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ABSTRACT

Ghana is said to have the distinctive peculiarity of delivering poor service

and anecdotal evidence suggests that hotel customers, both domestic and

international guests have in one way or the other experienced shortfalls in the

quality of services offered. Guests have expressed varied needs and expectations

during their stay but hotels have not responded adequately. This study examined

the gap between guests’ expectations and perceptions of service quality and also

the dimensions of service quality in hotels. The study further explored the

perceptual interface between guests and service providers. The study gathered

cross-sectional data using questionnaires from 172 hotel guests, 197 frontline

employees and 125 management staff. Factor analysis was employed to extract

the dimensions of service quality while the standard multiple regression was used

to analyse the predictive dimensions of service quality. The findings of the study

reveal that guests perceived service quality to be far below their expectations. The

results also indicate that guests and service providers use different sets of factors

to assess service quality. There were significant differences between guests and

recommended that hotel managers should pay more attention to the tangible,

empathy and the reliability aspects of service because customers have the highest

expectations scores

expectations from time to time in terms of products and services. Employee

training programmes in hotels should pay particular attention to “interpersonal

communication” and “customer care” factors.

iii

service providers’ expectations and perceptions of service quality. It is

on these dimensions. Hotels must re-assess guests’
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CHAPTER ONE

INTRODUCTION

Background to the study

increasingly becoming important both

domestically and internationally. Services contributed a total of 66.7 per cent

of world Gross Domestic Product (GDP) in the year 2011 (WTTC, 2011).

However, many service sector businesses have had to contend with intense

competition and rapid changes in order to achieve competitive advantage and

efficiency (UNWTO, 2010). These businesses have to seek ways of

differentiating their services from others in the market. Companies that search

for the most effective ways to incorporate the best service methods and

processes tend to be winners in the long term in terms of favourable customer

perceptions (Wahid, Mohamed & Zahari, 2012).

Services are difficult to manage due to certain inherent characteristics

such as physical intangibility, simultaneity (in production/consumption and the

joint effort of the employee and customer in the delivery of the service) leading

to the variability of service encounters (Amenumey, 2007). This variability

stems from three main sources: the service provider, the customer and the

1

surroundings. According to Desmet, Van Looy and Van Dierdonk (2003) as

The service sector is



cited in Amenumey (2007), variability makes quality control difficult and has

implications for how service is delivered.

The intangibility and inseparability elements of the service encounter

require some form of employee involvement even in a highly standardized

tayloristic situation (Lashley, 1999). According to Amenumey (2007), with

employees involved, the issue of variability in quality of service delivery can

potentially increase. The personal interaction between consumers and service

providers is at the heart of most service experiences and it has been termed as

in the marketing literature (Czepiel, Solomon,the

Suprenant & Gutman, 1985; Shostack, 1987; Carev, 2008; Hersh, 2010).

The service encounter has become the focus of attention in service

quality research. The research on service encounters and service quality by

Parasuraman, Zeithaml and Berry (1985; 1988) suggests a number of factors

that may influence consumers’ satisfaction with services. These factors pertain

to the service outcome and the manner in which employees deliver service to

consumers.

Consumers and service providers participate in the service encounter

each party’s expectations of their own behaviour as well as the anticipated

complementary behaviour of each other (Smith & Houston, 1983). Their roles

encompass a set of learned behaviours appropriated to the particular service

setting and depended on situational cues such as each other’s attitudes and

behaviours.

2

“service encounter”

like actors on stage reading from a common “service script” which represents



The complex nature of services, coupled with the growing prominence

of the services sector has also increased the need for better service quality.

Therefore, service quality is increasingly recognized as one of the key strategic

values of organizations in both the manufacturing and service sectors (Lewis,

1991; Vijayadurai, 2008; Ukwayi, Eja & Unwanede, 2012; Amissah, 2013).

The delivery of high service quality has a number of advantages:

• It allows organisations to distinguish themselves from their competitors

by increasing sales and market shares (Lewis, 1989; Newman &

Cowling, 1996; Woodruff, 1997; Mack, Mueller, Crotts & Broderick,

2000; Lau, Akbar & Yong, 2005; Crick & Spencer, 2011; Lee, 2014);

• It results in the satisfaction and retention of customers and employees,

thus reducing turnover rates (Taylor & Baker, 1994; Teas, 1994; Vavra,

1997; Oh, 1999; Skogland & Siguaw, 2004, Tang & Tang, 2012; Wong

& Fong, 2012);

• It leads to repeat purchase behaviour and brand loyalty and enables an

organisation to attract new customers through positive word-of-mouth,

(Lewis, 1991; Leon, Schiffman & Lazer, 2000; Newman, 2001;

Caruana, 2002; Wang Lo & Hui., 2003, Wilkins, Merrilees &

Herington, 2010; Yong, Jou & Cheng, 2011; Prentice, 2013).

Hotel services are an important part of the services industry (Mishkin,

2001). And they are described as a synthetic service industry because severe

competition results in little variation of facilities. As such service quality has

3
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been identified as one of the main drivers of successful hotel business

operation. Service quality delivery to hotel guests has become a central theme

in the global hotel business (Ladhari, 2008). In this highly competitive hotel

of the most important elements for

gaining a sustainable competitive advantage in the market place (Markovic &

Raspor, 2010). According to Baker and Fesenmaier (1997) and Iglesias and

Guillien (2004), the global hotel industry has over the years ensured service

quality at all levels as a differentiation tool to establish competitive positioning

and to improve return on investment. Baker and Crompton (2000) and

ZeithamI and Bitner (2000) have also argued that there is a positive correlation

between quality service and business profits. Service quality plays a vital role

in customer satisfaction since it reduces costs, increases sales and encourages

repeat business in hotels (Barsky & Labagh, 1992; Walker & Braunlich 1996;

Yi and Jeon, 2003, Peter & Nicole, 2006).

Generally, hotel guests require a high quality experience from their stay

in a hotel. They expect quality service, product, atmosphere, entertainment and

value for money. It has also been stated that it does not matter how much effort

is put into producing quality service, it is the perception of customers that is

paramount (Johns, 1996; Knuston, 2000; Getty & Getty, 2003, Kumar, Smart,

Maddem & Maull, 2008; Mola & Jusoh, 2011). This argument is buttressed by

Mack, Mueller, Crotts and Broderick (2000) who stress that it is important for

businesses to talk to their customers to find out what their expectations are and

make strenuous efforts to retain them in order to sustain profits. The main

4
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responsibility of hoteliers is the delivery of quality service to their guests

(Hsieh, Lin & Lin, 2008).

But a study by Briggs, Sutherland and Drummond (2007) revealed

major inconsistencies in service quality performance across the hotel sector.

Their study further suggested that most customers are not in fact overly

demanding and are satisfied with a personal service that represents value for

money and provides accurate information. The main difference between

excellent and poor service for them relates to the absence of the personal touch

and how the staff deal with their complaints (Briggs, Sutherland & Drummond,

2007). Keating and Harrington (2003) suggested that many quality

programmes fail as a result of the lack of commitment on the part of senior and

middle level management, and front-line employees. Mei, Dean and White

(1999), Raymond and Choi (2001) and Marko vic and Raspor (2010), on the

other hand, studied the factors influencing service quality and found the

problem centered on employees.

Front-line employees play a very important role both in service and

products (Reynose & Moores, 1995) because they have contact with customers

directly and give them service. The behaviour and attitude of frontline

employees usually influences the customers’ perception and feeling of service

quality at the hotel they choose. The behaviour and attitude of frontline

employees in hotels is shaped by their perceptions of service quality and their

understanding of what hotel customers expect (Yee, Yeung & Cheng, 2010).

5
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Managers in the service industry are under increasing pressure to

demonstrate that their services are customer-focused and that continuous

improvement is being delivered. Given the financial and resource constraints

under which service organisations must manage, it is essential that customer

expectations are properly understood and measured (Shanin & Dabestani,

2010). Delivering quality service is a major challenge facing hospitality

managers (Lazer & Layton, 1999, Carev, 2008), especially hotel managers

because most services are characterized by an encounter between three parties;

the customer, the frontline staff and the organisation represented by the

manager. This interaction defines quality service in the mind of the customer.

This encounter is called the “moment of truth” by Richard Norman (King &

Cichy, 2006).

The brief encounter, “a moment of truth”, is when the customer

evaluates the service and forms an opinion on its quality. It is during this

moment of truth that the service provider has the opportunity to influence the

customer’s perception of service quality. The power enjoyed by customers has

raised their expectations and these expectations often determine whether they

will stay at a particular hotel or not. According to Cooper, Fletcher, Fyfall,

Gilbert and Wanhill (2008), customers are travelling more widely, returning

with new ideas and new standards regarding accommodation demands. This

has led to the study of stakeholders (customers, frontline staff and managers)

perceptions of service quality relevant in the marketing literature.

6



Edvardsson, Thomasson and Qvretveit (1994) posit that stakeholders’

perceptions of service quality may differ between employee, manager and the

customer. The differences in perception may be due to various reasons.

Managers and employees generally do not like to mention deficiencies in the

quality of their services. In other words, they usually do not downplay the

work and services they have delivered (Grandey, 2000).

In contrast, they may have a tendency to exaggerate the quality of their

services (Koyuncu, Burke, Astakhova, Eren & Cetin, 2014). As a result, the

customer’s perceptions of service quality may be ignored. Such differences

among the stakeholders’ approaches may be one of the reasons for different

service quality perceptions. However, it should be noted that the differences in

perceptions of quality presented can create barriers to achieving the desired

level of service quality (Tsaur & Lin, 2004). In this context, it can be posited

that the perceptions of stakeholders in the hotel business with regard to service

quality performance become important.

There may be various reasons why customers have lower levels of

service quality perception. Employees may have a higher quality perception of

the services they deliver compared to customers’ perception. Managers may

determine inadequate quality standards. This may lead to ignorance of

customers’ quality perceptions. This may be a negative consequence of long

term employed employees emotional labour experiences. The productivity of

long term employed employees experiencing emotional labour experiences

may fall as they get indolent (Tsai & Yang, 2010). Consequently, customers

7



perceptions of service quality may fall below the level of both managers’ and

employees’ perceptions.

However, Berry, Will and Carbone (2006) stated that, it is one of the

manager’s responsibilities to anticipate customers’ demands and expectations

and convey them to employees. As a result, it can be said that determining the

existence of a service quality perception difference among customers,

managers and employees is a requirement for success in a highly competitive

hotel industry. Therefore, individual hoteliers must find ways to make their

products and services stand out among the competition. To achieve this,

hoteliers must understand their customers’ needs and wants and then deliver

their services in a way to meet these needs or exceed them. As Sureshchander,

Rajendran and Anatharaman (2002) stated, in order to improve service quality,

the hotel industry needs to know which service attributes might affect the

choice intention of customers. Failure to give the necessary attention to these

attributes might result in a customer’s negative evaluation of the hotel services

and may ruin the chance of that guest returning to the hotel.

Statement of the problem

Service quality is one of the most researched topics in the marketing

literature. Despite the vast amount of research done in the area of service

quality, quality related issues have received very little research attention within

the hotel industry in Ghana especially, Accra. According to Mensah (2009),

hospitality businesses in Ghana find it very challenging in providing their

8



guests with quality service because there seems to be a paucity of credible data

on service quality in Ghana’s hospitality industry, making it difficult to fashion

out an appropriate management intervention to address the problem. Also,

there has been little attempt to link service quality to the organizational

customers and the

characteristics of the customers patronizing the facilities (Mensah, 2009).

Most of the studies on service quality have produced a number of

classifications of services that emphasised the service receiver’s or customer’s

perspective (Rathmell, 1974; Chase, 1978; Sasser, Olson & Wyckoff, 1978;

Gro"nroos, 1979, 2000; Lovelock, 1985; Schmenner, 1986; Shostack, 1987;

Edvardsson, 1996; Robledo, 2001; Alexandris, Dimitriados & Markata, 2002;

Antony, Antony & Ghosh, 2004; Kang & James, 2004; Salazar, Costa &

Paulo, 2010; Ukwayi, Eja & Unwanede, 2012; Browning, So & Sparks, 2013;

Prentice, 2014). Nonetheless, very few researchers have emphasised the

(Parasuraman et al., 1985; Brown & Swartz, 1989; Zeithaml, Parasuraman &

Berry, 1990; Echeverri, 1999; Svensson, 2002; Qin, 2005). More so, most

research in the field of service marketing ignore the service provider’s

perspective, and there have been too few studies that attempted to explore the

concept of the service encounter beyond the service receiver’s perspective

(Anthanassopoulos, 1998; Tsang & Qu, 2000 Tam & Wong, 2001; Svensson,

9

importance of the interaction between actors in a service encounter

Vandermerwe & Chadwick, 1989; Saleh & Ryan, 1991; Akan, 1995;

characteristics of facilities providing services to



2002; Choi & Chu, 2000, 2001; Luk & Layton, 2002; Dedeke, 2003; Mola and
Jusoh, 2011; Bondzi-Simpson, 2012).

Furthermore, the few studies on service quality in hospitality have been

measure service quality in hotels in developed economies and not emerging

tourist destinations like Ghana where service quality is important for the

industry’s success. Also, there is a lacuna of studies addressing relationships

between stakeholders’ characteristics and service quality expectations and

perceptions as well as the dimensions of service quality.

The general perception that in the absence of world service leaders and

/or a benchmark competition, the hotel industry had leisurely ticked over with

issue of service quality in hotels in Ghana (Akyeampong, 2007). Researchers

like Appaw-Agbola and Afenyo (2011), Boakye and Bohene (2009) and Teye

(1991) have alluded that Ghana has the distinctive peculiarity of delivering

poor service. Anecdotal evidence also suggests that hotel customers, both

domestic and international, have in one way or the other experienced shortfalls

in the quality of services offered. Guests express varied needs and expectations

during their stay but hotels in Ghana have not responded adequately (Bondzi-

Simpson, 2012).

Anecdotal evidence also shows that the conservative nature of the

complain, has led to

unprofessional, inefficient service standards being accepted as the norm.

10

on quality dimensions in hotels, particularly, the criteria customers use to

an “anything goes” service attitude, thus, resulting in the endemic nature of the

Ghanaian population, who are disinclined to



Bondzi-Simpson (2012) intimated that there are service quality gaps in the

delivery of services in hotels in the Central Region of Ghana. The study also

showed that management of these hotels did not have accurate knowledge of

what customer expectations were with regard to the dimensions of the quality

of services provided. Another study by Amissah (2013) revealed that service

quality is poor in hotels in Cape Coast and Elmina both major urban centres in

Southern Ghana. It is against this backdrop that the study seeks to answer the

following questions:

both guests and service providers?

2. Are there differences in the dimensions of service quality among socio

demographic, travel and work characteristics of guests and service

providers?

3. What factors influence guests’ and service providers’ expectations of

service quality?

4. What is the difference between guests’ expectation of service quality

and service providers’ perception of guests’ expectation of service

quality in hotels?

5. What is the difference between guests’ perception of actual service

received and service providers’ perception of actual service delivered?

11
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Objectives of the study

The main objective of this study is to assess service quality in hotels

from the perspectives of both guests and service providers

The specific objectives are to:

Examine the gap between guests’ expectations and perceptions ofi.

service quality (perceived service quality)

Explore the perceptual interface between guests and service providersii.

on service quality expectations and service performance in hotels (Gaps

1,6, 7, 8, 9 & 10).

Examine the possible implications of the interface on perceived serviceiii.

quality.

Explore the differences between guests’ profile and their expectationsiv.

and perceptions of service quality.

Assess the dimensions of service quality in hotels.v.

Examine the predictor(s) of overall service quality in hotels.vi.

Assess the dynamics of service quality dimensions among stakeholders.vii.

Hypotheses of the study

The following hypotheses were formulated and tested

There is no significant difference between guests’ expectation ofi.

service quality from their perception of actual service received (Gap 5).

There is no significant difference between guests expectation andii.

management perception of guests’ expectation (Gap 1).
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There is no significant difference between frontline employees’ andiii.

managements’ perception of guests expectation (Gap 6).

There is no significant difference between service providers’ perceptioniv.

of guests’ expectation and their perception of the actual service

delivered.

There is no significant difference between guests’ and management’sv.

perceptions of actual service delivered (Gap 7).

Significance of the study

The importance of service quality to emerging destinations cannot be

over-emphasized as service quality is possibly the foremost determinant of

success in the tourism and hospitality industry (Amissah, 2013). Proper

maintenance of the building and comfortable indoor conditions for customers

is essential (Parkan, 2005). The issue of service quality has always been a

major concern to both customers and managers. Customers complain about

poor service while managers also feel that they are doing their best to provide

the best service to customers. A study by Zemke (1989) showed that managers

of their customers, and the wish to respond to them.

This study will first and foremost bring to the attention of managers or

service providers whether they

perspective or from customers’ perspective by identifying the service delivery

13

are providing quality service from their own

are “obsessed” with listening to the changeable wishes, needs and expectations



bottlenecks which are central to Ghana producing satisfied customers and

eventually the success of the hotel industry.

Secondly, it will identify the importance customers attach to the

dimensions of service quality so that service providers can improve on those

dimensions to ensure satisfaction. It will provide hotels with appropriate

measures to improve service delivery and standards not only from the tangible

aspects in Ghana’s hotel industry. The study will also contribute to providing

safe and secured environment for tourists who crave for quality.

Finally, the result of the study is expected to contribute to filling

existing research gaps and to provide firms with appropriate measures to

improve service delivery and standards in Ghana’s hospitality industry. It will

form the base or provide the needed information for monitoring service quality

in hotels in Ghana. The conclusions of the study could be a basis for future

research in service quality in Ghana. Academia and industry can use the

findings and recommendations to improve service quality in Ghana.

Profile of the study area

The study area is the Accra Metropolis in the Greater Accra Region of

Ghana. Accra doubles as the capital and seat of government and the most

prominent commercial city in Ghana (Grant & Yankson, 2003). Prior to Accra

becoming the capital, Cape Coast served as the capital of the then Gold Coast

Colony. Accra became the capital of the then Gold Coast Colony in 1877 and

14



has remained so to date. Accra has the most diversified economy in relation to

any other area in Ghana (Grant & Yankson, 2003). It is the headquarters to

diplomatic missions in Ghana. This has made it an “epi-centre” when it comes

to the establishment of high quality commercial accommodation in Ghana

foreign patrons coming for both business and leisure purposes but serve the

needs of locals as well. Over the years, the Greater Accra Region, and for that

matter Accra, has had the highest concentration of all the categories of hotels.

This fact is supported by the 2009 hotels list of Ghana compiled by the then

Ghana Tourist Board. Akyeampong (2007) gives credence to this fact by

stating that “Accra not only leads in terms of numbers but also possesses all

the different types found in the national stock (p. 139).

This makes Accra an ideal location to conduct a study on hotels in

Ghana since it offers the diversity and the mix needed to collate divergent

information that this study will use. Figure 1 is a map of Accra showing the

distribution of the various star-rated hotels.

15

(Akyeampong, 2007). These accommodation facilities do not only serve

many international organizations and enterprises and home to all the
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Thesis outline

The study was organised into eight chapters. Chapter One dealt with

the introduction of the study which covers the background information, profile

of the study area, the statement of the problem and objectives of the study.

Chapter Two focuses on a review of related literature on the topic while

Chapter Three looks at empirical issues and various models on service quality

as well

methodology comprising of the research design, sampling issues and data

collection and analysis are presented in Chapter Four. Findings from the field

are presented in the next three chapters. Chapter Five discusses respondents’

characteristics and the level of guests’ expectations of service quality while

Chapter Six looks at stakeholders perceptions of service quality in hotels in

Accra. Chapter Seven presents the differences in guests and service providers’

perceptions of service quality; Chapter Eight examines the dimensions of

service quality as well as the relative importance of these dimensions. Chapter

Nine captures the summary, conclusions and recommendations of the study.

Summary

Chapter One discussed the introduction of the study. It delved into

issues such as the background of the study, statement of the research problem

and objectives of the study. The significance of the study as well as the

hypotheses was also presented in the chapter. Finally, the profile of the study

area and chapter organization was discussed as well.
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as the conceptual framework guiding the study. The research



CHAPTER TWO

THEORETICAL PERSPECTIVES OF SERVICE QUALITY

Introduction

This chapter looks at the literature related to service quality. Issues

discussed in the chapter include the definitions of key concepts used in the

study such as service, quality and service quality; concept of service quality,

customer expectations in service quality, the relationship between service

quality and customer satisfaction, and service quality in the hospitality and

tourism industry. The role of frontline employees in delivering quality service,

the dimensions or factors of service quality, various theories and models of

service quality are also discussed in this chapter.

Definitions of service

The term service has been defined in various ways. Sasser, Olsen and

Wyckoff (1978) defined service as a commodity that cannot be stored or

disappeared in use or as activities that require personal contact while Cateora

and Graham (2005) described a service as intangible and having intrinsic

value, resulting from a process, a performance or an occurrence that only exists

while it is being created. Kotler and Keller (2006), on the other hand, defined

service as any act, performance or deed that one party can offer to another

18



which is essentially intangible and does not result in the ownership of

anything. Gronroos (2006) defined it as “an activity or a series of a activities of

a more or less intangible nature that normally, but not necessarily, takes place

physical resource or goods and or systems of the service provider, which are

provided as solutions to customer problems”. Zeithaml and Bitner (2000) also

physical product or construction, is generally consumed at the time it is

produced and provides added value in forms (such as convenience, amusement

timeless, comfort or health) that are essentially intangible concerns for its first

purchaser”.

This study adopted the definition of a service as an activity or series of

activities of more or less intangible nature that normally, but not necessarily,

take place in interactions between customers and service employees and/or

physical resources or goods and/or systems of the service provider, which are

provided as solutions to customer problems (Fitzsimmons & Fitzsimmons,

2000).

Characteristics of a service

Although many approaches to quality apply equally to good and

services, there are conceptual differences between the two. These differences

have been explored in details by scholars such as Edvardsson, Thomasson and

Qvretveit (1994), Bergman and Klefsjo (2003) and Gummesson (1995).
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in the interaction between the customer and service employees and / or

described services as “including all economic activities whose output is not a



According to Bagherian (2007), some of the important differences can be

noted as follows:

Services are not tangible as goods and it can therefore be difficult to

explain, specify and measure the contents of a service.

Because services are more abstract than goods, services are perceived

and evaluated more subjectively.

The customer often plays an active role in creating a service.

A service is often consumed at the same time as it is created; it cannot

be stored or transported.

The customer does not become the owner of any tangible property after

delivery of a service.

Services often consist of a series of consequential activities; this makes

it difficult or impossible for the consumer to test them before the

purchase.

Services often consist of a system of sub-services, but the customer

usually evaluates the whole and not the separate parts (Bagherian,

2007, pp. 77).

A related issue that complicates the quality of service is their

heterogeneous character. This means that the experience of a particular service

can differ from time to time. Services are heterogeneous because both the

consumer and the service provider have

production and delivery process (Gronroos, 1990). A service is intangible and

heterogeneous; its production, distribution, and consumption are simultaneous
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processes; it is an activity or a process; it is a core value created in buyer-seller

interactions; customers participate in its production; it cannot be stored; and

there is no transfer of ownership when it is sold (Groonroos, 2000). These

characteristics indicate that there are significant interactive qualities in service

encounters - that is, services are produced, distributed, and consumed in an

interactive process which involves the perspectives of both the service provider

and the service receiver. It is thus especially important that services be

properly designed from the beginning because they cannot be stored,

exchanged or redone (Edvardsson, 1996).

Definitions of quality

From the review of literature on quality, it emerges that early research

efforts only concentrated on defining and measuring the quality of tangible

goods and products. Gronroos (1990) notes that product quality is traditionally

linked to the technical specifications of goods, with most definitions of quality

arising from the manufacturing sector where quality control has received

extensive attention and research.

Reeves and Bednar (1994) identified six different definitions of quality

namely value, conformance to specifications, conformance to requirements,

fitness for use, loss of avoidance and exceeding customers’ expectations.

Quality has also been defined as conformance to requirements (Crosby, 1979);

conformance to design (Chase, Kumar & Youngddahl 1992); design and
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conformance to quality characteristics that are of interest to customers when

evaluating the product offered (Bolton & Drew, 1991).

According to Juran (1992), quality is fitness for use while Garvin

(1984) measured quality by counting the incidence of ‘internal’ failures (those

observed before a product leaves the factory) and external failures (those

incurred in the field after a unit had been installed). These product-based

definitions of quality may be appropriate to the goods-producing sector;

however, knowledge about the quality of goods is insufficient to understand

service quality (Parasuraman, Zeithaml & Berry, 1985).

Definitions of service quality

Attempts have been made to distinguish between product quality and

service quality. Services are generally described in terms of four unique

attributes:

(Bateson, 1977; Lovelock, 1985; Gronroos, 1990; Zeithaml & Bitner, 1996).

According to Mei et al., (1999), in the hospitality industry, other attributes

such as imprecise standards and fluctuating demands have been identified.

Service quality has been linked to the success of hospitality businesses (Kotler,

2003). It has also been argued that service quality is the great differentiate

Suhartanto, 2000, 2003), there has been no agreed definition of service quality.

Juran (1985) stated that the quality of a product or service is determined by its
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among service providers (Parasuraman et al., 1985; Kandampully &

fitness for use by internal and external customers. Gundersen, Heide and

intangibility, heterogeneity, inseparability and perishability



Oslon (1996) also argued that a customer’s experience is a product of both the

service quality as the attributes of the service itself and those attributes develop

positive perceptions of the service. These definitions suggest that service

quality is subjective. There is no universal definition for it.

However, there is another school of thought that holds that every

service has a product component. Gronroos (1992) distinguished between

technical quality and functional quality as components of the service image

delivery. Technical quality is what the consumer actually receives from the

service provider such as the quality of the food served in a restaurant.

Functional quality, on the other hand, is how the technical component of the

service is delivered to the consumer.

Kotler (2003) identified a third component of quality, societal (ethical)

quality. According to him, societal quality is credence quality, which

consumers cannot evaluate in advance of purchase. In this light, hospitality

businesses concerned about quality service must combine, balance and juggle

the tangible and intangible product (Ribeiro, 2003 as cited in Mensah, 2009).

Table 1 below depicts some of the various definitions of service quality in the

literature.
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tangible and intangible aspects, whereas Crompton and Mackay (1989) saw



Table 1: Definitions of service quality

Definition of service qualityAuthor/Year

Customers’ perception of actual service performance andGronroos (1984)

prior expectations of customers for service and consumer

perception through comparison

overall superiority ofevaluationCustomers’Zeithaml (1988) on

excellence of service

A form of the attitude different from of an objectiveParasuraman et al.

quality of a customer’s judgment on overall superiority or(1988)

excellence of a specific service.

Customers’ evaluation on superiority and excellence ofBojanic (1991)

products and services.

Consumers’ overall impression on relative inferiority orBitner and Hubert

superiority of the organization and its services.(1994)

The difference between customers’ expectations forAsubonteng,

service performance prior to the service encounter andMcCleary and

their perceptions of the service received.Swan (1996)

Is an attitude or global judgment about the superiority ofRobinson (1999)

agreed.

Service quality focuses on the interaction between theHernon

and Whitman customer and the service provider.

(2001)
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a service, although the exact nature of this attitude is not



Table 1 (Continued)

Bitner, Booms and

inferiority or superiority of the organization and itsTetreault (1990) as

cited in Kassim &

service quality when he interacts with the personnel ofBojei, 2002)

the organization. Service quality is highly dependent on

the performance of employees.

Service quality entails physical quality, interactive qualityLehtinen and

and corporate or quality. Physical quality relates to theLehtinen (1982 as

tangible aspects of the service. Interactive qualitycited in Kang &

involves the interactive nature of service and refers to theJames, 2004)

two-way flow that occurs between the customer and the

service provider, or a representative, and also includes

both automated and animated interactions.

Palmer (2010)

Concept of service quality

The subject of service quality is wide and varied. The concept of

service quality has been greatly developed by many researchers. It was

established after there had been a growing interest in the quality of services

provided. Garvin (1984) was among the first scholars who examined the

quality concepts to cover both goods and services. He explained perceived

quality as the subjective perception of quality through indirect measures of
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The standard of service delivery expressed in terms of the 
extent to which customers’ expectations are met._______

Source: Review of literature

services. The customer formulates his perception of

The consumer’s overall impression of the relative



Table 1 (Continued)

The consumer’s overall impression of the relativeBitner, Booms and

inferiority or superiority of the organization and itsTetreault (1990) as

services. The customer formulates his perception ofcited in Kassim &

service quality when he interacts with the personnel ofBojei, 2002)

the organization. Service quality is highly dependent on

the performance of employees.

Service quality entails physical quality, interactive qualityLehtinen and

and corporate or quality. Physical quality relates to theLehtinen (1982 as

cited in Kang &

involves the interactive nature of service and refers to theJames, 2004)

two-way flow that occurs between the customer and the

service provider, or a representative, and also includes

both automated and animated interactions.

Palmer (2010)

Concept of service quality

The subject of service quality is wide and varied. The concept of

service quality has been greatly developed by many researchers. It was

established after there had been a growing interest in the quality of services

provided. Garvin (1984) was among the first scholars who examined the

quality as the subjective perception of quality through indirect measures of
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quality concepts to cover both goods and services. He explained perceived

The standard of service delivery expressed in terms of the 
extent to which customers’ expectations are met._______

Source: Review of literature

tangible aspects of the service. Interactive quality



quality comparison. Much current service quality research is rooted in

which holds that customers perceive service quality as the difference between

the actual service performance and their expectations. Disconfirmation is

positive when service performance exceeds expectations and negative, when

the opposite is the case.

Based on the perceived service quality concept, Parasuraman et al. (1985)

applied premises from other previous studies to form their model of service

quality gaps. The model explored that a consumer had difficulty in evaluating

service quality rather than goods quality, that a perception of service quality

was developed from a comparison of consumer expectation with actual service

performance; also quality evaluation involved the evaluation of both the

process and outcome of service delivery. Therefore, service quality gap

denotes the gap between customer’s expectations or what the service should

provide, and the customer's perception of what the service actually provides

(Shahin & Dabestani, 2010).

The assessment of service quality is made during the service delivery

process.

perceptions of the service received with the expectations of the service desired.

When expectations are exceeded, service is perceived to be of exceptional

perceived service, quality is satisfactory. Antony, Antony, Kumar & Cho
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expectancy-disconfirmation theory (Bolton & Drew, 1991; Oliver, 1993)

Customer satisfaction with a service quality, according to

Fitzstimmons & Fitzsitmmons (1999), can be defined by comparing

quality and also a pleasant surprise. When expectations are confirmed by



(2007) also stated that service quality involves the concept of meeting and

exceeding the expectations of the customer. Presbury, Fitzgerald and Chapman

(2005) observed that though service quality is what differentiates hospitality

agreed that service quality is dependent on the guests’ needs and expectation.

According to Ekinci, Dawes and Massey (2008), quality is simply

exceeds preset standards or promises. If expectations exceed performance,

then perceived quality is less than satisfactory, hence, customer dissatisfaction

occurs (Parasuraman et al., 1985; Lewis & Mitchell, 1990).

Service quality is a concept that has aroused considerable interest in the

marketing research literature because of the difficulties in its definitions and

measurements with no consensus emerging on either (Wisniewski, 2001).

One of the commonly used definitions of service quality is the extent to

which a service meets customers’ expectations (Asubonteng, McCleary &

Swan, 1996, Wisniewski & Wisniewski, 2005). Definitions of service quality

have revolved around the idea that it is the result of the comparism between

customer’s expectations about a service and their perceptions of the service

(Lihtinen & Lehtinen, 1982; Parasuraman et al., 1985).

It is widely accepted in the literature that service quality is dependent

on consumers’ needs and expectations, and whether the level of service meets

these needs and expectations. Services quality has, thus, been distinguished as
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businesses, there is no agreed definition for it. However, it is accepted or

conformance to specifications; positive quality is when a service meets or



a “gap” between customers’ expectations and the performance they actually

received (Parasuraman et. al., 1985).

The service encounter

Hotel services are characterized by an encounter between a service

provider and

(Normann, 1991). According to Fitzstimmons and Fitzsitmmons (1998), this

brief encounter is a moment in time when the customer is evaluating the

service and forming an opinion on its quality. Every moment of truth involves

an interaction between a customer and a service provider; each has a role to

play in an environment staged by the service organisation.

A customer experiences many encounters with a variety of service

providers and each moment of truth is

customer’s perceptions of the service quality. Moments of truth are critical in

achieving a reputation for superior quality. According to Jan Carlson’s

philosophy, an organisation exists to serve the front-line workers who have

His revolutionary thinking stood the olddirect contact with customers.

organization chart on its head and placed the customer-encounter personnel

(formerly at the bottom) now at the top of the chart. He intimates that it has

now become everyone else’s responsibility to serve frontline personnel who in

turn served the customer. Changing the organisational chart showed a move to

refocus on satisfying the customer and managing moments of truth.
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a customer. This encounter, which defines the quality of the

an opportunity to influence the

service in the mind of the customer, has been called the “moment of truth”



The Role of the customer, manager and employee in service quality

In service quality the customer is the determinant of the level of service

pleased with the quality of the services provided, they will choose the business

again and will promote the business within their immediate surroundings. In

fact, Cronin and Taylor (1992), Boulding, Kalra, Staelin and Zeithaml (1993),

Baker and Crompton (2000) and Gonzalez, Comesaia and Brea (2007) reaffirm

this claim that customers who are satisfied with the business service quality are

more likely to choose that business again. In the same way, Harrison-Walker

(2001) and Chowdhury (2011) expressed that customers with the highest levels

of perception of service quality contribute to the business image positively via

word-of-mouth communications.

Managers are responsible for knowing customers’ expectations and

passing them on to their employees (Berry, Parasuraman & Zeithaml, 1988).

Since they are in charge of their employees, managers first need an accurate

perception of the quality of service offered. Indeed, managers will not be able

to transmit/transfer a situation to their employees if they do not understand it

properly.

Employees, however, are the bridge between customers and the hotel

business. Employees have a direct influence over customers’ perceptions of

service quality (Paulin, Ferguson & Payaud, 2000). Chen, Ekinci, Riley, Yoon

and Tjelflaat (2001) and Tsaur and Lin (2004) as well as Chao, Fu and Lu

(2007) revealed that one of the influencing factors of customers perceptions of
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quality that is submitted (Parasuraman et al., 1985). If the customers are



service quality is the employees. Employees who have higher service quality

perceptions than customers may not meet their customers’ expectations (Wang,

2011). This is why determining how employees perceive service quality

becomes critical.

Apart from the issues mentioned above, how customers perceive the

quality of services is also important for managers because managers develop

their own service quality standards regarding customers’ evaluations and make

employees meet these standards. However, managers and employees who think

that the quality of the services they deliver is better than customers’

perceptions may not strive to improve the quality of their service performance.

In other words, their work motivation and performance decrease (Grandey,

2000).

From this point of view, managers are primarily supposed to guide

perceptions. Thus, it can be said that the comparison of employees and

managers perceptions regarding their services with customers’ perceptions is a

requirement for success. Moreover, it is important to know that the service

quality perceptions of employees and managers may differ to a degree. But

managers who have higher service quality perceptions than their subordinates

are incapable of leading their employees to reach the desired level of service

quality. Managers are supposed to perceive the quality of services more

accurately than employees since they are the auditors of employees. Likewise,

it would be impossible for managers to transfer things they did not perceive
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employees as they examine customers’ service quality performance



accurately to their subordinates. That is why it becomes highly important to

determine whether managers service quality perceptions differ from the

perceptions of subordinates and customers. As Berry et al. (1988) stated,

managers are responsible for knowing about the expectations of employees and

customers.

Measuring service quality

While there may be general agreement that the evaluation of services is

more subjective than that of tangible products, there has been less agreement

about how to operationalise service quality as a construct (Gabbott & Hogg,

1997; Cronin & Taylor, 1992, 1994; Dabholkar, Sherpherd & Thorpe, 2000).

Firms throughout the world use a combination of methods to assess customers’

perceptions of service quality. Asher (1996) suggested that service transactions

are subjectively judged and that service quality depends on the degree to which

a customer’s perceived expectations have been met. Customers decide when

they are satisfied (Bagherian, 2007).

Parasuraman et al. (1985, 1986) measured service quality by separately

subtracting the former from the latter. Using factor analysis, they demonstrated

five empirical components, which usually denoted tangibles, reliability,

responsiveness, assurance and empathy, that are variously described as

dimensions (Parasuraman et al., 1985; 1986) or determinants (Johnston, 1995)

of service quality.
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scoring customers’ perceptions of expectations and performance and



A substantial number of other researchers have sought to confirm this

substantial number have failed. Parasuraman et al. (1991) were themselves

unable to replicate their own work in a later study, which produced six factors

(two apparently closely related) rather than the expected five.

Parasuraman et al. (1988, 1991) proposed a gap theory, which states

that customers’ assessment of overall service quality is determined by the

degree and direction of the gap between their expectations and perceptions of

performance levels. Specifically, they suggested that perceived service quality

perceptions of actual service performance.

Service quality in the tourism industry

Kandampully and Suhartanto (2000) emphasized that quality will be

the main driving force of the tourism industry as travel businesses strive to

meet the competitive challenges of the future. According to the World Tourism

Organisation (2003), quality in tourism can be defined as c... .the satisfaction of

all the legitimate product and service needs, requirements and expectations of

the consumer, at an acceptable price in conformity with the underlying quality

determinants like safety and security, hygiene, accessibility, transparency,

authenticity and harmony of the tourism activity concerned with its human and

natural environments. This definition is in accordance with other observations

on the nature of quality. For example, Bergman and Klefsojo (2003) define the
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can be determined by calculating the difference between expectations and

result, and although some have managed to find a five-factor pattern, a



quality of a product as its ability to satisfy or preferably exceed the needs and

needs of the customer, present and future.

According to Yin, Zhu and Gan (2005) and Bask and Markku (2013), there

1. Tourism is dominated by services; this means, consumption

occurs in interaction with the suppliers of those services

2. Demand for tourism is significantly influenced by seasonal

variations including climatic seasons and the timings of

vacations, a consequence of this is that, many staff members are

hired for only short periods.

3. The tourism industry consists of a mixture of private sector

businesses and public sector organisations. As a result, the

industry operates within two systems that have different

requirement, rules and forms of control.

4. The tourism industry is fragmented. It consists of many small

companies working in various business areas including lodging,

travel, food and leisure.

5. Tourism consists of a number of ingredients experienced over

time and it is seldom the case that one has control over all

components.

