies by Parasuraman, 

Zeithaml, and Berry (1988) provide evidence that high service quality leads to enhanced 

customer satisfaction and loyalty, which are crucial for the success of promotional efforts. 

Loyal customers are not only more likely to respond positively to promotions but also to share 

their positive experiences with others, thereby extending the reach and effectiveness of 

promotional campaigns. 
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Conflicts 

 

Despite these positive patterns, conflicts arise in understanding the relationship between 

customer service management and sales promotion. While high-quality customer service 

generally supports promotional effectiveness, the impact is not always consistent across 

different contexts and variables. Research by Jamal and Nasser (2002) suggests that even with 

excellent customer service, poorly targeted or irrelevant promotions may fail to achieve desired 

results. This finding indicates that while customer service is a critical component, its 

effectiveness in boosting sales promotions is also dependent on the strategic design and 

execution of the promotional offers.  

 

Additionally, conflicting evidence appears in studies such as those by Sweeney and Soutar 

(2001), which argue that the positive impact of customer service on sales promotions may 

diminish if service quality does not meet minimum expectations or if there is a disconnect 

between service quality and promotional messaging. For example, if the service quality does 

not align with the promotional promises made, customers may experience a sense of dissonance 

that undermines the effectiveness of the promotional offer. This suggests that the relationship 

between customer service and sales promotion is not solely additive but can be influenced by 

various moderating factors. 

 

Gaps 

 

The literature also reveals several gaps that suggest areas requiring further exploration to fully 

understand the dynamics of this relationship. One notable gap is the lack of research specifically 

addressing the Malaysian tourism context. Malaysia’s unique cultural and demographic 

characteristics may influence how customer service management practices impact sales 

promotions. While studies like those by Mattila (2001) and Choi et al. (2004) offer some 

insights into regional differences, there is a need for more localized research to understand how 

Malaysia’s diverse cultural and consumer behavior landscapes affect this relationship. 

 

Additionally, there is a limited exploration of how specific aspects of customer service—such 

as the emotional intelligence of staff, the speed of service recovery, and the integration of 

technology—affect the efficacy of sales promotions. The literature often focuses on broad 

metrics like overall service quality and customer satisfaction, without delving into how 

individual service dimensions impact promotional outcomes. For example, research could 

benefit from examining how proactive customer assistance or effective post-sale support 

influences the success of different types of promotions. 
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Another gap in the literature is the need for longitudinal studies that track changes over time. 

The evolving nature of customer expectations and the dynamic market conditions in the tourism 

sector necessitate research that explores how these changes impact the effectiveness of 

promotional strategies. Longitudinal studies could provide valuable insights into how shifts in 

customer behavior and preferences affect the relationship between customer service and sales 

promotions. 

 

Furthermore, the measurement of customer service quality and its impact on sales promotions 

presents another area with significant gaps. Many studies use general metrics such as customer 

satisfaction, but there is a need for more detailed research that examines specific service 

dimensions and their individual effects on promotional outcomes. Understanding how different 

elements of service, such as the level of personalization or the speed of service recovery, impact 

the effectiveness of various promotional strategies could offer deeper insights into optimizing 

promotional approaches. 

 

In summary, the relationship between customer service management and sales promotion in 

Malaysia’s tourism sector is characterized by a generally positive correlation, where effective 

customer service enhances the impact of sales promotions. However, this relationship is 

influenced by various factors, including the design of promotional offers and market conditions, 

which can either amplify or attenuate the effectiveness of customer service. The literature 

reveals consistent patterns of positive impact but also highlights conflicts and gaps, particularly 

regarding contextual specifics and detailed service dimensions. Addressing these gaps through 

targeted and localized research can offer more precise guidance for enhancing the synergy 

between customer service and sales promotion, ultimately contributing to the growth and 

success of Malaysia’s tourism industry. 
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8.4. Conclusion 
 

 

 

In conclusion, the examination of the impact of customer service management on sales 

promotion within the Malaysian tourism sector underscores a complex and multifaceted 

relationship that significantly influences promotional effectiveness and overall industry success. 

