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ABSTRACT 

Due to of the rising standard living, consumers are demanding a higher quality of 

living and attach great importance to the design and aesthetics of interior spaces. This 

has led to the rapid development of the interior design industry. Interior design service 

providers can provide good after-sales service quality and increase reputation and high 

satisfaction from customers which leads to customer loyalty, it is a topic that deserves 

attention. In this study, the PZB service quality model proposed by Parasuraman et al 

was used as a theoretical framework to investigate the impact of service quality on 

customer reputation, customer satisfaction and customer loyalty of LDH Architects 

(hereinafter referred to as LDH DESIGN). The five dimensions of the PZB 

SERVQUAL scale (reliability, responsiveness, assurance, care, and tangibility) were 

used to understand customers' perceptions of interior design service quality, customer 

satisfaction, customer word-of-mouth, and customer loyalty. This study used a 

questionnaire survey to collect data through online and physical questionnaires. The 

data collected was quantified and analyzed. The results of this study showed that: 1. 

service quality had a significant positive impact on customer reputation, customer 

satisfaction and customer loyalty; 2. customer reputation had a significant positive 

impact on customer loyalty; 3. customer satisfaction had a significant positive impact 

on customer loyalty. 

Keywords: service quality, customer word-of mouth, customer satisfaction, 

customer loyalty 
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1. Introduction 
1.1 Research Background 

In recent years, as consumers have become more and more demanding in terms of 
quality of living, they have attached great importance to the design and aesthetics of 
interior spaces, leading to the rapid development of interior design and a large number 
of practitioners, resulting in increasingly fierce competition in the market (Tamanna, 
2020). The internal design market has been uneven for a long time, and quality 
standards are difficult to define, leading to constant consumer rights disputes (Ajzen, 
2001). For interior design operators, The design process is not only highly customizable 
but also challenging to standardize quality. In addition to the price advantage, the 
quality of after-sales service should not be ignored to achieve a competitive advantage 
in a highly competitive environment. It is, therefore, worthwhile to enhance the quality 
of after-sales service to improve customer satisfaction (Namin, 2017).  

 
Interior design is mainly concerned with providing interior design services and 

customized finished interiors according to the owner's needs and the realization of 
design content, directly affecting customer satisfaction (Wu, Yan, &Guo, 2013). The 
whole interior design process, from space planning and design to construction 
supervision and quality control and maintenance, is complicated and complex, 
involving design style, budget, choice of materials, construction methods, etc. Frequent 
communication with the owner is required to avoid disputes and to meet the owner's 
needs and objectives. According to your daughter, interior design is an important 
activity that can enhance the happiness of human life and the value of human life by 
designing spaces, constructing and beautifying interior spaces, and shaping a living 
environment that combines art and technology to improve the standard of living and 
material civilization (Dai, Jiang, Xu, Yang, &Xiao, 2007). Interior design is a massive 
project, as each project has different needs and preferences of the consumers, the style 
and nature of the interior design are also different, and the project content is complicated 
and requires meticulous planning to implement precisely the needs of the consumers 
(Wirtz & Chew, 2002). Therefore, internal design operators must clearly understand the 
expectations and needs of consumers, follow the construction schedule, avoid delays 
and strive for perfect quality. 

 
 

1.2 Research Problems 
This study explores the relationship between LDH DESIGN's after-sales service 

quality, customer satisfaction, word-of-mouth and customer loyalty and puts forward 
the PZB service quality model as a research theory, extending its SERVQUAL service 
quality scale to develop a service quality scale for interior design (Parasuraman, 2002). 
based on the research results, we can understand customers' evaluation and expectations 
of interior designers' product and service quality, as a marketing strategy for interior 
design and practical suggestions and references for effectively improving customer 
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satisfaction and service quality management. It can also provide consumers. It is a 
reference basis for future selection of interior design services. (Parasuraman et al., 
1988). 

LDH DESIGN decoration company mainly provides consumers with overall 
decoration services, including auxiliary materials, primary materials, design and 
construction. The design industry has low barriers to entry and fierce competition. 
Facing the current situation, LDH DESIGN needs to optimize its marketing strategy to 
face market challenges. This article takes LDH DESIGN Decoration Company as an 
example, aiming at the existing problems, putting forward the marketing optimization 
strategy, improving the service quality, and thus enhancing the core competitiveness 
(Bansal &Voyer, 2000). 

 
 

1.3 Objective of the Study 
This study uses the PZB service quality model as a theoretical framework to 

explore the impact of LDH DESIGN's service quality on word of mouth, customer 
satisfaction and customer loyalty, using the five dimensions of the PZB SERVQUAL 
scale: reliability, responsiveness, assurance, care and tangibility, to understand 
customer perceptions of LDH DESIGN's service quality, customer satisfaction, word 
of mouth and customer loyalty. Customer satisfaction, word of mouth and customer 
loyalty. It is believed that the quality of service affects the reputation and satisfaction 
of customers, which in turn affects customer loyalty. Therefore, service quality is 
critical in attracting and maintaining long-term customer relationships. If a company 
can establish good service quality, it will enhance positive customer reputation and 
satisfaction and increase customer loyalty towards its products or services. Therefore, 
the objectives of this study are as follows.  