These factors

Swarbrooke and Homer (2001) likened it to
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expectations of the customers and noted that this quality should be aimed at the

a jigsaw puzzle that must fit

mean that tourism quality is a complex concept.

are at least five factors that describe and influence the tourism product:



together perfectly to satisfy the tourist. Despite the difficulties, satisfying the

tourism customer is important not only because it leads to positive word of

mouth recommendation and repeat customers, but also because lack of

satisfaction leads to complaints and dealing with complaints can be expensive,

time consuming and injurious to a destination’s or a company’s reputation

(Swarbrooke & Horner, 2001).

The term ‘experience’ has become increasingly popular within tourism

as entertainment options have increased rapidly in number and variety. Bitner

(1992) and Mossberg (2007) have both related experiences to service quality.

Bitner (1992) used the expression “servicescape” to describe the customers

over all perception of the services offered while Mossberg (2007) developed

this further with specific reference to tourism. According to him, these

“experience areas” can include several destinations over extended geographical

sub-components while still being regarded as a single entity. Quality is judged

subjectively by consumers and it is, therefore, a difficult concept to assess and

measure. It is even more complicated in tourism experiences because quality

in this setting includes many interactions with a variety of providers.

Service quality in the hospitality industry

The hotel business has evolved over the years from the provision of

limited overnight service to a more sophisticated product designed to meet the

overall needs of its guests (Soliman & Alzaid, 2002). This change came about
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distances and quite long periods of time because an “experience” can include



satisfaction, the intense global competition in the industry, the complex nature

of the hotel environment and the fast pace of change. The industry continues

to make every effort to satisfy its customers because it recognizes that they are

the key to success as well as a prerequisite for survival in today’s competitive

Service quality that leads to customer satisfaction is thereforeworld.

considered to be a very important objective pursued by all hospitality

establishments in recent times (Soliman & Alzaid, 2002; Crick & Spencer,

2011).

Quality of guests’ experience is the antecedent to both satisfaction and

perceived value (Petrick, 2004). This statement is supported by several

empirical studies that found that price and quality perceptions influence value

perceptions (Matzler, Renzi & Rothenberger, 2006). It is also clear that quality

has both a moderate and direct effect on behavioral intentions (Petrick, 2004),

such as repurchase intentions. Therefore, satisfaction is a direct result of

quality, which is stressed by Caruana, Money and Berthon (2000) as cited in

Petrick (2004). Research shows that service quality is more important than

price in differentiating between hospitality companies such as hotels and cruise

lines. It is also more important for promoting guest loyalty (Matzler, Renzi &

Rothenberger, 2006). There is a clear distinction between satisfaction and

quality, which is worth mentioning for clarity purposes. Quality in hospitality

is a measure of the hospitality provider’s performance, while satisfaction is a
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global measure of how the provider’s performance (the service experience)

makes the guest feel (Petrick, 2004).

Generally, hotel guests require a high quality experience from their stay

in a hotel. They expect quality service, product, atmosphere, entertainment and

value for money. It has also been stated that it does not matter how much effort

is put into producing quality service, it is the perception of customers that is

Zeithaml and Bitner (2000) have also argued that there is a positive correlation

between quality service and business profits. This argument is buttressed by

Mueller, Crotts and Broderick (2000) who stressed that it is important for

businesses to talk to their customers, to find out what their expectations are and

make strenuous efforts to retain them in order to sustain profits. Choi and Chu

(2001) also suggested that to be successful in the industry, hoteliers must

provide guests with service satisfaction.

Guests’ experience in hotels is greatly influenced by the type of service

they receive at the hotel in which they stay. Therefore, hotels have to strive to

deliver to their guests not only their products and services, but also quality and

satisfaction that may lead to long-lasting survival and profitability. As

observed by Ramsaran-Fowder (2008), providing quality service improves

guest satisfaction which is believed to lead to increased visitation, repeat

purchases, customer loyalty and relationship commitment. It is also believed

that highly satisfied guests spread positive word-of-mouth which in turn

influences guests’ expectations (Qin, 2005).
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The hotel service

had run its course. This had dij) ered from most, but beneath unprecedented

events, routines had continued. Reservations, receptions, administration,

housekeeping, garage, treasure, kitchens ... all combined in a single, simple

function. To welcome the traveller, sustain him, provide him with rest and

speed him on. Soon, the cycle would begin again” (Hailey, 2000). This simple

quotation highlights the cyclical and multi-functional nature of hotel operations

and the hypothesis that a systemic approach is highly suitable (Erto &

Vanacore, 2002; Ingram & Roberts, 2000). The hotel is a system whose vital

aim is to satisfy and hopefully delight) the customer. Each identifiable

subsystem (reception, room, bathroom, restaurant, support services) concurs to

realize this aim by means of a peculiar process. The customer actively

participates in several service processes and affects the result in terms of

quality and added value. Edvardsson (1998) highlights that a company (here a

hotel) does not sell services, but opportunities for services. As a consequence,

the most central goal of a service provider (here the owner, the management

and the staff) is to guarantee the best and right service preconditions for well

functioning processes and the corresponding outcomes desired by the

customer.
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The role of frontline employees in delivering service quality in hotels

Zeithaml, Parasuraman and Berry (1990) suggested that the provision

of high-quality services has become essential to survival for all sectors,

including the hospitality industry. Service provision is inevitably social in

nature involving interaction between customers and employees. Therefore,

many highly competent personnel are required. Employees in hotels need to be

“performers” rather than workers (Yoon & Suh, 2003) and skilful in terms of

interaction with customers (Nikolich & Sparks, 1995), as their behaviour is a

determinant of customers’ perceptions of the quality of service they receive.

As Darby and Daniel (1999, p. 278) claim:

Front line personnel are normally the key to clients' perceptions of the

delivery of high quality services because they have a major influence

on forming expectations and controlling customer experiences and as

such they cannot be separated from the focal point of the actual

service.

In terms of a hotel, front-line personnel include not only those working

at the reception, but at the restaurant, the bar, even on the floors. In fact,

several researchers have concluded that the quality of interaction between

customer and contact employees significantly influences the former’s

perceptions of service quality (Schneider, White & Paul, 1998; Bitner,

Faranda, Hubbert & Zeithaml 1997; Schneider & Bowen, 1985; Schneider et
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al., 1998). The key role of contact employees is further reinforced by the fact

that within the hospitality service industry, the majority of output is

characterized by intangibility, heterogeneity, and simultaneous production and

consumption (Gronroos, 1997).

Models of service quality

Various models have been developed to find, measure and assess

service quality. Among them are the Technical functional quality model by

Gronroos (1984), Internal service quality model (Frost & Kumar, 2000), GAP

model (Parasuraman et al., 1985), Extended Gap model by Luk & Layton,

(2002) and the Service quality model by Zeithml et al, (1989). Each model is

discussed in detailed in the following sections.

Technical and functional quality model (Gronroos, 1984)

A firm, in order to compete successfully must have an understanding of

consumer perception of the quality, and the way service quality is influenced

by different factors. Managing perceived service quality means that the firm

has to match the expected service and perceived service to each other so that

consumer’s satisfaction is achieved. The author identified two components of

service quality, technical quality and functional quality:

1. Technical quality is the quality of what a consumer actually receives as

a result of his/her interaction with the service firm and is important to

him/her and to his/her evaluation of the quality of service.
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2. Functional quality is how a customer gets the technical outcome. This

is because it shapes the views of services received by the customer. To

him, image is very important to service firms and this can be expected

to build up mainly by technical and functional quality of service

including the other factors (tradition, ideology, word of mouth, pricing

and public relations).

4>

Image

How?What?

Figure 2: Service quality model

Source: Gronroos, 1984

Internal service quality model (Frost and Kumar, 2000)

The two authors developed an internal service quality model based on

the GAP model (Parasuraman et al., 1985). The model (Figure 3) evaluates the
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dimensions, and their relationships that determine service quality among

internal customers (front-line staff) and internal suppliers (support staff) within

a large service organization.

Front line staff
Expected Service

Internal Gap 3

Service Delivery

Internal Gap 2

Figure 3: Internal service quality model

Source: Frost and Kumar, 2000

The internal gap 1 shows the difference between support staffs

perception of service quality (internal supplier) and frontline staff s

expectation of service quality (internal customers). Internal gap 2 is the

significant difference between service quality specifications and the service

actually delivered resulting in an internal service performance gap and internal
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gap 3 is the gap which focuses on the front-line staff (internal customers). The

perceptions of support staffs (internal supplier) service quality.

The GAP model (Parasuraman et al., 1985)

Much of the recent research on service quality has been carried out within

the framework of the service quality gap model developed from the extensive

work of Parasuraman et al. (1985, 1988, and 1991). The service quality gap

model was derived from the magnitude and direction of five “gaps” (Figure 1)

which are:

1. Gap between customers’ expectations and management’s perceptions

(also known as knowledge gap). This gap may result from a lack of

understanding of what customers expect from a particular service due

to the absence of a proper marketing research orientation.

and service quality2. Gap between management’s perception

specifications (service standards gap). This gap shows the disparity

between management’s knowledge of client’s expectations and the

process of service producing resulting from an inadequate commitment

to service quality,

standardisation and the absence of goal setting.

3. Gap between service quality specification and service delivery

(performance gap). This gap is the consequence of role ambiguity and

conflict, lack of teamwork and poor technology. Even when guidelines
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not be up to standard due to poor performance.

delivery and external communications

established by

promises made by a service provider’s promotional messages. This gap

results from inconsistencies between the quality image portrayed in

promotional activities and the actual quality of services delivered.

5. Gap between consumer’s expectation and perceived service. This gap

depends on size and direction of the four gaps associated with the

delivery of service quality on the marketer’s side (Parasuraman et al.

(1985,1988, and 1991)).

According Brown and Bond (1995), “the gap model is one of the best

received and most heuristically valuable contributions to the services

literature”. The model identifies four key internal discrepancies or gaps

relating to managerial perceptions of service quality and tasks associated

with service delivery to customers. The first four gaps (Gap 1, Gap 2, Gap

3 and Gap 4) are identified as functions of the way in which service is

delivered whereas Gap 5 suggests the gap between customers’ expectations

and their perceptions of actual performance and drives the perception of

service quality.
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Personal needs Past experience

Consumer

>Marketer

GAP 3GAP1

J
GAP 2

Figure 4: Gap analysis model

Source: Parasuraman et al., 1985
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Extended gap model (Luk and Layton, 2002)

While Parasuraman et al. (1988) identified five gaps that can result in

unsuccessful service delivery; majority of the literature has focused on the fifth

gap, which is the difference between customer’s expectation and perception of

service quality. This study is not limited to the five gaps as Luk & Layton

(2002) and Shahin, Dehghan and Albadvi (2006) addressed more gaps. There

are two additional gaps that have been identified which were not included in

the original service quality model (Lewis, 1987; Luk & Layton, 2002). These

gaps are labelled as Gap 6 and Gap 7. Figure 5 depicts the extended gap model

with the two additional gaps.

Gap 6 is the discrepancy in the perceptions of customers’ expectations

of service quality between hotel guests and frontline staff and Gap 7 is the gap

between customer expectations of frontline staff and management perceptions

of such expectations. Given that gap 5 is a function of gap 1 [Parasuraman et.

al. 1985), it is logical to assume that as well as gap 1; the presence of these

reasons (Luk & Layton, 2002).

First, the occurrence of gaps 6 and 7 will enlarge the service delivery

gap. Front-line employees holding strong faith in their knowledge of customer

expectations will tend to deliver the service deviated from the specifications

that were translated on the basis of the management’s understanding of

customer expectations.
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GAP 5
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GAP 4GAP 1
GAP 3
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>

Second, “when providers and consumers are operating under different

perceptions there is a higher likelihood of a low quality evaluation resulting in

dissatisfaction” (Brown & Swartz, 1989: 193). Zeithaml et al. (1985) also
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Figure 5: The Extended Gap Model

Source: Luk & Layton, 2002
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identified two additional gaps that were not included in the original gaps

proposed by Parasuraman et al. (1985). These gaps are labelled as gap 6 and

gap 7 in Figure 6.

>

>

GAP 5

<

Consumer

Marketer

GAP 3

GAP 1

GAP 2

>

Figure 6: Service Quality Model

Source: Zeithaml et al., 1985
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Gap 6 is the difference between consumer expectations of service

and what management believes they deliver. This gap according to Zeithaml et

al. (1985), is pertinent to the simple question, “Do managers overestimate their

organisation’s service delivery in meeting consumers’ expectations in the hotel

industry”? As mentioned in the literature review, some studies (Lewis, 1987;

Coyle & Dale, 1993; Tsang & Qu, 2000) found that managers in the hotel

industry tended to be very self-assured and they believed they knew best. Thus,

they perceived their service delivery as being more successful than customers

perceived it to be, in most cases.

Gap 7 is the difference between management perceptions of consumer

expectations and management’s perception of its service delivery. This gap

measures the internal situation: "Does management believe they deliver as

much as they believe customers expect?” Measuring management perceptions

of service quality is just as important as measuring consumers' perceptions,

because management perceptions of service quality directly affect service

quality standards. Measurement of the gap (Gap 7) between management

perceptions of consumer expectations and employees’ perceptions of an

organization's service quality delivery could bring to light whether or not

management has confidence in meeting customers' expectations.

Summary

This chapter looked at the literature related to service quality. Issues

discussed in the chapter included the definitions of service, quality and service
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quality; concept of service quality, customer expectations in service quality,

the relationship between service quality and customer satisfaction and service

quality in the hospitality and tourism industry. The role of frontline employees

in delivering quality service and the dimensions or factors of service quality

were discussed in this chapter. Finally, service quality models and theories

were also discussed.
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CHAPTER THREE

EMPIRICAL ISSUES IN SERVICE QUALITY

Introduction

Chapter Three discusses empirical issues in the study of service quality

in the hotel industry. It examines various topics such as the development of the

SERVQUAL instrument, variations of the instrument, advantages and

criticisms of the instrument. Validity of service quality measures, applications

of SERVQUAL in different service industries including the hospitality and

tourism industries are also presented in this chapter. Also the difference in

guests’ expectations and service providers’ perceptions of guests’ expectations,

tools and techniques used in service quality studies and some key findings

from previous studies are presented in this chapter. The chapter ends with a

discussion of the conceptual framework underpinning the work.

Development of the SERVQUAL instrument

Service quality has been the most researched area of service marketing

(Fisk, Brown, & Bitner, 1993). A key point in the service marketing literature

began with a series of interviews conducted in the 1980s (Parasuraman et. al.,

1985). They undertook an exploratory investigation of service quality by

beginning with a series of focus group interviews with consumers and
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I,

• Service quality attributes as perceived by service firm

managers and consumers.

• Common problems and tasks associated with providing

high quality service to customers.

Differences

perceptions of service quality.

• The feasibility of combining consumer and marketer

perceptions into one service quality model viewed from

the consumer’s perception (Parasuraman et al., 1985).

As a result of their research, Parasuraman et al., (1985) concluded that

service quality is based on the difference between what the consumer expects,

and what they actually receive. Others have used the same definition (Sasser,

Olsen, & Wychoff, 1978). Parasuraman and his fellow researchers suggest that

service quality must be measured as the difference between the sum of

customers’ expectations and perceptions of actual performance levels for a set

of service attributes (Parasuraman et al., 1985; 1991a). They identified

exceeding customer expectations as a way to maximize quality. The higher the

performance-minus-expectation score is, the higher the level of perceived

service quality.

The SERVQUAL instrument emerged from the Parasuraman, Berry,
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instrument has been adapted and used in many other service industries.

Examples of instruments used include, but are not limited to, industries such as

retail (Hui & Toffoli, 2006), local government (Wisniewski, 2001), library

service (Cook & Thompson, 2000), hospital service (Lam, 1997), shipping

(Durvasula, Lysonski, & Mehta, 2004), and information systems (Jiang, Klein,

& Crampton, 2000; Kettinger & Lee, 1997), where the applicability of the

instrument has been studied and researchers (Jiang, Klein & Carr, 2002; Jiang

et al., 2000; Kettinger & Lee, 1997; Pitt, Watson & Kavan, 1997) argue that it

has great potential.

History of service quality assessment

The 1985 Parasuraman, Berry, and Zeithaml article, resulting from in-

depth interviews, identified a group of five key gaps that exist with regard to

executives’ perception of service quality. This began the modem service

quality discussion in the marketing discipline. The gaps identified in the 1985

article and a definition of each follows.

Difference between consumer expectations and managementGapl:

perceptions of consumer expectations.

Gap2: Difference between management perceptions of consumer

expectations and service quality specifications.

Gap 3: Difference between service quality specifications and the

service actually delivered.
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Gap 4: Difference between service delivery and what is communicated

about the service to consumers.

Gap 5: Difference between consumer expectations and perceptions of

actual service.

The focus groups used in the 1985 article revealed a common set of

criteria used in evaluating service quality. These criteria were labelled “service

quality determinants” and a brief description of each is as follows:

Reliability involves honouring promises, delivering service on-time,

and maintaining a consistent level of performance and dependability.

Responsiveness is the willingness of an employee to perform a service in a

timely manner. Competence is the possession of the needed skills and

knowledge to attain a service goal. Access is the convenience and ease of

contacting a service provider. Courtesy involves appearance, politeness,

respect, consideration and friendliness of the service provider. Communication

is the information, including cost, service level, and problem resolution

processes, provided to the service customer (Parasuraman et al., 1985; 1991a).

Credibility of the service provider revolves around keeping the

believability and honesty. The eighth of the ten determinants is security and is

risk.anddangereliminatingconcerned with minimizing or

Understanding/knowing the customer involves taking the time to recognize the

needs of the customers, as well as providing individual attention. Lastly,
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tangibles include the physical presence of the service such as facilities,

personnel appearance, and equipment (Parasuraman et al., 1985; 1991a).

After assessing the determinants and gaps associated with service

quality, an instrument

expectations of service

category and 97 items related to a customer’s perception of the actual service

quality that was received during the last service encounter with a particular

service provider (Parasuraman, et al., 1988). The 97 items were constructed

based on the ten service quality dimensions determined earlier. The instrument

was administered to 200 adult respondents in a large shopping mall. The

respondents were segmented across five service categories - appliance repair

and maintenance, retail banking, long distance telephone, securities brokerage,

and credit cards. The above five service categories were chosen because they

were representative of service in general (Lovelock, 1983).

performance of the service provider and customer expectations. The famous

equation, Q=P-E was derived from Gap 5, where Q= perceived service quality,

P= perceived service, and E= expected service. According to the equation, the

key to maximizing service quality is in maximizing the perceived service -

expected service gap. The resulting items were then plotted in rank order by

correlation for each dimension. Items with low correlations were removed

from the instrument (Parasuraman et al., 1985; 1991a).
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An iterative process was undertaken until a final set of 54 items was

revealed. Factor analysis was then performed to further investigate. Thirty-four

items emerged from the factor analysis representing seven distinct dimensions.

responsiveness, understanding/knowing customer, and access. The remaining

five dimensions, communication, credibility, security, competence, and

courtesy, collapsed into two distinct factors labelled D4 and D5 (Parasuraman,

et al., 1988).

To further evaluate the instrument, a second sample was selected from

a shopping centre in another part of the country. An analysis of the survey data

ultimately resulted in a 22 item SERVQUAL after 12 items were removed due

to low correlation scores and poor factor loadings. Factor analysis resulted in

five factors. The factors Tangibles, Reliability, and Responsiveness remained

the same as in the previous analysis. Two new factors were established by

collapsing previously established factors together. Assurance evolved as a

result of combining D4 and D5, while Empathy emerged from the combining

of Understanding/Knowing the Customer and Access (Parasuraman et al.,

1985; 1991a).

Items representing the original dimensions of communication,

credibility, security, competence, courtesy, understanding/knowing customer,

and access, ultimately loaded in the dimensions Assurance and Empathy.

Although SERVQUAL resulted in five distinct factors, each of the original 10

55

i

(
I

j
I

3

Five of the 10 original dimensions remained tangibles, reliability,



dimensions is represented in the instrument. A brief description of the five

dimensions follows (Parasuraman, et al., 1988):

Tangibles represent the physical facilities, equipment and appearance

of personnel and presence of users. The tangible aspect of a service is one of

the few dimensions that potential service patrons can know and evaluate in

advance. Reliability refers to the ability to perform the promised service

organisation’s

promotional efforts can contribute to customers’ expectations. Consistency of

performance at the highest standard is crucial to reliability. Responsiveness is

the willingness to help customers and provide prompt attention. Hotel guests

expect their requests to be handled quickly and accurately. Assurance indicates

courteous and knowledgeable employees who convey trust and confidence.

Assurance contains elements of the hotel’s credibility, competence and

security. The empathy dimension includes caring and individual attention to

Quantitative tests on the data across multiple industries and stages

revealed high reliability in the instrument. Further, a consistent factor was

developed, even after returning to the stage one data, removing the 12 items

displaced in stage two, and reanalyzing the data. Further tests provide

statistical support for validity of the instrument. Ultimately, a 22-item scale

was developed, with good reliability and validity that could be used to measure

and understand service quality (Parasuraman, et al., 1988).
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Parasuramaii, Berry, and Zeithaml continued their work into the 1990s

later discovered (Zeithaml et al., 1993). Evaluating the zone of tolerance

required the addition of another SERVQUAL section or column, namely the

minimal level of service required. This newer conceptual SERVQUAL model

was based on the following two propositions:

1. Customers assess service performance based on two standards: what

they desire and what they deem acceptable.

2. A zone of tolerance separates desired service from adequate service

(Parasuraman et al., 1985).

In essence, the zone of tolerance is the area in which customers tolerate

service levels. As long as customers are in this zone, they are accepting of the

level of service currently being received. This zone is apt to fluctuate

depending on a number of factors such as price (Zeithaml et al., 1993). For

example, an increase in the price of a service may not affect the desired level

of service required by a customer although the price increase could require a

higher level of adequate service, thus decreasing the size of the zone of

tolerance.

Variations of the SERVQUAL instrument

The SERVQUAL instrument is one of the premiere instruments used to

measure perceived service quality by customers (Lam, Wong & Yeung, 1997;
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with success as well. A zone of tolerance, or the difference between a



Van Dyke, Prybutok, & Kappelman, 1999; Newman, 2001). It has a rich

tradition in the marketing literature and has been validated numerous times in a

variety of situations.

The original version of SERVQUAL (Parasuraman et al., 1988)

consists of two sections, both containing 22 questions. The first section

second section measures the customers’ perception about a particular company I

in that industry.

modifications included:

1. The “should” terminology which contributed to unrealistically

high expectation scores. Thus slightly different wording was

used to alleviate this potential problem. The revised wording

focused on what customers would expect from companies that

deliver excellent service. An example of an original and

updated item follows. Original item 2. Their physical facilities

should be visually appealing. Revised item 2. The physical

facilities at excellent telephone companies will be visually

appealing.

2. On the perception side of the scale, slight wording changes were

expectation items.
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negatively worded. Empirical tests revealed that the negatively

worded items could potentially cause problems. Negatively

worded items were re-worded in a positive format.

4. Two items were dropped and two were added. The items were

substituted to more fully capture the dimensions and to

incorporate suggestions made by managers who were involved

in pretesting the instrument (Parasuraman et al., 1985).

The next SERVQUAL version, in 1994, (Parasuraman, Zeithaml, &

Berry, 1991) was based on the zone of tolerance concept (Zeithaml et al.,

1993). The calculation of the zone of tolerance is achieved by subtracting

minimum service from the desired service rating. The addition of minimum

service resulted in a third column (in addition to one for perceived service and

one for expected or desired service), thus the

SERVQUAL.

The use of gap measures, inherent in all SERVQUAL versions, has

been challenged by some researchers (Carr, 2002; Peter, Churchill & Brown,

1993). They argued that service quality, measured with the SERVPERF

instrument, should be measured as perceived service quality only due to i

problems associated with the gap scoring, greater variance explanation with

SERVPERF, and the smaller number of items used (Bolton & Drew, 1991;

Churchill & Suprenant, 1982; Cronin & Taylor, 1992; Cadotte, Woodruff &

Jenkins, 1987). A comparison of the SERVQUAL and SERVPERF
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instruments provided support for the superiority of SERVPERF (Cronin &

Taylor, 1992).

Advantages of SERVQUAL

Several authors (Rohini & Mahadevappa, 2006) have listed the advantages

of SERVQUAL as follows:

• It is accepted as a standard for assessing different dimensions of service

quality.

It has been shown to be valid for a number of service situations.

It has been known to be reliable.

• The instrument is parsimonious in that it has a limited number of items.

• This means that customers and employers can fill it out quickly.

• It has a standardized analysis procedure to aid interpretation and results

(Rohini & Mahadevappa, 2006).

Criticisms of the SERVQUAL instrument

Despite its popularity and wide application, SERVQUAL is subject to

Some researchers, Teas (1993) in particular, has attacked the SERVQUAL

instrument “both theoretically and empirically” (Grapentine, 1998). Each of

the listed dimensions has different features. Just as dimensions have different

influence on the final service quality, so do these features have different

influence on the grading of success of a single dimension?
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Theoretical criticisms:

• Pattern objections: SERVQUAL is based rather on an affirmation

pattern than on the pattern of understanding; it does not manage to tie

in with proved economical, statistical and psychological theories.

• Gap model: there is little evidence that the consumer evaluates service

quality in the sense of perception - expectation gaps.

• Direction to the process: SERVQUAL is directed to the process of

service delivery and not to the result of service experience.

• Dimensionality: the five dimensions of SERVQUAL are not universal;

the number of dimensions that encompass service quality is connected

to the context; there is a high degree of inter-correlation between

RATER dimensions. RATER is a mnemonic acronym where R =

tangibles, E = empathy and R =reliability, A = assurance, T

responsiveness. No clear pattern of factors across industries has been

established. Babakus and Boiler (1992) were of the view that the

dimensionality of service quality may depend on the type of services

under study. Since dimensionality results have yet to be consistent
ibetween researches, it is important for researchers to continue to

compare factor structures across different samples (Kettinger & Lee,

1997).
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Operative criticisms:

- Expectations: the term ‘expectations’ has multiple meanings; in evaluating

services consumers use standards instead of expectations; SERVQUAL cannot

measure the absolute expectations of service quality.

- Content of the elements: four out of five elements cannot encompass the

variability inside each dimension of service quality.

- Moment of truth: the consumer’s rating of the service can vary from one to

the next moment of truth.

- Polarity: the reverse polarity of the scale elements causes wrong reactions.

- Scale grading: Likert’s scale with 7 ratings is inadequate.

- Dual administration: dual administration of instruments causes boredom and

confusion.

The most important criticism of SERVQUAL was the usage of gap

analysis results (difference between expectations and perception of the

received service) in measuring service quality (Cronin & Taylor, 1992, 1994).

Comparing the expectation-perception gaps with perception only, called

SERVPERF, Cronin and Taylor (1994) concluded that measurement of service

quality based only on perception was enough. Carman (1990) argued that

SERVQUAL could not be a generic measure that could be applied to any

service. It has to be customized to the specific industry.
i
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Validity of service quality measures

Survey validity is concerned with the “extent to which a particular

hypotheses concerning the concepts that are being measured” (Carmines &

Zeller, 1979, p. 23). Specifically, convergent validity measures the extent to

which a measure correlates highly with other measures that are used to

measure the same construct. Parasuraman et al. (1988) used ANOVA to

investigate the instrument’s convergent validity by examining the relationship

between the SERVQUAL scores and an overall service quality rating of the

firm being evaluated. Results indicated support for SERVQUAL’s convergent

validity across four independent samples. Discriminant validity measures the

extent to which a measure is “novel and does not simply reflect some other

variable” (Churchill, Jr., 1979). Cronin and Taylor (1992), in their study of

service quality across four industries (banking, pest control, dry cleaning, and

fast food), showed that the three service quality scales (SERVQUAL,

SERVPERF, and overall service quality items) correlated more closely with

one other that with measures of overall service quality, satisfaction, and

purchase intention.

Based on the convergent and discriminant validity tests performed, it

has been suggested that caution should be exercised when using the

SERVQUAL instrument. A consistent pattern of validity is yet to be

established. Moreover, it appears that the perception scores provide a better i
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means of measuring service quality (Brady & Cronin, 2001; Cronin et al.,

1992; Cronin & Taylor, 1994).

instrument is another area of concern (Peter et al., 1993). Research indicates

that the gap nature of the SERVQUAL scores tends to cause reliability and

validity problems (Peter et al., 1993). Reliability of difference or gap scores

are dependent on their component scores’ reliability and their correlation to

each other. The reliability of difference scores is decreased as the correlation of

the component scores increase. However, SERVQUAL is still regarded as the

leading measure of service quality (Lam & Woo, 1997; Mittal & Lassar, 1998).

Asubonteng et al., (1996) concluded in their study that until a better but

equally simple model emerges, SERVQUAL will predominate as a service

quality measure. Alexandris, Dimitriadis and Markata (2002) also reported that
i

SERVQUAL is a good approach for assessing practical issues of service

quality in the hotel industry. ■

Applications of SERVQUAL in other service industries

The development of SERVQUAL framework marked an important

point in service quality research. Several researchers attempted to apply this

framework to myriad industries and sectors including healthcare services -

(Rohini & Mahadevappa, 2006; Ramsaran-Fowdar, 2007). An examination of

the literature on services similar to hotels like banking, healthcare and other

service sectors would shed light on the various factors of service quality, which
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The gap nature of the scores produced with the SERVQUAL



would impact the customers’ perception of service quality and their

satisfaction.

Applications of SERVQUAL to banking

Al-Tamimi and Amiri (2003) applied SERVQUAL framework to UAE

significant impact on overall service quality. Gan, Clemes, Linsombunchai and

Weng (2006) used only three dimensions of the SERVQUAL model, namely;

reliability, assurance and responsiveness, in their study on customers’ choice in

(Sureshchander, Rajendran & Anatharaman 2002) developed their own

instrument to measure service quality.

Applications of SERVQUAL to healthcare

Brown and Swartz (1989) evaluated medical services from both the

provider and customer perspectives by conducting a gap analysis and revealed

that physician interaction was the most significant independent variable

influencing customer satisfaction. Tucker and Adams (2001) used caring,

empathy, reliability and responsiveness as service quality dimensions of the

US hospital services in their study. Curry and Sinclair (2002) tested the

applicability of SERVQUAL model to healthcare services. They found that the

patients appreciated the services even though the gap scores were slightly

negative which indicated that negative score was because of higher expectation
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banks in Dubai and Abu Dhabi to determine that all the dimensions had a

electronic and non-electronic banking organizations. Several authors



and not due to lower perception. Jabnoun and Chaker (2003) compared the

service quality perceptions of patients between private and public hospitals in

the UAE. They found reliability, responsiveness, supporting skills, empathy

and tangibles to be the dimensions of the service offered and also discovered

that private and public hospitals significantly differed in terms of all these

dimensions except supporting skills.

Applications of SERVQUAL in other service sectors

Natalisa and Subroto (2003) employed SERVQUAL dimensions in

their study on airline service quality in Indonesia, and determined that

assurance had the strongest effect on customer’s satisfaction. Mai (2005)

examined the differences in student satisfaction in higher education between

UK and the USA. The students in UK rated most of the service quality

attributes significantly less than their USA counterparts. Chen and Lee (2006)

used importance-performance analysis to determine the quality attributes

leading to students’ satisfaction in dormitory services. This study showed that

management of the dormitories could increase its students’ satisfaction if it

provided television programmes and lowered its fee. Tsoukatos and Rand

(2006) customized SERVQUAL and applied to Greek insurance industry, and

found that dimensionality of service quality was different from that proposed

by Parasuraman et al. (1988). All the non-tangible factors merged together to
bl

form a single dimension whereas tangibles form another dimension.
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Application of SERVQUAL in hospitality and tourism

One of the earliest works in the hotel industry was an exploratory study

by Akan (1995) that examined the relevance of SERVQUAL (Parasuraman et

al., 1985) in Turkey hotels. The study identified new dimensions (such as

accuracy or speed of service, solutions to problems, communication and

transactions), and determined their importance to the customers. Alexandris et

al. (2002) also applied SERVQUAL framework in Greece hotels, and found

that tangibles received the highest mean value followed by the assurance

dimension. Akama and Kieti (2003) measured tourist satisfaction in Kenya.

They used SERVQUAL instrument to operationalize service quality, and

considered two additional dimensions, namely, price and perceived value,

apart from the five SERVQUAL dimensions. Lau et al,. (2006) in their study

on luxury hotels in Malaysia used SERVQUAL scale to evaluate the hotel

services, and found that the tangibility factor was of utmost importance in

hospitality services. A study by Nadiri and Hussain (2005) in North Cyprus

revealed a two dimensional structure of service quality comprising tangibles

and intangibles, instead of five dimensions. Table 2 depicts some examples of

applications of the SERVQUAL scale in the lodging industry, especially

hotels.
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Fick and Ritchie (1991)

Getty and Thompson (1994)

Saleh and Ryan (1991) Hotels
!■

iAkan(1995) Hotels

HotelsPatton et al.(1994)

Hotelsand O’Neill( 1996,

Hotels

Hotels

HotelsQu and Tsang (2000)

HotelsDaskalakisand
51

Wong & Sohal (2002) Hotels

Juwaheer & Ross (2003) Hotels
'i'<

Sources: Based on literature review
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Suh, Lee, Park & Shin (1997)
O’Neil, Williams,
MacCarthy & Groves (2000)

Airlines, hotels, 
restaurants, ski 
areas

Lodging 
industry

Gabbie
1997)

Ingram
(1999)

Modified SERVQUAL 
scale called 
LODGQUAL

Modified SERVQUAL 
scale(33 items)

Modified SERVQUAL 
scale(33items)
Modified SERVQUAL 
scale(19 items)

Modified SERVQUAL 
scale (30 items )

Application of
LODGSERV

Modified SERVQUAL 
scale perceptions only

Modified SERVQUAL 
scale (35 minutes)

Modified SERVQUAL 
scale called HOLSTAT

Modified SERVQUAL 
scale(21 items)

Modified SERVQUAL 
scale (27 items)

Modified SERVQUAL 
scale (39 items)

i 
1

A 
■

Focus
Hotels and 
motels

Comments
Modified SEVQUAL 
scale called
LODGSERV(26 items)

II

Table 2: Examples of applications of the SERVQUAL scale in hotels
Researchers and year of study
Knuston et al.(l992)



The difference between guests’ expectations and their perceptions of

service quality

Juwaheer and Ross (2003) in a study of hotel guest perceptions in

Rohini & Mahadevappa, 2006Mauritius concluded that the overall customers’

perceptions of service quality provided by the hotel industry were below

guests’ expectations. Renganathan (2011) also found out in his study in India

that perceptions of service quality were far lower than that of expectations.

Tsang and Qu (2000) compared tourists' actual perceptions of service quality

with their expectations, using the paired t-test; they found a statistically

significant difference on 21 of the 35 attributes examined. Their results

indicated that, overall, the hotels were not doing a good job in meeting tourists'

expectations. The biggest gaps were on attributes like “quietness of room”,

“adequacy of fire safety facilities”, “staff performing services right the first

the overall service quality provided by the hotel industry in China fell below

tourist expectations. Juwaheer and Ross (2003) studied hotel guests’

perceptions of service quality in Mauritius and intimated that the perception

scores of all the nine dimensions of service quality were higher than the

expectation scores. It was revealed that hotels in Mauritius were not meeting

their guests’ expectations of service quality.

A study by Mohsin and Lockyer (2010) found statistically significant

differences in importance and performance evaluation responses of the hotel

guests. Mohsin, Hussain and Khan (2011) explored service quality in luxurious
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hotels in Pakistan. The results of their study indicated that expectation scores

were far above the perception scores of service quality. Panuel and Zumman

(2013) examined the gap between service quality expectation and perception of

walk-in guests of economic hotels in Cox’s Bazaar, Bangladesh. Their results

showed that guests’ expectation exceeded the perceived level of service shown

by the perception scores. Markovic and Raspor (2010) study in Croatia also

revealed high expectations of hotel guests regarding service quality. They

found that ‘reliability,’ ‘empathy and competence of staff,’ ‘accessibility’ and

‘tangibles’ are the key factors that best explained customers’ expectations of

hotel service quality.

Most service quality studies in the hotel industry have revealed

similar findings (Nadiri & Hussain, 2005; Lau et al., 2005; Alexandris et al.,

2002; Zeithaml et al., 1998; Parasuraman et al., 1988; Czepiel et al., 1985;

Choi & Chu, 2000; Karatepe & Avci, 2002; Atilgan, Ekinci & Aksoy, 2003;

Arasli, Katircioglu & Mehtap-Smadi, 2005; Mohsin & Lockyer, 2010; Mohsin,

Hussain & Khan, 2011; Ukwayin, Eja & Unwanede, 2012; Faizan, Khan &

Rehman, 2012; Browning, So, Kam & Sparks, 2012). Alin (2010), on the other

hand, revealed a positive gap between customers’ expectations and perceptions

which means that perceptions were higher than expectations.
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The difference in guests’ expectations and service providers’ perceptions

of guests’ expectations

A number of studies have shown that there are considerable differences

in expectations of service quality between customers and management in the

hotel industry. Nightingale (1985) posited very strong evidence that

management perceptions of service quality frequently differ from the

perceptions of customers, colleagues and staff. Lewis (1987) measured the

service quality gap in the hotel industry, comparing management perceptions

of guest expectations and the actual expectations of the guests themselves, and

found that, for the most part, management believed that guests expected more
-

than they in fact did. Nel and Pit (1993) had a similar result as Lewis (1987)

$and found that management had a reasonably good understanding of customer

expectations. Luk and Laytion (2002) study also revealed a gap between hotel

guests, service providers (frontline staff) and managements’ perceptions of

guests’ expectations of service quality in the hotel industry. Tsang and Qu

(2000) again made a similar finding to support this.

Dimensions of service quality in the hotel industry

Mei, Dean and White (1999), examined the dimensions of service

quality in the hospitality industry by extending the SERVQUAL scale to

include eight new items that specifically pertained to the hospitality industry,

which they referred to as HOLSERV. Specifically, their study sought to test

the reliability and validity of a customized SERVQUAL scale; establish the
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number of dimensions of service quality in the hospitality industry; and

determine which dimension is the best predictor of overall service quality.

Hotel guests were used as the research units to obtain data from five hotels. To

establish the validity of the HOLSERV scale, a confirmatory analysis was

performed. Factor analysis was also performed to explore the dimensions of

service quality in the hospitality industry and the results subjected to varimax

rotation. Key findings of the study were that service quality is represented by

three dimensions in the hospitality industry, relating to employees (behaviour

and appearance), tangibles and reliability, and the best predictor of overall

service quality is the dimensions referred to as “employees”. The findings also

showed that the one-column format questionnaire provides a valid and reliable,

but much shorter, survey.