The literature review reveals several key findings that illuminate this relationship. Firstly, high-

quality customer service is consistently shown to positively impact the effectiveness of sales 

promotions. Studies indicate that exceptional customer service—characterized by 

responsiveness, personalization, and problem resolution—leads to increased customer 

satisfaction, trust, and loyalty. This enhanced customer perception, in turn, amplifies the 

receptivity to promotional offers, making them more effective. For instance, research by Wong 

and Law (2003) highlights that personalized and timely service fosters greater customer trust, 

which translates into a more favorable response to promotional campaigns. Similarly, Ahmed et 

al. (2014) demonstrate that service excellence enhances the perceived value of promotions, 

encouraging repeat business and maximizing promotional outcomes. 

 

However, the literature also reveals notable conflicts and complexities. While high-quality 

service generally supports promotional effectiveness, its impact is not uniform across all 

contexts. The effectiveness of promotional offers is influenced by other variables, including the 

design and relevance of the promotions themselves. For example, Jamal and Nasser (2002) find 

that even the best customer service may not compensate for poorly targeted promotions. 

Furthermore, studies such as those by Sweeney and Soutar (2001) suggest that the impact of 

customer service on promotions can diminish if service quality falls short of customer 

expectations or if there is a mismatch between the service and promotional messaging. These 

conflicts highlight the need for a nuanced understanding of how service quality interacts with 

promotional strategies. 

 

The review also uncovers several gaps in the literature that present opportunities for future 

research. One significant gap is the lack of localized research focused specifically on the 

Malaysian context. Malaysia’s diverse cultural and demographic landscape could influence how 

customer service practices affect sales promotions. More targeted studies are needed to explore 

how cultural and regional differences within Malaysia shape the customer service-promotional 

dynamics. Additionally, there is limited research on specific aspects of customer service, such 

as emotional intelligence, service recovery speed, and technological integration, and their 

impact on promotional effectiveness. Future research could benefit from examining these 

dimensions in detail to provide a more granular understanding of their influence on promotional 
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strategies. Longitudinal studies are also needed to track changes in customer expectations and 

market conditions over time, offering insights into how these changes impact the relationship 

between customer service and sales promotions. 

 

The overall contributions of this research to the field are significant. By highlighting the 

positive correlation between high-quality customer service and the effectiveness of sales 

promotions, this research underscores the importance of investing in service excellence as a 

means of enhancing promotional outcomes. It provides valuable insights for tourism businesses 

in Malaysia on how to align service management practices with promotional strategies to 

achieve optimal results. The findings advocate for a holistic approach to promotional planning 

that integrates high service standards with well-designed promotional offers. Moreover, the 

identification of research gaps and future directions helps to pave the way for further 

investigation, ultimately contributing to a more comprehensive understanding of the customer 

service-sales promotion nexus in the tourism sector. This research also emphasizes the need for 

localized studies and detailed analysis of service dimensions, which can inform best practices 

and strategies for enhancing promotional effectiveness in Malaysia's dynamic tourism industry. 

 

In summary, this research contributes to the field by elucidating the complex interplay between 

customer service management and sales promotion, offering practical insights for industry 

practitioners, and suggesting avenues for future research. The emphasis on high-quality service 

as a driver of successful promotions, coupled with the identification of key research gaps, 

provides a foundation for further exploration and improvement in the management of customer 

service and promotional strategies in the Malaysian tourism sector. 
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Appendices 

 
Warm regards, 

We sincerely appreciate your willingness to participate in this vital survey exploring the impact 

of customer service management on sales promotion within Malaysia's tourism sector. Your 

input is essential as we aim to understand how effective customer service can shape 

promotional strategies and enhance overall sales performance in this vibrant industry. 

This survey specifically targets professionals in the tourism sector, including managers, 

customer service representatives, and marketing experts who are directly involved in sales 

activities. Your unique perspectives and experiences will greatly enrich our research, allowing 

us to draw valuable insights into the role of customer service in driving successful sales 

promotions within your organizations. 