(1) To explore the impact of various components of interior design service quality 
on customer reputation. 

(2) To explore the impact of various components of interior design service quality 
on customer satisfaction. 

(3) Explore the impact of customer word-of-mouth on customer satisfaction. 
(4) Explore the impact of word-of-mouth and customer satisfaction on customer 

loyalty. 
 
 

1.4 Scope of the Study 
The scope of the study examines the service quality of interior design companies, 

customer word of mouth, customer satisfaction, and customer loyalty. Service quality 
is how customers rate the quality of the interior design company's services to achieve a 
good level of customer loyalty. Overall performance is the feeling that can be directly 
assessed, and customers will compare the service with their ideal standards. The aim is 
to provide new ideas for business development and improve economic efficiency to 
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cope with the increasingly competitive market. 
This study uses Beijing's LDH DESIGN interior design company as a case study 

focusing on restaurant decoration design and is a high-budget restaurant decoration 
company. The clients of this company are willing to pay a higher budget for high-
quality construction and sound design. 

 
 

1.5 Research Significance 
Theoretical Implications 
By collating and analyzing the literature and existing research findings, we find 

domestic scholars have entered a relatively mature research stage on customer loyalty 
(Homburg, Koschate, & Hoyer, 2005). However, not much research has been conducted 
on the relationship between service quality, customer word-of-mouth, customer 
satisfaction, and customer loyalty, and even less research has been conducted on this 
aspect of interior design in China. Therefore, this paper focuses on the relationship 
between quality on customer reputation, customer satisfaction, and customer loyalty, 
using LDH DESIGN customers as the research object and using questionnaires, hoping 
to enrich the research on service quality on customer reputation, customer satisfaction, 
and customer loyalty in the interior design industry (Yudhiantoro, 2009). 

 
Relevance 
As competition in the interior design industry intensifies, the market choice is 

gradually shifting from the design company to the customer, prompting design 
companies to turn their attention to customer relationship management, the core of 
which is cultivating customer loyalty (Pitman, 2000). Research shows that the cost of 
developing a new customer is five times that of retaining an existing customer and that 
companies that can reduce customer churn by 5% can increase profits by 25% to 85%. 
However, research in the interior design industry in China is currently focused on macro 
aspects such as the current state of development and strategies for interior design, and 
very little research has been carried out on the customers on which interior design 
depends. This paper starts from the perspective of the internal design customer, finds 
out the influencing factors of service quality (Shin, 2016). customer word of mouth, 
and customer satisfaction through investigation and analysis, then discusses the 
relationship between service quality on customer word of mouth, customer satisfaction, 
and customer loyalty, and proposes countermeasures to win customer loyalty. Therefore, 
the research in this paper contributes to the healthy and sustainable development of 
interior design in China and has a particular significance and practical guidance for 
LDH DESIGN to carry out customer marketing strategies. 

 
 

2. Literature Review 
2.1 Quality of Service 
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Service is the foundation of service marketing, and service quality is at the heart 
of service marketing. Service is "Service is doing work for others" (Jones, C. et al., 
1996 )." Service is a single or multiple sequential actions that are interactions between 
the customer and the tangible resources of the company's service staff and interaction 
that satisfies the customer (Gronroos, 1990). Service quality is the degree of consistency 
in meeting customer expectations (Behshid & Elshennawy, 1989). It is considered that 
the behaviour or benefits provided by a business to its customers are essentially 
intangible and do not give rise to physical ownership and that services may or may not 
relate to a particular physical good (Thomas, 2019). Service is the provision of a 
company's skills, expertise, information, and equipment to its customers to solve their 
needs and problems. The connotation of service quality is different from that of tangible 
product quality in that customers evaluate service quality not only in terms of the 
outcome of the service but also in terms of the process of the service. This means that 
service quality is the evaluation of all the sensory perceptions and ratings of a product 
or service (Tsiotsou, 2006). Service quality is considered to be the level of customer 
satisfaction with a service, and the level of happiness depends on the difference between 
what is expected before the service experience and what is felt after the experience 
(Bao, &Liu, 2016). Service quality is a comparison between the customer's pre-
expectation of the service and the perception of the service after receiving the service; 
if the perceived quality of the service meets the pre-expectation level, the service quality 
is good. Otherwise, it is not good (Grönroos, 1982). Service quality is considered to be 
a long-term assessment of service, an evaluation that can be measured in terms of 
attitude, and is defined as the difference between what the customer expects from the 
service and what the customer actually perceives after receiving the service (hereinafter 
referred to as PZB, 1985) (Zeithaml,Berry,&Parasuraman,1996). PZB (1988) also 
proposed that service quality is the degree of service excellence in the process of service 
delivery, where the service provider and the customer interact with each other. Simply 
put, service quality is measured by the customer, and the difference between the 
expected service and the actual service is used to measure service quality (Etzel, et al., 
2001), so service quality affects customer perception. Whether it is the production of a 
tangible product or the intangible services of a company, service quality is the key to 
winning the competition between companies. 