Shahin and Dabestani (2010) in their study using correlation analysis,

sought to assess the service quality gaps based on expectations and perceptions

of guests in a four-star hotel in Isfahan, Iran. The gaps were measured based on

from the study were that almost all of the service quality gaps came out

highest correlation with other service quality dimensions.

Juwaheer and Ross (2004) studied international tourists’ perceptions of

hotels in Mauritius by using a modified SERVQUAL approach. Specifically,

the study aimed to develop the underlying dimensions of hotel service quality
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was also observed as having the

was observed to be a service quality dimension that has

the highest positive value. “Communication”

positive and “price”



or hotel service factors; examine the relative impact of the derived hotel factors

in influencing the overall level of service quality; and determine the specific

dimensions of service quality which have the greatest impact on the choice

intentions (probability of returning). Using a principal component factor

analysis with a varimax rotation technique, this study identified nine hotel

factors out of 39 hotel attributes, and determined the levels of satisfaction

among international tourists and their overall evaluation of service quality

prevailing in the hotels. Results from a regression analysis suggested that the

overall level of service quality is primarily derived from the ‘reliability5 factor.

In a study on the measurement of service quality in the hotel industry

by Yilmaz (2009), the main objective was to measure hotel service quality

performance from the customer perspective. To do so, a performance-only

measurement scale (SERVPERF) was administered to 234 customers who

stayed in 3-star, 4-star and 5-star hotels in Cappadocia in Turkey. The results

of the study demonstrated that SERVPERF was a reliable and valid tool to

measure service quality in the hotel industry. The instrument consisted of four

"reliability". An exploratory factor analysis was performed in order to assess

the dimensionality of the instrument. The principal component analysis with

varimax rotation was also employed. Regression analysis was then used to

investigate the relative importance of the four service quality factors in

predicting overall service quality. Among the key findings were that hotel

customers were expecting more improved services from hotels in all service
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dimensions, namely "tangibles”, "assurance-responsiveness", "empathy", and



tangibles; and empathy is the most important dimension in predicting hotel

customers’ overall service quality evaluation.

Nadiri & Hussain (2005) studied the perceptions of service quality in

North Cyprus hotels. This study aimed at diagnosing the applicability of the

perceived service quality measurement scale to European customers in a new

emerging North Cyprus market. They used non-probability, convenience

sampling technique to select the study sample, which consisted of European

tourists visiting North Cyprus hotels. Data was collected using a survey

instrument adopted from Parasuraman et al. (1988) and means, standard

deviation and frequencies were calculated. Regression analysis was also

employed to observe the causal effect of independent variables to customer

satisfaction. Reliability issues were tested and the dimensionality of scale was
i

confirmed through an exploratory factor analysis. Among the key findings was

that only two dimensions (tangibles and intangibles) were identified. The

results also revealed that tangibles and intangibles exert a significant positive

effect on customer satisfaction.

In another study conducted by Lau et al. (2005) on service quality in

luxury hotels in Malaysia, the specific objectives were to determine the service

quality attributes that constitute fundamental service quality dimensions in

evaluating hotel operations; examine and compare the relative importance
J

attached by customers in terms of their expectations and perceptions by type of

hotels; and identify the role of service quality towards customer satisfaction in
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modified version of the SERVQUAL model, but maintained the five

SERVQUAL dimensions. The systematic sampling method was used to select

the study sample. The reliability of the instrument was tested by using the

Cronbach alpha reliability test, and statistical tools such as means, ANOVA

and regression analysis were used to analyse the data. The findings indicated,

lower than their expectations, and the gaps between

customers’ expectations and perceptions were significant.

Markovic and Raspor (2010) sought to examine customers’ perceptions

of service quality. The specific objectives were to assess the perceived service

quality of hotel attributes and to determine the factor structure of service

quality perception. A modified SERVQUAL scale was used to assess service

quality perceptions from the perspective of domestic and international tourists.

Data were collected in 15 hotels in the Opatija Riviera (Croatia), using a self

administered questionnaire. Descriptive statistical analysis, exploratory factor

analysis and reliability analysis were conducted. The study results indicated the

rather high expectations of hotel guests regarding service quality. ‘Reliability’,

‘empathy and competence of staff5, ‘accessibility’ and ‘tangibles’ were the key

factors that best explained customers’ expectations of hotel service quality.

Akbaba (2006) investigated the service quality expectations of business

hotels’ customers and examined whether the quality dimensions included in

the SERVQUAL model applied in an international environment; search for any
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as whole, that the hotel customers’ perceptions of service quality provided by

the hotel industry were

the hospitality industry. To be able to measure these, the researchers applied a



L
additional dimensions that should be included in the service quality construct;

and measure the level of importance of each specific dimension for the

customers of the business hotels. The findings of this study confirmed the five

dimensional structure of SERVQUAL. However, some of the dimensions

found and their components were different from SERVQUAL. The five service

quality dimensions identified in this study were named as “tangibles”,

“adequacy in service supply”, “understanding and caring”, “assurance”, and

“convenience”. The findings showed that business travellers had the highest

expectations for the dimension of “convenience” followed by “assurance”,

“tangibles”, adequacy in service supply”, and “understanding and caring”.

The research findings also confirmed that although the SERVQUAL

scale was a very useful tool as a concept, it needed to be adapted for the

specific service segments and for the cultural context within which it was used.

Table 3 shows some of the factors or dimensions of service quality from

previous studies as discussed above.
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Demographic characteristics and service quality

Kotler (2003) noted that demographic characteristics were one of the

Demographic information is often the most accessible and cost effective way

to identify a target market. Demographic characteristics are easier to measure

than any other segmentation variables; they are invariably included in

psychographics and socio-cultural studies because they add meaning to the

findings (Schiffman & Kanuk, 2004). These variables are the most popular

bases for distinguishing customer groups (Kotler 2003). Several researchers

found that tourists’ images differed according to different demographic

characteristics (Walmsley &Young, 1998; Baloglu, 1997; MacKay & i

Fesenmaier, 1997; Walmsley & Jenkins, 1993). Skogland & Siguaw (2004)

satisfaction.

The literature suggests that hotel managers should not overlook the
■

importance of the effect of demographic factors

behavioural intentions, satisfaction, service quality, value, image, and the

dimensions of service quality (Al-Sabbahy & Ekinci, 2004; Shergill & Sun,

2004; Skogland & Siguaw, 2004). According to Renganathan (2011),

demographic variables like age, sex, income, highest qualification, are the

significant predictors of hotel guests perceptions and expectations for the
I

SERVQUAL dimensions tangibles, reliability, responsiveness, assurance and

empathy.
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on customer perceptions of

proposed that demographic variables positively influenced customer

most popular and well-accepted bases for segmenting consumers.



subsequent behaviours. Therefore, it is logically assumed that customers with

different individual characteristics have different reasons for behaving the way

they do. For example, demographic variables such as age and education have

been found to exert an important influence on the overall perception of service

quality (Kim & Lough, n.d). Also, Customers with higher income have

selected ambience and comfort level as their determinant selection variables

(Kivela, 1997).

Abdullah and Hamdan (2012) proved that age, marital status, gender,

ethnicity, occupation and monthly income influenced how Malaysians and

other foreign guests in Malaysia selected their hotel accommodation. In f

addition, Raza et. al. (2012) proved that in Romania gender has no significant

difference in terms of frequency of visit and overall satisfaction, while

satisfaction varies with different income groups. Socio-economic status may

also affect customer satisfaction and that of loyalty. In the study of lyiade

(2009), high socio-economic hotel guests in Nigeria were found to spend more

during their stay in the hotel, but they are not easily satisfied and thus have low

loyalty level.

Mattila, Grandey and Fisk (2003) and Snipes, Thompson and Oswaild

(2006) argue that there can be gender differences in customer perceptions

about service quality. Similarly, Sanchez-Hernandez et al. (2010) found

differences between men and women in the association of perceptions of

80

i

' i

J

><

•!

!;

Indeed, in consumer behaviour literature, personal characteristics are

;• ■

I

one of the major factors determining consumer decision-making and



service quality with customer evaluation. Butler, Sharon & Turner (1996)

showed that females perceived a higher level of hospital service quality than

males. The literature also explains the differences in consumption behaviour

personality traits of masculinity and femininity distinguishing male from

female (Fisher & Arnold, 1994). While referring to literature, very few studies

were found concerning service quality perceptions and occupation. However,

observations made by researchers such as, Tsang and Qu (2002) in China;

Nadiri and Hussain (2005) in Cyprus and Yilmaz (2009) indicate that hotel

guests are mostly professionals. For example, Yilmaz (2009) in a study on v

service quality in the hotel industry in Cappadocia, found out that most of the

hotel clients were professionals.

Conceptual framework of the study

The conceptual framework guiding this research is based on the

Composite service quality model which is a fusion of Parasuraman, Zeithaml

and Berry’s (1988) Gap model; Fitzsimmons and Fitzsimmons’ (1998)

Perceived service quality model; Service quality model by Zeithml et al., 1990

and Luk and Layton’s (2002) Extended gap model. A composite framework

combining some aspects of existing frameworks (perceived service quality

model, service quality model, gap model and extended gap model) was

developed for the study. In this sense,

constructs pertaining to the study
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a comprehensive framework

related to gender, through differences either biological, attitudinal or



i

on the literature review and discussions is presented in Figure 7.

The Gap model was selected because Gap 5 (the expectations-perceptions gap)

is relevant to the current study. The perceived service quality model was also

selected because it has variables relevant to the current study such as perceived

service quality, service quality dimensions, satisfaction and factors (customers

socio-demographic characteristics, word-of-mouth and past experience)

influencing expectations. Furthermore, the service quality model and the

extended gap model were selected because of the variables of frontline and

managements’ perceptions of customers’ expectations (gaps 6 and 7), which

are also relevant to the current study.

Therefore, in developing the conceptual framework for the study, the

relevant aspects of the four models, as discussed in Chapter Two, were adopted

for the study. The framework conceptualizes service quality to be influenced

by the difference between expected service and perceived service, based on the

five service quality dimensions (Parasuraman et al., 1988).

The first four gaps (Gap 1, Gap 2, Gap 3 and Gap 4) affect the way in

which service is delivered, and the existence of these four gaps leads to the

extent of Gap 5. In other words, the extent of Gap 5 depends on the size and

relevant to the research scope of the present study.
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The principal focus of this study is Gap 5 and Gap 1 from the Gap

model (Parasuraman et al., 1988), the two additional gaps (Gap 6 and Gap 7)

which are identified in the extended gap model by Luk and Layton (2002) and

gaps 6 and 7 from the service quality model (Zeithaml et al., 1988)

renumbered as gaps 8 and 9 respectively.

Each of these gaps (Gap 5, Gap 1, Gap 6, Gap 7, Gap 8 and Gap 9) is

discussed and elaborated in the following sections and presented as the

conceptual framework in Figure 7.

Gap 5: Perceived Service Quality Gap

Measurement of the gap (Gap 5) between consumers' expectations and

their perceptions of service quality delivery has become the principal focus of

much research in the marketing literature. An analysis of this gap may provide

management with important insights about how well their service performance

meets or exceeds the expectations of consumers. According to Tsang and Qu

(2000), a study of Gap 5 is an extremely useful tool for management in

monitoring the service delivery in the hotel industry. Thus, it was important to

test guests’ perceptions (actual experience) to see whether service quality

provided by the hotel industry in Ghana was meeting, exceeding or falling

below guests expectations
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Gap 1: Management’s perceptions of customer expectations (Understanding

Gap)

This gap is pertinent to a critical question: “Do managers understand

what guests expect from service quality in the hotel industry in Ghana?”

Management perceptions about what customers expect from service quality

should ideally be congruent with the expectations expressed by customers

(Tsang & Qu, 2000). According to them, most senior management executives

have the authority and responsibility for setting service priorities and for

designing and developing service quality standards, so, if they do not fully

understand what customers expect, they might trigger a chain of bad decisions,

resulting in poor perceived service quality.

Gap 6 is the difference between consumer expectations of service

quality and what frontline employees believe guests expect. This gap is

important in addressing frontline employees understanding of what customers

expect from a service delivery in order to meet customer expectations of

service quality in the hotel industry. Frontline service providers may

misunderstand exactly what customers want (Mohr & Bitner, 1991). According

to Luk and Layton (2002), Hebert (1995) found a significant gap between

frontline service personnel and customers’ expectations on service encounter.

To him, such discrepancies can jeopardize the interactions between these two

parties and thus, result in poor service quality delivery. Although frontline

service personnel deliver service in accordance with an organisation’s service
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specifications, they may modify the delivery process of the specifications

based on their understanding of what guests expect.

Gap 7 measures the difference between frontline employees’ and

management’s perceptions or understanding of customer expectations. This

three levels of employees (senior management executives, middle management

staff and frontline staff) in a number of industries. Their findings revealed that

although there was similarity in the perception of service quality at each level

of employees within organizations, a consensus on the meaning of quality was

lacking. George and Tan (1993) also found a gap in the perceptions of

restaurant employees and management

selected service quality attributes.

Gap 8 is the difference between consumer perception of service quality

delivered and what frontline employees believe they deliver. This gap is

pertinent to the simple question, “Do frontline employees understand what

customers expect from a service delivery in order to meet customer

expectations of service quality in the hotel industry?”

Gap 9: The difference between consumer expectations of service

quality and what managers believe they deliver. This gap, like gap 8, also

answers the simple question, “Do managers understand what customers expect

from a service delivery in order to meet customer expectations of service

quality in the hotel industry?” Some studies (Lewis, 1987; Coyle & Dale,
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cited in Luk and Layton (2002) investigated the perceptions of quality across

on the level of importance of some

gap measures the internal situation of understanding. Derrick et al (1989) as



1993) found that employees and managers in the hotel industry tended to be

very self-assured and they believed they knew best. Thus, they perceived their

service delivery as being more successful than customers perceived it to be, in

most cases.

Gap 10 also measures the difference between frontline employees’

perceptions and management perceptions of service performance. This gap

measures the internal consistency: “Does management believe they deliver as

much as frontline staff believes?” Measuring management and frontline

personnel’s perceptions of service quality is just as important as measuring

consumers' perceptions because management and frontline service providers’

perceptions of service quality directly affect service quality standards and

delivery process. Measurement of this gap (Gap 10) between management and

frontline staffs’ perceptions of their performance will help in finding out

whether their organization is really delivering up to or exceeding guests’

expectations.

These seven gaps (Gap 5, Gap 1, Gap 6, Gap 7, Gap 8, Gap 9 and Gap

10) could provide better insights for hotel managers to evaluate and identify

service quality problems. By understanding the extent and direction of these

exceeding, meeting or falling below customers' expectations, and would gain

clues about how to close any gaps.
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three gaps, managers would be able to identify whether their services were



Summary

The chapter discussed some of the empirical issues in the study of

service quality in the hotel industry. Topics such as the development of the

SERVQUAL instrument, variations of the instrument, advantages and

criticisms of the instrument were presented. The validity of service quality

measures, applications of SERVQUAL in different service industries as well as

the hospitality and tourism industries were also presented in the chapter. Also

the difference in guests’ expectations and service providers’ perceptions of

guests’ expectations, tools and techniques used in service quality studies and

dimensions of service quality from previous studies were elaborated in this

chapter. The chapter concluded with a discussion of the conceptual framework

of the study.
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CHAPTER FOUR
METHODOLOGY

Introduction

This chapter describes the methodology used in this study. It describes

the methods and procedures used in conducting the research. The chapter also

population, sampling size and procedures. The chapter further looks at the

research instruments, data collection process and analysis, ethical issues and

problems (logistical), and limitations (method and instruments) encountered on

the field. The conceptual framework underlining the work is also presented in

this chapter.

Research philosophy

This study employed the positivist approach in social science.

the principle of objectivity. Quantitative research is, therefore, the main

approach in positivism. In understanding the social world, positivists regard

the reality as objective and as such can be understood by systematic enquiry

and investigation through the generation of theory. Over the years, positivism

has been challenged by other emerging schools of thought including symbolic
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Positivism is affiliated to quantitative social science research which is based on

covers the research design, study area, data sources and types, target

interactionism, phenomenology, philosophical hermeneutics and ethno-



methodology. The theoretical basis of positivism, especially its methodology

and its perception of social reality has been questioned. The main criticism

suitable for the natural sciences but not the social sciences.

According to the positivist philosophy, reality is ‘out there’ and can,

thus, be perceived through the experiences of the senses. It is reductionistic in

character; in that, the intent is to reduce ideas into small, discrete set of

variables that can help to explain causes and effects in the study of any

background, expectations and perceptions can be obtained using survey

questionnaire and the results can be obtained through the use of both

descriptive and inferential statistics.

According to Healy and Perry (2000), positive social scientists are

united in their attempt to understand and explain the sensory world in

objective, logical, factual, and observational terms. This is on the ground that

the social world is ordered and governed by strict, natural and unchangeable

laws since all members of a society share the same meaning of reality

(Sarantakos, 1997; 2005). For example, through the study of a particular group

of people, a pattern of behaviour could be predicted. Such behaviour, thus,

becomes the reality of life for those people. As summed up by Babbie (2007),

“positivism has generally represented the belief in

objective reality that we can come to know better and better through science”.
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phenomenon. As a social phenomenon, service quality involves both causes

a logically ordered,

against positivism is that the mathematical and statistical methods were

and effects which can be measured quantitatively. For instance, data on



Research design

Research design refers to the overall strategy that you choose to

integrate the different components of a study in a coherent and logical way

thereby ensuring you will effectively address the research problem; it

constitutes the blueprint for the collection, measurement, and analysis of data

(Sekaran, 2003). Creswell (2007) also postulates that research design is a

systematic plan to study a scientific problem while Bryman (2004) posits that

it provides a framework for the collection and analysis of data. To him, the

types of research design include experimental, case study, longitudinal,

sectional design. This design, according to Bryman (2004), entails the

collection of data on more than one case and at a single point in time in order

to collect a body of quantitative or quantifiable data in connection with two or

more variables, which are then examined to detect patterns of association.

Thus, the study was descriptive, correlational and exploratory research

techniques. Descriptive research attempts to describe a problem or service

(Creswell, 2005) and attempts to answer questions of what, where, when and

how. In this study, service quality dimensions or attributes were described

from customers and service providers’ perspectives. Correlational research, on

the other hand, establishes

between two

socio-demographic characteristics, theirguests’

expectations of service quality and the organizational characteristics and
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or discovers the relationship or interdependence

comparative and cross-sectional. The current study employed the cross-

or more variables. The study attempted to establish the

relationship between



knowledge of guests’ needs and wants. It is also exploratory because very little

This study investigated the relationships among the research constructs,

socio-demographic and organizational characteristics of guests and service

service quality factors which include

tangibles, overall room values, front office services, responsiveness, empathy,

food and beverage services and availability of other services. The hypotheses

of the study were established based on literature and the conceptual

framework, and they were set up to check whether the relationships between

variables in the framework are supported or not

Sources of data

Both primary and secondary data was used for the study. Primary data

secondary data were obtained from The Ghana Tourism Authority, Hoteliers

Association of the study areas and the study hotels. And secondary information

magazines, newspapers, company documents and the internet.

Target population

Target population is the population about which a researcher ideally

would like to generalize the results (Welman & Kruger, 2005). The target
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is known empirically in the area of service quality in hotels in the study area.

using survey as a method of investigation. The variables of the study were

was collected from the field through the use of survey questionnaires. The

providers respectively as well as

were sourced from published and unpublished works, books, journals,



population for the study was all-star-rated hotel guests, managers and frontline

employees in the study area. The population included guests in selected hotels

who had stayed for at least 24 hours at the time the study was conducted,

frontline employees (waiters and front desk agents) and managers (General

Manager, front office manager, food and beverage manager) of the selected

hotels

Sample size and sampling procedure

Sampling is concerned with the selection of a subset of individuals from

within a statistical population to estimate characteristics of the whole

population (Creswell, 2007). Sampling is widely used for gathering

information about a population. In sampling, the population from which the

sample is drawn should be defined (Pallant, 2005). A population can be

defined as including all people or items with the characteristic one wishes to

understand. Because there is very rarely enough time or money to gather

information from everyone or everything in a population, the goal becomes

finding a representative sample (or subset) of that population (Bryman, 2004).

A well-chosen sample can usually provide reliable information about the

whole of the population to any desired degree of accuracy. In some instances,

sampling is an alternative to a complete census, and may be preferable mainly

because of its cheapness and convenience (Sarantakos, 2005)

The sample of the study was drawn from all the registered hotels in Accra.

The Ghana Tourism Authority’s list of registered hotels in Ghana formed the
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population of the study. As at 31st December 2010, there were a total of 142

registered star-rated hotels in Accra (Table 4).

Table 4: List of registered star-rated hotels in Greater Accra

2 Star 71 36 219 127

3 Star 8 8 105 61

4 Star 4 4 102 72

5 Star 42 381 1

356Total 142 78 594

Source: GTA, 2011

A multi-stage sampling technique was employed for the study. This

First, there was a division of the population into strata using the GTA

classification of hotels by star-rating (i.e. 1 star, 2 star, 3 star, 4 star and 5 star).

Budget hotels and guest houses were not included on the basis that most

service quality research works studied luxury and top rated hotels. Secondly,

the sample frame for each of the stratum was extrapolated from the GTA list of

registered hotels in Accra.

Thirdly, the proportional (50 per cent) stratified random sampling

technique was used to select 65 (29 and 36) from the 1-star and 2-star hotels

respectively to ensure that they were adequately represented. In addition, all
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means that different sampling methods were employed at different stages.



hotels in the three, four and five star categories were selected due to the small

size of the population. That is, a census was used to purposively select all the

3-5 star hotels. The individual samples from each stratum together constituted

the sample size for the study (78). Then, a preliminary survey was conducted

to get the total number of service providers (frontline staff, management and

supervisory staff) from these 78 hotels by asking human resource managers or

managers to indicate the number of supervisors, managers and service contact

personnel (frontline staff) in their hotels.

The estimation of the sample size for service providers was based on

Krejcie and Morgan’s (1970) table for the determination of sample size from a

given population. From Table 5, a population of 594 and 356 yields 232

More service providersfrontline staff and 182 managers respectively.

(frontline staff and managers) were sampled because of the quantitative nature

of the study which requires relatively large sample size for robust analysis like

regression and factor analysis. Also because of the comparison between the

three groups namely; guests, frontline staff and management staff, relatively

close numbers were sampled.
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Table 5: determining sample size from a given population

S N Ss N N SN N S
100 80 280 162 80010 10 260 2800 338

15 14 110 86 290 165 850 265 3000 341
20 19 120 92 300 169 900 269 3500 246
25 24 130 97 320 175 950 274 4000 351
30 28 140 103 340 181 1000 278 4500 351
35 32 150 108 360 186 1100 285 5000 357
40 36 160 113 380 181 1200 291 6000 361
45 40 180 118 400 196 1300 297 7000 364
50 44 190 123 420 201 1400 302 8000 367

1500 306 9000 36855 48 200 127 440 205
1600 310 10000 37360 52 210 132 460 210
1700 313 15000 37565 56 220 136 480 214
1800 317 20000 377140 500 21770 59 230

3791900 320 30000240 144 550 22575 63

380600 234 2000 322 4000080 66 250 148

650 242 2200 327 50000 38185 70 260 152
38275000700 248 2400 33190 73 270 155

100000 384159 750 256 2600 33595 76 270
Note:

Source: Krejcie and Morgan (1970).
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Service providers were proportionately distributed to the various

classes of hotels as shown in Table 6. According to Hair, Anderson, Tatham

and Black (1998), reliable results estimates can be attained from samples that

are between 100 respondents and 150 respondents. Pallant (2005) also stressed

that 100-150 sample size is adequate for quantitative studies, hi view of these

assertions, 200 guests were sampled from the 78 hotels.

Table 6: Sampled frontline employees, managers and guests

Class Target population Sampled

of Guests

hotel

1 Star 126 49 (21) 30(15)

2 Star 219 127 86 (37) 66 (36) 40 (20)

3 Star 105 61 42(18) 31 (17) 40 (20)

4 Star 102 72 39(17) 36 (20) 50 (25)

40 (20)5 Star 38 16(7) 20(11)42

200(100)Total 232 (100) 182 (100)594 356

Source: Fieldwork, 2012

The 200 sampled guests were disproportionately allocated to the

various categories or classes of hotels as shown on Table 6. Convenience

sampling method was employed to survey the 200 guests available and willing

to participate in the study.

97

Frontline 
staff 

n (%)

Frontline Management 
staff &

Management 
&

Supervisory 
staff n (%) 

29(16)

Supervisory 
staff

58



Development of research instruments

Communicating service quality begins with

aspects of service quality that are most important to customers (Brochado &

Marques, 2007). Accordingly, attempt was made to list service attributes

essential in assessing the service quality of hotels. The relevant literature and

survey instruments developed by past studies provided the basis for developing

the questionnaire for this study. In addition, hotel managers, employees, hotel

guests as well as hospitality experts in academia were asked to list or indicate

the general determinants of service quality that may relate to any service in a

hotel.

identified. The major service criteria included Overall Room Values, Front

Office Services, Food and beverage services, Availability of Other facilities

and Services, Tangibles, Responsiveness and Empathy. First, Overall Room

Values were sub classified into twelve different categories: cleanliness,

atmosphere, comfort, quality and sufficiency of room fixtures, size of a guest

room, availability of complimentary items, quietness, adequate lighting, and

price. As suggested by the American Automobile Association Tour Book for

evaluating the lodging service, cleanliness of a guest room, comfortable beds

and bedding, room atmosphere (e.g. adequate illumination at each task area

sufficiency of room fixtures (e.g.

included. As a tangible, the size of a

guest room was added to the list because according to Min and Min (1996), the
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towels, hangers, and a hair drier) were

an understanding of the

and pleasant decoration), and quality or

Seven major service criteria relevant to Ghanaian hotels were



compactness of a room may impose some psychological restraints on the room

occupant’s sense of privacy. Price was included because it is generally known

to be one of the most important extrinsic cues for service quality (Kotler,

2005).

Second, front-office services were subdivided into nine attributes.

These included courtesy, recovery from service failures (i.e. handling of

complaints), responsiveness such as convenience of reservation, promptness of

check-in/ check-out, and hotel/tour guide information, and tangibles like

variety/quality of sports/recreational facilities (e.g. swimming pools, and

aerobic exercise rooms) together with efficiency of a business centre (e.g. fax

machines, personal computers, and copiers). Courtesy involves politeness and

friendliness of hotel staff and other contact personnel. Since the hotel service is

rendered in interaction with customers, courtesy of the contact personnel is an

important service quality indicator. Furthermore, when guests have specific

problems with a hotel in the form of an unclean room, poor temperature

control, or poor phone service, their problems should be resolved in a proper

retain or even build customer loyalty. Accordingly, handling of complaints was

included as a hotel service attribute.

Thirdly, food and beverage services were categorized into nine

attributes which included availability of eating and drinking facilities,

availability of room service, prompt food service, elegant banquet service, high

quality of food in restaurant (s), reasonable restaurant/bar prices, variety of
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manner. Simmerman (1992) stressed that proper complaint handling would



drinks and wine list, prompt food service and a high degree or level of hygienic

food.

Finally, the availability of other facilities and services included six

attributes made up of up-to-date and modern safety facilities, adequacy of fire

safety facilities, availability of all year-round swimming pool, availability of

business centre, availability of conference or meeting room facilities, and

availability of sauna and health facilities.

Tangibles (15 attributes), responsiveness (8 attributes) and empathy (13

attributes) were recognised by Parasuraman et al. (1988) as three of the five

most important service dimensions, they consequently included. In all, a total

of 82 service quality attributes were developed in the questionnaire to identify

and analyse service gaps between the perceptions of guests on one hand and

hotel managers and front line employees on the other.

The questionnaire was divided into three parts; the first part was

designed to measure the respondents' expectations regarding service quality in

the sampled hotels. Respondents were to indicate the level of expectations of

statements with responses that ranged from (1) very low expectation to (5)

very high expectation or on a 5-point Likert scale. The second part of the

questionnaire was also designed to examine the respondents' perceptions of

asked to indicate their level of agreement with statements with responses that

ranged from (1) strongly disagree to (5) strongly agree (on a 5-point Likert

scale).
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service quality actually provided by the hotels. Again, the respondents were



The third part of the questionnaire consisted of respondents' socio

demographic and classification questions such as age, gender, education level,

HOTQUAL.

Reliability and validity of the research instrument

reliability and validity. These are the two most important criteria that are used

to determine the goodness of an instrument (Yilmaz, 2009). Reliability is the

degree to which measures are free from error and therefore yield consistent

time and across the similar situations (Zikmund, 2000). According to Babbie

(2007), in order to obtain high reliability, the results should be independent of

the researcher and the respondents. There are many ways to test construct

reliability. Some studies (Sekaran, 2003; Ko and Pastore, 2005; Yilmaz, 2009)

used Cronbach’s alpha. According to Kline (2005), Cronbach’s alpha is the

most commonly reported estimate of reliability. This study accordingly used

the Cronbach’s alpha to test construct reliability. Cronbach’s alpha values that

are above 0.7 provide evidence for reliability while items with alpha values of

less than 7 were dropped from the instrument. The overall reliability was 0.91,

at a quite high level. Also, the reliability scores calculated for each of the seven

factors were quite high. This shows that there was a good internal consistency

among the items within each factor.
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results. Thus, reliability is obtained when similar results are presented over

There are two major criteria for evaluating measurements, these are

income, religion, income among others. The instrument was named



Validity is defined as the extent to which

unambiguously captures the underlying unobservable construct it is intended to

measure (Parasuraman et al., 1985; Sekaran, 2003). There are several forms of

validity. They are face, convergent, construct and discriminate validity. In

assessing the face validity of an instrument, it was necessary to see how the

items on an instrument were selected (Cavana, Corbett & Lo, 2007; Yilmaz,

2009). For this study, the items were selected from the literature as well as

responses from hotel guests, service providers and academia. Furthermore, the

items of the instrument were pre-tested. As Fonell and Larcker (1981) and

Pallant (2005) intimated, the level of variance extracted is a measure of

construct validity. The higher the variance extracted, the more valid the

measure. In this study, the instrument used yielded a high level of variance

extracted (84.29 for guests and 87.28 for service providers). Also, the alpha

value for the overall scale (0.91) indicated that convergent validity was met. So

the instrument can be considered to be reliable and valid.

Pre-testing of the research instrument

A pre-test is a small test of single elements of a research instrument that

is predominantly used to check the mechanical structure of an instrument

(Sarantakos, 2005). Czaja (1998) as cited in Mensah (2012) postulate that pre

respondents’

comprehension, burden and interest; interviewer tasks; questionnaire issues;
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sampling as well as coding and analysis. Pre-testing of the instrument was

a scale fully and

testing is undertaken to address five critical issues:



conducted on thirty (30) hotel guests in Cape Coast and Elmina between 16th

September, 2011. This exercise was very useful because it

gave the researcher the opportunity to delete and modify some items, which

would have otherwise affected the content validity and reliability of the

research. In all, 24 attributes were removed from the instrument. Besides, it

threw light on some of the probable problems that were to be encountered

during the actual study. The actual field work took place from June to

December, 2012.

Field survey

Three field assistants were engaged to assist the fieldwork, which was

undertaken from the 1st of June to the 19th of December, 2012 in Accra. The

questionnaire was mostly self-administered because, according to Armstrong

and Overton (1977)

questionnaires yield relatively high response rates and avoid non-response bias

associated with mailing questionnaires to respondents. Telephone and personal

calls were made to the sampled hotels. The purpose of the study was then

explained to hotel managers. Managers who agreed to allow their hotels

partake in the study were asked to inform staff and guests of the impending

study. Managers and frontline staff on duty at the time were given

questionnaires to complete. Though the questionnaires were mostly self

administered, on a number of occasions, the field assistants had to administer

the questionnaires to most frontline staff through interviewing. Some
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August and 13 th

as cited in Mensah (2012), self-administered



respondents completed the questionnaires instantly while others asked field

assistants to collect the completed questionnaires at a later date. This method,

according to Oppenheim (1992), ensures a high response rate, accurate

sampling and minimal interviewer bias.

employed. Individual guests were approached in the hotel lobbies. Concerning

those in groups, the group leader was approached and the purpose of the

research was explained to them. Some of the hotels refused to allow such a

study be conducted on their premises, as they claimed it was their company

policy, since they see such exercises as harassment of their guests. For such

hotels, questionnaire administration was done outside the hotels, especially, on

guests’ tour buses and the car parks. The questionnaires were subsequently

administered to guests who accepted to partake in the study. To avoid

problems of double response, guests were first asked if they had already taken

part in the study. Also, care was taken not to sample all or majority of people

from a group.

Challenges encountered on the field

During the data collection, a number of challenges were encountered.

There was a difficulty in meeting hotel managers for permission or consent to

administer the questionnaires on their premises. Most of the hotel managers,

usually, did not stay in their offices for long hours; hence, it was difficult

getting some of them. Though their telephone numbers were taken and

104

In the case of hotel guests, the convenience sampling method was
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guests’ tour buses and the car parks. The questionnaires were subsequently

administered to guests who accepted to partake in the study. To avoid

problems of double response, guests were first asked if they had already taken

part in the study. Also, care was taken not to sample all or majority of people

from a group.

Challenges encountered on the field

During the data collection, a number of challenges were encountered.

There was a difficulty in meeting hotel managers for permission or consent to

administer the questionnaires on their premises. Most of the hotel managers,

usually, did not stay in their offices for long hours; hence, it was difficult

getting some of them. Though their telephone numbers were taken and
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In the case of hotel guests, the convenience sampling method was



meetings were scheduled with them, during which they agreed on scheduled

dates and time for the questionnaires to be brought and when to pick them up,

some managers did not hand over the questionnaires on the said dates. This led

to the retrieval of some questionnaires only after several visits and phone calls.

Some managers were not willing to co-operate because they were of the view

that the study had no direct benefit to their hotels and that it might also expose

their weaknesses to the larger society. Besides, some hotel managers refused to

participate or let their customers and employees participate in the study. Their

reason being that past researchers never gave feedback regarding the outcome

of the studies conducted at their facilities. This misconception was however

overcome through persuasion and educating them on the benefits of the study

and the importance of knowing how the customers felt about their services.

It is worth mentioning that some employees felt lazy completing the

questionnaire which, ordinarily, should not have lasted more than 15 minutes.

However, some respondents asked the researcher and her assistants to call at

other times. In a number of instances, the questionnaires had either been

misplaced or taken away by some respondents the following day and therefore,

needed to be replaced. There was an instance when a particular hotel misplaced

the entire batch of questionnaires and the researcher had to send another set at

additional cost. There was also unwillingness of some respondents to respond

to questionnaires as they considered this as an invasion of their privacy

especially because they had little time to spare. The next challenge

encountered was the refusal of some guests to take part in the study citing lack
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of time as their reason. To overcome this challenge, the researcher tactfully

implored guests and gave them enough time to complete the questionnaire at

their own convenience. Even though this option delayed the data collection

process, it seemed to be the best option given the situation. These challenges,

however, had no significant influence on the findings of the study.

Response rate

A total of 185 and 350 questionnaires from guests and service providers

respectively were returned from the field but 172 and 332 were considered

useful for the analysis of the study. Mensah (2012) observes that the response

rate of a survey is critical to the quality of the data. Tables 7 and 8 illustrate the

response rate of the sampled respondents (guests and service providers

respectively).

Though, 414 service providers made up of 232 frontline staff and 182

management staff were sampled, 332 (197 frontline staff and 135 management

staff) questionnaires were considered useful and appropriate for analysis. This

represented a response rate of 80 percent (85 percent for frontline staff and 74

per cent for management staff) as shown in Table 7. Also a total of 172

questionnaires out of the 200 sample for guests, representing 86 per cent, were

considered appropriate as presented in Table 8.
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Table 8: Sample and response rate for hotel guests

Class of hotel Sample Response rate

frequency Percentage Frequency Percentage

1 Star 30 15 21 70

2 Star 40 20 26 65

3 Star 40 20 38 95

4 Star 50 25 47 94

5 Star 40 20 40 100

Total 200 100 172 100

Source: Fieldwork, 2012

Ethical considerations

The ethical dimensions of every research and how they are addressed

are imperative to talk about. This research took into account the issues of

informed consent, anonymity and confidentiality. Neuman (2007) posits that

researchers must not coerce anyone into participating in research. Participation

must be voluntary at all times. Informed consent was sought from respondents

and facility owners, before undertaking the research. The purpose of the study

participation were not forced or influenced to do so.

protects privacy by not disclosing a participant’s identity after information is
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Secondly, the issue of anonymity was also ensured. Anonymity

was explicitly made known to them, but respondents who declined



gathered. Respondents were assured of their anonymity since names and other

personal details

To Neumann (2007), even if a researcher cannot guarantee anonymity,

he or she should always protect participant confidentiality. For this study,

respondents were assured of their confidentiality; the information they

provided was not to be divulged to any third party other than its intended

purpose, which was an academic exercise.

Data analysis and presentation

The study employed quantitative methods of analysing data. The data

from the field were analysed using the ‘Statistical Package and Service

tool for transforming responses from a population of study into figures through

coding. The data were coded and entered into the SPSS software for analysis.

The data were carefully edited to remove all outliers or extreme values which

could have affected the validity of the results.

Descriptive statistical presentations which involved organising and

summarising the data were undertaken as a prelude to the analysis and

generalisation of results from the study. Some of these descriptive statistical

cues included mean, standard deviation, cross-tabulations and frequencies

which were presented to display respondents’ characteristics and agreement

with service quality statements
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were not associated with specific responses given.

Solution (SPSS), version 17 software. The SPSS software serves as a useful



Inferential statistical measures such as independent samples t-test and

one-way analysis of variance (ANOVA) were used to test for differences in

used when the independent variables had only two categories while ANOVA

deemed significant at a £><0.05. Where differences exist, the Fisher’s least

significant difference (LSD) method, one of the post-hoc or posterior

procedures (Pallant, 2005) was carried out to identify where differences exist

among the various groups in more than two groups while the Cohen (1988) eta

square value was computed to examine the extent or size of the difference in

only two groups. To examine the relationship between level of expectations

and background, organisational and work characteristics, Chi-Square was also

used. Factor analysis was used to examine the factors influencing service

quality. In all, 58 statements or items were subjected to factor analysis, and the

data were rotated using the Principal Component Analysis (PCA). The paired-

sampled and independent sampled t-tests were employed to test for significant

differences between stakeholders’ expectations and perceptions of service in

the hotel industry in Accra, Ghana.