We understand that your time is precious, and we are grateful for your commitment to 

contributing to this important research. Your responses will provide us with a clearer 

understanding of how customer service management affects sales promotion and customer 

engagement in the tourism industry. 

The tourism sector is a crucial pillar of Malaysia's economy, significantly contributing to 

cultural exchange and economic growth. By investigating the relationship between customer 

service management and sales promotion, we aim to uncover insights that can help tourism 

businesses create memorable experiences for their customers. Additionally, this research will 

highlight the importance of innovative customer service practices that can adapt to the ever-

changing expectations of consumers in a competitive marketplace. 

Rest assured, all responses will be kept confidential and used solely for research purposes. We 

truly value your willingness to share your insights, which will contribute to a deeper 

understanding of the tourism landscape in Malaysia. 

Thank you once again for your participation. Let’s get started! 
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Personal Information 

Age: Gender: Job title: Years of Experience in customer 

service management : 

Years of Experience in sales 

promotion : 
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Variable Variable Dimensions Number Of 

Statements 

Source 

 

 

 

Customer service 

management 

(First dimensions) 

Customer Service 

Quality 

 

4 

 

 

 

 

Kursunluoglu, E. 

(2011) 

(Second dimensions) 

Customer Loyalty 

 

4 

(Third dimensions) 

Customer Experience 

 

4 
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The sentence 

1 2 3 4 5 

(Strongly 

Disagree) 

(Disagree) 

 

(Neutral) (Agree) (Strongly 

Agree) 

Customer Service Quality 

I typically prefer to shop at stores that 

provide excellent customer service. 

     

I trust the recommendations made by 

customer service representatives at this 

store. 

     

I find the customer service at this store 

to be consistently high-quality. 

     

I believe that the staff at this store 

genuinely care about my needs as a 

customer. 

     

Customer Loyalty 

I would recommend a store with great 

customer service to my friends. 

     

I intend to return to this store for my 

next purchase due to its customer 

service. 

     

I feel more loyal to this store because of 

its customer service practices. 

     

I would be willing to pay a little more 

for better customer service at this store. 

     

Customer Experience 

I feel that I receive personalized service 

when shopping at this store. 

     

I often choose this store over others 

because of its customer service. 

     

I believe that the customer service at 

this store enhances my overall shopping 

experience. 

     

I would be likely to spend a larger 

portion of my budget at this store if the 

customer service remains excellent. 
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Variable Variable Dimensions Number Of 

Statements 

Source 

 

 

 

 

 

 sales promotion 

(First dimensions) 

 Awareness of 

Promotions 

 

4 

 

 

 

 

 Odunlami, I. B., & 

Ogunsiji, A. (2011) 

(Second dimensions) 

 Impact on 

Purchasing Behavior 

 

 

4 

(Third dimensions) 

 Customer 

Engagement 

 

4 
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The sentence 

1 2 3 4 5 

(Strongly 

Disagree) 

(Disagree) (Neutral) (Agree) (Strongly 

Agree) 

Awareness of Promotions 

I often notice promotional offers when 

shopping at this store. 

     

Sales promotions at this store are 

clearly communicated and easy to 

understand. 

     

I find the promotional materials (e.g., 

flyers, emails) helpful in making 

purchasing decisions. 

     

I appreciate receiving loyalty rewards 

or discounts for frequent purchases. 

     

Impact on Purchasing Behavior 

Sales promotions influence my decision 

to purchase items from this store. 

     

I am more likely to try new products 

when they are offered at a promotional 

price. 

     

Limited-time offers create a sense of 

urgency that encourages me to buy. 

     

I tend to visit this store more often 

when I know promotions are 

happening. 

     

Customer Engagement 

I feel that sales promotions enhance my 

overall shopping experience. 

     

I often share information about 

promotions with friends or family.  

     

Promotions impact my perception of 

the store’s value for money. 
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I would choose to shop at this store 

over others primarily due to its sales 

promotions. 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