 
PZB (1985) combined the scholars mentioned above' arguments and defined 

service quality as the degree of difference between customers' preconceived 
expectations of service before purchasing it. Their perceptions after experiencing the 
actual performance of the service when the actual perceived service performance is 
better than the expected service level, customers' perceptions of service quality are 
positive; conversely, customers' perceptions of service quality are negative. It follows 
that service quality is a perception that has not yet been consistently defined and 
measured to the extent that it has attracted considerable research PZB 1985 (Lewis & 
Mitchell, 1990; Dotchin &Oakland, 1994a; Asubonteng et al., 1996). Although scholars 
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have different views on the definition of service quality, the more common belief is 
"the degree to which it meets the needs or expectations of the customer".The general 
view is "the degree to which it meets the needs or expectations of the customer (Lewis 
& Mitchell, 1990; Dotchin an & Oakland, 1994a; Asubonteng et al., 1996; Wisniewski, 
1996). Customers' perceptions of service quality.The perception of service quality is a 
combination of multiple perceptions, but there needs to be a standard view of the 
dimensions that influence service quality assessment.As a result, scholars have used 
research to identify a more representative set of dimensions.As a result, not only does 
the number of constructs obtained vary, but the number of constructs obtained varies. 
 

PZB (1985) classifies the nature and characteristics of services into four primary 
characteristics: Intangibility, Inseparability, Heterogeneity, and Perishable. 
Intangibility means that a service is an act, a feeling, not a physical object, and therefore 
cannot be felt until consumed. Because of this characteristic, services are less visible 
than physical products, and the quality of the product cannot be measured (Wisniewski, 
1996). Therefore, customers can use word of mouth and corporate brand image as a 
reference for decision-making, reducing the risk of purchase and use. The service is 
highly variable, and the performance or quality of the service often varies depending 
on the service provider, the time, the location, the project and the customer.Lastly, 
fugitive, as services are intangible, inseparable and heterogeneous, cannot be stored for 
future sale or use in the same way as physical goods. As a result, customers may be less 
satisfied with the service quality because they cannot receive it in a timely manner. It 
is clear from this that service quality is an interactive relationship that provides a sense 
of satisfaction, and nowadays, it is not only the quality of the product that is sold but 
also the attitude of the service (Zhou, Wang, &Su, 2016). 
 
 
2.2 Customer Word of Mouth 

(Word-of-Mouth WOM) is the transfer of information about products, brands and 
services from one consumer to another, through the reviews of friends and family, 
experiences, mass media and corporate marketing, which in turn influences consumers' 
purchase intentions and behaviour. Define word-of-mouth communication as the art of 
establishing positive and reciprocal communication between consumers or between 
consumers and sellers on the effectiveness of word-of-mouth marketing (Ranaweera, & 
Jayawardhena, 2014). It is not a commercial message in terms of content or motivation, 
but rather an 'informal communication' (Blackwell et al., 2001) between friends, family 
and acquaintances. Word-of-mouth marketing is also a professional marketing strategy 
technique that influences consumer-to-consumer communication (Kozinets et al., 2010). 

 
According to the study, Internet Word of Mouth (IWOM) is more influential than 

traditional word of mouth in the information search and decision-making process. Not 
only does IWOM spread quickly, but it also has a broader reach and, most importantly, 
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avoids the pressure of face-to-face communication (Phelps et al., 2004). However, 
word-of-mouth is more reliable and trustworthy than product recommendations through 
more formal marketing channels (e.g. advertising, social media), meaning that word-
of-mouth is more suitable than print media for shaping consumer attitudes and 
behaviour and is more persuasive. "Word-of-mouth communication (WOM) is also a 
form of interpersonal sources, or "word-of-mouth recommendation sources". (Duhan, 
D.F. et al., 1997). 

 
Research also confirms that 'word of mouth is one of the most frequently used 

sources of information by consumers in their daily lives (Kiel & Layotn's, 1981). Word-
of-mouth advice is the most commonly used source of information because of its 
accessibility. Word of mouth is a unique and vital influence in the consumer decision-
making process, as it is a highly reliable source of information (Buttle, 1998).It is easy 
for consumers to trust word of mouth because they believe that the content of word of 
mouth is honest and fair without deception (East et al., 2008). Consumers base their 
decisions on the word of mouth they receive, and because consumers have a high level 
of trust in word of mouth, companies should pay attention to the effects of word of 
mouth communication (Bansal & Voyer, 2000). 