Summary

This chapter discussed the methodology used for the study and the

procedures that were followed to collect data from the field. In brief, it looked

at the research design, study philosophy, sampling procedures and sample size,
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service quality dimensions among guests and service providers. The t-test was

was employed for those with more than two categories. Mean scores are



development of the research instruments and ethical issues considered. The

pre-test, actual data collection and challenges encountered on the field work

methods of data processing and analysis of the study. The next chapter presents

the results and discussions of service quality from guests’ perspective.

Ill

were also presented. The concluding part of the chapter highlighted the



CHAPTER FIVE

STAKEHOLDERS CHARACTERISTICS AND THEIR

EXPECTATIONS OF SERVICE QUALITY IN HOTELS

Introduction

Demographic variables are the most popular bases for distinguishing

often associated with demographic variables since they are easy to measure

(Kotler, 2003). Customers’ expectations are formed by many uncontrollable

educational level among others (Brink & Berndt, 2005). This chapter discusses

the antecedents of service quality expectations in hotels from both guests’ and

demographic profile of guests and service providers, travel characteristics of

guests and employment characteristics of service providers. The relationship

between background characteristics and expectations of service quality of

guests are also presented in this chapter.

Socio-demographic profile of hotel guests

The literature suggests that hotel managers should not overlook the

importance of the effect of demographic factors
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on customer perceptions of

customer between groups. Consumer wants, preferences and usage rates are

factors like consumers’ background characteristics such as age, sex,

service providers’ perspectives. Issues discussed include the socio-



behavioural intentions, satisfaction, service quality, value, image, and the

expectations of service quality (Al-Sabbahy & Ekinci, 2004; Shergill & Sun,

2004; Skogland & Siguaw, 2004). Table 9 presents the socio-demographic

characteristics of respondents for the study. Results from Table 9 indicate that

the sample of hotel guests (172) contained more males (63 per cent) than

females (37 per cent). This contradicts Juwaheer and Ross (2003) finding in

Mauritius where the sample of guests included more women (50.4 per cent)

than men (49.6 per cent) but supports Tsang and Qu (2000) sample of guests in

China where there were more males (65 per cent) than females (35 per cent).

university, college or graduate education. This confirms most service quality

studies where guests tended to have higher levels of education. For example,

Juwaheer and Ross (2003) found that 59.3 per cent of guests had tertiary

education. Tsang and Qu (2000) indicated that more than 70 per cent of the

respondents had a university, college or graduate education. Karatepe and Avci

(2002) also found in their study in New Delhi that a little above 50 percent of

the respondents held university first degrees. But the opposite is of Nadiri and

Hussain (2005) in North Cyprus which came out that 45.3 per cent of the

respondents had formal tertiary education, defined as a minimum of an

undergraduate degree.
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As evident in Table 9, more than 80 per cent of the respondents had a



Table 9: Profile of hotel guests

Socio-demographic characteristic N(172) Percentage
Sex

Male 108 62.7
Female 64 37.3

30 years and below 58 34.0
31-50 102 58.9
51+ 12 7.1

Religion

Buddhist 3 1.6
Christian 133 77.8
Hindu 8 4.8
Muslim 280 15.8

Occupation

Professionals & business executives 123 71.4
Artisan 23 13.2
Civil servant 17 10.3
Student 9 5.1

Marital status

Not married 98 57.0
43.0Married 74

Education

Secondary education 31 17.5

82.5141Tertiary education

Continent of origin

20.8Europe 36
North America 23.339

8.8Asia 16
Africa 44.076
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Table 9 (continued)

South America 5 3.1

21 12.0
2 star 26 15.0
3 star 38 22.0
4 star 47 28.0
5 star 40 23.0

99 57.6
55 31.9
18 10.5

67 38.6
1 -2 weeks 56 32.6
2-3 weeks 30 18.2
> 3 weeks 19 10.6

93 53.7

8.8VFR 15

Vacation 52 30.1

Other 12 7.4

45.879
54.293No

83.1143
16.929
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1-5 persons

6 persons and above 

Length of stay

< 1 week

Purpose of visit

Business

Hotel rating

1 star

Repeat stay

Yes

Travel party

Alone

Travel exposure

Travel experience
No travel experience

Source: Fieldwork, 2012



Table 9 also shows that the majority of respondents (59 per cent) fell

within the age group of 31-50, followed by below 30 (34 per cent) and 51 and

above (7 per cent). This confirms Karatepe and Avci’s (2002) study in New

Delhi more than half of the respondents fell in the age categories of 28-37 and

38-47.

Yilmaz’s (2009) study revealed that more than half or the majority of

guests were between the ages of 18-44 and Mohsin and Lockyer (2010) also

found that the largest number of respondents (67 per cent) were within 31-50

years old. Results from Table 9 depict that more than half (57 per cent) of

guests were unmarried while 43 per cent were married, and most (78 per cent)

of them were Christians. In terms of occupation, about 72 per cent of the

respondents were professionals, executives or salesmen and only 5 per cent

were students. This finding is in line with Tsang and Qu (2002), Nadiri and

Hussain (2005) and Yilmaz (2009) results which indicated that majority of

their respondents were professionals or “career people”.

Most of the respondents were from various African countries (44 per

cent), America (23 per cent) or Europe (21 per cent) and the rest of the

respondents were from Asia and South America. This further buttresses Tsang

and Qu’s (2002) study in China which revealed that most of the respondents

were domestic visitors but contradicts Nadiri and Hussain (2005) and Yilmaz

(2009) findings that most of their respondents were from Europe. About 54 per

business followed by vacation (30 per cent). This contradicts Juwaheer and
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cent of the respondents indicated that the main purpose of their stay was



Ross (2003) study where majority (85 per cent) of guests were staying in the

hotel for leisure purposes followed by business. Results from Table 9 revealed

that 28 per cent of guests stayed in 4 star hotels, 24 in 5 star hotel, 22 in 3 star,

whiles and 14 and 12 per cent stayed in 2 and 1 star hotels respectively. The

majority of the respondents were travelling in groups of 1-5 (75 per cent) with

more than 38 per cent of them staying in the hotel for less than one week, 33

per cent staying between one and two weeks. About 46 per cent of the

respondents were first time visitors in the hotel with 54 per cent being repeat

visits.

Level of guests’ expectations of service quality

Guests were asked to indicate their level of expectation of service

quality from the hotels. Results from Table 10 indicate that majority (61 per

cent) of guests had very high expectations from the hotels. Thirty-two per cent

had high expectations with only 4 per cent expecting moderate service from

the hotels. The remaining 3 per cent had very low to low expectations of

service quality from hotels.
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Very Low 2 1.0

Low 3 2.0

Moderate 7 4.0

High 55 32.0

Very High 105 61.0

Total 172 100.0

Source: Fieldwork, 2012

demographic characteristics of hotel guests

The conceptual framework proposed that demographic characteristics

relate to customers expectation of service quality. Therefore, the level of

guests’ expectations of service quality was explored in relation to the

background characteristics of hotel employees. To examine this relationship,

Chi-Square was used. Level of service quality was the dependent variable

while guests’ background characteristics formed the independent variables.

Table 11 shows the distribution across social groupings together with the

relationship between guests’ socio-demographic background and travel

characteristics and expectations of service quality. Table 11 shows that

significant relationships exist between guests’ expectations and some socio

demographic variables of guests: age, occupation and level of education
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Relationship between expectations of service quality and socio

Table 10: Level of guests’ expectations of service quality
Level of Guests Expectation Frequency Percentage (%)



From Table 11, it can be noted that there were significant relationships

between six (6) socio-demographic characteristics (age, occupation, place of

origin, level of education, length of stay, and hotel category) and overall

expectations of the hotel guests. As regards the age categories, guests between

the ages of 31 to 40 formed the largest group with very high expectations. On

the other hand, guests who were 51 years and over was the smallest group with

very high level of expectation. Significant relationship established at p=0.000

between the guests’ age and the level of expectations that the guests have.

n

Sex

61.6 2.218 0.52875.0 58.3Male 108 100

38.425.0 41.7Female 64 0.0

Marital status

0.2623.99463.2 55.180.0Married 98 100.0

44.936.820.0Unmarried 74 0.0

Age

4.818-20 21.40.0 10.021

22.942.921-30 70.032 0.0

0.000*58.33431-40 42.971 0.0 14.30.0
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Very 
low 
(%)

P- 
Value

Table 11: Relationship between guests’ profile and their level of 

expectations 

Socio-demographic 
characteristics

Overall Expectations
Low High Very
(%) (%) high Statistic

(%)



Table 11 (continued)

31 0.041-50 10.0 21.4 25.7

51 and above 12 100.0 10.0 0.0 3.8

Occupation

Professional &

123 0.0 0.0 12.5 11.4business executive

Artisan 23 75.0 57.1 87.5 74.3

Civil servant 17 25.0 0.0 0.0 12.9 29.193 0.001*

Students 9 0.0 42.9 0.0 1.4

Place of origin

Europe 36 52.4 0.0 0.0 1.7

N America/Canada 39 9.5 41.7 20.8 18.3

Asia 16 0.0 0.0 4.2 90.6244.3 0.000*

Africa 76 4.8 62.558.3 .9

S America/Caribbean 0.0 0.0 8.75 0.0

Level of education

High school 0.0 33.3 9.1 18.331

0.004*55.6 13.6 15.1 24.420Diploma 32 0.0

59.1 49.5Undergraduate 0.0 11.170

18.2 17.2Post graduate 39 100.0 0.0

Monthly income

Less than $500 0.0 8.30.01
$500-999 100.0 8.30.02

0.195$1000-1999 11.1118.32 33.3 0.0
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Table 11 (continued)

$2000-3999 6 66.7 0.0 33.3

$4000 and above 5 0.0 0.0 41.7

Length of stay

< 1 week 67 75.0 47.1 30.3

1 -2 weeks 56 0.0 4.8 41.6 28.203 0.002*

2-3 weeks 30 20.0 38.1 13.9

More than 3 weeks 19 0.0 9.5 11.9

Repeat visit

First visit 79 0.0 33.3 47.8 47.7 2.629 0.452

Repeat visit 93 100.0 66.7 52.2 52.3

Purpose of visit

Business 93 20.0 62.5 54.0

VFR 15 0.0 12.5 9.0 10.719 0.097

Vacation 52 60.0 12.5 31.0

Other 12 20.0 12.5 6.0

Size of travel party

Alone 99

63.6 90.01-5 persons 55 100.0 100.0

0.3026-9 persons 18.2 2.5 7.21313 0.0 0.0

20 and above 0.0 18.2 7.55 0.0

Hotel category

1 star 1.80.0 15.821 0.0

2 star 7.224 0.0 0.0 10.5
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Table 11 (continued)

38 90.5 40.03 star 47.4 33.3 49.827 0.000*

47 9.5 0.04 star 26.3 30.6

5 star 42 0.0 60.0 0.0 27.0

Source: Fieldwork, 2012

In the case of occupation, there was a significant relationship (p=0.001)

between the occupation of a hotel guest and the level of his or her expectations.

Professionals and business executives were the group that expected very high

services form service providers (74.3 per cent) whiles students were the least

group that expected very high services from the service providers. Guests from

the Middle East formed the largest group (40.9 per cent) of those who expected

very high services from service providers, followed by guests who originated

from North America / Canada. Africans, however, formed the smallest group

(0.9 per cent) who expected very high services. A significant relationship

(p=0.000) was noticed between a guest’s place of origin and his or her level of

expectation.

In the same way, there was a significant relationship (0.004) between a

guest’s level of education and their level of expectation. Guests with

undergraduate degree were the majority (49.5 per cent) with very high

expectations whiles their counterparts with diploma formed the smallest group

(15.1 per cent). Interestingly, guests with post-graduate level of education were

next to the smallest group (17.2 per cent). Significant relationships were found
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♦Significance level < 0.05



between some of the travel characteristics and expectations of service quality

length of stay and place of origin. Table 11

shows these relationships with their Chi-square values.

With respect to the travel characteristics of guests, the chi-square

significant relationship between

guests’ length of stay and guests’ overall expectations (p=0.002). However,

there were no significant relationship between all other travel characteristic

and the overall employee expectation. For the purpose of visit, a little over half

vacation (31 per cent). However, guests who were in for other purposes formed

the least group of 6 per cent. It was noted that there was a relationship between

how long a guest stayed in a hotel and the level of expectations he or she

would have. Guests who stayed for one to two weeks were the majority (40.4

per cent) having very high expectation whiles guests staying for six to seven

days formed the least group (3.0 per cent). About half (50.1 per cent) of guests

with very high expectation were first time visitors whiles the other (49.5 per

cent) were repeat visitors. There was no significant relationship found between

the status of visit and the guests’ expectation (p= 0.415).

Likewise, no significant relationship was found between travel party

and expectations of guests (p=0.302). Among the categories of travel party,

employees with one to five persons formed the clear majority (90 per cent) of

guests who had very high expectations, followed by 20 persons and over (7.5

per cent) then six to nine persons (2.5 per cent). Significant relationship also
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(54 per cent) of the guests had very high expectations followed by guests on

by guests. The variables were

goodness of fit test showed that there was



existed between the category of hotel and the expectations of the guests

(0.000). It was noted that there was an increase in the number of guests with

very high level of expectation as the star rating rises (1.8 per cent, 7.2 per cent,

and 33.3 per cent). The number, however, reduces from 4-star hotels (30.6 per

the conceptual framework, it can be said that guests’ age, occupation, place of

origin, level of education, length of stay, and hotel category relate to their level

of expectations of service quality.

Differences in guests’ expectations of service quality across their

background characteristics

The independent t-test and one-way analysis of variance (ANOVA)

were used to test for significant differences between the various socio

demographic variables and expectations of service quality. The t-test was used

in cases which the independent variables had only two categories while

ANOVA was employed for those with more than two categories. Mean scores

are deemed significant at a ^<0.05. Where differences exist, the Fisher’s least

significant difference (LSD) method, one of the post-hoc or posterior

procedures (Pallant, 2005) was carried out to identify where differences exist

among the various groups in more than two groups. The results are presented

in Table 12.
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cent) and 5-star hotels (27.0 per cent). Inserting these significant variables in



Table 12: Differences in guests’ expectations of service quality across their

profile

Socio-demographic background N Mean F value Sig level

Sex

Male 108 4.51

Female 64 4.56 1.72 0.797

30 years and below 58 4.16

31-50 102 4.86* 15.23 0.000*

51 + 12 3.46*

Marital status

Not married 98 4.38 0.024*2.277

Married 74 4.74

Educational level

Secondary education 4.4331

4.59 0.713 0.477Tertiary education 141

Religion

4.83Buddhists and Hindus 11

0.001*4.72* 6.13Christian 133

3.85*Muslim 28

Occupation

Professionals/Business 4.83*123

Executives
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Table 12 (continued)

Artisans 23 4.53 7.20 0.000*

Civil servants 17 4.52

Students 9 2.35*

Purpose of visit

Business 93 4.713

VFR 15 4.711 1.930 0.128

Vacation 52 4.432

Other 12 4.145

Continent of origin

Europe 36 4.39

North America 39 4.59

Asia 16 0.534.32 0.716

Africa 76 4.16

South America 5 4.95

Length of stay (weeks)

67 4.368*

4.176 0.007*56 4.900*1-2

2-3 30 4.441

>3 19 4.843

Repeat stay

0.151Yes 2.08379 4.639

No 93 4.407
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Table 12 (continued)

Travel party

Alone 99 4.21

1-5 persons 55 4.37

6 persons and above 18 3.46 0.512 0. 142

Exposure

Travel experience 143 4.567 0.141 0.708
No travel experience 29 4.492

Hotel rating

1-star 7 4.31

2-star 11 4.46

3-star 3.61*71 5.18 0.001*

4-star 38 4.64*

5-star 4.6937

Source: Fieldwork, 2012

Evidence from Table 12 indicates that though, females had higher

expectations (M= 4.56) than their male counterparts, the study found no

significant difference between their expectations of service quality in the hotel

industry in Accra. Results from Table 12 show that age plays a significant role

in guests’ expectations of service quality. For instance, middle aged (31-50

years old) guests had higher expectations of service quality than those below

30 years and those who were 51 years old and above. Marital status was also
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found to be significant in guests’ expectations of service quality. Results from

Table 12 indicate that married guests had higher expectations of service quality

than their unmarried counterparts. Though those who had obtained tertiary

education had higher expectations than those with only secondary education,

there was no significant difference between respondents’ expectations of

service quality in the hotels they visited.

The results from Table 12 also indicate that there is a statistically

significant (F- 0.001) difference between the expectations of guests with

different religious affiliations. It is evident that Buddhists had the highest (M=

4.83) expectations, followed by Christians (M= 4.72) with Muslims having the

least (M= 3.85) expectations of service quality. Guests occupation was found

to be statistically significant (F= 0.001) with their expectations of service

quality. For instance, it was revealed that professionals/business executives had

higher expectations (M= 4.83) than artisans (M= 4.53) and civil servants (M:

4.52). It must be noted that students had the very least (M= 2.35) expectations

regarding service quality in the study hotels.

The purpose for which guests were staying in the hotels was found not

to be significant relative to their expectations of service quality in the hotels.

Although, those staying for business and visiting friends and relatives (VFR)

had the same expectations of service quality, their expectations were found to

be higher (M=4.713 and M=4.711 respectively) than those staying for vacation

and other purposes. Guests from South America had the highest (M= 4.95)

expectations of service quality, followed by those from North America (M-
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4.59), Europe (M= 4.39) and Asia (M= 4.32) with guests from Africa having

were no statistically significant differences in these expectations.

From Table 12, it is evident that there was no significant difference

between guests’ length of stay in a hotel and their expectations of service

quality. For example, guests staying between one and two weeks had very high

than three weeks (M=4.84), then those staying between two and three weeks

(M=4.44) and those staying for less than one week had the least expectations

of service quality in hotels. Even though, guests staying in the hotels for the

first time had lower expectations (M= 4.41) than those on repeat visit (4.64),

the study found no significant difference between the two groups of guests.

The study again found no significant difference between the expectations of

guests staying with 1-5 persons and those staying with more than 6 persons in

a hotel. But guests staying with 1-5 persons were found to have higher (M=

4.37) expectations of service quality than those staying with 6 persons or more

(M=3.46).

Also guests who had stayed in a hotel before tend to have a higher

(4.57) expectations than those who had not stayed in a hotel before (4.49).

There was also a significant difference between the expectations of guests

staying in the various classes of hotels. For instance, guests staying in lower

class hotels had higher expectations of service quality than those staying in the

high class hotels (4 and 5 star hotels). This may be because guests staying in
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the least (M= 4.16) expectations of service quality from hotels. However, there

(M=4.90) expectations of service quality, followed by those staying for more



the high class hotels were mostly foreigners who might not expect much from

emerging destination or economy like Ghana. The rating the hotels was found

to be significant with guests’ expectations of service quality. Guests who

stayed in 4-star and 5 star hotels tend to have higher (M= 4.64 and M= 4.69

respectively) than those who stayed in 1-star and 2-star hotels. Surprisingly,

those who stayed in 3 star hotels had the least (M= 3.61) expectations

regarding service quality. Again, it can be concluded that guests’ age, length of

stay, occupation, religion, marital status and the class of hotel predict guests

expectations of service quality.

Socio-demographic profile of service providers

Just as guests’ background characteristics relate to their expectations of

service quality, it is expected that the characteristics of service providers will

relate to their understanding of guests expectations. Table 13 depicts the socio

demographic and work characteristics of service providers.

From Table 13, there were more females (53 per cent) than males (47

per cent). This finding strengthens the observation made by Lucas (2004) and

International Labour Organisation (2001) that female employees dominate the

workforce of the hotel industry but contradicts Tsang and Qu’s (2000) finding

of more males than females in China.
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Table 13: Profile of service providers
Item/V ariable N Per cent (%)

Sex

Male 145 46

Female 169 54

Total 314 100

Age

30 years and below 107 40

31-50 98 36

51+ 64 24

Total 269 100

Religion

Christianity 296 98

Islam 36 2

Total 332 100

Marital status

Married 116 37

63Not married 194

100.0Total 310

Educational level

23Secondary 68

77Tertiary 224

100Total 292
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Table 13 (continued)

Nationality

Ghanaian 287 91

Non-Ghanaian 28 9

Total 315 100.0

Monthly income (GHC)

Below 200 44 15

200-500 183 62

501-700 30 10

701-900 10 4

Above 900 27 9

Total 294 100

Department

Front office 156 48

68 21Food & Beverage

1342Housekeeping

17Accounts & Administration 52

14Security

100322Total

Number of years worked in hotel industry

8.729Less than I

47.01561-5

19.9666-10
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Table 13 (continued)

11-15 19 5.7

16-20 9 2.7

21 and above 24 7.2

Total 303 100.0

Number of years worked in this hotel

Less than 1 45 13.6

1-5 183 55.1

6-10 34 10.2

11-15 10 3.0

16-20 7 2.1

21 and above 24 7.2

Total 303 100.0

Number of years worked at current position

Less than 1 19 5.7

1-5 248 74.5

6-10 15 4.5

2.421 and above 8

87.3Total 290

Current position

40.7135Management

59.3197Frontline staff

100.0332Total
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Table 13 (continued)

Formal training in hospitality & tourism

Yes 199 67.0

No 98 33

Total 297 100.0

Hotel category

1 star 75 22.6

2 star 93 28.0

3 star 70 22.1

4 star 66 19.9

5 star 28 8.4

Total 332 100.0

Source: Fieldwork, 2012

With regard to the ages of respondents, 40 per cent were 30 years and

below, 36 per cent were within 31-50 age category and 24 per cent can be

considered as the late adults (51years and above). This finding indicates that

more than half of service providers were young and it collaborates the

International Labour Organisation (2001) report that the industry is

characterised by young workers, who are less than 35 years old.

Christians accounting for 98 per cent whilst those in the Islamic group

constituted minority respondents (2 per cent). Conceivably, Christian majority
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in the study could be attributed to the fact that the southern sector of Ghana is

Service provider’s religious affiliations indicated that majority were



greater proportion (63 per cent) of the respondents

single, divorced, widowed or cohabitating while 37 per cent were married.

Service providers educational status revealed that majority (77 per cent)

of them had completed tertiary education while 23% also had up to secondary

education. Per their monthly income levels, most of them (62 per cent) had

monthly income of between GH0 200-500 and only 9.0 per cent had income

above GH0 900. However, 15 per cent said they were receiving below GH0

200. With reference to the nationality of the service providers, Ghanaian

nationals overwhelmingly outnumbered their non-Ghanaian counterparts. The

Ghanaians constituted 98 per cent while the non-Ghanaians were only 2 per

cent. It is evident from Table 13 that 56 per cent of the employees worked in

the front office section, 24 per cent were in the food and beverage department,

18 per cent in accounts and administration and only 2 per cent working in the

security section.

With reference to the number of years the respondents had worked in

the hotel industry, a greater number of them accounting for 47 per cent had

worked in the industry about 1 to 5 years, 20 per cent had worked about 6 to 10

years and the least (3 per cent) had worked about 16 to 20 years. The

researcher proceeded to find out the number of years the respondents had

worked in that particular hotel. The results from Table 13 show that 55 per cent

of them had worked in the hotel about 1 to 5 years, 14 per cent had been

working for less than a year in the hotel while 2 per cent had worked in the
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were not married, probably

largely dominated by Christians. On marital status, Table 13 shows that a



hotel about 16 to 20 years. Also, majority of the respondents constituting 74

cent working for about 21 and above years. Those who had worked for less

than one year in their current position was 8 per cent and 5 per cent had

worked about 6 to 10 years.

Fifty-nine per cent of respondents currently hold management and

supervisory positions in the surveyed hotels, overseeing the day-to-day running

of the facilities whilst 41 per cent were frontline staff. Nearly two thirds of the

respondents (67 per cent) had formal training, specifically in hospitality and

tourism while 33 per cent had never had any hospitality and tourism training,

but perhaps in the field of other disciplines.

Summary

Guests and service providers’ characteristics have been discussed.

Issues that emerged were that the sampled hotel guests were mostly males,

young, single and well educated. Most of the guests were professionals and

business executives mainly from Africa, North America and Europe. Most of

the guests were staying in the hotels alone and for business purposes for less

than one week. For most of them it was a repeat stay in the hotel. Most guests

had very high expectations. There were statistically significant relationships

between guests’ age, occupation, level of education, place of origin, length of

stay as well as the hotel category on one hand and level of expectation on the

other hand. Also there were significant differences among guests’ expectations
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per cent had worked in their current position about 1 to 5 years with only 2 per



of service quality and their background characteristics. As the conceptual

framework proposed, these variables were found to predict or influence guests

expectations of service quality. With regard to service providers, most of them

were females, below 30 years and unmarried. Majority were Christians and

well educated Ghanaians and work in the front office department.
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CHAPTER SIX

STAKEHOLDERS PERCEPTIONS OF SERVICE QUALITY IN

HOTELS

Introduction

Definitions of service quality have revolved around the idea that it is

the result of the comparison between customers’ expectations about a service

and their perceptions of the service (Lihtinen & Lehtinen, 1982, Parasuraman

et al., 1985). It is widely accepted in the literature that service quality is

dependent on consumers’ needs and expectations and whether the level of

service meets these needs and expectations. Service quality has, thus, been

defined as a “gap” between customers’ expectations and the performance they

actually receive (Parasuraman et. al., 1985). This chapter presents the results of

the data in line with objective one of the study. It begins with a discussion of

the perceived gap or gap 5 in the conceptual framework. This gap is the

actual service performance. The chapter further looked at the differences in

guests perceptions of service quality across their background characteristics.

The gap between service providers’ understanding of guests’ expectations and

the perception of their service performance is also discussed in this chapter.
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difference between guests’ expectations and perceptions of service quality or



Guests’ expectations and perceptions of service quality

Service quality is a vital determinant of customers’ satisfaction and it

hotels. Since customers participate in the delivery and consumption of

services, they interact closely with various aspects of the hotel. This

knowledge gives them the opportunity to assess critically the services provided

service quality by comparing the services they receive with what they

expected. Hence, service quality plays a critical role in adding value to the

overall service experience (Lau et al., 2005). To ensure a better assessment of

service quality, there is the need to understand the factors guests use to

measure service quality. Evidence suggests that service quality depends on a

number of factors and also varies by study areas.

To measure the factors that are responsible for service quality in hotels

in the Accra Metropolis, a combination of issues from the literature and views

from hotel guests, service providers as well as academia were considered. The

issues that emerged were grouped under seven main factors, namely: tangibles,

overall room values, food and beverage, empathy, reliability, responsiveness

and availability of other hotel services. A five-point Likert scale question

used. Hotel guests, management and frontline staff were asked to indicate their

level of agreement or disagreement to each of the factors. Table 14 shows the
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format ranging from 1 being strongly disagreed to 5 being strongly agreed was

in these organisations (Kandampully & Suhartanto, 2000). Customers assess

directly affects an organisation’s success, especially in a service industry as
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Evidence from Table 14, indicates that overall, most (77. 8%) of the

guests had very high expectations of service. Of them, about 68 per cent to 80

per cent had expectations mean scores ranging from 3.2 to 3.5, which can be

considered as high. For instance, 79.8 per cent of respondents had very high

(4.19) expectation of tangible dimension, 80.1 per cent (4.23) of respondents

had very high expectation of overall room dimension, and 78.9 per cent (4.19)

had very high expectation of front office services dimension. Also, 76.7 per

cent (4.16) respondents had high expectation of empathy dimension while 77.6

per cent (4.12) respondents had a high expectation of food and beverage

services dimension and 78.8 per cent (4.53) expects very high availability of

other facilities dimension. On the other hand, less than half (36.6% to 49.4%)

perceived the overall service delivered to be moderate (from M= 3.3 to 3.8).

Individually, 58.1 per cent (3.53) had high perception of tangible dimensions,

61.2 per cent (3.65) of the respondents were of high perception of overall room

office services dimension, 53.2 per cent (3.46) were of a moderate perception

moderate dimension, 49.4 per cent (3.40) perceived food and beverage services

high dimension.
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dimensions and 49.4 per cent (3.64) perceive availability of other facilities as a

of responsiveness dimension, 51.2 per cent (3.23) perceived empathy as a

values dimension, 46.5 per cent (3.37) had a moderate perception of front



Guests expectations versus perceptions of service quality (gap 5- perceived

service quality)

A customer assesses quality by his/her perception of the way in which

the service is performed (Solomon et al., 1985; Juwaheer & Ross, 2003; Al

Khattab, 2011). As a result, service quality has been defined as the outcome of

a comparison between expectations of a service and what is perceived to be

received (Czepiel et al., 1985; Choi & Chu, 2000). The gap between

customer’s perspective. Table 15 lists the mean scores of the expectations and

perception scales for each of the 58 service quality attributes and the mean gap

(perceptions minus expectations). The paired t-test was used to test the

expectations of service quality.

A total of 54 attributes had relatively high expectations scores

(M>4.00) and three had expectations score of M<4.00. The three are “calling

tangibles dimension had the largest gap (-0.4). Items that recorded serious short

fall were “attractive outside appearance” (-0.72); “visually appealing physical

(-0.58) whilefacilities” (-0.60) and

(-0.37); “clean environment” (-0.44) and
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expectations and perceptions determines the level of service quality from a

“attractive interior decor” had the smallest gaps. This suggests that hotels are

“appealing service materials”

guests by their names”, “variety and quality of sporting/recreational facilities”

significant mean difference (gap) between customers’ perceptions and

“modem and comfortable furniture”

and “all year round swimming pools”. Individually, from Table 15, the



striving to meet guests’ expectations of these service attributes with small gaps

while they are failing in those attributes that recorded high gaps.

mean mean
Tangibles

Clean environment 4.22(1.49) 3.78 (1.42) -0.44 6.63*

Attractive outside appearance 4.17(1.50) 3.45 (1.34) -0.72 6.91*

Attractive interior decor 4.11 (1.51) 3.66 (1.37) -0.45 5.77*

Modern looking equipment 4.11 (1.51) 3.64(1.37) -0.47 5.82*

Modern and comfortable furniture 4.17(1.45) 3.59 (1.34) -0.58 7.79*

Staff appear neat and professional 4.22(1.44) 3.68 (1.37) -0.54 7.44*

Attractive and comfortable lobby 4.19(1.44) 3.67 (1.29) -0.52 6.92*

area

Adequate parking space 4.15(1.40) 3.67 (1.37) -0.48 6.85*

3.55 (1.34) 7.19*Visually appealing physical 4.15 (1.41) -0.60

facilities

6.51*4.15(1.36) 3.78 (1.44) -0.37Appealing associated service

5.21*3.82 (1.25) -0.414.23(1.24)Overall score

Overall room values

8.67*-0.673.53 (1.33)4.20(1.45)Clean and comfortable rooms

2.92*-1.303.55 (1.31)4.85 (1.74)Clean and hygienic bathrooms and

toilets

7.24*-0.533.67 (1.32)4.20(1.41)The lighting in the room should be

adequate
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Table 15: Gap Analysis for Guests (Perceptions minus Expectations) 
Attributes Expectation Perception Gap t-value

(per-exp.)



Table 15 (continued)

The fixtures in the room should 4.14(1.41) 3.66 (1.38) -0.48 6.21*

sufficient

The room should be welcoming 4.21 (1.40) 3.62 (1.38) -0.59 7.29*

Easily accessible 4.21 (1.38) 3.38 (1.42) -0.83 8.96*

Offer complementary items 4.24(1.34) 3.45 (1.39) -0.79 9.24*

Efficient business centre 4.00(1.46) 3.39 (1.33) -0.61 5.91*

Overall score 4.21(1.35) 3.82 (1.30) -0.39 6.21*

Front office services

Efficient reservation/booking 4.20(1.39) 3.45 (1.25) -0.75 9.01*

system

Staff should be polite and friendly 4.18(1.46) 3.66 (1.24) -0.52 7.03*

Efficient check in procedure 4.13 (1.48) 3.54(1.24) -0.59 7.15*

Efficient check out procedure 4.19(1.41) 3.57(1.24) -0.62 7.93*

Staff should perform services right

the first time 4.11(1.47) 3.36(1.28) -0.75 8.74*

Staff should be well trained and 8.06*4.12(1.51) 3.44(1.25) -0.68

knowledge

7.38*Staff should be skilful and 3.47(1.23) -0.634.10(1.49)

experienced

8.56*-0.69Staff have good communication 3.46(1.23)4.15(1.45)

skills

9.19*-0.823.29(1.24)Efficient telephone and internet 4.11 (1.46)

system

10.44*-0.803.34(1.44)Accurate billing system 4.14(1.47)
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Table 15 (continued)

Handle guests complains 4.13(1.46) 3.40(1.27) -0.73 7.32*

Accurate information about hotel 4.21 (1.39) 3.47(1.25) -0.74 8.91*

services

Advanced and accurate

information about prices 4.13 (1.44) 3.36 (1.27) -0.77 8.92*

Overall score 4.22(1.34) 3.83(1.30) -0.39 7.43*

Responsiveness

Show sincere interest in solving

guest problems 4.12(1.49) 3.36(1.24) -0.76 8.69*

Always be willing to help guests 4.11(1.53) 3.40(1.23) -0.71 8.34*

Never too busy to respond to your 4.09(1.51) 3.41(1.22) -0.68 7.65*

request

Readily available to provide 4.14(1.47) 3.42(1.21) -0.72 8.00*

services

Provide prompt services without 4.13(1.51) 3.42(1.21) 7.65*-0.71

delays

Overall score 4.15(1.31) 3.77(1.12) -0.38 7.10*

Empathy

6.92*Staff should be friendly 3.57(1.24) -0.584.15(1.47)

8.45*-0.63Staff should be courteous and 3.55(1.23)4.18(1.43)

respectful

7.19*-0.583.47(1.20)Behaviour of staff should instil 4.05(1.44)

confidence

8.41*-0.673.49(1.27)You feel safe in your transaction 4.16(1.43)
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Table 15 (continued)

Staff should call guests by name 3.96(1.53) 2.86(1.47) -1.10 9.06*

Convenient operating hours 4.16(1.45) 3.48(1.31) -0.68 8.74*

Staff should understand guests 4.13(1.42) 3.43(1.30) -0.70 8.42*

specific needs

Staff should have time to listen to 4.15(1.37) 3.39(1.29) -0.76 9.50*

guests

Give guest special attention 4.15(1.41) 3.39(1.28) -0.76 8.40*

Have their guests best interest at 4.16(1.43) 3.46(1.24) -0.70 8.31*

heart

Recognise their customers as guests 4.17(1.37) 3.48(1.27) -0.69 8.72*

Overall score 4.19(4.21) 3.89(1.31) -0.30 6.24*

Food and beverage services

Good and eating drinking facilities 4.16(1.46) 3.49(1.24) 8.37*-0.67

Should provide variety of food and 6.79*4.08(1.51) 3.51(1.30) -0.57

drinks

9.21*Should offer room service 3.40(1.32)4.13(1.45) -0.73

9.05*Should offer prompt food service 3.31(1.26) -0.844.15(1.49)

7.58*3.54(1.21) -0.62Should offer high quality and 4.16(1.48)

hygienic food

6.52*-0.753.27(1.40)4.02(1.51)Food and drinks prices should be

reasonable

5.78*-0.283.93(1.21)4.21(1.46)Overall score

Source: Fieldwork, 2012
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*Significant difference at 0.05



bathrooms and toilets” (-1.31) had the highest gap followed by “easily

0.79). On the other hand, “sufficient fixtures in rooms” had the smallest gap (-

0.48) in the overall room values dimension. Front office services dimension

and accurate information” (-0.77) were the topmost attributes that fell short of

guests’ expectations whilst “polite and friendly” (-0.52) was the least serious

attribute. Under the responsiveness, “showing sincere interest in solving guests

problems” (-0.76); readily available to provide services” (-0.72) and all the

other service attributes in the dimension recorded relatively high gaps though

the overall gap of -0.38 was relatively low. The most serious attributes under

empathy that require critical attention is “staff calling guests by name” (-1.10).

These days’ hotel services are so personalized that staff relate to guests on a

first name level but Ghanaians tend to be formal in their business dealings by

calling guests “Sir” or “Madam”. This result proved that guests want to be

called by their names when they stay in hotels in Accra. Hotels are also not

This finding suggests that prices of food and drinks in hotels are expensive.

Finally, the overall gap for availability of other facilities and services was the

smallest (-0.20) among all the dimensions. The items in this dimension
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recorded a moderate gap of -0.39 and from this dimension, “efficient telephone

From the overall room values dimension, “clean and hygienic

services” (-0.84) and “offering reasonable prices for food and drinks” (-0.75).

accessible rooms” (-0.83) and “offering of complimentary items in rooms” (-

and internet system” (-0.82); “accurate billing system” (-0.80) and advanced

meeting their guests expectations in “offering prompt food and beverage



recorded relatively lower gaps ranging from -0.69 to -0.48. All these indicate

that hotels in Accra are not doing well in the tangibles dimension but seem to

be closing the gap in the availability of other facilities and services. The most

critical service quality attributes

toilets”; “staff calling guests by

In sum, all the perception scores were consistently lower than the

expectation scores. Thus, resulting in the negative gaps which indicated that

hotel guests in Accra perceive service delivery to be lower than what they

expected. Relating this to the conceptual framework, the null hypothesis which

states that there is no significant difference between hotel guests’ expectations

of service quality and their perceptions of the actual service delivered is

rejected. Consequently, it can be said that there is a statistically significant

difference between guests’ expectations and their perceptions of service

quality. This finding reaffirms the conceptual framework and confirms most

service quality studies in hotels (Juwaheer & Ross, 2003 in Mauritius; Mohsin,

Hussain & Khan, 2011 in Parkistan; Faizan et al., 2012; Panuel & Zumman,

2013 in Bangladesh) that guests’ expectations were far above the perception

scores but contradicts Alin (2010) study in Austrialia, which revealed a rather

positive gap between customers’ expectations and perceptions.
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are “clean and hygienic bathrooms and

“accurate billing system” and “efficient telephone and internet system”.

name”; easily accessible guestrooms”;



Differences in guests’ perceptions of service quality

the relationship between the

characteristics of customers and their perceptions of service quality, anecdotal

evidence suggests that there are differences in perceptions of service quality

among customers with different background characteristics. The study

therefore sought to explore the differences in hotel guests’ perceptions of

service quality against their characteristics. Table 16 depicts the differences.

Both the independent t-test and ANOVA were used to test for significant

differences between groups.