 
Word-of-mouth communication can be informal interpersonal communication 

about a product, brand, or service between non-commercial communicators and 
recipients of perceived information, who are consuming information about each other, 
and is characterized by two-way communication, timely feedback, and high frequency 
of interaction (Westbrook, 1987). Word-of-mouth communication is direct, non-
commercial communication between people who communicate directly about a 
product, brand, or service and discuss the product, brand, or service in a way that 
influences consumer perceptions and intentions (Soderlund & Rosengren, 2007). Word-
of-mouth communication has a unique and significant influence on consumer decision-
making (Bansal &Voyer, 2000; Wirtz & Chew, 2002; Liu & Lee, 2016). 

 
Word-of-mouth communication is divided into positive and negative evaluations 

(Swan & Oliver, 1989). Positive word-of-mouth is when consumers experience certain 
companies or products as pleasant, satisfying, or novel compared to other experiences, 
or even noticeable differences, and recommend the resulting positive reviews or their 
satisfaction to others (Browne al., 2002). Conversely, negative word-of-mouth usually 
occurs when consumers have an unpleasant experience or a less-than-expected 
experience with certain companies or products and complain about this unsatisfactory 
message, experience, etc., to others (Singh, 1990). According to (Mangold & Faulds, 
2009). the higher the level of positive or negative consumer perceptions, the more likely 
it is that word-of-mouth will spread, meaning that positive word-of-mouth is likely to 
bring in new customers and new markets, while negative word-of-mouth will not only 
bring harm to the company but also spread. 
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This shows that positive and negative word-of-mouth communication is essential 
to companies. On the other hand, negative word-of-mouth can damage a company's 
image and may cause irreparable damage. In addition, It is proposed that word-of-
mouth communication can be divided into two types in terms of target audience (Maru 
File, Cermak, &Alan Prince, 1994): input WOM and output WOM. Input WOM means 
receiving messages from others before consumption, which influences purchase 
intentions and behavior; output WOM is the word-of-mouth behavior of customers after 
consumption. It involves the evaluation of the opinions given by others, which involves 
thoughts and perceptions about a product before deciding whether or not to buy it. 

 
 

2.3 Customer Satisfaction 
Customer satisfaction was first introduced by (Cardozo, 1965), who applied the 

concept of customer satisfaction to the marketing field, suggesting that increasing 
customer satisfaction would increase consumer loyalty and behavior and lead to 
purchasing other peripheral goods. Many scholars have since devoted themselves to 
research in this area. However, in the literature on customer satisfaction, there is still a 
lack of consensus on the definition of customer satisfaction. Customer satisfaction is 
considered to be an emotional response, based on whether the customer's pre-purchase 
expectations of a product or service match the actual outcome of the product or service 
purchased (Oliver , 1981). Consumers will compare the quality of the product or service 
they receive with the cost they pay. From a process perspective, customer satisfaction 
arises when consumers assess whether the process and experience are as good as they 
should be, not only as a response to the emotions of the process but also as a result of 
perceived comparisons of quality and value.On the other hand, The first to apply 
customer satisfaction to consumer theory, he believed that customer satisfaction is the 
state of mind that customers have when they compare the price they pay with what they 
actually get (Hanks ,Line & Kim ,2017). It is considered that customer satisfaction is 
the result of the purchase and use of a product and is generated by the customer 
comparing the reward of the expected result with the cost of the input, i.e. the analysis 
of costs and benefits Generally speaking, customer satisfaction can be defined from two 
perspectives, the first being Transaction-specificPerspective and the second being 
Cumulative Perspective (Ghobadian, Speller, & Jones, 1994). The assessment of 
satisfaction with the viewpoint intent of a particular transaction is based on the results 
of a single recent experience or post-purchase assessment (Boulding, et al., 1993). is a 
transient concept and this transient satisfaction should be analysed and recorded by the 
customer immediately after the service interaction(Ekinci & Dawes, 2009). On the 
other hand, according to the Expectancy Disconfirmation Paradigm, the outcome of 
satisfaction is the customer's subjective assessment of the work of consumption based 
on expectations (Oliver &Richard,1989). which emphasises a holistic assessment from 
a cumulative transactional perspective, i.e. satisfaction is an overall assessment of all 
customer experiences rather than a specific purchase experience and is an important 



 

8 
 

indicator that can be used to measure a company's performance in the past, present and 
future (Rust,& Oliver, 1994).It is believed that customer satisfaction can be measured 
in terms of 'time' and can be divided into an outcome and a process perspective, which 
interprets satisfaction as the experience gained from the process of consumption 
(Ranaweera & Prabhu，2003). Traditionally, customer satisfaction has been seen as a 
fundamental decision factor for long-term customer behavior performance. Moreover, 
since customer satisfaction affects retention and market share, customer satisfaction is 
an important goal for companies to pursue (Hansemark & Albinsson, 2004; Zhou, et 
al., 2016). Customer satisfaction is the degree of overall customer pleasure or 
satisfaction that results from the ability of a service to satisfy customers' desires, 
expectations, and needs (Hellier, et al., 2003). Customer satisfaction is not only central 
to the concept of marketing (Fournier & Mick ,1999). it is one of the leading forces in 
attracting customers and is seen as an essential and vital factor for business success 
(Gary Moore , et al., 1998). 

  
 

2.4 Customer Loyalty 
Early definitions of customer loyalty focused on consumers' repeat buying 

behavior. Propose a cut-off point of 50% of purchases to distinguish loyal from non-
loyal customers, i.e. the number of purchases of a brand as a percentage of total 
purchases in a given period as a measure of loyalty (Churchill&Surprenant, 1982). 
Define loyalty as consistent and frequent re-purchase or bulk purchase of the same 
brand (Folkes, 1988). 

 
This behavioral approach to measuring loyalty ignores the impact that consumers' 

attitudes and changes in the external environment and consumption process have on 
loyalty. It is considered that a consumer's preference for a brand remains the same over 
several years, i.e. the consumer's preference for the brand is consistent, and the brand 
that he or she likes best in his or her mind and whose attitude does not change after a 
period of time is loyal to that brand (Grönroos, 1982). Consumers' attitudes towards 
brands are divided into three zones: Acceptance, Neutral and Rejection, and the distance 
between these zones or the number of brands is used to measure consumer loyalty 
(Ganesan, 1994). In the questionnaire, respondents were asked to remove the price 
factor before measuring loyalty, i.e. to judge loyalty based on consumers' willingness 
to buy the preferred brand without considering price." Defining customer loyalty based 
on behavioural or attitudinal facets alone can only cover one part of the loyalty construct, 
stemming from some scholars proposing a comprehensive definition of loyalty 
(Hansemark & Albinsson, 2004). Dein, a leading American scholar, first suggested that 
companies should consider both the behavioural and attitudinal components of 
customer loyalty together. Considers customer loyalty as the strength of the 
relationship between personal attitudes and repurchase behavior (Bansal &Voyer, 
2000). Customer loyalty is believed to be a consumer's commitment to a long-lasting 
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relationship with a particular brand or company, which is ultimately expressed through 
a combination of attitudes and behaviours. Attitudes include the intention to repurchase 
or buy other products from the company, the willingness to recommend them to others, 
and immunity to competitors. Behaviours include repeat purchases, the purchase of 
other products from the company and the act of recommending them to others. Loyalty 
is measured by the extent to which consumers prefer each brand (Jones, 1996). 
 
 
2.5 PZB Model Theory 

The PZB model is a conceptual model of service quality developed in 1985 by 
three professors, Parasuraman, Zeithaml, and Berry, from the University of Cambridge 
in the UK, known as the PZB model. The central concept is that the customer is the 
determinant of service quality and that companies must bridge the five gaps in this 
model to meet customer needs. 

 
Customer satisfaction with service quality is based on comparing their perceived 

service and service expectations. that customers' service expectations come from four 
sources: word of mouth, personal needs, experience, and external communication. 
When the customer's perceived service exceeds expectations, the customer perceives 
excellent quality; when perceptions are lower than expectations, the customer does not 
accept the quality of service provided; and when perceptions confirm expectations, the 
service quality is satisfactory (Parasuraman et al., 1985). Although the SERVQUAL 
scale has good reliability and validity, there are suggestions for its revision. For 
example, It is recommended that while the original five dimensions of the SERVQUAL 
scale are very stable, in some industries the service quality dimensions should be 
increased or modified for different service types (Carman, 1990). 

 
PZB (1988), three scholars developed a scale that can quantify the PZB conceptual 

model - SERVQUAL. Moreover, condensed the ten dimensions into five dimensions: 
reliability, responsiveness, authenticity, caring and tangibility. To measure service 
quality, customers use these five dimensions to compare the gap between cognition and 
expectation and expectations (e.g., Table 1). 

 
Table 1: The five dimensions of service quality 

Structure Definition 

Reliability 

It represents the extent to which a company can be relied upon to 
perform the promised services correctly. Reliable service 
performance is what customers expect and means that service is 
delivered on time, consistently and without error, every time. 

Responsiveness 
It represents a company that assists its customers and provides 
immediate service. Leaving customers waiting creates 
unnecessary negative perceptions; when service errors do occur, 
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a professional and prompt return to service gives customers a 
very positive perception of quality. 