Regarding the sex of guests and their perceptions of service quality in

hotels in Accra, it was revealed that there is a significant (F= 0.05) difference

between males and females perceptions of service quality. Females, thus,

perceived service quality to be higher (M= 3.80) than their male counterparts

(M= 3.22). Though results from Table 16 indicate that guests between the ages

of 30 and 50 years perceived service quality to be higher (3.819) than those

who were 30 years and below (3.610) on one side and those above 50 years old

on the other side there was no significant difference between their perceptions

of service quality. In other words, it can be said that the middle aged guests

perceived service quality to be a bit higher than the young and older guests.

However, there was no significant difference between the perceptions of

service quality in hotels among the various age groups.
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Though the literature is silent on



N Mean F value

Male 108 3.22 0.512 0.052*

Female 64 3.80

Age

30 years and below 58 3.61
31-50 102 3.82 0. 758 0. 471
51+ 12 3.77

Marital status

Not married 98 3.77

0.122 0.728Not married 74 3.71

Educational level

3.2131Secondary education

0.022*5.4193.91141Tertiary education

Religion

3.6811Buddhists & Hindus

0.001*5.983.87*133Christian

2.99*28Muslim

Occupation

3.54123Professional/Business

Executives
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Table 16: Differences in guests’ perceptions of service quality across their 
profile

Sign 
level

Socio-demographic 
characteristic
Sex



Table 16 (continued)

Artisans 23 4.15*

Civil servants 17 4.24 6.59 0.000*

Students 9 2.16*

Purpose of visit

Business 93 3.75

VFR 15 3.82 0.09 0.971

Vacation 52 3.71

Other 12 3.64

Continent of origin

Europe 36 3.40

North America 39 3.68

Asia 16 3.37 0.71 0.588

Africa 76 3.73

South America 3.605

Length of stay (weeks)

67 3.71

0.042*1-2 56 3.99 2.79

3.49*2-5 30

4.21*>3 19

Repeat stay

0.2221.2273.5979Yes

3.7793No
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Table 16 (continued)

Travel party size

Alone 99 3.82*

1 -5 persons 55 3.65

6 persons and above 18 2.86* 7.49 0.008*

Travel Exposure

Travel experience 143 3.72 1.01 0.316

No travel experience 29 3.96

Hotel rating

1-star 7 3.93*

2-star 11 3.54

3-star 71 3.33 9.13 0.000*

4-star 38 3.16

5-star 37 2.88*

Source: Fieldwork, 2012

With regard to marital status of hotel guests, there was no significant

difference between the perception of service quality by both married and

unmarried guests. Both groups perceived hotel service quality to be moderate.

Guests who had attained tertiary education perceived service quality to be

higher (3.91) than those with secondary level education (3.21). Statistically,

significant difference between both guests with secondary

education and those who had attained tertiary level education. Religion,
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*significant at 0.05

there was a



hotels. Christians perceived service quality to be higher (M: 3.87) than

Buddhists (M= 3.68) and Muslims (M= 2.99). Results from Table 16 show that

professionals and business executives had the lowest (M= 2-16) perceptions

regarding service quality in hotels. Conversely, civil servants and artisans

perceived service quality to be higher (M: 4.24 and M= 4.15 respectively)

than students (M= 3.54).

Guests staying in hotels with the sole purpose of visiting friends and

relatives (VFR) perceived the service in the hotels to be higher (3.82) than

education, among others. There was no significant difference between the

perceptions of service quality for all the guests visiting for various purposes.

Though, guests from the African continent perceived service quality to be

higher (M= 3.73) than guests from other continents, there was no statistically

significant difference between their perceptions of service quality in hotels.

In terms of guests’ length of stay, there was a significant difference in

the perception of service quality between guests staying in hotels for shorter

periods (less than one week) and those staying for longer periods (more than
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those staying in the hotel for business, vacation and other purposes such as

however, was significant (F- 0.001) in guests perceptions of service quality in

was no

three weeks). For example, evidence from Table 16 indicates that guests 

staying for less than one week perceived service quality to be lower (3.71) than 

those staying for more than three weeks (4.21). Although those who were 

staying in the hotel for the first time perceived service quality to be higher 

(3.77) than those who were repeating their stay (3.58), there



quality because persons were staying in the hotels alone

more people (6 or more persons).

On whether guests have stayed in a hotel before or not, it is evident

from Table 16 that, guests who had no prior hotel experience perceived service

however no significant difference between the two groups of guests. Table 16

also indicates that guests who lodged in 1-star hotels had the highest (M= 3.93)

perception of service quality, followed by those in 2-star hotels (M= 3.54), 3-

star hotels (M= 3.33), 4-star hotels (M= 3.16) and then 5-star hotels (M= 2-88).

In other words, the higher the star rating of a hotel, the lower perceptions of

service quality by guests.

Service providers’ understanding of guests’ expectations and the former’s

perception of their performance
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statistically significant difference between the two categories of guests. Travel 

party size was also found to be significant with guests’ perceptions of service

hotels had higher (3.82) perceptions of service quality than with guests staying 

with a relative smaller number of people (1-5 persons) and those staying with

To evaluate service providers’ perceptions of hotel guests expectations 

of services in the Accra Metropolis, the same seven factors namely, tangibles, 

overall room value, food and beverage services, empathy, reliability, 

responsiveness and availability of recreational facilities used to assess hotel

or with up to five 

persons and those staying with six persons or more. Those staying alone in the

quality to be higher (3.96) than those who had prior experience. There was



items under the seven factors. Table 17 depicts the descriptive presentation of

service providers’ understanding of guests’ expectations.

professional, with another 98.2 per cent agreeing to the statement that a hotel’s

lobby area should be attractive and comfortable. The means of the other

tangible attributes range from 4.89 to 4.77 for expecting a clean hotel

environment and attractive outside appearance. Overall, the majority (96.5 per

cent) of service providers agreed that tangibles dimension influence their
i

understanding of guests’ expectations of service quality with a mean of 4.69.

Furthermore, almost all the respondents (98.6 per cent) agreed (mean=

4.81) that their expectations of service quality in hotels was influenced by their

quest for clean and comfortable guestrooms, clean and hygienic bathrooms and

161

i

I

Evidence from Table 17 indicates that majority of the respondents (98.8 

per cent) were in agreement that a hotel staff should appear neat and

toilets, adequate lighting in the rooms, sufficient fixtures in room, a welcoming 

and easily accessible rooms and availability of complementary items such as 

soaps, clean towels among others in guestrooms (overall room values).

I

guests expectations of service quality were employed to draw a five-point scale 

format questionnaire. Both management staff and frontline employees were 

asked to indicate their level of agreement and disagreement with each of the 58
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service. The data in Table 17 suggest that almost all (99.5 per cent) of the

service providers were in agreement that their expectations were informed by

these attributes.

Empathy means understanding and being sensitive to guests needs in a

hotel. Ninety-eight per cent of hotel service providers regarded empathy as an

influencing factor of guests’ expectations of service quality in Accra with all

169

responsiveness dimension examined hotel staffs willingness to help guests, 

showing sincere interest in guests promptness and always available to provide

(100 per cent) of them agreeing (mean=4.71) that hotel guests should call 

guests by names, having guests interests at heart, understand guests’ special 

needs and friendliness of staff among others. Food and beverage services are 

very crucial to hotel operations. According to Stutts and Wortman (2006), 

hotels provide food and beverage services to guests in fulfilling one of the 

basic needs of human beings (physiological need). The results from Table 17, 

93.7 per cent of the respondents agreed 

an important
once again, depict that as many as

(mean= 4.79) that providing food and beverage services was

factor in their expectations of hotel service quality. The items considered

Front office services are one of the pivotal roles of a hotel in its 

interactions with guests. As many as 98.8 per cent of the service providers also 

indicated (mean=4.81) that front office services including accurate billing 

system, efficient handling of guests complaints, accurate information about 

hotel services efficient check-in and check-out procedures among others 

influenced their expectations of service quality in hotels in Accra. The



important

per cent,

mean=4.83).

such as variety and quality of sports

mean=4.18),

availability and up-to-date and modern safety facilities (99.4 per cent, mean=

4.68), adequate fire safety facilities (99 per cent, mean=4.84) and availability

of an all-year round swimming pool (89 per cent, mean=4.20)

providers’ perception of actual service delivered (internal evaluation gap)

This gap measures service providers’ perception of guests’ expectations

difference between these variables.

170

Table 17 also shows that most (97.5 per cent, mean= 4.55) of the 

service providers were of the opinion that the availability of other facilities

or recreational facilities (84 per cent,

in meeting guests expectations or

Service providers’ perception of guests’ expectations versus service

an efficient business centre (96.9 per cent, mean= 4.58),

and their perception of the hotel’s service delivered. According to Tsang and 

Qu (2000), the measurement of this gap is as important as measuring guest s 

perceptions because service providers perceptions of service quality affect 

service standards and brings to bear as to whether management has confidence 

not. Table 18 presents the results of

per cent, mean= 4.71), 

availability of room service (93.8 per cent, mean= 4.53), prompt food service 

(97.3 per cent, 4.58), high quality and hygienic food (93.8

are good food and drinking facilities (100 per cent with a mean of 

4.68), provision of variety of food and drinks (97.5



Attributes

Tangibles

Clean environment 4.91(1.20) 4.85(1.22) -0.06 2.19*

Outside appearance should be 4.79(1.20) 4.63(1.21) -0.16 4.31*

attractive

Attractive interior decor 4.67(1.22) 4.39(1.22) -0.28 6.75*

Modern looking equipment 4.59(1.23) 4.20(1.20) -0.39 8.40*

Modern and comfortable 4.60(1.21) 4.20(1.30) -0.40 7.38*

furniture

Hotel staff should appear neat 4.92(1.30) 4.57(1.22) -0.35 9.68*

and professional

Attractive and comfortable 4.74(1.31) 4.38(1.33) -0.36 8.12*

lobby area

Adequate parking space 4.54(1.33) 4.12(1.32) -0.42 8.67*

6.70*4.64(1.30) 4.36(1.20) -0.28Visible physical facilities

6.46*-0.344.49(1.21) 4.15(1.32)Materials associated with

service should be appealing

9.57*-0.294.71(1.19) 4.42(1.22)Overall score

Overall room values

11.56*-0.384.95(1.22) 4.57(1.31)Clean and comfortable rooms

9.15*-0.294.94(1.21) 4.65(1.33)Clean and hygienic bathrooms

and toilets

6.17*-0.254.37(1.32)The lighting in the rooms 4.62(1.03)

should be adequate

171

fable 18: Gap Analysis for Service Providers’ Perceptions of Guests’ 
Expectations and their Perceptions of the Service Performance

- ----  Expectation Perception Gap t-value 
(mean) (mean) (per-exp) 



Table 18 (continued)

Efficient fixtures in rooms 4.47(1.08) 4.23(1.30) -0.24 5.36*

4.79(1.28) 4.43(1.20) -0.36 9.79*
Easy accessibility to hotel 4.60(1.22) 4.44(1.20) -0.16 3.16*
Offer complementary services 4.80(1.01) 4.53(1.03) -0.27 6.27*

Efficient business centres 4.57(1.22) 3.83(1.24) -0.74 11.95*

Overall score 4.75(1.33) 4.46(1.24) -0.29 10.69*

Front office services

Convenient and efficient 4.83(1.22) 4.55(1.24) -0.28 8.18*

reservation system

Efficient check in procedure 4.82(1.02) 4.54(1.03) -0.28 7.24*

Efficient check out procedure 4.77(1.04) 4.52(1.03) -0.25 7.76*

Efficient telephone and internet 4.82(1.00) 4.38(1.20) -0.44 9.46*

system

Accurate billing system 4.75(1.05) 4.47(1.24) -0.28 5.47*

5.37*-0.244.63(1.00) 4.39(1.03)Advance and accurate

information about prices

9.44*-0.324.61(1.25)Staff should be friendly 4.93(1.05)

6.07*-0.314.25(1.23)Staff should perform services 4.56(1.25)

right the first time

5.95*-0.334.43(1.23)Staff should be well trained and 4.76(1.22)

knowledgeable

9.49*-0.394.48(1.20)Staff should be skilful and 4.87(1.36)

experience
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Welcoming rooms



Table 18 (continued)

Staff should have good 4.84(1.22) 4.49(1.03) -0.35 8.04*
communication skills

Handle guest complains 4.73(1.24) 4.39(1.24) -0.34 5.89*
efficiently

Accurate information about 4.64(1.36) 4.44(1.20) -0.20 3.92*
hotel services

Overall score 4.77(1.34) 4.49(1.34) -0.28 9.39*
Responsiveness

Show sincere interest in solving 4.76(1.30) 4.46(1.30) -0.30 7.90*
guest problems

Always be willing to help 4.79(1.15) 4.53(1.33) -0.26 7.92*

guests

Never be too busy to respond to 4.64(1.18) 4.31(1.31) -0.33 7.28*

request

Readily available to provide 4.67(1.02) 4.42(1.30) -0.25 6.14*

services

Staff should provide prompt 4.68(1.24) 4.22(1.28) -0.46 10.94*

service without delays

Overall score 4.71(1.23) 4.38(1.09) 10.33*-0.33

Empathy

Staff should be friendly 9.44*4.61(1.02) -0.324.93(1.32)

Staff should be courteous and 6.11*-0.234.61(1.20)4.84(1.09)

respectful
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Table 18 (continued)

g^haviour of staff should instil 4.66(1.14) 4.51(1.30) -0.15 3.57*

Guests feel safe in their 4.62(1.31) 4.63(1.23) 0.01 0.52

transactions

4.35(1.37) 4.04(1.24) -0.31

Convenient operating hours 4.56(1.26) 4.48(1.26) -0.08 1.79

Staff understand guest specific 4.68(1.24) 4.43(1.02) -0.25 6.40*

needs

Staff have time to listen to guest 4.77(1.05) 4.51(1.24) -0.26 6.59*

complains

Give guests special attention 4.72(1.30) 4.52(1.15) -0.20 4.73*

Have their guests best interest at 4.64(1.45) 4.51(1.23) -0.13 3.00*

heart

6.08*-0.244.44(1.26)4.68(1.25)Recognise customers as guest

6.88*-0.204.48(1.30)4.68(1.15)Overall score

Food and beverage services

6.89*-0.284.56(1.30)4.84(1.22)Good eating and drinking

facilities

4.50*-0.194.51(1.22)4.70(1.40)Should provide variety of food

and drinks

3.220.134.65(1.30)4.52(1.45)Offer room services
4.74*-0.254.31(1.44)4.56(1.23)Offer prompt food services
4.10*-0.134.70(1.36)Offer high quality hygienic food 4.83(1.34)
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Table 18 (continued)

4.42(1.30) 4.43(1.15) 0.01 -1.36

drinks

4.45(1.20)Overall score 4.43(1.31) -0.02 20.06*

Availability of other facilities

Variety and quality of 4.18(1.22) 3.46(1.30) -0.72 8.89*

Efficient business centre 4.57(1.30) 3.83(1.20) -0.74 11.95*

Up to date modem safety 4.69(1.35) 4.01(1.30) -0.68 12.15*

facilities

Adequate fire safety facilities 4.85(1.16) 4.53(1.20) -0.32 8.28*

All year round swimming pool 4.18(1.40) 3.47(1.20) -0.71 8.03*

4.49(1.19)Overall score 3.89(1.18) -0.60 11.68*

4.73(1.25) 4.46(1.15) 9.69*-0.27Total gap

(significant) t-test two tailed probability < 0.05; standard deviations are in*

parenthesis; a negative gap indicates that service providers perceived that their

service delivery did not meet their guests’ expectations; a positive gap

indicates that service providers perceived that service delivery exceeded

guests’ expectations. Eta square value of 0.01-small effect; 0.06 moderate

effect and 0.14=large effect (Cohen, 1988).

Source: Fieldwork, 2012
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R^OTable prices of food and



As shown in Table 18, a comparison of the

level of

service delivery, using a paired-sample t-test, indicates

room

0.01) had a positive mean

gap.

This implies that hotel service providers believed they were not doing

well in meeting guests’ expectations. The biggest gaps were “hotels operate

facilities (-0.71, Sig. 0.05); “hotel has up-to date modem safety equipment (-

0.68) and “hotel staff provide prompt service without delays” (-0.46). These

attributes are related to the availability of other facilities provided by hotels.

Service providers need to pay particular attention to these attributes by putting

significant decrease from hotel

square statistic (0.35) indicates a large difference.

shows that
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mean scores between

service providers perceptions of guests’ expectations and the hotels’

service providers knowledge of guests expectations (M-4.73, SD 1.25) to 

their perception of the services they delivered (M=4.46, SD=1.15). The eta

expectations and their perceptions of the actual

service providers perceive the actual service delivered to guests to

service=0.13 and reasonable food and drinks prices^

in effort to improve them. Overall, there was a

a statistically 

significant difference on 54 of the 57 attributes examined. Of all the attributes, 

only three attributes (guests feel safe in the hotel=0.01; hotel offers

efficient business centre” (-0.74, Sig. 0.05); “hotel has all year swimming

pool” (-0.71, Sig. 0.05); “hotel offers a variety and quality recreational

With this, we fail to accept the null hypothesis that states that there is 

no significant difference between service providers understanding of guests 

service they delivered. This



that their

Summary

quality. The chapter further looked at the differences in guests perceptions of

service quality across their background characteristics. How service providers

perceive guests’ expectations of service quality and how service providers also

perceive their performance in meeting guests’ expectations were examined in

the chapter. Finally, the chapter presented the differences between service

providers’ perceptions of guests’ expectations and their perception of the

services delivered.

177

Issues that were discussed in this chapter included guests’ expectations 

and perceptions of service quality in the hotels in Accra together with the gap 

between these expectations and perceptions which measured perceived service

be lower than what they perceive guests to expect which supports Tsang and 

Qu (2000) and contradicts Wei c, al. (1989) and Choy „ a,

that service providers in the hotel industry in China underestimate their hotel’s 

service delivery in relation to what they think guests expect. In other words, 

service providers (management and frontline staff) acknowledge 

service delivery falls short of what their guests expect.



CHAPTER SEVEN

PERCEPTION GAPS IN SERVICE QUALITY IN THE HOTEL

INDUSTRY

Introduction

Managers and employees generally do not like to mention deficiencies in the

quality of their services. In other words, they tend not to degrade the work and

tendency to exaggerate the quality of their services (Baker, Mapes, New &

Szwejczewski, 1997). As a result, the customer’s perceptions of service quality

may be ignored. This chapter discusses the differences (Gaps) in customers,

frontline staff and management’s expectations and perceptions of service

quality. It first analyses the gap between customers’ expectations and service

178

Stakeholders’ perceptions of service quality according to Edvardsson, 

Thomasson and Qvretveit (1994) may differ between employee, manager and 

the customer. The differences in perception may be due to various reasons.

services they have delivered (Grandey, 2000). In contrast, they may have a

providers’ perception or knowledge of these expectations, then emphasise the 

gap between customers’ perceptions of service quality and service providers 

perception of their delivery. The chapter further examines the gap between 

frontline staff and management’s perceptions of customers’ expectations and 

their perceptions of delivery. Finally, perceptions of actual service delivered



chapter’

guest expectations: guests versus managers and

frontline staff

Several studies have proposed that significant variations exist between

scores and standard deviations of the measures between responses for guests’

expectations and service providers’ knowledge of the expectations. To detect

the significant differences, the t-test was computed.

Guests’ expectations and Management expectations (Understanding gap -

Gap 1)

179

the actual expectations of the guests. The

than the guests themselves expect.

It is important for both managers and guests to have a consistent 

expectation and evaluation for a successful transaction to occur. According to 

Luk and Layton (2002), insufficient knowledge of customer expectations 

creates the gap between management’s perceptions of guests’ expectations and 

results of Table 19 show that

Layton, 2002; Tsang & Qu, 2000). Table 19 provides an overview of the mean

hotel guests expectations of service quality and service providers perceptions 

or knowledge of these expectations and this is due to the lack of understanding 

what guests really expect or proper research into guests expectations (Luk &

managers believe guests expect more

between guests, management and frontline staff are also presented in this

perception gaps in
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guests

expect.

0.05 level. The expectation scores as perceived by thesignificant at

managers were higher than tourists' expectations in 55 out of the 57 attributes.

In addition, the overall Gap 1 (Understanding gap) score was 0.38 (Sig. 0.05),

which would indicate that the hotel managers tend to have a reasonably good

understanding of tourists' expectations. However, this finding contrasts with

past studies (Wei et al., 1989; Choy et al., 1986; Tsang & Qu, 2000; Luk &

quality in the hotel industry in Accra.

187

concluded that Gap 1 did not seem

“Responsiveness” obtained the highest gap (0.55) followed by 

“empathy” (0.51) and “food and beverage services” (0.51). “Tangibles” and 

“overall room values” had the lowest gaps of 0.38 each. This means that 

managers perceive guests expectations of service quality to be far above what 

guests expect themselves in the above dimensions. In other words, hotel 

managers place more importance on all the dimensions than their

By using the independent t-test, 55 of the 57 service attributes were

Layton, 2002) which concluded that managers in the hotel industry did not 

have a good understanding of guests’ expectations because of the difference in 

customs and lifestyle. This could be explained by the fact that managers had 

done enough research by analysing the suggestions from guests on how to 

improve service and also by regularly interacting with guests to find out what 

they expect. Generally, from the results of positive Gap 1 scores, it can be 

to be a major problem area of service



(Gap?)

As shown in Table 19, it is evident that frontli:

being skillful and experienced’ (0.73), ‘ efficient telephone and internet

system’ (0.72), ‘ clean environment’ (0.72), ‘attractive outside appearance’

(0.71) and ‘accurate billing system’ (0.70) while the smallest gaps came from

‘easy accessibility to hotel’ (-0.02), ‘staff calling guests by name’ (0.06),

‘adequate parking space’ (0.07) and ‘staff perform services at promised time’

(0.07). Statistically, there was a significant (t= and p-0.05) difference in

Luk and Layton (2002) assertion that

188

terms of tangibles, 

overall room values, front office service and empathy among others. Attributes 

that had the biggest gaps included ‘adequate fire safety facilities’ (0.89), ‘staff 

being friendly’ (0.84), ‘staff having good communication skills’ (0.78), ‘staff

guests’ expectations and frontline staff’s perception of guests’ expectations. 

This, therefore, suggests that the null hypothesis stating that there is no 

and frontline staff s

staff generally had higher expectations than guests’ in

CM,ts expectations and frontline staff perceptions of those expectations

significant difference between guests’ expectations

perception of guests’ expectations is rejected. This means that service delivery 

staff like managers had a reasonably good understanding of guests 

expectations of service quality by their hotels. The findings furthei buttressed

service delivery personnel in Chinese

ne staffs understanding 

of guests’ expectations is relatively higher compared to what guests expect 

from hotels in Accra. This is shown by a positive total gap of 0.53. In addition, 

all the seven factors recorded positive gaps, which show that service delivery



expectations but contradicts

quality (gap 8)

Luk and Layton (2002) posit that

for

Table 19 shows that there

understanding of guests’ expectations by management staff and frontline staff

on less than half (23) of the attributes of service quality. However, 34 of the 57

statistically significant differences in three (tangibles=2.75, Sig. 0.05; front

facilities=2.75, Sig. 0.05) of the 7 dimensions of service quality. Collectively,

staff and frontline staffs

189

hotels had a better understanding of guests’ 

Hebbert’s (1995) claim.

the hypothesis stating that there are no significant differences in management 

staff and frontline staffs understanding of guests’ expectations is rejected, and

measurement of gap 8 helps to 

understand the areas of incongruity, which will provide explanations 

substandard service and insights for modifying service quality and delivery 

strategies that can increase the likelihood of guest satisfaction. Evidence from

the alternative hypothesis that there is statistically significant difference 

staff and frontline staffs

a positive gap

attributes were statistically insignificant. The results show that there are

are statistically significant differences in the

Management and frontline perceptions of guests’ expectations of service

office services=2.99, Sig. 0.05 and availability of other services and

(t—3.35, Sig. 0.05) between management

understanding of guests’ expectations of service quality is maintained.

The overall gap between management 

understanding of guests’ expectations is 0.15 which indicates



This

much better than their

subordinates. The biggest gaps are mostly found in “front office services” and

the “food and beverage services” dimension. These expectation gaps identified

also reaffirms the conceptual framework as a basis for this study

Perception gaps in actual service delivered: Guests versus frontline staff

service

190

collaborates with the findings by Nightingale, 1986; Lewis, 1987; Nel & Pitt, 

1993, Tsang and Qu, 2000 but contradicts Luk and Layton’s (2002). 

Interestingly, these negative gaps were mostly in the “empathy” and “food

“availability of other services and facilities” whilst the smallest gaps were in

and managers

The measurement of the perception gaps between guests, managers and 

frontline staff is pertinent in finding out how service providers think y 

performed in their organizations’ service delivery in meeting 

expectations of service quality in hotel industry. As mentioned in the literature 

review, some studies (Lewis, 1987; Coyle & Dale, 1993) found that managers

expectations of “empathy” and “food services”

services” dimensions. This implies that management understands guests’

meaning that fronthne staff has a better understand^ of jests' expectat™ 

* management staff. Thts couid be elucidated by the fact that, ftontIine 

interact face-to-face with guests as such they are rhe first to hear from the guest 

when the he or she is not pleased with the sendee. However, 20 „f the 
attributes have negative gap scores which point t0 the fact that management 

staff has a better understanding of these attributes than &ontline suff



m Table 20.

Guests’ perceptions and management perceptions of actual service

delivered (Gap 6)

As shown in Table 20, the mean perception scores along each of the 58

service quality attributes were computed for both guests and managers. The

environment” (0.97) and

“adequate parking space” (0.53).

191

“hotel staff appear neatthe smallest gaps were

mean perception score for guests was subtracted from that of managers and it

was revealed that all the perception scores for managers were higher than the

“the

in the hotel industry tended to be very self.assure(i and they

best. Thus, they perceived their service delivery ns being more

Sterners perceived it to be, in most eases. The foilowing sectjon

each of the perception gaps. The differences between the groups are presented

perception scores for guests. Thus, resulting in the positive gaps between 

guests and managers perceptions of service delivered. This indicates that hotel 

managers in Accra perceived their service delivery to be higher than hotel 

guests perceived it to be. The biggest gaps (>0.90) from tangibles were 

outside appearance of the hotel is attractive” (1.08), “the hotel has clean 

“the hotel has attractive interior decor” (0.95) while 

and professional” (0.43) and
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efficient

telephone and internet system” (0.90) while the rest had moderate gaps (0.6-

(1.34), “staff show sincere interest in solving guests problems” (0.93) and staff

provide prompt service without delays” (0.99) had the biggest gaps in the

responsiveness dimension with none of the attributes having small gaps. Under

the empathy dimension, the largest gaps were found in “staff call guests by

199

understand guests specific needs (0.93) while

transactions (0.61) and “staff have guests best interest at heart (0.62) had the 

smallest gaps (<7). “The hotel has good eating and drinking facilities (1.28), 

“high quality and hygienic food” (1.05), room services (0.99) and hotel offers 

while the rest of the

smallest gaps ranging from 0.39 to 0.46.

0.8). Attributes such as

“guests feel safe in their

prompt food service” (0.98) recorded the largest gaps 

attributes recorded moderate gaps. Finally, only the availability of adeq 

fire safety facilities had the biggest gap (0.94) while the rest recorded the

The only attribute in overall room values that recorded the largest gap (>0.90) 

was “the hotel has clean and hygienic bathrooms and toilets” (0.98) and the 

smallest was “clean and comfortable rooms” (0.56).

Front office services had the highest number of attributes with big gaps 

“efficient check-in process” (1.22), “

“staff are always readily available to provide services”

(>0.90). They are cnecK-in process” (1.22), “convenient and efficient

reservation system (1.05), advance and accurate information about prices” 

(1.02), “efficient handling of guests complaints” (1.00), “staff perform services 

at promised time” (0.93), “accurate billing system” (0.92) and “i

their names” (1.87), “staff give guests special attention” (1.13) and staff



service performance is not rejected. This buttresses Tsang and Qu (2000) study

which revealed that hotel managers in China were very self-assured and

overestimate their organisations’ performance in meeting tourists’ expectation

of service quality in the hotel industry.

delivered (Gap 9)

200

rejected and the alternative hypothesis that there is a significant difference 

between guests perception of service delivery and managers perception of

A gap analysis was

Guests’ perceptions and frontline staffs perceptions of actual service

USi"6 al‘ 58 quafity atteibutK a

(p<0.5) difference in the mean scores between

service delivered in the hotel industry in Accra anj i, >y m Accra and what hotel managers 

believed they delivered. Overall, there was a static; n •was a statistically significant difference 

between guests and managers perceptions of actnai service delivered. As a 

result, the null hypothesis which states that there is no significant difference 

between guests and managers perceptions of aotua! service delivered is

tn

performed to compare frontline staff and guests 

perceptions of actual service delivered. Results from Table 20 also revealed 

that all 58 service attributes have significant mean differences between 

frontline staff perceptions and guests’ perceptions, suggesting that 

hypothesis which states that there is no significant difference between guests’ 

perception of service quality and frontline staff perception is rejected. All 

attributes had high perception mean scores (M>4.00) for frontline staff



interesting

frontline staff were higher than that of management staff. This resulted in the

negative gaps with 20 of the 58 had mean scores for managers higher than

frontline staff. Overall, frontline staff perception of actual service performance

gap of -0.32. This finding points to the fact that frontline staff perceive their

above what their managersorganisations’ service performance to be far

perceive it to be.

58 service attributes showedBy using independent t-test, 46 of the

frontline staff perception ofsignificant differences between managers and

performance. This gives the basis to

201

subtracted from that of management staff. A total of 42 service attributes for

was higher (4.36) than managers perception score (4.04), yielding a negative

g„es.S (M<4). This resphed i„ the posWve w because (he 

g0Bts were sooted from rhe mean scorK &r froMijne k 

» note that almost all the gaps (32) had very high gaps (>1,00).

service performance. On the whole, there was

difference between managers and frontline staffs view of their hotels

reject the null hypothesis that there is no 

significant difference between managers and frontline staffs perception 

actual service delivered to guests and hence, the refusal to reject the altema

a statistically significant

Management and frontline perceptions of service performance (Gap 10)

From Table 20 the mean perception scores of both management staff 

and frontline staff perceptions of actual service delivered for each of the 58 

service quality attributes. The mean perception score of frontline staff was



results are shown in Table 21.

The beta values give the direction of the effect of the gaps on perceived

202

Effects of all the other gaps on perceived service quality (Gap 5)

The literature reviewed and the conceptual framework of the study 

established that gap 5 is a function of the other gaps (Gaps 1, 6, 7, 8, 9 and 10). 

So to examine how these gaps affect the perceived service quality (gap 5), a 

standard multiple regression was done with each of the other gaps being 

treated as independent variables and gap 5 as the dependent variable. The

service quality. Thus, from Table 21, the negative beta values (-0.08, -0.26, - 

0.08 and -0.18) suggest that the larger the gap, the greater the effect on 

perceived service quality. On the other hand, the positive beta values (0.315, 

0.139 and 0.216) mean that the effects are minimal. The R2 values also level 

and strengthen the relationship between the dependent variable and the 

independent variables. From Table 21, the R2 values ranging from 0.02 to 0.10 

suggest that there is a very weak relationship between the independent 

variables and the dependent variable (perceived service quality gap).

hypothesis that there is a significant difference between managers and fentliM 
staffs perceptions of service quality. The eta ™

the magnitude of the difference is very smal, (0.03). These Mngs * 

the perception gaps identified in the eonceptuai framework.



value

Guests expectation Perceived service -0.08 0.55

expectation (Gap 1)

Guests’ expectation Perceived serviceModel 2 0.260 0.068 4.061 0.049

Frontline’s quality (Gap 5)vrs.

expectation

and Perceived serviceManagementModel 3 0.315 0.099 6.160 0.016

Frontline’s quality (Gap 5)

expectations

1.108 0.297Guests expectations Perceived service 0.139 0.019Model 4

service quality (Gap 5)and

providers perception

service

delivered

0.5690.3280.0600.076Perceived serviceperceptionModel 5 Guests’

quality (Gap 5)

perception (Gap)

1.770 0.1890.034Perceived serviceperceptionModel 6 Guests’

0.175quality (Gap 5)Frontline’svrs.

perception

203

P- 
value

vrs. Managements’ quality (Gap 5)

(Gap 5) 
si^ In^pe^ D^d^r------—2222
Regression Variables Variable B F'

Models 
Model 1 0.020 .355

vrs. Managements’

of actual



and PerceivedMode' 7 service 0.216 0.047 2.745 0.103
Frontline’s quality (Gap 5)

Perceptions

Source: Fieldwork, 2012

with Luk and Layton (2002) findings that expectation gaps between guests,

service providers and managers influence room service quality but found out

moderately strong.

Summary

between the perceptions of expectations and

and frontline staff and

frontline

204

exception of only gap 6. It can therefore be said that apart from gap 6, all the 

other gaps influence the perceived service quality gap (gap 5). This is in line

Table 21 (continued)

Management

The chapter has focused on the interface between hotel guests, frontline 

service personnel and managers perceptions of expectations and perceptions of 

actual service delivered. It was realized that there were statistical differences 

service delivered between these

that the relationship between the gaps and room service quality were

three groups of people, but the gaps between guests

guests and managers tend to be bigger than the gaps between manag 

service personnel. On the effects of the other gaps on gap 5, it came

The F-values and P-values indicate that the effects of the other gaps on 

perceived service quality gap are all statistically not significant with the



205

that all the gaps with the exception of gap 7 (gap between managers and 

tline staff perception of guests’ expectation) directly affect the perceived 

service quality.



CHAPTER EIGHT

Introduction

Raspor, 2010; Shahin & Dabestani, 2010; Lau, Akbar & Yong, 2005; Nadiri &

Hussain, 2005; Mei, Dean & White, 1999; Parasuraman, Zeithaml & Berry,

1988). Therefore, to ensure a better assessment of service quality in hotels,

there is the need for service providers to understand the dimensions guests use

to measure service quality. Not much has been done to determine other factors

beside the five dimensions of service quality (tangibles, reliability,

responsiveness, assurance and empathy) identified by Parasuraman, et al.

level of

hotel industry in Accra.

206

dimensions of service quality in the hotel industry 

in ACCRA

Service quality plays a critical role in

(1988) that influence hotel guests’ expectations of service quality in Ghana, 

specifically, Accra. This chapter examines the underlying dimensions of 

service quality and the relative influence of these dimensions on the overall 

service quality from both guests and service providers. The chapte 

further discusses the dynamics of these dimensions among stakeholde s

adding value to the overall 

service experience, and evidence suggests that service quality depends on a 

number of factors and also varies from industry to industry (Markovic &



consumption of

service quality. Evidence suggests that service quality depends on a number of

factors and also varies from study areas.

To further understand the underlying structure of the dimensions that

207

service quality, there is the need to understand the factors used to measure

■rs’ satisfaction and it

Dimensions of Service Quality

Service quality is a vital determinant of custome: 

directly affects an organisation’s success, especially, in a service industry like 

hotels. Since customers participate in the delivery and

services, they interact closely with various aspects of the hotel. This 

knowledge gives them the opportunity to assess critically the services provided 

in these organisations (Kandampully & Suhartanto, 2000). Customers assess 

service quality by comparing the services they receive with their desired 

service. Hence, service quality plays a critical role in adding value to the 

overall service experience (Lau et al., 2005). To ensure a better assessment of

account for service quality in Accra after assessing the general responses of the 

various explanatory dimensions and their influence on service quality in 

Chapter Six, factor analysis was used to derive the dimensions that influenced 

service quality in hotels in Accra. According to Pallant (2005), factor analysis 

is a ‘data reduction’ technique that takes a bulky set of data and looks for a 

way to reduce it or summarize, using a smaller set of factors or components. 

This was to enable identification of how the specific factors put tog 

interact to influence overall service quality. Fifty-eight (58) items on 

customer expectations that influence overall service quality were subjected to



not

7590.47 for guests and 17542.5

for service providers. These were found to be significant at p-values of 0.000

for guests and 0.001 for service providers. All these were less than the

recommended value 0.05, thus supporting the factorability of the correlation

matrices.

More importantly, the Cronbach’s alpha was employed to test the

reliability of the scale used and the degree to which the variables under a major

order to determine the degree to which all items under the construct effectively

measure it, the Cronbach’ alpha coefficient should be

PCA, employing the varimax rotation

208

construct contributed in explaining a factor. Pallant (2005) recommends that in

more than 0.7. Therefore

with components represented by a

Principal Component Analysis (PCA). An inspection of the correlation matrix 

for both guests and service providers’ expectations of service quality revealed 

the presence of many coefficients of 0.3 and above, indicating that the data do 

violate the correlation strength assumption. The Kaiser-Meyer-Oklin 

measure of sampling adequacy value for guests

alpha values from 0.7 to 1 could be said to be highly reliable.

After the factors were subjected to a ‘rotation’ in order to be presented 

number of strongly loaded variables, the 

led to the reduction of the 58 variables 

loaded to four main underlying constructs or dimensions made up of 3 

variables or service attributes that explained guests and service p

was 0.941 and 0.841 for 

service providers. These values exceeded the recommended value of 0.6 and 

the results of Barlett’s Test of Sphericity were
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variance of guests’

perception of service quality.

Factor 1: Tangibles

Factor 1 labelled as tangibles, has the highest number (12) of items

combination of attributes from both tangibles and overall room value factors

(17 items). The factor accounts for a greater percentage (26.47 which is 45.65

212

per cent) of the total variance. Clean and hygienic hotel bathrooms and toilets; 

attractive and comfortable lobby area; clean and comfortable guestrooms had 

this factor while attractive

which measure the physical aspects of hotel service. This factor has a

al,. (2005) and Shanin

fact that hotel products are intangible and as

the service they can see to assess the hotels service quality

the highest loadings (0.965; 0.876; 0.834) on

outside appearance (0.753) and visually appealing service materials (0.757) 

had the lowest loadings. This finding is consistent with the findings of Lau et 

and Dabestani (2010). This could be explained by the 

such guests use those aspects of

piniensions of sei-vice quality in hotels in Accra from guests’ perspective

Results of the factor ana.ysis as presented in

factors (made up of 32 service attributes)
Ability and availability of other services and faculties influence guests’ 

assessment of service quality in hotels in Accra. The f„ra (4) unC0TOlated 

factors together explained 84.3 per cent of the total



relating to employees behaviour and appearance were found as the number one

factor of the three dimensions of service quality. It further confirms Akbaba

(2006) findings in Turkish hotels.

from the ‘reliability’ factor.