Assurance 

It represents the knowledge, courtesy and ability to convey trust 
and confidence of a company's employees. It is characterised by 
the ability to perform service responsively, to treat customers 
with courtesy and respect, to communicate effectively with them 
and to consider their best interests at all times. 

Carefulness 

It represents a company's ability to provide personalised 
attention to its customers. Characteristics include being 
approachable, sensitive and trying to understand the needs of the 
customer. 

Tangibility 

It represents the actual facilities, equipment, employees and 
materials of the business. The state of the surrounding entities is 
an outward demonstration of the care shown to the customer. 
This dimension also relates to the part of service delivery that is 
established by other customers. 

 
 
3. Research Methodology 
3.1 Introduction  

This chapter explains the research methodology of this study. The research 
variables were developed into research hypotheses based on the literature review and 
collection in Chapter 2 and using the PZB model as the theoretical basis 
(Zeithaml,Berry,&Parasuraman,1996). Then the research structure and operational 
definition of this study were derived. This section contains the research structure, 
research hypothesis, operational definition, research design and statistical analysis 
methods（Zamanian& Khanlari, 2015）. 

 
 
3.2 Research Structure 

This study mainly discusses the correlation between service quality, word of mouth, 
customer satisfaction and repurchase intention of LDH Design Company. Based on the 
research motivation and purpose, this study combines the discussion and analysis of the 
above-mentioned relevant literature, proposes the PZB model as a theoretical 
framework, and then proposes the framework of this study as shown in Figure1 
(Parasuraman, Zeithaml, & Berry ,1988). The research framework uses four dimensions 
service quality, word of mouth, customer satisfaction and repurchase intention. The 
service quality dimension uses the five quality dimensions in the SERVQUAL scale, 
including reliability, responsiveness, assurance, Caring and tangible (Wisniewski, 
1996).  
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Figure 1: Conceptual architecture diagram 

 
3.3 Hypothesis 

H1: Service quality has a positive impact on customer word-of-mouth. 
H1-1: The various components of service quality have a positive impact on 

customer reputation. The various components of service quality have a positive impact 
on customer reputation. 

H2: Service quality has a positive impact on customer satisfaction. 
H2-1: The various components of service quality have a positive impact on 

customer satisfaction. 
H3: Customer word-of-mouth has a positive impact on customer loyalty. 
H4: Customer satisfaction has a positive impact on customer loyalty. 

 
3.4 Reliability and Validity Analysis of the Scale 

Before conducting inter-component validation analyses, it is important to verify 
that the items and scales have a certain degree of Validity and Reliability. Validity is a 
measure of the correctness of a scale, which means that the instrument is able to 
correctly measure the predictive properties of the instrument, and the higher the validity 
of the scale, the better it is able to reveal the true characteristics. Reliability represents 
the reliability of a scale, i.e., whether the results are consistent or stable (Nunnally, 
1978). 

 
● Reliability analysis 
The reliability analysis reveals a reliability Cronbach's alpha value of 0.726, 

responsiveness Cronbach's alpha value of 0.826, assurance Cronbach's alpha value of 
0.797, caring Cronbach's alpha value 0.867, tangibility Cronbach's alpha value 0.835, 
customer word of mouth Cronbach's alpha value 0.833, customer satisfaction 
Cronbach's alpha value 0.830, customer loyalty Cronbach 's alpha value was 0.849 
(Ganesan, 1994). 

Service quality facets
（Behshid & 

Elshennawy, 1989） 
 

Reliability 
Responsiveness 

Assurance 
Carefulness 
Tangibility 

Customer Word of 
Mouth (Zamanian, 
& Khanlari, 2015) 

Customer 
Satisfaction 
(Churchill 

&Surprenan ,1982) 

Customer 
Loyalty (Ieva, 

2019) 

H1 

H2 

H3 

H4 
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The overall Cronbach's α value of the questionnaire was 0.834, so the α of the 
reliability analysis was > 0.70, which means that the reliability of the questionnaire is 
high and the questionnaire is acceptable. 

 
● Validity analysis 
Validity and correctness mean that the instrument can correctly measure the 

qualities and functions the research intends to measure (Westbrook, 1987). The 
questionnaire results from several views exchanges and should therefore have a 
significant degree of content validity. 

After factor analysis of the questionnaire, a KMO value of 0.775 was obtained; 
Bartlet's spherical test was 13483.992; p<0.001. A KMO value greater than 0.7 and 
p<0.001 indicates that this sample is suitable for factor analysis. 
 
 
4. Finding and Conclusion 

● Regression analysis 
In this study, regression analysis was used to check whether there was 

autocorrelation in the model. When the D-W value was close to 2, the relationship value 
was close to 0, and there was no autocorrelation in the residual term. If the VIF value 
of the variable is greater than 10, it means that there is co-collinearity between the 
variable and other variables (Wisniewski, 1996). The R 2 coefficient of determination, 
F-check, significance level and β-value were then used to determine the relative 
magnitude of the regression coefficients of the standardized β-values and the 
independent variable's influence on the dependent variable. The hypotheses of this 
thesis are all valid (Nosi, C. et al., 2022). The hypothesis testing results of this study 
are summarized in Table 2 below. 

 
Table 2: Study hypothesis calibration results 

Assume 
code Research hypothesis Inspection 

results 

H1 
Service quality has a positive impact on customer 
reputation. Established 

H1-1 

The various components of service quality have a 
positive impact on customer reputation. The various 
components of service quality have a positive impact on 
customer reputation. 

Established 

H2 Service quality has a positive impact on customer 
satisfaction. Established 

H2-1 
The various components of service quality have a 
positive impact on customer satisfaction. Established 
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H3 Customer word-of-mouth has a positive impact on 
customer loyalty. Established 

H4 Customer satisfaction has a positive impact on customer 
loyalty. 

Established 

 
 
●Conclusion 
Based on the results of the empirical analysis of this study, a total of three 

significant items were summarised, the first being service value to customer word of 
mouth and customer satisfaction; the second being customer word of mouth to customer 
loyalty; and the third being customer satisfaction to purchase intention(Su, Swanson, & 
Chen, 2016). The breakdown is as follows. 

 
(1) Service value has a positive impact on customer word-of-mouth and 

customer satisfaction 
In this study, service quality was classified into five categories, namely 

"reliability", "responsiveness", "assurance", "caring", and "tangibility", as supported by 
the literature. Reliability, responsiveness, assurance, caring, and tangibility of service 
quality positively impact customer word-of-mouth and customer satisfaction (Hamari, 
Hanner, & Koivisto, 2017). Pearson's correlation coefficient and regression analysis 
results show a significant positive impact. The higher the level of consumer recognition 
of service quality, the higher the recognition of word of mouth and satisfaction. The 
mean of the question items in this section is the most strongly agreed on options across 
all dimensions. From the above results, it is clear that service quality is an essential 
factor in consumers' purchasing decisions (Kotler& Keller, 2007). If companies pay 
attention to this type of consumer group, it will be helpful to consumers' purchase 
decisions and business performance.In addition, this study has broken down service 
quality into five sub-dimensions (reliability, responsiveness, assurance, care and 
tangibility). According to the reliability study, most consumers believe that the 
company's reputation, the consistency of the work before and after completion, and the 
service promised by the company are all factors that make consumers feel happy and 
achieve positive recognition. The responsiveness study revealed that consumers felt 
optimistic about the assistance in resolving any problems that may have occurred prior 
to work, the attention given to my requests, the excellent and patient communication 
and the professional response of the contractor. The assurance study showed that the 
contract made consumers feel secure and reassured, that the price was entirely in line 
with the estimate and that the work was completed within the scheduled time frame, all 
of which contributed to a positive and satisfied attitude towards the operator and helped 
to improve the image of the operator. Caring research also shows that owners are 
proactive in providing advice, understanding and listening to consumers' needs and 
customising their services, all of which make consumers feel cared for and happy. Lastly, 
the tangible study reported that consumers value the overall service attitude of the 
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engineering team, the availability of tools and equipment and the cleanliness of the 
environment(Buttle, 1998). 

 
(2) Customer word-of-mouth has a positive impact on customer loyalty 
After verifying the positive impact of customer word of mouth on customer loyalty 

in this research, the results show a very significant and positive impact after the Pearson 
correlation coefficient analysis and regression analysis. That is to say, the higher the 
degree of identification of consumers with word-of-mouth, the higher the degree of 
identification with customer loyalty. Moreover, in this part, the questions in each 
dimension are mainly in the agree on option. From the above results, it can be seen that 
word of mouth is essential for consumers in making decisions (Hanks, Line & Kim, 
2017). If the industry can pay attention to this type of consumer group, it will be helpful 
to consumers' purchasing decisions and the business performance of enterprises. In 
addition, any attitude of consumers after purchase will affect their dissemination of 
information, and most cf consumers are satisfied with the product or service, they will 
inevitably share it with the people around them and achieve a certain degree of word of 
mouth. onsumers believe that word of mouth is an essential measure for them to make 
decisions(Ekinci & Dawes, 2009).  