213

and Raspor (2010) discovered in the Croatian hotel industry where issues

Factor 2 ~ empa.hy debvering the

performing the service right at the fet ttae („

experienced staff (0.786) had the highest ioadings whiie empathy items iihe

poiiteness and friendiiness (0.758) .nd willingness

lower loadings. This factor explains 20.025 which is 24 soscn is 34.525 per cent of the

total variance as shown in Table 22 The find;™ • ■ •,■ the finding is similar t0 what Markovic

Factor 3: Reliability

The third factor, reliability looked at efficient check-in and check-out 

services (0.784 and 0.783 respectively), efficient business centre (0.785), 

variety and quality of sports/recreational facilities (0.788) and accurate billing 

system with the lowest loading (0.687). Reliability factor accounted for 6.690, 

which is 11.534 per cent of the total variance. This supports the assertion made 

by Juwaheer (2004) that the overall level of service quality is primarily derived

factor 2: Empathy



Dimensions of service quality in hotels: perspectives from service

providers’ expectations.

214

with their loadings, eigenvalues, percentage 

Cronbach’s alpha are presented in Table 23.

contributed differently to the explanation

providers understanding of guests’ expectations of service quality. The facto 

of variance explained and

collectively accounted for 44.81 (87.28 per cent) of the total variance

explained. Conceivably, 12.72 per cent of other factors explained service

However, the four major underlying dimensions

of the total variance of service

providers

The factor analysis resulted in four (4) factor-solutions which

factor 4: Food and beverage services

The last factor (Factor 4) relates to food and beverage issues. This 

factor explained 1.501 of the variance, representing 2.588 per ofthe total 

varia„ce. It included issues such as reasonable food and beverage prices 

(0.792), high quality and hygienic food (0 719) and pv aim oner of room service 

(0.645). This finding gives credence to luwaheer and Ross (2003) in Mauritius, 

Ramanathan and Ramanathan (2010) in the UK and Mohsin and Lockyer 

(2010) in India, all of whom found that hotel guests use food and beverages 

services to measure service quality.
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tolerance

value of less than 0.10 or a VIF value of greater than 10 indicates significant

multi-collineanity problem (Hair et al., 1998). Since all VIF values were less

than 10 and tolerance values were greater than 0.10, there was no evidence of

multi-collineanity.

Predictors of guests overall service quality

was the most

p 0.000) and availability of other services
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From Table 24, the four factors explained approximately 89 percent of 

the variance in guests overall service quality. “Tangibles” 

important factor (Beta= 0.349) in predicting guests overall service quality in 

hotels. Three of the factors made statistically significant contribution to overall 

service quality that means that the three factors were best predictors of overall 

service quality from guests’ perspective. These 

p=0.000), reliability (t=5.599; 

(t=4.328; p=0.000)

significant.

examined to test the multi-collineanity in the model. Generally, a

are tangibles (t=5.444;

quality factors from these two groups

the dependent variable in the analysis. Results in

Predictors of overall service quality

Regression analysis was used to investigate the relative importance of 

the four service quality factors extracted with factor analysis from both guests 

and service providers in predicting overall service quality. The four service 

were used as independent variables and

overall service quality as

Tables 24 and 25 indicate that the regression model was statistically

Variance Inflation Factor (VIF) and tolerance values were



VIF UpperTolerancet-BetaPredictor

valueVariable
4.784 -0.2320.250.000* “0.0355.4440.349Tangibles

Empathy &
2.303 0.2410.41 0.5160.0622.5470.134competence
3.262 0.0300.310.000* 0.2385.5990.312Reliability

Availability of
1.356 0.0000.880.000* 0.2284.3280.158other services

Overall service

40.784 Lower0.250.008 Upper-2.675-.0133quality

Source: Fieldwork, 2012

Predictors of service providers’ overall understanding of guests

expectations of service quality

From the Table 25, front office services made the largest statistical

service quality. Meaning, these three factors

overall service quality from service providers

perspective
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1

responsiveness. The four factors together explained 67 per cent of variance in

p-value

overall service quality. Front office services (t=9.806, p=0.000), tangibles 

(t=9.213; p=0.000) and responsiveness (t=8.581, p=0.000) statistically made a 

significant contribution to overall

Table 24: Predictors of guest overall service q ty

Lower

are best predictors of

contribution to service quality (beta— 0.387), followed by tangibles and

*p<0.001; R2= 0.893; Adjusted R2= 0.863; F-value= 2140.064



VIFTolerancet-value
Predictor Variable

0.980.000*
■o.o:Tangibles

0.980.000* 0.2418.5810.346 0.5]
0.99 1.0140.000* 0.0309.8060.387 0.2;
0.88 4.3560.083 0.0001.7380.063 0.22Overall room values

0.000 Lower-0.415 %

0.665; F-value= 127.238

Most studies suggest

Siguaw, 2004). According to Renganathan (2011), demographic variables like

significant predictors of the hotel

guests perceptions and expectations for the SERVQUAL dimensions tangibles,

reliability, responsiveness, assurance and empathy. Table 26 depicts the results

of the differences in the dimensions of expectations across socio-demographic

and travel characteristics of guests while Table 27 presents those of service

providers.

222

Responsiveness

Front office efficiency

importance of demographic factors

and the dimensions of service quality (Shergill & Sun, 2004; Skogland &

Dimensional dynamics among stakeholders’ perceptions of service quality 

that hotel managers should not overlook the

*p<0.001;R:

Source: Fieldwork, 2012

on customer perceptions of service quality

age, sex, income, highest qualification are

Overall service quality

0.671; Adjusted R'

Table 25: Predictors of Service Providers’ Overall Service Qualify 

p-valueBeta

0362 93B

Upper

1.012
Un

-0.232

1.018



Tangibles

4.42 4.154.404.2258
4.93* 4.81*4.85*4.87*10231-50 3.15* 3.20*3.25*3.30*1250+ F= 14.98, F10.48,F12.52,F

P = 0.001P = 0.0010.001P

Sex
4.57 4.384.594.55108Male
4.80 4.584.644.7264Female

t= 1.75,t = 0.28, tt=1.13,
P = 0.083P = 0.779P = 0.261

4.57 4.434.574.51123

4.54 4.464.534.5323
4.80*4.80*4.88*4.8817Civil servants
2.00*2.50*2.40*3.009Students

F = 6.90,F = 5.33,7.07,FF = 2.34,
P = 0.001P = 0.0020.001P = 0.079 P

4.80*3 4.78 4.91* 4.75
4.67Christian 133 4.78 4.80 4.78
4.50Hindu 8 4.95* 4.60 4.88*

Muslim 28 3.89* 3.94* 4.06*

F 5.46, F = 4.55,

P 0.002 P = 0.005
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Religion

Buddhist

Socio
demographics

Age (years)

30 and below

Empathy & 
Competence

F = 58,

P = 0.001

Reliability 
&

Accuracy

1.16,

P = 0.247

11.65,

P = 0.001

Food and
Beverage 
Services

Occupation

Professionals &
Business
Executives
Artisans

Table 26: Dynamics of service quality dimensions across guests’ 

bac

3.78*

F = 5.19,

p = 0.002

kground characteristics
N Tangibles



Table 26 (continued)

Marital status
4.55 4.274.554.5398Not married
4.80 4.704.684.7374Married

1.91,tt = 0.88,t= 1.38,
0.059PP = 0.379P = 0.168

eta2=0.043

4.62 4.384.474.5022
4.64 4.494.664.66100Tertiary

t = 0.11,t = 0.86,t = 0.77,
P = 0.908P = 0.389P = 0.444

Continent of

origin
4.38 4.254.264.2536Europe
4.43 4.294.414.3839North

America
4.69 4.384.2316 4.43Asia

4.52 4.50 4.30Africa 70 4.51

South 4.89 4.92 4.96 4.605

America

F = 0.57, F = 0.59, F F = 0.09,0.43,

P = 0.683 P = 0.670 P = 0.784 P = 0.984

Travel Characteristics
Travel party

154 4.41 4.43 4.344.46
18 3.61 3.66 3.163.50

t= 1.69, t= 1.58, t = 2.73,t = 2.07,
P = 0.106 P = 0.127 P = .O12*P=0.050*

eta2=0.04eta2=0.025
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Level of education

Secondary

1-5 persons

6 persons and 

above

t = 2.79,

P =0.006*

t = 0.45,

P = 0.652
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Table 26 (continued)

2.51* 2.37*2.47*2.45*67
4.97* 4.83*4.90*4.93*561-2 weeks
4.74 4.394.834.69302-3 weeks
4.85 4.714.574.8519> 3 weeks

F = 3.58,F = 2.61,3.56,F
P = 0.016P = 0.0550.016P

4.76 4.584.714.7193
4.83 4.834.634.7215VFR
4.60 4.464.624.6452Vacation
4.66 4.104.664.4012Other

F = 0.48,F = 0.10,F = 0.46,
P = 0.698P = 0.958P = 0.714

Repeat stay
4.77 4.564.754.6979Yes

4.364.554.464.5493No
t = 1.52, t= 1.50,t = 1.83,1.01,t

P = 0.252P = 0.132P = 0.0690.315P

4.474.62 4.64 4.68143

29 4.504.63 4.64 4.66
experience

t = 0.12,t = 0.42, t = 0.01, t = 0.06,
P = 0.967 P = 0.907P = 0.992
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Length of stay

< 1 week

Travel exposure

Travel

experience

No travel

F = 1.37,

P = 0.254

Purpose of visit

Business

F = 2.86,

P = 0.039
I

i

Scale: 1-2.49 =
5.0 = High Expectations. *significant at 0.05; Eta square value of 0.01=small 
effect; 0.06=moderate effect and 0.14=large effect (Cohen, 1988).

Source: Fieldwork, 2012

P = 0.952

Low Expectations, 2.50-3.49 = Moderate Expectations, 3.50 -



characteristics of guests

of service quality. Tangibles (F= 12.52; p= 0.001); Empathy (F= 10.48;

11.65; p=0.001). The post-hoc comparison using Fisher’s LSD test indicates

that guests between the ages of 31-50 had higher expectations than those below

30 years and above 50 years in all the dimensions.

Dimensions of Service Quality by Gender

were no statistically significant
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p=0.001); Reliability (F= 14.98; p=0.001) and Food and beverage services (F=

A one-way between group

the variations of guests’ expectations for theexplore the impact of age on

various dimensions of service quality. Respondents were divided into three 

groups according to their age (Group 1: 30 years and below; Group 2: 31 .59 

years; and Group 3: above 50 years). Results from Table 26 indicate that there 

were statistical differences at p > 0.5 in all four factors of guest’s expectations

Dynamics of service quality dimensions across guests’ backgroon(l

Dimensions of Service Quality by Age

analysis of variance was conducted to

An independent- samples t-test was conducted to compare the 

dimensions of guests’ expectation of service quality for both males and 

females. From the results in Table 26, there 

differences between the male and female respondents’ perception of guests’ 

expectations regarding the four main factors of service quality. That is,



conducted to examine

reliability (F= 5.33; p=0.002); food and beverage services (F= 6.90; p=0.001).

However, there was no statistically significant difference in tangibles (F=2.34;

p=0.079) as a factor of guests’ expectations of service quality among the

occupation groupings. Students had the least expectation across all the

dimensions and professionals and business executives the highest in all the

four dimensions. Surprisingly, there was a significant difference between the

two on the tangible dimension.

among the four religious groupings (Buddhists,

227

from Table 26 shows that there were

the expectations of service quality among professionals and business 

executives, artisans, civil servants and students. Empathy (F= 7.07; p=0.001)-

Dimensions of Service Quality by Religion

From the

Dimensions of Servin Qoollly by OecupoKon

one-way analysis of variance was oonuuowo ro exannne the

• c nf Quests’ expectations of service quality differences in rhe dimensrons of guests P V

, Prtiqans civil servants and students. Evidence between businessmen/women, artisans,

no statistical differences at a p > 0.5 in

one-way analysis of variance conducted on religion and 

guests’ expectation of service quality, the results from Table 26 show that there 

were statistically significant differences in the expectations for the four main 

factors of service quality

0.28; p=0.779); Reliability 

= 1.16; p=0.247).

Tangibles (t= 1.13; p= 0.261); Empathy (t- 

1.75; p=0.085); Food and Beverage Services (t:



p=0.389), and Factor III (t- 1.91, p-0.059).

Dimensions of Service Quality by Level of Education

Respondents did not show any statistical significant differences in their

expectation of quality service in terms of their level of education, in all four
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main factors of guest’s expectation of service quality at p > 0.5 Factor I (t= 

0.77, p=0.444), Factor II (t=0.86, p=0.389); Factor III (t= 0.11, p=0.908); 

Factor IV (t= 0.45, p=0.652). In all, guests with tertiary education had higher 

expectation than their counterparts with secondary education.

Dimensions of Service Quality by Marital Status

Marital status was found to be significant in food and beverage 

dimension. In other words, married and unmarried respondents had different 

expectations in only food and beverage (t= 2.79, p= 0.006). Nonetheless, there 

was no statistically significant difference in the expectation of married and 

unmarried respondents with Factor I (t=1.38, p—0.168), Factor II (t= 0.88,

d Muslims). Factor I (F- 58; p- 0.001); Factor ft 

0.005); Factor IV (F= 5.19; p=O o 

all the dimensions. Hindus had

Christians, Hindu am

5.46; p=0.002); Factor III (F= 4.55; p

Muslims had the least expectations across all tne ann.™,. ftad 

highest expectation in tangibles while Buddhists had higher expectations tha, 

Christians in empathy, and food and beverage dimensions



were no

Dimensions of Service Quality by Travel Party

Respondents who travelled with 1-5 persons and those with 6 persons

and above showed statistically significant differences in their views on
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empathy and food and beverage. (Empathy is t= 2.07, p=0.050; food and 

beverage is t= 2.73, p= 0.012). On the other hand, there were no statistically 

significant differences in the views on factors I and IL Factor I (t=l .69, p= 

0.106), Factor II (t=1.58, p=0.127). Generally, guests staying for 1-2 weeks 

had higher expectations than those staying for less than one week.

Dim^ofsenlce^^^n‘ofOrigin

A one-way between group ** °f *»

of guest’s expectations of service quality by tht 
explore the variations of guest

■ ■ „f the respondents. Respondents were dwtded into fl,e 
continent of origin of the respo

to their continent of origin (Group 11 Europe; Group 2; Nonh 
groups according to then com

„ Asia Group 4; Africa; and Group 5: South America). The,. America; Group 3. Asia, uroup
or n > 0 5 in all four factors of guest’s statistical differences at p > 0.0

rtv Factor I (F= 0.57; p= 0.683); Factor II (f= expectations of service quality. Factor Iff P

 . nT ,F= 0 43- p=0.784); Factor IV (F= 0.09; p=0.984). 0.59; p=0.670); Factor III (F 0.4J, p v

Generally, guests originating from South America had higher expectations 

the rest while those from Europe had the least expectations in three dimensions 

(tangibles, reliability and food and beverage services). Guests with the lew 

expectation for empathy were from Asia.



From the
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. ^er«cee’“‘it‘ybyLe"g"“’fSlay
D,me"S'°"S , f the one.„y analyses of variance conduce to

result oi uic
r quest’s expectations of service quality by 

inrp the variations of g
“P f , , there were four groups in relation to their length<)t
respondents’ length of stay,

, , ss than 1 «eekistay (Group 1: less than
than 3 weeks). Table 26 shows that there were statrStiCal 

of the dimensions (Tangibles is F= 3.56 and p= 

F= 3 58 and p=0.016; Food and beverage is F= 2.86 and 

of service quality with the exception of

Group 4: more 

differences at p > 0.5 in three 

0.016; Reliability is 

p=0.039) of guest’s expectations 

Empathy (F= 2.6 land p=0.055).

Dimensions of Service Quality by Purpose of Visit

From the result of the one-way analyses of variance in Table 26 

conducted to explore the variations of guest’s expectations of service quality 

by respondents’ purpose of visit. There were four groups in relation to 

respondents’ purpose of visit (Group 1: travel for business; Group 2: travel to 

visit family and friends; Group 3: travel for vacation and Group 4: travel for 

other purposes). There were no statistical differences at p > 0.5 in all factors of 

guest’s expectations of service quality. Factor I (F= 0.46; p= 0.714); Factor II 

(F= 0.10; p=0.958); Factor III (F= 0.48; p=0.698); Factor IV (F= 1.3?» 

p-0.254). Surprisingly, guests visiting friends and relatives had higher 

expectations in three of the dimensions (reliability, food and beverage as well 

as tangibles) than those on business and vacation purposes.



Factor IV (t=0.12, p=0.907).

Variations in dimensions of service quality among service providers

The main dimensions of service quality from service providers

used (1-1.49

strongly agree).
disagree, 2.50-3.49

Table 27 presents the results.
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perspectives include tangibles, responsiveness, front office efficiency and 

overall room values. To give a better interpretation of the results, the following 

strongly disagreed, 1.50-2.49 =

agree, 4.50-5.0

five-point Likert scale was

neutral, 3.50-4.49

6 repeat Vlsit and those who do not want 

atistically significant differences in their views 

a"the ““ * ~ns to se„ice qnality. Fact0I, 
(t= 1.01, p=0.315); Factor II (t= 1 83 D= n n,Q r

’ P °-069' Factor III (t=1.52, p= 0.132); 
Factor IV (t=1.50, p=0.252). However • • ■

’ guests Siting the hotel for the first 
time tad higher expectations of service qnality than those „„ repeat visit.

Dimensions of Service Quality by Travel Exposure

Respondents who have travel exposure and those who do not have any 

travel exposure had no statistically significant differences in their views 

concerning factors regarding guests’ expectations to service quality. Factor I 

(t= 0.42, p=0.967); Factor II (t= 0.01, p= 0.992. Factor III (t=0.06, p= 0.952);

Dimensions of Sei vice Quality by Repeat Stay 

Respondents who wish to h;

to have repeat visit have



service quality among service

N Factor I Factor II Factor III Factor IV

145 2.72 2.21 2.01 2.76Female 167 2.76 2.99 3.00 2.75

eta2 =0.004 eta2 =0.014

107 2.61 2.97* 2.99 2.85*
31-50 31 2.68 2.81 2.95 2.23

162 2.7851+ 2.12* 2.89 2.21*
F= 1.98. F=4.14,
P = 0.160 P 0.043

296 2.24 2.98 2.97 2.10
36 3.00Islam 3.00 3.00 3.00

t= 1.01,t= 0.29, t= 0.32,332 t= 1.22,
P = 0.019*P = 0.523P = 0.553P

0.003*

0.004

Marital status
2.732.222.97128 2.71Married
2.763.002.09Not married

t = 0.40,t = 2.87,t = 1.65,332
P = 0.3910.000*P0.001*0.120P

eta2=0.002
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Sex
Male

Socio
demographic

Religion

Christianity

Age
Below 31

t= 7.12,

P = 0.185
t=2.13,
P = 0.000*

F= 1.66,
P = 0.198

F=5.12,

P = 0.024

194 2.75
t = 0.63,

P 
eta2=0.008

t= 0.08,
P = 0.888

eta2

t=1.20,

P = 0.016*

Table 27: Variations in dimensions of 
providers



Table 27 (Continued)

108 2.65 2.27 3.00 2.81Tertiary 224 1.97 2.99 2.35 2.31
t=

t=
1.61, = 1.11,

P = 0.017 0.013 P = 0.015
0.016 eta2=0.004 eta2=0.005 eta2=0.003

eta2=0.008
Nationality

307Ghanaian 2.73 2.98 2.91 2.75
Non-Ghanaian 8 3.65 3.12 3.10 3.01

t= 2.19, t= 1.16,
P = 0.059 P = 0.245

eta2=0.192

Monthly income

2.193.012.88 2.9744
2.762.952.73 3.10183200-500
2.603.112.50 3.0030501-700
2.902.872.60 3.1410701-900
2.853.2127Above 900
F= 0.882,F=0.861,

0.475PP= 0.488P

Department 2.693.24*
158Front office 2.843.20

68Food &

Beverage

233

Educational

level
Secondary

2.73 2.99
2.75 3.22

(GHC)

Below 200

t= 1.23, 
P

2.88 2.96

F=3.11, F=1.76, 
0.16 P = 0.138

t= 1.20, 
P=

t= 8.63, t=0.33,

P = 0.001* P = 0.740



Table 27 (Continued)

52 2.69 2.95 2.05* 2.75

4
3.24 3.21

29
3.02 2.791-5 156
3.06 2.696-10 66
2.86 2.74

11-15 19 3.21 2.89
16-20 9 3.17 2.77
21 and above 24 2.89 3.22 2.96

Less than 1 45 2.05* 2.97 2.77
1-5 183 2.14 2.98 2.99 2.71
6-10 34 2.70 2.96 2.05* 2.67

3.00 3.06 3.0011-15 3.23*10
3.21 2.713.0016-20 3.187

2.953.123.002.3721 and above 24

Positional

Tenure
2.893.242.942.58Less than 1 19
2.722.962.982.772481-5
2.803.333.232.66156-10

234

Organisational

Tenure

Industry Tenure

Less than I

Accounts &

Administration

Security

F= 6.24,
P = 0.001

F=3.33,
P= 0.006

F= 0.316,
P = 0.903

F= 1.04,
P = 0.393

F= 6.22,

P = 0.001*

F=3.34, 
P

3.21*

3-14 3.19 
F=0.438, 

P

2-72 2.96

2.77 3.22

2.82 2.98

2.63 2.88
3.00* 3.31

2.37*

F=3.54, 
0.006 P = 222

F=l.ll,
P = 0.358

F= 1.98, 
0.726 P = 0.H6

F= 1.09,

P = 0.353

F=3.68,
P = 0.321



fable 27 (Continued)

' 21 and above 8 2.63
2.87

135 2.73 2.97 2.18 2.67197 2.71 3.12 3.19 2.81

eta2 =0.014

Yes 199 2.11 2.72 2.95 2.72
98No 2.83 2.78 3.12 2.78

75 2.59* 2.99 2.92 2.72

2.98 2.99 2.8087 2.772 star
2.673.122.992.84763 star
2.913.413.172.86664 star
2.673.113.044.52*285 star

P

Source: Fieldwork, 2012
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Formal education 

in hospitality & 

tourism

Hotel category

1 star

t= 2.24,

P = 0.026*

t= 0.87,
P = 0.384

Current position

Management

Frontline staff

t= 0.13,
P= 0.894

3.26

F= 0.28,

P = 0.843

F= 1.10,

P= 0.367

t= 1.56,

P = 0.12

t= 2.03,

P=0.043*
t= 0.87,

P = 0.384

F= 1.96,
P = 0.099

t= 1.76,
P = 0.080

F= 1.38,
P = 0.242

F=3.28,
0.012

3.11

F== 0.83,

P = 0.477

t= 1.87,

P = 0.62

F= 0.64,

P = 0.589

Scale: 1-2.49 = Low Expectations, 2.50-3.49
5.0 = High Expectations. *significant at 0.05
Eta square value of 0.01=small effect; 0.06=moderate effect and 0.14 large 

effect (Cohen, 1988).

F= 0.221,
P = 0.926

Moderate Expectations, 3.50 -



compare the service

service
with respect to

responsiveness (p=0.016, t
2.21) and females and

counterparts were indifferent. Similarly, overall room values (p=0.019, t=l.01)

presents significant difference between the two religious affiliations while

significant difference in responsiveness and front office

efficiency.

(p=0.000, t=2.87)
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was a statistically significantFurthermore, Table 27 shows that there 

difference in responsiveness (p—0.001, t=1.65) and front office efficiency 

as dimensions of service providers’ service quality 

married (M=2.97) and unmarried (M=2.09). The eta 

of the difference between married

However, there were 

quality expectation

1’20) among males (M:

^2.99], likewise front office efficiency (p=0.00, t=2.13). The eta square 

(and 0.014) shows that the size of the effect was small.

With respect to religion, the results revealed that there was a significant 

difference between Christians (M= 2.24) and Moslems (M=3.00) in service 

quality expectations in terms of tangibles (p=0.003, t=1.22). While the 

Christians agreed that tangibles influenced quality service expectation, their

there was no

expectation between

square (0.008) is indicative that the size

Jimpnsion is moderate. More so, on service employees and the responsiveness dimension

An independent-samples t-test 

iuality expectations of service
was carried out to 

quamy vi service providers’

tangibles (p=0.185, 1=7.12) and overall 

were no significant differences in service 

and female service providers

scores for gender. With regard to 

room values (p=0.888, t=0.08), there 

quality expectations between male 

as shown in Table 27.

significant differences in the



factors

(front office
P=0.013,t=1.23,efficiency;

overall room

statistically significant

+51) at £><0.05. A post-hoc comparison showed significant differences in the

mean scores between respondents who are over 50 years and those less than 31

years for both responsiveness and overall room values.

nor disagree), F-ratio at /?<0.05 level.
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Variations in the expectations of service quality among service 

providers in terms of monthly income levels showed no statistical significant 

Across all the various factors,

views on the dimensions were

providers level of education, the 

significant difference
results showed 

across all the 

eta=0.008); (responsiveness;

differences across service providers of age 30 years and above, (31-50) and 

>51 with regards to tangibles (p=0.160, F=1.98) and front office efficiency 

(p=0.198, F—1.66) at p<0.05. This suggests that across the age groupings, 

not different. On the contrary, responsiveness 

(p=0.024, F=5.12) and overall room values (p=0.043, f=4.14) present 

significant differences among the age groupings (30 years and below; 31-50;

Also, with service providers’
b and vanations across factors, the

ANOVA findings revealed that there were no

difference among the various income groupings.

they were all indifferent as shown with the mean values at (3— neither agree

statistically

P=0.016, t=1.61, 

eta=0.004),

and

that there was a 

(tangibles;
P=0-017,t=1.20, 

eta=0.005) .
p=0.015.t=l.ll, eta=0.003). The effect si„ """

across all the dimensions were 
minimal to moderate.



providers
office efficiency

influenced

categories, however, there were significant statistical variations in the various

year categories in terms of tangibles (p=0.006, F=3.34). Those who had

worked for 21 years and above disagreed that tangibles influenced their

the rest of the factorsdifferences across

indicated on Table 27.
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results did not show any 

significant disparities with regard to the factors, particularly responsiveness, 

front office efficiency and overall room values across the various year

employees who work in 

isagreed that front office efficiency 

their understanding of guests’ expectations of service quality.

Likewise, the number of years

perceptions.

Lastly, among the hotel categories, there were significant differences at 

level j9<0.05 in tangibles (p=0.012, F=3.28) as a determinant to expectations of 

service quality among service providers. Post-hoc comparison with the LSD 

between service providers from 5-star 

significant

««Pt for from 
Cp=0.001,F-<5.22). Post-hoc test revealed that those 

accounts and administration di- - -

a service provider has worked in the 

hotel industry were divided into various categories (less than 1; 1-5; 6-10,11- 

15- 16-20 and 21 and above). The ANOVA

expectation

test indicated that the difference was

hotels. There were however no

with respect to hotel rating as

To sum up, there were no significant difference 

department5 regarding the various factors 

of service

among the various

causing variations in service quality

hotels and those from 1-star



quality, there were still differences in the

apparent congruence between service providers and guests.

Summary
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The chapter examined the dimensions of service quality from both

In all, four (4) main

assessing service quality in the hotel 

industry in Accra, Ghana. On the relative importance of these dimensions in 

predicting overall service

the positions they are

dimensions. These raise concerns for satisfying guests because there is no

dimensions are used by stakeholders in

no disparities 

n to tangibles (p=, t=0.13), 

mean value of 2.73 whilst that of 

responsiveness (p= 

mean readings of 2.97 

p>0.05 as shown on Table 27. Drawing from 

irrespective of their

hotel guests and service providers’ point of view.

underlying factor-solutions accounted differently for both guests and sei vice 

providers’ service quality in hotels in Accra. Tangibles, empathy and staff 

competence, reliability, and food and beverage services were found to be the 

dimensions or factors guests use to measure service quality. On the other hand,

More to that, variation offtctors 
current! S'"'" PrOV'<iers “ '™s of

lymaMi"gS^tha. there were 

between management and frontline staff. In reI f 

those in management positions presented a 

frontline staff recorded M= 2.71- 

and frontline staff having
t=l .87) had management 

and 3.12 respectively at 

the above, suffice it to say that 

current positions, they conceded that they were undecided 

about the various factors influencing expectations of service quality.

From the above discourse, it can be concluded that different sets of



room values. Three factorsresp'

responsiveness and overall room values)
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were found to predict

/fQnoiblos, empamy ana reiiamnty) came out as the best predictors of overall 

ervice quality from guests’ perspective while a different set of three factors

(tairgi^i65’

service providers perceptions of guests expectations.

. oroviders’ assessment of service quality is influenced by tangibles, sei^ice p

nsiveness, front office services and overall

empathy and reliability) came out



CHAPTER NINE

Introduction

(Ekinci, Prokopaki & Cobanoglu, 2003; Akbaba, 2006). The key to sustainable

competitive advantage lies in delivering high quality service that results in

satisfied customers (Shemwell, Yavas & Bilgin, 1998; Chang & Yeh, 2002).

The hotel sector is a synthetic service industry because severe competition

. To achieve this, managers must

way that meets or exceeds expectations.
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Swan, 1996;

Shahin, 2006). Service quality has received much attention over the years

results in little variation of facilities. Service quality has been identified as one

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

service performance prior to the service encounter and their perceptions of the 

service received (Gronroos, 1984; Asubonteng, McCleary &

of the main drivers of successful business operations. Hoteliers must find ways 

to make their products and services stand out among their competitors (Oh & 

Parks 1997; Hung, Huang & Chen, 2003)

, and then deliver their services in aunderstand their customers expectatioi

Service quality is the difference between customers’ expectations for



There have been
studies

i.

ii. Explore the perceptual interface between guests and service

providers on service quality expectations and service performance

in hotels (Gaps 1, 6, 7, 8, 9 & 10).

Examine the possible implications of the interface on perceivediii.

profile and theiriv.

v.

vi.

242

Examine the gap between guests’ expectations and perceptions of 

service quality (perceived service quality)

service quality.

Explore the differences between guests’ 

expectations and perceptions of service quality.

Assess the dimensions of service quality in hotels.

Examine the predictor(s) of overall service quality in hotels.

quality, with most 

•nroos, 2000). Most research 

service provider’s 

ua &

numerous —XCS on service 

emphasising only the customers’ ner^n^ +•
Perspective (Groo

“ ,he °f Krvices -MAeting igrore
(Dedeke, 2003; Svensson, 2002; Chow-Ch) 

Wong, 2001). Very few researchers h 

the interaction between actors i~

on quality dimensions, 

use to measure service quality in hotels in 

developed economies. Against this backdrop, the study sought to assess service 

quality in hotels in Accra. To achieve this, five specific objectives were set as 

follows:

perspective 

Komaran, 2002; Tam & 

ave only emphasised the importance of 

------ in a service encounter (Svensson, 2002). The 

feW studies on service quality in hotels have been 

particularly, the factors customers



Assess thevii.
service

amongstakeholders.

There is no significanti.

There is no significant differenceii.

There is no significant difference betiii.

There is no significant difference between service providers’ perceptioniv.

of guests’ expectation and their perception of the actual service

delivered.

There is no significant difference between guests’ and management’sv.

perceptions of actual service delivered (Gap 7).

of data/information
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between guests’ expectation and 

management perception of guests’ expectation (Gap 1).

quality dimensions

iween frontline employees’ and 

managements’ perception of guests expectation (Gap 6).

dynamics of

was the Service Quality ModelThe Conceptual Framework of the study 

adapted from Zeithaml et al., (1985); Parasuraman, et al., (1988); Luk & 

Layton, (2002). The study utilized the cross-sectional research design (non- 

experimental), which describes and interprets what exists (Creswell, 2003) and 

the positivist paradigm, which is based on

,d secondary sources

fference between guests’ expectation of 

service quality from their nercentinn ,P iception of actual service received (Gap 5).

the research philosophy was 

quantitative methods. Both primary an

The following hypotheses were therefore formulated and tesW;



random

management and

total of 255 and 200 respectively. Managers were purposively selected while

frontline employees were accidentally sampled for the study. According to

Hair, Anderson, Tatham and Black (1998) and Pallant (2005), 100-150 sample

size is adequate for quantitative studies. In view of this, 200 guests were

accidentally sampled for the study.

Summary of major findings

Perceived service quality (Gap 1)
lower than the expectation score,

delivered did not meet their
indicating that guests perceive
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Population

supervisors (Management),

preliminary

total number of service providers

was all hotel 

and frontline

technique was employed for the

were used. The target

Overall, the perception score was 

that service

guests, managers and 

A multi-staged sampling 

y Fr°™ ll" GTA classification of hotels 
into 1-5 stars, a proportional stratified „.„,i

sampling was used to select 65

3.5 star categories were selected due to the smali size of the potion

a total of 78 hotels. Then, a preliminarv .......
y was conducted to obtain the 

(frontline staff and

supervisory staff) from the 78 hotels. Using Krejeie and Morgan’s (1970) table 

for sample size determination from a given population, a population of 594 and 

352 gave 232 and 182 sample size respectively. To cater for non-response rate, 

10% of the calculated sample size, which is approximately 23 and 18 were 

added to the calculated sample of frontline and management staff to give a



perceptions of customer expectations

(Understanding Gap)

The expectation score (4.63) for management was greater than

the expectation score (4.20) for guests resulting in a positive

gap (0.43). There is an indication that management perceive
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Expectation gaps between guests, managers and frontline staff

• Gap 1: Management’s

guests’ expectations to be higher than the guests themselves. At 

a t-value of 3.28 and a p-value of 0.02, the null hypothesis

expectations. The paired t-test was used to test the 

(gap) between guests’ perception and 

(Hypothesis 1). At t=6.55; p=0.00, the 

no significant difference between hotel 

the actual service delivered was

significant mean difference 

expectation of service quality 

nUH hyP°thesis that stated that there is 

guests’ expectations and perceptions of 

j cted and I failed to reject the alternative 

hypothesis. The eta square of 0 20 inri;™.indicated that the magnitude of the 
difference was very large

which states that, there is no significant difference between 

hotel guests’ expectations of service quality and management’s 

perception of guests’ expectation was rejected and I again failed 

to reject the alternative hypothesis. The eta square of 0.06 

meant the size of the gap was moderate.

. Gap 6: Frontline employees perception of customer expectations gap



Frontline staffs

greater than
expectations

comparison of the
mean scores

perception of guests’
and

perception of

statistically significant difference at t=9.69; p=0.00. It came out

that service providers’ perception of actual service delivered

not delivering service up to guests’

very large.

indicated that frontline

wereTherestaff.management
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management’s

(4.63) and using an ii

was lower than their perception of guests’ expectations. This

implies that they were

s was therefore rejected but

t-test, a

expectations. The eta square of 0.22 meant the difference is

expectations of service quality.
The overall gap between management staff and frontline staff s 

understanding of guests’ expectations

staff had better understanding of guest s expectations than

statistically significant

service delivery, using a paired-samples t-test, indicated a

Perception of 8ues(s,

guests 

was a statistically significant difference at 

t=3.35; p=0.04. The null hypothesi: 

the eta square (0.03) indicated a small difference

. Gap 7: Management and frontline employees’ perceptions of guests’

A comparison of the mean scores between service providers’ 

perceptions of guests’ expectations and the hotel’s level of

expectations (4.73) was 

perception of guests 

ndependent

between frontline staffs

expectations management’s

expectations, there



service

• Gap 8: Frontline employees’ and guests’ perceptions of service

performance gap

A gap analysis was performed to compare frontline staff and guests
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Perception gaps in actual service delivered: guests versus managers and 

frontline staff

suggesting that the null hypothesis

differences in the

perceptions and guests’ perceptions, 

which stated that there was no significant difference between guests 

perception of service quality and frontline staff perception was rejected.

of guests’ expectations by 

ess than half (23) of the 

'ever, 34 of the 57 attributes 

Collectively, the hypothesis 

significant differences in management 
staff and frontline staff s understanding of guests’ expectations 

was rejected and the alternative hypothesis that there is 

statistically significant difference (t=3.35, Sig. 0.05) between 

management staff and frontline staffs understanding of guests’ 

expectations of service quality was maintained.

perceptions of actual service delivered. It was revealed that all the 57 

attributes had significant mean differences between frontline staff

understanding 

management staff and frontline staff on I 

attributes of service quality. Howe 

were statistically insignificant, 

stating that there are no si



. Gap 9: Management

gap

to reject the alternative

hypothesis. The eta square of 0.18 meant the size of the difference was

large.

• Gap 10: Management and frontline employees’ perceptions of service

attributes exhibited significant

and

managersbetweendifferencesignificant

248

(Performance Gap)

Overall, frontline staff’s perception of actual service performance was

By using independent t-test, it

Overall, management’s

higher than managers’ perception score.

was revealed that 46 of the 58 service

frontline staffs perception of

service guests 

8.04, p-0.01, the null hypothesis that 

stated that there is no significant difference between management’s 

perception of actual service delivered and guests’ perception of actual 

service received was rejected and failed

and guests’

service delivered was

differences between managers

service performance. On the whole, there was a statistically significant 

difference between managers’ and fiontline staffs view of their hotels 

service performance. Based on this, the null hypothesis that there is no 

and frontline staff s

Perception of actual 
greater than guests’ perception of actn.iP of actual service received. This resulted 
in a positive gap (0.33) and gave the ■ .. t. , 

gdve me indication that 
perceive actual service delivered

Perceptions of service performance

management

to be higher than the

perceived to have received. At t:



perceptions of actual
delivered

staffs

influenced the perceived service quality gap (gap 5).

Guests ’ Characteristics and their Expectations of Service Quality
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other gaps on perceived 

service quality gap were all statistically not significant with the exception of 

only gap 6. It can, therefore, be said that apart from gap 6, all the other gaps

Effects of the Interface on Perceived Service Quality

The study revealed that the effects of the

their expectations of 

occupation, length of stay and the hotel rating 

expectations of service quality in hotels in Accra

Guests with varied background characteristics exhibited differences in

service quality. Their age, marital status, religion, 

influenced their level of

Guests ’ Characteristics and their Perceptions of Service Quality

The highly associating profile variables with guests’ perceptions of 

their sex, level of education, religion, occupation and 

size and hotel rating also exerted significant

ervice ucuvered tn 
guests was rejected and 

hence, the refusal to reieet tu» uJ ‘ *he hypothesis that there is a

significant difference between
agers and frontline 

perceptions of service quality The
1 he ela scluare value of 0.03, however, 

suggested that the magnitude of the different
uiiierence was very small.

service quality were 

length of stay. The travel party 

differences in guests’ perceptions as



Dimensions of Service Quality

To examine the factors

guests and service providers’

were

tests of Sphericity for

the two groups were also found to be

Accra. Tangibles, empathy and staff

competence, reliability and accuracy and food and beverage services were

found to be the dimensions or factors used by guests to measure service

quality. On the other hand, service providers’ assessment of service quality

room values.

standard multiple

best predictors of overall
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guests’ perspective while a 

and overall room

was influenced by tangibles, responsiveness, front office services and overall

of service quality from bothor dimensions

Predictors of Overall Service Quality in Hotels in Accra

To ascertain the best predictors) of overall service quality, the four 

factors extracted with the factor analysis weie used to 

regression. Three factors (tangibles, empathy and reliability) came out as the 

service quality fiom

different set of three factors (tangibles, responsivenes

Perspectives, 58 service attributes were 
subjected to factor analysis. The suitability and factorability of th. data 

checked. The Kaiser-Meyer-Olkin Measure of Sampling Adequacy was found 

to be above the recommended value and the Bartlett’s

very significant. Four (4) main 

underlying factor-solutions accounted differently for both guests and service 

providers’ service quality in hotels in



predict service Providers’
expectations.

service

There were also differences between those who had had formal training in

also
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nationality, department

overall room values dimension 

educational level of service providers.

values) were found to

hospitality and tourism or those who had no formal training, number of years 

one has worked in a particular hotel and the hotel category regarding tangibles 

dimension. Responsiveness dimension differed among sex, age, occupation, 

marital status and educational level of service providers. The front office 

efficiency factor also varied by sex, marital status, educational level, 

and current position of service providers and the 

differed by the age, religion and

Dynamics of Service Quality Dbne„slms tn

In examining the differences in servir,
Quality dimensions among 

background characteristics of guests6 S “d Serv“* Providers, the independent t- 

test and ANOVA were used. From

tangibles differed among age groUps,

empathy dimension varied among age, occupation and religion of guests. 

Reliability also varied by age, occupation, marital status, travel party size and 

length of stay of guests, and finally the food and beverage services dimension 

also differed by the age, occupation, religion, marital status, travel party size 

and length of stay of guests. Among service providers the tangibles factor 

varied among religion, educational level and nationality of service providers.

Perceptions of guests



Conclusions

use to measure service

long-term financial performance in the hotel industry.

The findings of the study revealed that guests’ expectations of service

efficient check-in and check-

and internet service

252
1

increasing the number of repeat 

customers. Studies have shown the primary importance of repeat customers for

tensions in influencing the overall 

between the factors or dimensions

quality were influenced by four main factors, namely: tangibles like 

welcoming and clean guest rooms, clean and hygienic bathrooms and toilets, 

attractive and comfortable lobby areas; empathy and competence of staff such 

'ell trained and knowledgeable staff and

attracting potential customers, but also in

exhibited differences in their

are important not only in terms of

perceptions of service quality.

of stakeholders 

quality and the relative importance of the dimensi ’ 

service quality. There was a clear difference

It can be concluded that guests with varied .
varied background characteristics 

expectations and

The study examined the dimensions

as staff performing services right, w<

skilful and experienced staff; reliability such as

out, accurate infortnation of hotel services and price and efficient telephone 

and availability of other services factor like offering of 

complimentary items (soap, towels, among others), ah year round swimming 

pool and reasonable prices Of food and drinks. Among these factors, tangibles,

guests and service provider use to assess service quality. The analysis of results 

points to several areas that need to be addressed by the management of the 

sampled hotels. The suggestions that follow



topmost factor that

improved

attention to the tangible, empathy and competence as well as the reliability

aspects of service quality because customers have the highest expectations

scores on these dimensions.
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services

quality. Tangibles

effective marketing strategies. Specifically, hotel managers should pay more

With regard to improvement of the dimensions, hotel managers should 

focus on specific items (improvement areas) related to these dimensions. These 

areas include frontline staff welcoming guests warmly and providing clean and 

hygienic bathrooms and toilets, attractive and comfortable lobby areas, staff 

ell trained and knowledgeable staff, skilful and 

and check-out, accurate information of 

service, offer of

reliability and availability of other
cr vices werp ct +• • 

predicting overall service quality T & Slgnificant in
F 4 ty- tangibles was the

predicts all stakeholders overall assessment of service 

finding has implications for management of hotel 

that by focusing on these factors, hotels

performing services right, w<

experienced staff, efficient check-in

hotel services and price and efficient telephone and internet

Quality. Obviously, this 

operations and it is suggested 

can achieve high levels of customer 
satisfaction and improve overall level of service quality.

In general, the results have revealed that u t i 
u that hotel customers expect 

services from hotels. Thus hntpl ,’ managers should take measures to 
improve service quality in their facilities regarding these service quality 

dimensions. The factor loadings within the various dimensions give important 

signals about service areas which need to be improved in the hotels. This might 

enable managers to better utilise their limited resources and to embrace more



dimension.

Mehtap-Smadi & Katircioglu, 2005). Tsang and Qu (2000) posited that the

larger the gap, the more serious the service quality shortfall from the point of

solving their problems, prompt

response times.
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the service were of key 

importance to both the customer they served and the employer they 

represented. To the customer, the employee exemplifies the service (Arasli,

This has implication for management of hotels. Assessment of this gap 

is critical because it helps to identify service shortfalls in the hotel industry. 

Zeithaml el al. (1993) intimated that poor performance by service firms is 

primarily due to not knowing what their customers expect ftotn them. Hence,

view of guests. Guests clearly expect efficient telephone and internet services 

as well as accurate billing system. They also want a high degree of interaction 

with the hotel staff that are sensitive to their needs and show sincere interest in 

service delivery and will not tolerate delays in

expectations of service quality were 

service they had received. This means that 
guests perceived that service delivered did m

ot meet their expectations.
According to the findings of the study ally’ a11 the 8aPs were relatively high; the 

largest discrepancy between expectations and 

terms of the “responsiveness” and

ecmplimeutm-y items (soap> tmwls. 

pool and reasonable prices of fMd

The study established that guests' 

far above their perceptions of the

perceptions of guests was in

“front office services”

Interactions between the customer and the service organization lay at the heart 

of service delivery and people who delivered



are

deterioration of quality over the coming years. These perceptions could be

caused by a number of factors, including:

a) Understaffing;

b) Inefficient operational procedures;
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c) Staff in need of training;

d) Management not understanding customer desires;

e) Lack of service commitment by management and frontline staff; and

f) Some combination of the aforementioned.

It can also be concluded that different sets of dimensions were used by 

stakeholders in assessing service quality in the hotel industry in Accra, Ghana. 

On the relative importance of these dimensions in predicting overall service

hotels in Accra can be said not to be cust
not tailored to meet guest demand They ■ A1S°’ to6”"

A K *‘°n wth a “take it or leave it”
attitude towards the hole! services they otter (ArdJ|;

carteUike” status enjoyed by hoteIs in

espeotaH,. tn the present time that there is a strong

multinational and franchise hotels, some of these hotels may he forced to close 

down from too much competition and 1^1P uuon and high operating costs related to 

maintenance. If the hotels in Accra dn ™t „ ,Accra do not comprehend and fulfil customer 

requirements, and therefore enhance service quality, some will not be able to 

sureive the competition and will be faced with a loss of clientele and a



The study again

perceptions of service

quality. Frontline staff had bette]

perceived

perceptions (gap 6), all the other gaps influenced the perceived service quality

gap (gap 5). These gaps identified by this study can be crystalised into a

in the framework are presented as follows:

256

exPectations and 
quality in the hotel industry in Accra. There 

differences between all stakeholders’

quality, there were still differences in the di

providers and guests.

are influenced by their

'mensionk These raise concerns for

revealed significant differences between guests, 

managers and frontline employees’

were statistically significant 

expectations and perceptions of service 

t understanding of guest’s expectations than 

management staff and the guests themselves. Frontline staff also perceived 

actual service delivered to be higher

proposed framework of hotel service quality as presented in Figure 8. Elements

The differences were also found to significantly influence guests’ 

service quality. Apart from the gap between management and guests’

the length of stay.
Gap 1 is the difference between customers' expectations and management's 

perceptions (also known as knowledge gap). This gap may result from a lack 

of understanding of what customers expect from a partiouiar service due to the

Guests’ expectations of service quality 

demographic variables (such as their age, marital status and occupation), the 

facility characteristic like the class of hotel and their travel characteiistic like

satisfying guests because there was nn
aPPaient congruence between service



ion. The

service

between management’s

257

guests 
hotels. Management perceptions 

Was far above the expectations

Gap 2 is the diffe—

study found that 

quality in the study 

expect from service quality
7 guests.

een management’s perception and service 

standards gap). This gap shows the disparity 

knowledge of client’s expectations and the process of 

service producing resulting from an inadequate commitment to service quality, 

a perception of unfeasibility, inadequate task standardisation and the absence 

of goal setting.

oriental 

expect from 

about what guests 

expressed b

me aitterence betw< 

a„aW specifications (service

absence of a proper marketing research 

managers understand what
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this study

Gap 5 is the difference between consumer’s expectation and perceived

believe

frontline employees

259

service. This gap depends on size and direction of the four gaps associated 

the marketer’s side (Parasuraman et al.with the delivery of service quality on

lCe gap). This 

ambiguity and conflict, lack of teamw

(1985, 1988, and 1991)). An analysis of this gap in the study has provided 

management with important insights about how well their service performance 

meets or exceeds the expectations of their guests. By testing this gap it can be 

said that guests’ perceptions (actual experience) service quality provided by 

the hotel industry in Accra was far below their expectations.

Gap 6 is the difference between guests’ expectations of service quality 

and what frontline employees believe guests expect. This gap addressed 

understanding of what customers expect from a service 

. exnectations of service quality in the hotel
delivery in order to meet custom P

Gap 3 measures the difference
and service delivery (performance gap) Th- qU£‘I“>' speclflca,”"s

8 P 11118 ®aP *s the consequence of role

W poor technology. Even when 
guidelines or specifications exist for r .8 °rPerfOrm^“-lta service, its dehvery

may not be up to standard due to poor empfoyee

Gap 4 is the gap between service delivery and external communication 

(communications gap). Customer expectations are established by promises 

made by a service provider’s promotlonal messages. This gap results from 

inconsistencies between the quality image portrayed in promotional activities 

and the actual quality of services delivered. Gaps 2 to 4 were not measured in



industry. Frontline service
a

ves.

relation to what customers

industry.

perceived it to be.

Gap 9 also measured the difference between frontline employees’

consumers' perceptions

quality problems. By

260

between guests’ perceptions of service 

quality and what managers believe they deliver. This gap, like gap 8, also 

showed that managers over exaggerated their service performance in relation 

to what customers perceived to have been delivered in the hotel industry. They 

perceived their service delivery as being more successful than customers

providers had 

expectations than the guests themsel

Gap 7 is the difference

service quality is just as

perceptions and management perceptions of service performance. It was 

realised that frontline staff believe they deliver more than management 

and frontline personnel’s perceptions of

because management and frontline

quality directly affect service quality standards and delivery process.

These six gaps (Gap 5, Gap 1, Gap 6, Gap 7, Gap 8 and Gap 9) will 

provide better insights for hote! managers to evaluate and identify service 

understanding the extent

Gap 8: measured the difference

better understanding of guests’

believes. Measuring management

important as measuring

service providers’ perceptions of service

between guests’
perception of actual service 

received and what frontline employees believe they had delivered. This gap 

showed that frontline employees exaggerated their service performance in 

perceived to have been delivered in the hotel

to

and direction of these three



managers should be able

clues about how to close any gaps.

The most complicated situation i

circumstances.

labour experience decreases.

261

of people

gaps, 

exceeding, meeting or

objective point of view. However, this may cause indolence and ignorance in 

employees with long term employment intentions. In fact, Wang (2011) stated 

the possibility of long term employees being overcome by complacency can be 

ice quality required cannot be obtained under thesehigher. Therefore, the service

.......... °UUailOn m PerCePti0* differences is when the 

service quality perceptions of employees and
managers are higher than that of 

the customers. Generally, these kinds of J ,5 °f situations originate from

employees emotional !abo„r and surface uctmg (Hochschild, 20M) 

employees and managers may tend t0 behave fallacious|y for 

company’s reputation even though they do not believe in it. Alternatively, 

people may pretend to have performed better than their actual performance. 

These are the cases where both managers and employees do not have an

The biggest differences between the service quality perceptions of 

managers-employees and guests may be due to various reasons such as 

unresponsive and unwilling hotel service personnel, their commitment to the 

company, pay, emotional labour and job satisfaction. While Lam and Chen 

(2012) stated that service quality is affected by job satisfaction Wei and Yan 

(2010) suggested that the productivity —ole who have long term emotional

to identify whether their services were 

falling below customers’ expectations, and would gain



into seven main dimensions of service quality. The results of the exploratory

262

Contribution to Knowledge

More so, while earlier works 

customer, this work has gone further to provide a 

service providers’ (managers 

expectations and their perceptions of the 

iroper understanding and measurement

relation to the others from the literature.

on service quality focused on the 

comprehensive and holistic 

and frontline

factor analysis yielded four key factors that service providers should focus on, 

namely; tangibles, empathy and staff competence, reliability and accuracy and 

finally, food and beverage services. Table 28 portrays the HOTQUAL scale in

framework by addressing 

employees) understanding of guests 

services they deliver. This supports the p 

of service quality in the hotel industry.

This study adds to the growing
, , . . , , ’ allty ''Mature, especially, in

the hotel industry. It also adds to the plethora „r vP Oraofkn°«Mse by building „„ the
works of previous researchers like Par^n™arasuramaner al. (1985); Lewis (1987).

Mohr & Biter (1991); Coyle & Dale (1993h PaKu ,( "3), Hebbert (1995), Zeithaml et al, 

(1988); Tsang & Qu (2000) and Luk & Layton (2002).

One significant contribution of this „ork is the devek)pment pf *

for measuring service quality in hotels in Accra which can be replicated the 

entire country. A number of scales have already been developed (Pamsuratnan 

el al.. 1988 and Luk & Layton, 2002), but this scale was first developed from 

the interview with guests, hoteliers and academia. The responses were grouped
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The study also adds

Contribution to practice

The study has highlighted

scale with four (4) dimensions

their limited resources into these areas to improve on the quality of their

services.

Implications of the study

In terms of the

265

i

quality performance by 

48 service attributes in the 4 

dimensions of service quality emanating from the factor analysis could serve as 

a yardstick for the assessment of service quality by hotels. Areas which guests 

had the least perceptions have been identified and hotel managers can channel

to

socio-demographics

Theoretical implications

theoretical implications, the findings of this study 

indicate that the proposed research framework adequately describes the 

concept of service quality in the hotel industry. Specifically, the overall fit of 

hypothesized gaps/differences and

some of the areas of service quality that 
practitioners or managers can focus to improve upon their services. A modified 

to measure service

hoteliers has been developed. Also, the

(such as
the literature on h.

w guests’ characteristics 
travel characteristics) infl 

expectations and perceptions of service ■ the‘r
service quality. This inf.

that different guests expect and perceive different •
services should be personalised to suit ■ attnbutes. As such,

t0 SUIt a Particular guest to ensure satisfaction.

the framework was good and the



The results of this study reaffirm the as

this study may not be general for those service industries outside the hotel

sector, or for different cultures. In addition, the service quality attributes from

The

specific measures

266

relationships were confirmed. All

the view that the

gaps depicted in th*
were statistically significant with the conceptual framework

• of one- Some of the 7 sub
dimensions identified in this study were < n

, , 1 ar m COntent to those factored by
other researchers who have focused on hnt iVKb 2006- V” a °n h°te studies (Nadiri & Hussain, 2005;

Akbaba, 2006, Vijayadurai, 2008; Shanin n u& Dabestani, 2010; Markovic &
Raspor, 2012; Amissah, 2013).

the dimensions identified need to be confirmed using appropriate qualitative 

and quantitative analyses because they may vary across industries and cultures. 

Overall, the findings of this study have expanded the research of service 

quality by providing a conceptual framework and measurement scale for the 

hotel industry in Ghana, specifically Accra.

sub-dimensional attributes support

dimensionality of the service quality construct depends on the service industry 

under investigation and adds support to the claims that industry and culture- 

of service quality need to be developed (Brady & Cronin, 

2001; Clemes, Ozanne & Walter, 2001; Clemes et al., 2007).

use of the Gap model such 

those developed by Parasuraman et al. (1988), Zeithaml et al. (1988) and Luk 

and Layton (2002), and conceptualise and measure service quality in the 

context of hotel services. However, the four primary dimensions identified in



Managerial implications

improvement of the daily operation and the tools for performance evaluation.

The gap analysis in this study enables practitioners to identify the most and the

Therefore, practitioners

267

dimensions, practitioners can

least important dimensions underlying guests’ perceptions of service quality.

or predictive power of the

There are several implication fc
from a managerial perspective the dim . In managerial positions.

■ dimensions identified i 
w improved understanding of how guests 

industry in Ghana, especially Accra The f 

empathy and competence, reliability and food 

common facets of service delivery

in this study provide 

service quality in the hotel 

generic dimensions (tangibles, 

and beverage services) explain 

systems in the hotel industry. Therefore, 

practitioners can analyse their service operations at both the dimension .eve! 

(formulating management strategies) and the sub-dimension level or attributes 

ievel (framing daily management tactics). This provides a more flexible and 

expanded method of application to various levels of service quality of hotels. 

The results provide practitioners with the strategic concepts for the

According to the comparative importance

allocate different weights to the dimensions and 

efficiently use their limited resources (human and financial resources). For 

example, the results of this study indicate that guests perceive clean 

environment, and neat and professional employees attributes as more important 

sub-dimensions of tangibles than the attractive interior d&or and modern 

equipment sub-dimensions in the hotel industry
imnrove and keep the hotel environment and 

should allocate more resources to improve ana k p



empl°yees clean than an
and modem

Based on feedback from

for practitioners to remain

corporate image (Clemes et al., 2009; Gronroos, 1984; Wu et al., 2011),

though the causal order of these relationships has produced controversy.

Therefore, the study of service quality can provide hotels with a powerful

instrument to obtain their strategic goals.

268
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i
I

Provide 

equipment for their guests.

service quality is 

outcomes, including high market 
SIlalC v—- «. —aie, improved profitability

(Kearns & Nadler, 1992), enhanced

attractive •interior decor

management strategies and tactics

to competitors 

customer loyalty, the realization of a 

competitive price premium and an increased probability of purchase (Zeithaml 

et al., 1996). Furthermore, service quality is positively related to customer 

satisfaction (Anderson & Sullivan, 1993; Cronin & Taylor, 1992) and

an opportunity 

currently saturated market. As 

, a high level of

Recommendations

The study examined the dimensions of hotel guests’ expectations of 

service quality or hotel service factors and the relative importance of the 

dimensions in influencing the overall level of service quality. The analysis of

8"eS,S- PrWi,«^ should refrane their 

t . , . t0 redes'S" the semes delivery system. The
efforts made to improve service qualitv •

y increase customer satisfaction and 
lheir favourable behavioura! intemions, Md

competitive in a 

pointed out by Brady and Cronin (2001) 

associated with several key organizational 

share (Buzzell & Gale, 1987), i~-



customers.

1. Hotel managers should take

highest expectations scores on these dimensions.

2. Hotel managers should focus on specific items (improvement areas)

related to these dimensions. These areas include staff welcoming

price

269

measures to i 

provided by the hotels in all service
~ improve service quality 

quality dimensions. The factor

-- important, not only in terms 

increasing the number of repeat

guests, clean and hygienic bathrooms and toilets, attractive and 

comfortable lobby areas, staff performing services right, well trained 

and knowledgeable staff, and skilful and experienced staff, efficient 

check-in and check-out, accurate information of hotel services and 

and internet service, offer of 

others), all year round

loadings within these dimensions give important signals about service 

areas that need to be improved in the hotels. Specifically, hotel 

managers should pay more attention to the “tangible”, “empathy” and 

“reliability” aspects of the service quality because customers have the

results points to several areas that n need to
management team. The suggestions tllat ^ollo^ ar^ a<^dreSSed h°tels’ 

of attracting potential customers, but also in ' '

and efficient telephone

complimentary items (soap, towels, among 

swimming pool and reasonable prices of food and drinks.

re-assess guests’ expectations from time to time in 

terms of products and services and thus, provide client specific 

services. The hotel sector also needs to invest in telephone and internet

3. Hotels also need to
and services



employees with

that they understand and appreciate how the hotel works in order to

satisfy and motivate employees to satisfy customers (Kotler, 2005).

5. Also, employees need to be empowered to instil confidence in guests.

This can be achieved by giving them the authority and responsibility to

that emphasizes
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j

services as well as

operate when managers are not around.

6. More so, in order to benefit from service quality, business owners and 

managers should have the control and the ability to modify employees’ 

unresponsive, unwilling and insensitive behaviour.

7. Hotels need to redefine their corporate image to one 

service quality by introducing standards for service excellence.

, Management of hotels must improve tangible materiais associated »tb 

a service to improve the standards in the i

y ’ tram"’S Programmes that will provide

“ Un<i’rS,andi"8 »f ’-ice culture service

to ••interpersonal

to meet customers’ expectations for "staff showing sincere interest in 

solving their problems" and “providing prompt service".

4. Managers of hotels have to put in extra effort to minimize the gaps 

between guests and frontline staffs expectations and perceptions (Gaps 

7 and 9) by training employees and treating them as internal clients so



industry.

Further studies in hotel in other geographical areas of the country

values as well as food and beverage. In addition, studies that compare service

perceptions is encouraged.

271

internal service quality is also encouraged. How 

and the working environment all 

Also, since service quality is 

and locals’ expectations and 

influences. The

entin§ body, Ghana Tourism 

m°nitonng systems in the hotel

would further enhance understanding of the constructs especially overall room

Recommendations for future research

The primary dimensions identified in this 

for other

quality in the various star-rated hotels, guest houses and budget hotels are also 

suggested and service quality in international hotels some of which are chains 

and franchised to explore the relationship between expatriates and local staff

culturally sensitive, a 

perceptions of service quality

appropriate qualitative and 

to be confirmed using appropriate 

qualitative and quantitative analyses to ascertain contextual issues like culture 

and the changing importance of the dimensions over time.

A study that examines

frontline staff perceive their supervisors

influence their behaviour towards customer

study comparing tourists

will bring out these cultural

’ rhe Ministry

Authority, must also strengths their

study should be confirmed
service industries through the use of 

quantitative analyses. The attributes need



212

service

Scale is used

Perception of

lIS h°tqual

lcusI‘es and 

ged that thi -

relationship of socio.demograph.c 

quality is also encouraged. It j 

for further studies in the hotel

characteristi

encoura*

setting.



bibliography

service quality and repurchase intentions for the telecom sector in

Pakistan: a case study of university students. African Journal of

273

Ahmed, I., Nawaz, M. M., Usman, A., Shaukat, M. Z., Ahmed, N. & Wasim-

ul-Rehman (2010). A mediation of customer satisfaction between

Abbasi, A. S„ Khalid, W„ A21m, M. & A

“ Sa,iSfaCta ” of Pakistan. Empm„ Jml

of Scientific Research, S(l), 97-105

Abdullah, A. A., & Hamdan, M. H. (2012), Internal success factor of hotel 

occupancy rate. International Journal of Business and Social Science, 3 

(22).

Business Management. 4 (16), 3457-3462

Akama, J. S. & Kieti, D. M. (2003). Measuring tourist satisfaction with 

Kenya's wildlife safari: A case study of Tsavo West National Park. 

Tourism Management, 24(1), 73-81.

. ■ cpwiee oualitw A study in Istanbul. ManagingAkan, P. (1995). Dimensions of seivice quamy. j

Service Quality, 5 (6), 39-43
Akbaba, A. (2006). Measuring Service Quality in the hotel Industry 

a business bote! in Turkey. A—/ of Hospi,oUly

Management. 25 (2), 170-192



Ghana:

Jordanian hotels: A Case of Marriot Hotel Chains. A Masters Thesis

presented at University of Saiance, Malaysia, Pula Pinang

132.

274

Al Khattab, S. S. K. (2011). Perceptions of service quality in Jordanian hotels.

International Journal of Business and Management, 6 (7), 226-242

Al-Rousan, J. M. R. (2011). Hotel service quality and customer loyalty in

Aweampong’ 01 A’’ t2007)- Purism in Am r

sector. Accra: Janel

(2003). Analysing service quality in the 

icial Services Marketing, 8, 119-

The Accommodation sub-

Al-Rousan, J.M.R. & Badaruddin, M. (2010), Customer loyalty and the Impact 

of Service quality: The Case of five star Hotels in Jordan. International 

Journal of Human and Social sciences, 5 (13), 47-69

Al-Sabbahy, H. Z., & Ekinci, Y. (2004). An investigation of perceived value 

dimensions: Implications for hospitality research. Journal of Travel 

Research, 42 (3), 226-234.

Al-Tamimi, H. A., & Al-Amiri, A.

UAE Islamic banks. Journal of Finan,

Alexandria K„ Dimitriadis, N., & Markata D „
• Can perceptions of 

service qUairty predtct hehavionra! _

the hotel sector in Greece. Ma„asi„s Smice

Alto, S. (2010). Customer Satisfy tmards smice qmUty ofFrmt office 

Staff at the Hotel. A Masters project presented at the Serinakharinwirot 

University



E. K.yjjnenumey,

University of Surrey

Anonymous (nd) .Balancing Consumer Perceptio.

Free Press, New York, NY.

consequences of customer satisfaction for firms. Marketing science. 12,

125-143.

do
Andersson, T. D., &

275

Amissah, E. F. (2013). Tourist satisfaction with hotel services in Cape Coast 

and Elmina, Ghana, American Journal of Tourism Management. 2 (1), 

26-33

'ns and Expectations", The

(2°07). Psychological

Empowerment and Empowered Beh 

Group. Unpublished Thesis

Climate, Psychological

'aviour: A study of a Luxury Hotel 

presented to the School of Management,

Anderson, E. W., Fomell, C., & Lehmann, D. R. (1994). Customer 

satisfaction, market share, and profitability: Findings from Sweden. The

Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and

177.
Anthanassopoulos, A. D. (1998). Nonparametric frontier models for assessing 

the market and cost efficiency of large-scale bank branch networks. 

Journal of Money, Credit and Banking, 172-192.

Journal of Marketing, 4, 53-66.

Mossberg, L. (2004). The dining experience: 

restaurants satisfy customer needs? Food Service Technology, 4, 171-



10(6), 62-81.

276

Arasli, H., Katircioglu, S. T., & Mehtap-Smadi, S. (2005a). A comparison of 

service quality in the banking industry: Some evidence from Turkish- 

and Greek-speaking areas in Cyprus. International Journal of Bank

and success factors. International 

Journal of Quality & Reliability Management, 24, 294-311.

Appaw-Agbola, E.T., & AfenyoDehlor, S. (2011). Service quality in Ghana’s 

tourism industry: A perspective from tourists and hotel managers in the 

Volta Region. World Review of Business Research. 1 (5), 110-125

Antony, h, Antony’ F‘ & Ghosh> S.

UK hotel chain: A case
(2004). Evaluating service quality in a 

study, international Journal of Contemporary 

Hospitality Management. 16 (6), 380-384

Antony, J-, Antony, F. J., Kumar, M., & Cho B R 

service organisations: Benefits, challeng. 

myths, empirical observations

(2007). Six sigma in

;es and difficulties, common

Marketing, 23, 508-526.

Arasli, H., Katircioglu, S. T. & Mehtap-Smadi, S. (2005b). Customer service 

quality in the Greek Cypriot banking industry. Managing Service 

Quality, 15, 41-56.
Armstrong, S. J., & Overton, T. S. (1977). Estimating nonresponse bias in mail 

surveys. Journal of Marketing Research. 14 (3), 396-402.

Asher, M. (1996). Managing Quality in the service sector. Kogan Page.

Asubonteng, P„ McCleary, K.J. & Swan, J.E. (1996). SERVQUAL revisited: 

A critical review of service quality. The Journal of Services Marketing.



Avkiran, N. K. (1994). Developing an instrument to measure customer service

quality in branch banking. International Journal of Bank Marketing. 12

Helskinski Airport Hotel.
fromRetrievedSciences.of

5th September,

2012.

assessment of the

emhealth care

277

(6), 10-18.

Babajide, 0. (2011). Breakfast Service Quality in Restaurant in Gui Hilton

Bachelors Thesis, HAAGA HELIA

empirical

195-207

Atilgan, E., Akinci, S., & Aksoy, S. (2003^ •1 MaPPmg service quality in the 
tourism industry. Managing Service Quality, I3, m.n2

Atkinson, A. (1988). Answering the Eternal Question: What does the customer 

want. The Cornell Hotel and Reetauranl Administration Quarterly, 22 

(2), 12-14.

University of Applied 

httpsi/publications.theses.fi/bitstream/handle/l0024 on

Athanassopomos, A. D. (1M7).

synergies for management control in the provisiwi of 

evidence from Greek hank branches. Joma, 

Research, 98, 300-313.

Babakus, E. & Boiler, G.W. (1992). An empirical

SERVQUAL scale, Journal of Business Research. 24, 253-68.

Babakus, E., & Mangold, W.G. (1989). Adapting the SERVQUAL scale to 

tvironment: an empirical assessment. Enhancing

Knowledge Development in Marketing,

httpsi/publications.theses.fi/bitstream/handle/l0024


°f Social Research. Belmont: Thomson

1,295-310.

265-272.

278
i

Baker, J., Mapes, J., New, C.

model of business competence.

Bagozzi, R. P. (1984). A prospectus for theory construction in marketing. The 

Journal of Marketing. 11-29.

& Szwejczewski, M. (1997). A hierarchical

Integrated Manufacturing Systems. 8,

Babbie, E (2007). The Practice

Wadsworth

Bagozzi, R. P. (1984). Expectancy-value attitude models an analysis of critical 

measurement issues. International Journal of Research in Marketing.

Baker, D. A. & Crompton, J. L. (2000). Quality, satisfaction and behavioral 

intentions. Annals of Tourism Research, 27.785-804.

Baker, D. A. & Fesenmaier, D. R. (1997). Effects of service climate on 

managers and employees rating of visitors service quality expectations. 

Journal of Travel Research. 36, 15-22.

Back, K. J- (2005). The effect of image

» the upper r^ie-eiass hMe|

& Tourism Research, 29 (4), 443.457

Bagherian S. M. (2007). Designing service quality in fonr star hotels based „ 

inbound travelers point of vi?w a u. „ „p or view. A case of Safir Hotel. Services

Marketing. 24 (3), 71-82



Strategy for

Bateson, J. E. (2002). Consumer performance and quality in services.

Managing Service Quality, 72,206-209.

Bateson, J. E. (1977). Do we need services marketing? In P. Eiglier, E.

Langeard, C. H. Lovelock, J. E. Bateson, & R. F. Young (Eds.),

Marketing Consumer Services: New Insights. Cambridge, MA:

Marketing Science Institute.

i

www.asq.org).
279

... images and socio-

-mational travellers. Journal

Bekko, C. P. (2000). Service intangibility and its impact on consumer 

expectations of service quality. Journal of Service Marketing. 14 (1), 9-

& Strydon, L.

perspective (3 rd ed.). Pretoria: . 

Bergman, B., & Klefsjb, B. (2003). Qua.

Satisfaction. Studentlitteratur, Lund,

26
Bennet, A., & Strydon, L. (2005). What is tourism? In Bennett, A., Jooste, C., 

(Eds). Managing tourism services: A Southern African 

ia: Van Sckaik Publishers.

lity from Customer Needs to Customer 

(available by ASQ Quality Press,

Baloglu. S. 0 W The relalIonsh. teweendBtinatai 

demographic and trip characterist.csofiiitti 

of Vacation Marketing. 3(3), 221-228

Barsky, J. & Labagh R. (1992). A s
gy tor customer satisfaction. The

Coma Ho'“md Bmrly 35(3) 3M0
Bask, A. & Markka, T. (2013) Impact ofProdnct

Chains: An Analytical Literature Review. Tmrism Manage^,. 4(1), 

35-59

http://www.asq.org


Science. 25. 31-44

54(1), 71-84

Customer

280
i

,i

Bitner, M. J. (1990). Evaluating service encounters: The effect of physical 

surroundings and employee responses. Journal of Marketing. 15 

(April), 69-82

Bitner, M., Booms, B. H.

Diagnosing favorable

(1996). Measuring physical 

of the Academy of Marketing

from marketing.

. 20 (2), 43-58.

(1988). The service quality

and practice, 72-94

, & Tetreault, M. S. (1990). The service encounter: 

and unfavorable incidents. Journal of Marketing.

Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on 

customers and employees. The Journal of Marketing. 7, 57-71

Bitner, M. J., & Hubbert, A. R. (1994). Encounter satisfaction versus overall 

satisfaction versus quality. Service quality: New directions in theory

Berry, L. L„ Will, E. A., & Carbone, L. p. (2006x . .
. t f Service Clues and Customer

Assessment of the service •
experience: lessons

Academy of Management Perspectives

Berry, L. L., Parasuraman, A., & Zeithaml, V. a

puzzle. Business Horizons. 31 35-43

Bienstock, C. C„ Mentzer, J. T„ & Bird, M. M.

distribution service quality. Journal

Bitner, M. J., Faranda, W. T„ Hubbert, A. R„ & Zeithaml, V. A. (1997). 

contributions and roles in service delivery. HenMnal 

journal ofservice 8 P)'193’2°5



York:

of Consumer

Research. 17 (3), 375-384

Bondzi-Simpson, A., (2012), Customer expectations of service quality in the

hotel industry, Central Region of Ghana. Centre Point Journal, 14 (2),

3

process

281

I
i

measurement in professional service firms.

Journal of Professional Services Marketing. 7 (2), 27-36

Bolton, R.? N. & Drew, J. H. (1991). A multistage model of customers’ 

assessments of service quality and value. Journal

223-244

Boon-itt, S., & Rompo, N. (2012). Measuring service quality dimensions: An 

empirical analysis of Thai hotel industry. International Journal of 

Administration, 3 (5), 52-63.

encounters in service marketing 

Marketing Research. New

0it„er, M. J. & Wang, H. (2014). Senice

research. Handbook of Service

Edward Elgar Publishing

Boakye, K. A. & Boohene, R. (2009) Tnu„ , )• Abound tourists’ perception of Ghana:

A post trip assessment. 1„ Franksalamodi (Ed) Globo, r „ nr 
Global Cultures. 13-

91. Cambridge: New Castle Upon Tyne

Bojanic, D. C. (1991). Quality

Business

http://dx.doi.org/10.5430/ijba.v3n5p52

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic 

model of service quality: from expectations to behavioral 

intentions. Journal of Marketing Research. 30, 7-27.

http://dx.doi.org/10.5430/ijba.v3n5p52


Brink, A. & Berndt, A. (2005),

Brochado, A. & Marques, R. C. (2007). Comparing Alternative Instruments to

Measure Service Quality in Higher Education, Working Paper (FEP),

University of Parto, December, 165,1-19

i

reviews on

(1), 23-40

282

Customer Relationship Management and

Customer Service. Juta and Co. Ltd. Lansdowne

Brown, S. W. & Bond III, E. U. (1995). The internal market/extemal market 

framework and service quality: toward theory in services marketing. 

Journal of Marketing Management. 11,25-39.

Brady, K" & Cronin’ Jr. J. j. 

conceptualizing perceived
new thoughts on 

hierarchical approach.

Browning, V., So, K., Kam, F. & Sparks, B. (2012), The influence of online 

consumers' attributions of service quality and control for 

service standards in hotels Journal of Travel & Tourism Marketing 30

Quality; a

Brown, S.W. and Swartz, T. A. (1989). A gap analysis of professional service 

quality, Journal of Marketing, 53, (2), 92-98.

(20°l). Some
service

Journal of Marketing, 65, 34.49

Briggs, S„ Sutherland, 1. & s

An exploratory study of service m

Tourism Management, 28, 1006-1019



ences ReS(

Research, 305-314.

Callan, R.J., & Bowman, L., (2000).Selecting a hotel and determining salient

quality attributes: A Preliminary study of mature British travellers,

283

of demographics 

service quality: The case of 

gement in Medecine, 10, (5), 8-

gryman, A. (2004). Social Scu

University Press.
'earch (2nd

Buzzell, R. D. & Gales, B. T. (1987). The PIUS Principles. New York NY 

The Free Press

Butler, D., Sharon, L.O, & Turner, D.E. (1996). The effects 

on determinants of perceived health-care 

users and observers”, Journal of Mana; 

20.

ed’)> New York : Oxford

Cadotte, E. R„ Woodruff, R. B., & Jenkins, R. L (19S7). Expectations and 

norms in models of consumer satisfaction. Journal of marketing

International Journal of Tourism Research, (2), 97-118.

Carr, C.L. (2002). A psychometric evaluation of the expectation, perceptions, 

and difference-scores generated by the IS-adapted SERVQUAL 

instrument. Decision Sciences. 33 (2), 281-96

Carev, D. (2008). Guest satisfaction and guest loyalty study for hotel industry. 

College of Applied Science and Technology, Pro Quest, Database

Carman, J. M. (1990). Consumer perceptions of service quality: an assessment 

of the SERVQUAL dimensions. Journal of Retailing. 66 (1), 33-55.



mediating role

Cateora, P. R. & Grayham, J. L.

Hill/Irwin.

Cavana, R. Y., Corbett, L. M. & Lo, Y. L. (2007). Developing Zones of

Tolerance for Managing Passenger Rail Service Quality. International

Journal of Quality and Reliability Management. 24 (1), 7-31

Chang, T., Z. & Chen, S., J. (1998). Market orientation, service quality and

conceptual model and empirical evidence.

166-177.

284

i

i

moderating role

Marketing, 34, 1338-1353.

(2000). Service quality and 

of value. European Journal of

Caruana, A., Money, A. H„ & Berthon, P. R. 

satisfaction-the

business profitability: a

Journal of Services Marketing. 12 (4), 246-264

Chang, Y.-H., & Yeh, C.-H. (2002). A survey analysis of service quality for 

domestic airlines. European Journal of Operational Research, 139,

and Validity Assessment. Sage 

ications No. 07-017. Beverly Hills,

(2005). International marketing. McGraw-

service quality and the 

satisfaction. European journal of

Carmines, E. & R. Zeller. (1979^ D 7. 
v Pliability

Paper Series on Quanttotive .

CA: Sage Publications Inc.

Caruana, A. (2002). Service loyalty: the effi^ of 

of customer 

marketing. 36, 811-828.