 
(3) Customer satisfaction has a positive impact on customer loyalty 
The positive effect of customer satisfaction on customer loyalty in this study was 

verified by Pearson's correlation coefficient analysis and regression analysis, which 
both showed a highly significant and positive effect. This means that the higher the 
level of consumer satisfaction, the higher the customer loyalty. In this section, the mean 
of all the constructs fell in the agreement category (Ladhari, Souiden, & Dufour，2017). 
It is clear from the above results that satisfaction is an essential factor in consumer 
decision-making and that companies that market their products in such a way as to 
address the potential for customer satisfaction will undoubtedly contribute to customer 
loyalty. In addition, any post-purchase attitudes of consumers are critical to their next 
customer loyalty decision, so it is recommended that companies pay attention to the 
stimulation of service quality and word-of-mouth among consumers, both in marketing 
and tactics (Mittal& Kamakura, 2001). 

 
 

5. Recommendation 
4.1 Recommendations for improving LDH DESIG marketing i.e. customer loyalty 

In order to increase consumer satisfaction with the overall service quality of 
interior design companies, it is essential to consider the everyday needs and 
expectations of the majority of consumers and to consider how to improve the areas 
where they are lacking and deficient in order to increase consumer trust and affection 
for the company and thus increase consumer reputation, satisfaction, and customer 
loyalty. Based on the results of the empirical analysis, this study has compiled a list of 
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everyday consumer needs for interior designers and will make the following 
recommendations for LDH DESIGN. 

 
(1) Reliability 
Reliability refers to the degree of reliability and consistency of the services that 

interior design promises to provide(Ranaweera & Prabhu，2003). In today's interior 
design world, most design companies communicate directly with consumers using 3D 
drawings, i.e., presenting post-construction drawings for consumers' reference. 
However, consumers are willing to pay for them and even take the initiative to request 
3D drawings as a sign of self-assurance and consistency, as interior design can cost 
millions. This study also found that most consumers value the availability of 3D 
drawings, so it is assumed that if 3D drawings were available, this would help their 
performance. Therefore, this study suggests that LDH DESIGN designers should take 
the initiative to provide 3D drawings for consumers' reference to increase satisfaction 
and subsequent customer word-of-mouth and repurchase behavior. 
 

(2) Responsiveness 
Responsiveness refers to the willingness of interior design to assist the consumer, 

pay attention to the consumer's needs, and provide quick service, expertise, and courtesy. 
Although interior design is a high-volume and high-stress industry, the emotional 
management, service attitude, and professional responsiveness of the designer are all 
critical to the consumer. Therefore, this study recommends that LDH DESIGN 
designers assess each designer or publicist. In addition to assessing their behavior in the 
initial job evaluation, they should also strengthen the personal emotional management 
of designers and publicists. This will not only improve customer satisfaction and 
subsequent customer word-of-mouth but will also increase customer loyalty. 

 
(3) Assurance 
Assurance refers to the extent to which the interior design delivers what it promises 

and can be trusted by the consumer. Tzu said, "If a man does not have trust, he does not 
know what he can do. How can a large cart journey without clamps and a small cart 
without a yoke? "This study has shown that a full reference to the estimated completion 
date and the amount charged by the operator drives consumer confidence and peace of 
mind. Therefore, the study recommends that LDH DESIGN designers should assess the 
target completion date and the quoted amount, and if necessary, include possible risks 
in the estimated date, such as the possibility of a rainy season, or state in the contract 
that there is a risk that the work will not be completed on time. In addition, it should 
also be stated in the quotation: "The scope of work in this quotation, beyond the scope 
of this quotation, additional terms and conditions should be added" to avoid future 
disputes and not to create a negative image of the operator, but also to enhance 
consumer satisfaction and subsequent customer word-of-mouth, as well as to increase 
customer loyalty. 
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(4) Carefulness 
Caring refers to the extent to which interior designers take care of consumers' 

needs and provide attentive service. According to the majority of consumers, the ability 
of designers to listen to consumers' needs and provide customized services is one of the 
most critical indicators for consumers. Therefore, this study suggests that LDH 
DESIGN designers should provide different services to meet different needs of 
consumers, such as adding styles to the decorative samples, or even creating a portfolio 
for consumers to see, and providing timely advice and services. All of these aims are 
aimed at meeting the consumer's expectations, thus increasing consumer satisfaction 
and subsequent customer word-of-mouth and increasing customer loyalty (Bansal 
&Voyer, 2000). 
 

(5) Tangibility 
Tangibility refers to the need for interior design to be well equipped with tools and 

equipment, a neat appearance, and a friendly service attitude. This study shows that 
most consumers are very concerned about the operator's overall service attitude, the 
project team's tools and equipment, and the environment's cleanliness. There is no way 
to keep the environment clean during the project, so it is a big task to improve it 
effectively. Therefore, this study suggests that LDH DESIGN should take a different 
approach to the engineering team's overall service attitude, tools and equipment, and 
environmental cleanliness. This will not only improve the efficiency of the work but 
also enhance the positive perception of consumers, which in turn will enhance 
consumer satisfaction and subsequent customer word-of-mouth, which will also 
improve customer loyalty.  
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