Chase,
chess. Cognitive

Chase, R. B., Kumar, K..

manufacturing: the

Chen, C. F. (2008). Investigating structural relationship between service

42, TM-7Y1

important-performance

285

quality-loyalty

interpersonal relationship.

Chao, P’5 H.-P., & Lu, I.-Y.

linkage: The role of cust<

quality, perceived value, satisfaction and behavioural intentions for air 

passengers: Evidence from Taiwan. Transportation Research Part

Chase, R- B. (1978). Where Does the Consumer Fit • q • n
nsumer Fit in a Service Operation?

Harvard Business Review. 56 (November/December) 137-142

Chen, J. S., Ekinci, Y., Riley, M., Yoon, Y., & Tjelflaat, S. (2001). What do 

Norwegians think of US lodging services? International Journal of 

Contemporary Hospitality Management, 13, 280-284.

P007>- Strengthening 

°m« orientation and 

The Service Industries Journal. 27,47.494

& Youngdahl, W. E. (1992). Service-based 

service factory. Production and operations 

management. 1, 175-184.

Chen, T L & Lee, Y. H. (2006). Kano two-dimensional quality model and 

analysis in the student’s dormitory service

W.O. and Simon, H.A.(1973). Perception in

Psychology. 4, 55-81



Taiwan. Journal of American Academy of
Business. 9, 324-331

Management. 17, 116-132.

286

i

Choi, T. Y., & Chu, R. (2000). Levels of satisfaction among Asian and

Western travellers. International Journal of Quality & Reliability

Chi, C. G. Q., & Qu, H. (2007). Examini 

destination image, tourist

!

Choi, T. Y. & Chu, R. (2001). Determinants of Hotel Guests Satisfaction and 

Repeat Patronage in Hong Kong Hotel Industry. International Journal 

of Hospitality Management. 20,277-297

quality evaluation in

Choudhury, K. (2011). Service Quality and WOM (Word-of-Mouth): A Study 

of the Indian Banking Sector. International Journal of Customer 

Relationship Marketing and Management. 2 (2), 63-87

Chow-Chua, Clare and Komaran, Raj (2002). Managing service quality by 

combining voice of the service provider and voice of their customers. 

Managing Service Quality. 12 (2), 77-86

Chowdhury, M.U. (2008). Customer perceptions and management perceptions 

in healthcare services of Bangladesh: An overview. Journal of Services 

Research. 8 (2), 121-40

—ning the structural relationships of 

satisfaction, and destination loyalty: An 

integrated approach. Tourism Management, 29 (4). 624-636.



19(4), 491-504.

denies, M. D., Gan, C. E. C., & Kao, T. H. (2007). University student

satisfaction: An empirical analysis. Journal of Marketing for Higher

287

I
■I

!

I
!

for Developing Better Measures of 

Marketing Constructs. Journal of Marketing Research, 16, 64-73.

Churchill, G. A., & Surprenant, C. (1982). An investigation into the 

determinants of customer satisfaction. Journal of Marketing Research,

Tourism Management. 7 (3)

Churchill, Jnr. G. (1979). A Paradigm

Choy, D.J.L., Guan, L.D. and
M k . ”B’ *’ ll986)’ T°urism in PR China:
Marketing trends and chsmging 

197-201.

*’ R. K. & Choi, T. (2000). An importance-performance analysis 

selection factors in the Heng Kong hotel A

business and leisure travellers. Tourism Mmagemmt 21,363-377.

Education. Yl, 292-325.

Clemes, M. D, Gan, C. & Ren, M. (2010). Synthesizing the effects of service 

quality, value, and customer satisfaction on behavioral intentions in the 

motel industry: An Empirical analysis. Journal of Hospiialiiy & 

Tourism Research. Published online 4 November 2010, DOI: 

10.1177/1096348010382239
, „ e T K & Walter, L. L. (2001). Patients’ perceptions of 

demes, M. L., Ozanne, L.
An empirical examination of health care in 

service quality dimensions: An empm
New Zealand. HeaHh^g Q^rly. 19 0), 3-22



New

Management. 23 (4), 463-478

service quality: A
Cronin,

•based

288

I
I

Creswll, J. W. (2007). Quality inquiry and research design: choosing among 5

approaches (2nd ed.) Thousand Oaks: Sage Publication

Crick, A. P. & Spencer, A. (2011). Hospitality Quality: New Directions and

Challenges. International Journal of Contemporary Hospitality

s 55-70

SERVQUAL:

Coyle, M. P. & Dale, B. G. (1993). Quality in the hospitality industry: A study.

International Journal of Hospitality Management.Y2 (2), 141-153

Cronin , J. J,9 & Taylor, 

reconciling performance-!

Cohen, J- (I988)- Statistical power analysis fc 

Ed.). Hillsdale: Lawrence Eribaum
or the behavioural sciences (2nd

Cooper, C„ Fletcher, J., Fyfall, A., Gilbert n x, w k-h o’ •, <1110611, D., & Wanhill, S. (2008) Tourism:

Principles and Practice. (4th ed.) Harlow: Pearson. UK

J. J., & Taylor, S. A. (1992). Measuring 

reexamination and extension. Journal of Marketing, 6 (3)

S. A. (1994). SERVPERF versus 

and perceptions-minus-expectations

Cook, C., & Thompson, B. (2000). ReliaHilit. .
bihty and validity of SERVQUAL 

scores used to evaluate nercentinno r >•,P Ptions of library service quality. The

Journal of Academic Librarianship, 26,248-258

Crompton, J. L. & Mackay, K. J. (1989). Users perceptions of the relative 

importance of service quality dimensions in selected public recreation 

programs. Leisure Sciences, 11, 367-375.



131

Employee Customer Interaction in Service Business. Lexington Books,

Lexington MA, 3 15

(1), 46-65

289

Czepiel, J. A., Solomon, M. R., Suprenant, C. F., & Gutman, E. G. (1985).

Service Encounter: An Overview ” in the Service Encounter: Managing

Czaja, R. (1998), Questionnaire pre-testing

9, 52-66

comes of age, Marketing Bulletin,

measurement of service qualit r, .
y-TheJ°^al0fMarketins^^ns_

Cr0Sby, P. B. (1979). Quality is Free: The Art of 1a
of Making Quality Certain. New

American Library, New York

cuny, A.. & Sinclair, E. P002).

services using SERVQUAL. Jon, of HM

Quality Assurance. 15,197-205

Dabholkar, P. A., Shepherd, C. D. & Thorpe, D. I. (2000). A comprehensive 

framework for service quality: An investigation of critical conceptual 

and measurement issues through a longitudinal study. Journal of 

Retailing, 16 (2), 131-139.
Dadfar, H„ Brege, S. & Semnani, S. S. E. (2013). Customer involvement in 

service production delivery and quality: the challenges and 

opportunities. I*—' J™™1 of Quality and Service Sciences. 5



Engineering. 21 (April), 22-27

Desmet, S., Van Looy, B. & Van Dierdonk., (2003). The Nature of Services. In

Services Management. B Van Looy, P. Giemmel and R. Van Dierdonk,

Research News. 29 (12), 782-800

relationships

290

e nurses’ customer

'nagement. 7 (2), 271-280 

Customer

Darby’ D. & Daniel, K. (1999), Factors that influenc 

orientation, Journal of Nursing Ma.

Davidoff, D. M. (1994). Contact:

Dominici, G. & Guzzo, R. (2010). Customer satisfaction in the hotel industry:

A case study from Sicily. International Journal of Marketing Studies, 2

eds., Pearson Education Ltd, Harlow. 1-26

Dimitriades, Z.S. (2006). Customer satisfaction, loyalty and commitment in 

service organizations - Some evidence from Greece. Management

■ne quality differently, Industrial

Derrick, F.W., Harsha, B.D. and W. O’Brien, 1989, Survey shows employees 

at different organisational levels defi.

service in the hospitality and 
tourism industry. New Jersey; Prentice-Hall Inc.

Dedeke, A. (2003). Service quality: A fulfilment-oriented and interactions- 

centred approach. Managing Service Quality. 13,276-289

(2), 3-12.
Douglas, L. & Connor, R. (2003) Attitude to service quality-the expectation 

gap. Nutrition and Food Science, 33 (4), 165-172.

Durvasula, S., Lysonski, S., Mehta, S. C., & Tang, B. P. (2004). Forging 

with services: the antecedents that have an impact on



behavioural

industry. Journal of

i

assess the

Echeverri, P. (1999). Service
communication: a video-based

communication. Doctoral

CTF, Karlstad.

Edvardsson, B. (1996). Quality of service: making it really work. Managing

Service Quality, 6 (1), 23-35

Edvardsson, B. (1998). Service quality improvement. Managing Service

Quality, 8, 142-149.

Edvardsson, B., Thomasson, B. & Qvretveit, B. (1994), Quality of Service:

Ekinci, Y. &
in the lodging industry:

ssumptions

291

encounter

analysis of conduct towards

quality of information 
sciences, 30, 877-891.

outcomes in the lif* • 
me nte insurance i 

Financial Services Marketing, 8, 314-326

customers with emphasis on on-verbal 

Dissertation, University of Gothenburg, 

School of Economics and Commercial Law Service Research Center —

of the SERVQUAL measure to 

systems services. Decision

Making it Really Work, McGraw-Hill, UK

Ekinci, Y. Dawes, P. L. & Massey, G. R. (2008), An extended model of the 

antecedents and consequences of consumer satisfaction for hospitality 

services European Journal of Marketing, 42, 1/2, 35-68

Riley R. (1998)- A critique of the issues and theoretical 

in service quality measurement

Time to move the goal post? Hospitality Managed. 17, 349-362



Journal of

the UK holiday market.

Faizan, A., Khan, A. S. & Rehman, F. A. S. (2012). An Assessment of the

Pakistan. Interdisciplinary Journal of Contemporary Research in

Business. 4 (3), 259-266

Faullant, R.

Journal. 4, 59-73

292

!

Ekinci, Y., Riley, M. & Fifo-Sch 

dimension of the

Matzler, K., & Fuller, J. (2008). The impact of satisfaction and 

of Alpine ski resorts. Managing Serviceimage on loyalty: The case

Quality, 18 (2), 163-178

™’ C' ('"8)' Wha< school of thought? The 

"son hotel ■>*,.
Contemporary Hospitality Manner , y management. 10 (2), 63-67

Ekinci, Y„ Prokopaki, P„ & Cobanoglu c (20(m « ■
S (2003). Service quality in Cretan 

accommodations: marketing strategies for 

International Journal of Hospitality Management, 22,47-66.

Fick, G. R„ & Ritchie, J. B. (1991). Measuring service quality in the travel and 

tourism industry. Journal of Travel Research. 30(2), 2-9.

Service Quality using Gap Analysis: A Study conducted a Chitral,

Fen, Y. S. & Lian, K. M. (2010). Service quality and customer satisfaction: 

Antecedents of customer’s re-patronage intention. Sunway Academic

Erto, P & Vanacore, A (2002) A probabilistic approach to measure hotel 

service quality. Total Quality Management. 13 (2), 165-174



(2), 163- 182.

Frost, F. A. & Kumar, M. (2000). INTSERVQUAL: an internal adaptation of

the GAP model in a large service organization. Journal of Service

Marketing. 14 (5), 358-377.

6, 25-32

7, 43-49

293

Gabbie, O. & O'Neill, M. A. (1996). SERVQUAL and the Northern Ireland 

hotel sector: A comparative analysis, Part 1. Managing Service Quality.

Gabbie, O. & O'Neill, M. A. (1997). SERVQUAL and the Northern Ireland 

hotel sector: a comparative analysis-part 2. Managing Service Quality.

Fitzsimmons, J. A., & Fitzsimmons, M. J. (2000). New Service Development:

Creating Memorable Experiences. Sage Publications, Thousand Oaks

Fonell, C. & Larcker, D. F. (1981). Dynamics of relationships Thousand Oaks, 

CA: Sage Publications

(1993). Tracking the evolution of 

lire. Journal of Retailing. 69, 61-103

Fisk, R- p-> Rrown, S. W., & Bitner, M. J. 

the services marketing literati

Fisher, E., & Arnold, S.J. n994x „
G^4). Sex, genderj j

and consumer behaviour o ’ 1 gender role attitudes
’pw^-**„„g(1986,99g)UA

Fitzsimmons, J., & Fitzsimmons, M. J. (1999). Ne„ servlce 

creating memorable experiences. Sage.



H°gg, G.!

services marketing

Garvin, D. A. (1984). What does
quality really mean. Sloan

Gazzoli, G., Hancer, M. & Park, Y. (2010). The role and effect of job

satisfaction and empowerment on customers’ perception of service

quality: a study in the restaurant industry Journal of Hospitality &

Tourism Research 34 (1) 56-77

restaurant employees

294

■er^poraiy

'ryden Press

customers’ perceptions

Contemporary Hospitality Me

Getty, J. M. & Getty, R. L. (2003). Lodging quality index (LQI): assessing 

customers’ perceptions of quality delivery. International Journal of 

r^t^nnrarv Hospitality Management, 15, 94-104

Gan, C., Clemes, M., Limsombunchai V w
f , . en®’ (2006). A logit analysis

of electronic banking in New Zealand t
■ International Journal of Bank 

Marketing. 24, 360-383.

product

management review. 26, 17-28

Gaur, S. S. & Agrawal, R. (2006). Service Quality Measurement in Retail

Store Context: A review of Advances Made using SERVQUAL and 

RSQS. The Marketing Review. 6 (4), 317-330

C0„
management; A reader Londm; q

Gabbott, M. &

Getty, J. M. & Thompson, K. N. (1994). A procedure for sealing perceptions 

of lodging quality. Journal to^.18(2), 75-96.

V p H 993). A comparison Ofthe importance of selected 
George, R. T. & Tan, Y. F. (

• j Rxz -Antaiir^nt emnlovees and j r as perceived by 
service related fee







289-298

Gracia, E, Salanova, M., Grau, R & Cifre, E. (2013). How to enhance service

Organizational Psychology. 22 (1) 42-55

conceptualize

Psychology, 5, 95

18-27.

295

service quality. The Journal of

Strategic Information Systems. 19 (3) 207-228

quality through organizational facilitators, collective work engagement, 

and relational service competence. European Journal of Work and

Gorla, N., Somers, T. M. & Wong, B. (2010). Organizational impact of system 

quality, information quality, and

Tou"sm Au,hority (2011)-——„„ Ohana
GbanaTouHsmAn^,^^^^ ’

Gonzalez, M.a. E., Comesaia, L. R. & Brea, J. A. (2007). Assessing tourist 

behavioral intentions through perceived service quality and customer 

satisfaction. Journal of Business Research. 60,153-160

Grant, R„ & Yankson, P. (2003). Accra. Cities, 20,65-74.

f Hospitality Management. 12 (3),

Grandey, A. A. (2000). Emotional regulation in the workplace: A new way to 

emotional labor. Journal of Occupational Health

managers. Inlenallmal

Grapentine, T. (1998). Dimensions of an attribute. Wfering ^eareH. 7 (3),



service contexts:

a

29.

407-419.

Gronroos, C. (2000). Creating

interaction and value. The marketing review. 1,5-14

Gronroos, C. (2006). Adopting a service logic for marketing. Marketing

theory. 6, 317-333.

296

marketing implications.

as business logic: Implications forGronroos, C. & Ravald, A. (2011). Service

value creation and marketing. Journal of Service Management. 22, 5-22

a relationship dialogue: Communication,

Groonroos, C. (1984). A service quality model and its marketing implications.

European Journal of Marketing. 18 (4), 36 44.

marketing in

behavior interface. Journal of

quality model and its 

Marketing. 18 (4), 36-44 

approach to 

organizational 

Business Research. 20,3-11.

Gronroos, C. (1984). A service

European Journal of Mi

Gronroos, C. (1990). Relationship

The marketing and

“ C. (! W From marteing

Paradi8m S“ft Jomal, 2,

Gronroos, C. (1997). Value-driven relational marketing: From products to 

resources and competencies. Journal of marketing management, 13,



Jp marketing in

Gummesson, E., (1995). Truths

The Cornell Hotel and Restaurant

Administration Quarterly. 13,72-81

Hailey, A. (2000). Hotel. UK: Penguin

Hair, J. F., Anderson, R. E., Tatham, R. L. & Black, W. (1998), Multivariate

Data Analysis. Prentice-Hall, New Delhi

of word-of-mouth

6-75

reliability
297

Hair, J. F., Black, W. C., Babin, B. J. & Anderson, R. E. (2010). Multivariate 

data analysis; A global perspective. New Jersey: Prentice Hall

The measurement 

communication and an favesttgartar of service quality and customer 

commitment as potentiai antecedents.

Harrison-Walker, L. J- (2001).

an investigation

„ C. am Connive criteria to judge validity and 
Healy, M. & Perry, C. (2 ) rarAdipm

• research within the realism paradigm, 
of qualitative researcn

Gummesson, E. (1998). ProdUctivitv , 
tty, quality i .

service operations. hlnali " a"OnShip maIke,i“S ™
Journal ofc

Management. 10(1) 4-15 ” emporary Hospitality

and Myths in Service Quality. Journal of 

Quality and Participation. 14 (4), 28-36

Oundersen, M.G., Heide, M. and Olson, U.H.(1996), Hotel guests' satisfaction 

among business travelers.

Gummesson, E. (2006). Many-to-manv ,
mar! eting as grand theory. The 

service-dominant logic of marketing zy ,
lalogue, debate, and directions, 

339-353



(3), 118-126.

Research. 16,3-21

Hemon, P. & Whitman, J. R.

Association

Hill, D. J. (1986). Satisfaction and consumer services. Advances in consumer

research. 13,311—315

429-438

298

I

I

irical assessment of service quality and 

accounting firms. Journal of

Hochschild, A. R. (2003). The managed heart: Commercialization of human 

feeling, With a new afterword. University of California Pr.

Hersh, A. M. (2010). Evaluation of the Impact of Tourism Service Quality on

Customers Satisfaction. Inter disciplinary Journal of Contemporary 

Research in Business. 2 (6), 1-29

(2001). Delivering satisfaction and service 

quality: A customer-based approach for libraries. American Library

Hebbert,F. (1995). Service quality; an unnkt. • .
trusive investigation of interlibrary 

loan in large public libraries in Canada ru
■ Library & Information Science

Qualitative market research . ,
' ",n'^‘‘^^nlofBesearA,

Hong, S. & Goo, Y. (2003). An empirics 

customer satisfaction in professional

Hospitality Management. 6,102-114

Hsieh, L. F„ Lin, L. H. & Lin, Y. Y. (2008). A service quality measurement 

architecture for hot spring hotels in Taiwan. 29,



Hult, G. T., Ketchen, D. J., Griffith, D. A., Chabowski, B. R., Hamman, M. K.,

Dykes, B. J. & Cavusgil, S. T. (2008). An assessment of the

299

measurement of performance in international business research.

Journal of International Business Studies. 39,1064-1080.

quality performance

Excellence. 14, 79-89.

Hsieh, H. & Wang, T. (2013) 

staff on service enco
• Effects

(2009). Relationships and 

value, customer satisfaction, and 

The Service Industries Journal. 29 (2), 111-

y traits of service enterprise 

cs. 25 (3). 649-658

Hung, Y., Huang, M., & Chen, K. (2003). Service quality evaluation by service 

matrix. Total Quality Management and Business

Huei, C. T„ & Basvaralingam, Y. (2011). Perceptio„s of 

corporate image and customer loyalty i„ hotel industry otMa]ay 

The 2nd International Research Symposium tn Service Management, 

Yogyakarta, INDONESIA. July, 26-30

Hui, M. K. & Toffoli, R. (2006). Perceived Control and Consumer Attribution 

for the Service Encounter, Article first published online: 31 JUL 2006, 

DOI: 10.1111/j.l559-1816.2002.tb00261

of Personality

H„, H. H„ Kandampully, J„ & 

impacts of service quality, peTCived 

image: An empirical study. 

125.



Management. 11 (1), 24-30

Inkumsah, W.A. (2011). Measuring customer satisfaction in the local Ghanaian

industry.restaurant

Managementinternational Journal of Quality Management. 22, 913-

949
World EmploymentOrganisation (ILO) (2001).

hotel brand loyalty.

300

lacobucci, D., Ostrom, A., 

quality and customer

gaps in hotels: The

of Contemporary Hospitality

Iglesias, M. P. & Guillian> m.

impact on the

Ingram, P. & Roberts, P. W. (2000) Friendships among competitors in the

Sydney hotel industry. American Journal of Sociology. 106 (2), 387- 

423

quality and price: their 

customers. International 

^^puumy Management. 16,313-319

Ingram, H., & Daskalakis, G. (1999). Measuring quality 

case of Crete. International journal

& Grayson, 

satisfacti-
Consumer Psychology. 4,

J. (2004). Perceived 

satisfaction of restaurant 

Journal of Contemporary Hospitality Mr~~

TH£ LIBRARY 
(jhTVCTSTTY of cak cqa

Report 2001. Geneva: ILO.
fyiade, A. (2009). Self esteem, gender, and socio economic status as factors in 

. Retrieved September 13,2012, from

httpr/Avww.thefreelibrary.com/Self+Esteem.+Gender-i-and+Socio-

International Labour

°"5)- Distinguishing service 

-'10n:thev01ce0ftheconsumerJoM^ 

277-303.

European Journal of Business and



53-71

com.

301

Johns, N., & Tyas, P. (1996). Use of service quality gap theory to differentiate

between food service outlets. Services Industries Journal. 16 (3), 321-

Juran, J. M. (1985). The quality edge: A m

quality by design: 

SimonandSchuster.

346.

Johnston, R. (1995). The determinants of service quality. Satisfiers and 

dissatisfiers. International Journal of Service Industry Management. 6,

lanagement tool. PIMA. May, 17-32

the new steps for planning
Juran, J. M. (1992). Juran on

quality into goods and services.

, , F (19W. ne inauty improvement process. McGraw
Juran, J. M. & Riley* J- R

Hill New York, NY.

Johns. N. (1996). The developing role „f quality in ,he hospi(ality

Service Quality in Hospitality Organisation", editors Olsen, D. Teare, 

R.Gummesson. E, Cassell, New York. 9-26

jabnoun, N. & Chaker, M. (2003) C

hospitals. Managing Snlce °f PriVate PU“C

Jain, S. K. & Gupta, G. (2004J •

Jiang, J. J., Klein, G. & Carr, c. L. (2002)

servtee qualrty: Using SERVQUAL. Journal otSe„ices MmagemeB 

12,85-99



Intet

perceptions of hotel

Kandampully, J. (1998). Service

431-443

Journal of Contemporary Hospitality, 12 (6), 346-351.

266-277

302

must-be quality

Control. 114 (2), 39-48.

A relationship

Total Quality Management. 9,

Kandampully, J., & Suhartanto, D. (2003). The role of customer satisfaction 

and image in gaining customer loyalty in the hotel industry. Journal of 

Hospitality & Leisure Marketing. 3-25.

Kang, G. D. & James, J. (2004). Service quality dimensions: An examination 

of Gronroos’s service quality model. Managing Service Quallly. 14 (4),

west Perception in

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel 

industry: The role of customer satisfaction and image. International

juwaheer, T. D. & ROss> D

Mauritius.

quality to service loyalty: 

which goes beyond customer services.

(2003)' A studY of hotel G 

rnati^l Journal
Management. 15 (2) 105 j temporary Hospitality

Kano, N., SeraKu, N. —i, P. & Tsnji, S. (!,«). Attractive qua.it, and 

The Journal of rfe Savory for Quality

ng lnternational tourists’

dtfied SERVQUAL approach: a case study of 

Managing Service Quality, I4 (5)> 3SM64

Juwaheer, T. D. (2004). Explori: 

operations by using a 

Mauritius.



223-240.

!

i

i

Keating, M„ & Harrington, D. (2003). The challenge 

in the Irish hotel industry. Journal ofEw 

441-453

,es of implementing quality 

'ropean Industrial Training. 27,

Kettinger, W. J., & Lee, C. C. (1997). Pragmatic perspectives on the 

measurement of information systems service quality. MIS Quarterly.

Kim, H.Y., & Chung, J-E. (2011). Consumer purchase intention for organic 

personal care products. Journal of Consumer Marketing, 28(1), 40-47.

King, J. H. & Cichy, F. (2006). Managing for Quality in the Hospitality 

Industry. New Jersey: Pearson Education, Inc.

Karatepe, O. M., & Avci, T

Industry: Evidence 

of Tourism and Ho.

Kearns, D. T. & Nadler, D. A. (19991 P, ,
V P,°Phets in the Dark. New York:

Harper Business

(2002), Measuring s? •
■ from N tV1Ce QUality in the Hotel
' North Cyprus A
lsn.. .. ' lnte^ational Journal
^"^«^.24(3)>821oo

Kassim, N. M., & Bojei, j. (200
t 1 , . erV1Ce qUallty: gaps in the Malaysian
telemarketing industry. JournaD.fn ■

f usiness Research. 55, 845-852.

Kivela, JJ. (1997). Restaurant marketing: Selection and segmentation in Hong 

Kong. J°"°l °f COn,emP°ra,y H°SP,,a,>'y

Management, 9(3), 116-123.
Kline, R. B. (2005). tng

(2nd Ed.). New York: The Guilford Press.

303



Marketing. 24(1), 114-116.

ed. New

Jersey: Prentice Hall

advantage.

Management. 26 (7), 5-15

Kotler, P. (2003). Marketing Isightsfrom A to Z: 80 Concepts every Manager 

needs to know. New Jersey: John Wiley & Sons Inc.

activities,Educate Psycholo^e^C

304

Koyuncu, M. Burke, R. J., Astakhova, M, Bren, D. & Cetin, H. (2014).

Servant leadership and perceptions of service quality provided by front- 

workers in hotels in Turkey: Achieving competitive 

Journal of Contemporary Hospitality

Kotler, P. (2005). The role played by the broadening of marketing movement 

in the history of marketing thought. Journal of Public Policy &

Kotler, P. and Keller, K. L. (2006), Marketing Management 12th

Knutson, B. J. (2000), College

restaurant brands, Th? r 5 1 ^orri\
Quarterly. 41 (3), 68.76

Knutson, B.J., Stevens, P„ Patton; M 

expectations for
hompson, C. (1992). Consumers’ 

Tdahty in economy, mid-price and luxury 
hotels. Journal of Hospi,ality &

Ko, Y. J., & Pastore, D. L. (2005). A hierarchica!

the recreational sport industry. Span Marking Quarterly. 14,84-97.

Md fast food: How stndenB percejv<j 

Hmel and Restaurant Allml„islralon

line service

International



Kumar, V., Smart, p.

Ladhari, R. (2008). Alternati
service quality: A review.

145-152

Lam, W. & Chen, Z. (2012). When I put on my service mask: Determinants

and outcomes of emotional labour among hotel service providers

according to affective event theory. International Journal of Hospitality

Management. 31 (1), 3-11

305

application of the

Hospitality Management. 4,7-14

Lam, S. S. & Woo K. S. (1997). Measuring service quality: A test-retest 

reliability investigation off SERVQUAL. International Journal of 

Market Research. 39 (2), 381-396

a tool for

Lam, T„ Wong, A. & Yeung, S. (1997). Measuring service quality in clubs: an 

SERVQUAL instrument. Australian Journal of

(2008). Alternative 

satisfaction: the role of 

industry Management, 19 (2),

Lashley, C. (1999). Employee ^nnent la Services: A Framework for

Analysis. 28 (3)'169491

& Mauli} R 
«ty and cus,omer ' 

BPM. Inler„alional Jmnai 

176-187

—ive measures of
Managing Service Quality. 18(1)j65_86

Lam, S. S. (1997). SERVQUAL- a tnni r 
ool for measuring patients opinions of

hospital service quality in Hong Kong. Tolal

^■•5 Maddern, {-[

perspectives on



Sport Management Review. 14 (1) 54-63

paper.

306

. The determinants of perceived service 

satisfaction. Journal of services
quality and its 

marketing. 14,217-231

Lee, J., Kim, H., Ko, Y. J. & Sagas, M. (2011). The influence of service 

quality on satisfaction and intention: A gender segmentation strategy.

Quality. A study of

'ournal of American Academy of

Lee, Y. H., Lee, Y. & Yoo, D. (2000) 

relationship with

approach.

& Motel Association.

Lehtinen, J. R.. & Lehtinen, U. (1982). Service quality: A study of quality 

dimensions. Unpublished working naner. Service Management 

Institute, Helsinki, Finland

Lau, P. M., Akbar, A. K. & y, 

the luxury hotels in

Lee, Y. H. & Chen, T. L. (2006). A kano two-dimensional quality model in

Taiwan's hot spring hotels service quality evaluations. Journal of 

American Academy of Business. 8, 301-307

Lee, K. L (2014). Attitudinal dimensions of professionalism and service 

quality efficacy of frontline employees in hotels. International Journal 

of Hospitality Management, 41,140-148

ong,G.F.D. (2005). Service 

Malaysia. The Jc

Business, Cambridge. 7(2), 46-55.

t®er, W., & Layton, R. A. (1999). Contemporary hospitality marketing: A

Educational Institute, American Hotel
service management



behavior. New York:

Lewis R. C. (1987). The
Quality of Hotel

organizations. Management

Decision, 1 (29), 31-4.

Lewis, B. R. (1991). Service quality: An international comparison of bank

Management. 7, 47-62.

of prior experience

SERVQUAL’s

(2), 16-44

307

Lewis, B. R., & Mitchell, V. W. (1990). Defining and measuring the quality of 

customer service. Marketing Intelligence & Planning. 8 (6), 11-17.

the black box: assessing theLin, C.-P., & Ding, C. G. (2005). Opening

mediating mechanism of relationship qnality and the moderating effects 

in ISP service. International Journal of Service

approach to service quality 

~'0UrnaI’ H(3), 287-303.

(200°)- Consumer

Lehtinen, U. and Lehtinen 

dimensions. The

Industry Management. 16, 55 80.
n T T & Orsingher. C. (1998). An empirical srady of 

Llosa, S., Chandon, J. L., & u
dimensionality. * Indus'^

of Gaps in the

°f Hospitality Management. 14 (2), 83-

Measurernent

Services. International Journal

88

customers’ expectations and perceptions. Journal of Marketing

LR- <'991). Two

Leon G„ Schiffman, L. & Lazar K

Prentice hall 39

Lewis, B. R. (1989). Quality in the service sector- A • r 
sector. A review. International

Journal of Bank Marketing. 7 (5) 4-12

Lewis, B. R. (1991). Customer care in service



in

strategic marketing

265-280

services. Total Quality

management. 25 (3), 259-278

Luk, S. T. K. & Layton, R. (2002). Perception gaps in customer expectations:

managers versus service providers and customers. Service Industries

Journal. 22, 109-128

I

s of service quality in 

'Walory stud,. Inlsmallonal 

!y Management. 22,160-173.

Luk, S. T. K. & Layton, R. (2004). Managing both outcome and process 

quality is critical to quality of hotel

Customer

New Delhi, I,

Journal of Contempora,

Lockyer, T. & Mohsin, A.

luxury hotels in

Loueloek, C. H. (1985).

“ Kinston, MA: Lexington Books.

Lovelook, C. H. (1983). Classify,™ „ .
g services to gain 

insights. The Journal of Marketing, ft, 9.2Q

MacKay, K. J., & Fesenmaier, D. R. (1997). Pictorial element of destination in 

image formation, Annals of Tourism Research. 24 (3), 537-565

Mai, L. W. (2005). A comparative study between UK and US: the student 
’ satisfaction in higher education «d its Centra! factors. Journal of

Marketing Management. 21, 859 878

Mack, R., Mueller, R-> Crotts, J., & Broderick, A. (2000). Perceptions, 

correctionsand defections: Imp,«ons for service recovery ■„ the 

industry Managing Service Quality- 10, 339 
restaurant industry.

308

Potion!
rtdia: an

'ry Hospitals



(2003). The interplay of gender
and

Mei, A. W. 0., Dean, A. M., & White, C. J. (1999). Analysing Service Quality

in the Hospitality Industry. Managing Service Quality. 9 (2), 136-143

1 (1),

138-154

Ghana

309

I

case study in the hotel industry.

Scandinavian Journal of Hospitality and Tourism. 6,179-96

affective tone in e„counter sa,.

Research: JSR, 6(2), 136.

Mensah, I. (2012). °"

Accra. PhD. Thesis presented to University of Cape Coast, Cape Coast,

Matzler, K„ Renzi, B, & Rothenberger, S. (2006). Measuring the relative 

importance of service dimensions in the formation of price satisfaction 

and service satisfaction: A

Mensah, I. (2009). Customers’ perception of food service quality: The case of 

Cape Coast. Journal of Business and Enterprise Development.

Marko vic, S., & Raspor S

SERVQUAL: A
ase Study of the Crn f

Papers. 5 (3), 195-209 industry' Econ

Mattila, A. S„ Grandey, A. A., & Fisk) G M



of satisfaction

177-194

252

and Management. 4 (2), 91-117

of service quality in

310

Mohr, L. A., & Bitner, M. J. (1995). Process factors in service delivery: what 

employee effort means to customers. Advances in Services Marketing

Mohr, L. A., & Bitner, M. J. (1991). Mutual understanding between customers 

and employees in service encounters. Advances in Consumer Research.

18(1), 611-617.

Mohsin, A., Hussain, 1. & Khan, M. (2011). Exploring service quality in 

luxury hotels: Case of Lahore, Pakistan. The Journal of American 

Cambridge, 16, 296-303

Customer perceptions

An exploratory study. International 

•ment. 22, 160-173

Mohr, L. A & Bitner, M. J. (1995). The role of employee effort in satisfaction 

with service transactions. Journal of Business Research. 32 (3), 239-

Academy of Business, 

Mohsin, A. & Lockyer, T. (2010).

luxury hotels in New Delhi, India.

Journal of Contemporary Hospitality Manag

arking of Korean luxury 

Pr°Cess and competitive gap 

10 (3), 58-72

are the issues? Journal ofB 'mp°rto,

Min, H„ & Min, H. (l996, 
, , , . ' benchm-
hotels using th? Q ,S ’e a"al^ hierarchy 

andysis.Joma;o/&rv.cej^^

Mishkin, F. S. (2001).

Mittal, B. & Lassar, W. M. (199fn
y 0 customers switch? The dynamics 

VerSUS 10,,lty' •'« ofeerrice, martal„g_ 12 (J)



Management. 17,469-480

493

Natalisa, D. &

311

i

Namkung, Y. & Jang, S. (2008). Are highly satisfied restaurant customers 

really different? International Journal of Contemporary Hospitality

Nachmias, N. & Naotaias, C. (1996). iaearch

New York: St. Martins Press

Nadiri, H. & Hussain, K. (2005). Perceptions of service quality in North

Cyprus hotels. International Journal of Contemporary Hospitality

(2000). Perceptions, corrections and 

service recovery in the restaurant industry. 

339-346.

Management. 20 (2), 142-155

Narayan, B. Rajendran, C. & Prakash Sai, L. (2009). Scales to measure and 

benchmark service quality in the tourism industry: A second-order 

factor approach. Bench marking. A» Inlernalwnal Journal 15 (4), 469-

Mola, F. & Jusoh, J. (20m o
v N Service

Analysis World Appl^ S<A

Mossberg, L. (2007). a

Quality in

e^cesJOi

marketing* approach to thA + •
Sco^ia„Jo„„o; experience.

JtiosP^fy and Tourism. 7,59-74

, Effects of management commitment on 

satisfaction of domestic airlines in
Subroto, B. (2003) 

service quality to increase customer

Penang hotels: A gap score

Urnrt 12,19-24

§ approach

Mueller, R„ Crotts, J., & Broderick, 

defections: Implications for 

Managing Service Quality. 10(6)



Methods.

Nightingale, M. (1985). The hospitality industry: defining quality for a quality

assurance programme- a study of perceptions. The Services Industries

Journal. 5 (1), 9-22

43-56

Hill

312

Nikolich, M. & Sparks, B. A. (1995). The hospitality service encounter: The 

role of communication. Journal of Hospitality & Tourism Research. 19,

al Research

Nel, D-, & Pitt, L. (1993). Servi 

gaps. Journal of G,

Neuman, L. W. (2007). Soci

Education

Newman, K. & Cowling, A. (1996). Service quality in retail banking: The 

experience of two British clearing banks. International Journal of Bank 

Marketing. 14 (6), 3-11.

Normann, R. (1991). Service management: strategy and leadership in service 

business. New York: Wiley

Newman, K. (2001). Interrogating SERVQUAL: 

service quality measurement in a 

Journal of Bank Marketing.

„ : A critical assessment of 

high street retail bank. International 

19,126-139

6th ed. India: Pearson

12th ed. New York: McGraw-Nunnally, J. C. (1978). Psychometric Theory.

''1Ce Quality in a .
'^ralManap ^^nt: Closing the



18, 67-82

Oliver, R. L. (1993). A

satisfaction:

hospitality, tourism and leisure. Binghamton, NY: The Haworth Press.

159-191

Quality. 10,131-140

interviewing and attitude

313

!rsatisfacti
'rnationai Jc

O'Neill, M. A., Williams, P., MacCarthy, M., & Groves, R. (2000). Diving into 

operator perspective. Managing Service

and service quality: A 

research implications for the 

esearch Journal. 20,35-64

O’Neill, M. (2001). Measuring service quality and customer satisfaction. In

Kamdampully, J., Mok, C. & Sparks, B. Service quality management in

literature and 

hospitality industry. Hospitality Rl

service quality—the dive tour

The impact of nursing care and other 

,atient satisfaction and behavioral

Management/American College of

Irner satisfaction

Oppenheim, A. N. (1992). Questionnaire design, 

cement. New York: Continuum international Publishing

--wn, and customer value: A 

ourn^ of Hospitality Management.

Otani, K., & Kurz, R- S. (2004). 

healthcare attributes on hospitalized p 

intentions. Journal of Healthcare 

Healthcare Executives. 49,181 1

Oh, H. & Parks, S. C. (1997). Custo: 

critical review of the

Oh, H. (1999). Service qualitv
quality, customs

holistic perspective IntP
" •* ‘ HLi

onceptual model of service quality and service 

Compatible goals, different concepts. Advances in Service 

Marketing and Management. 2, 65-85



of

nation’s

Quality Expectation and Perception: A Study on the Walk-In Guests of

Economic Hotels in Cox's Bazar, Bangladesh. The 1UP Journal of

Marketing Management. 12 (3), 7-26

quality

314

Berry, L. L. (1988). SERVQUAL: A 

perception of service

—lean cup of

°f Contemporary

as a

Parasuraman A., Zeithaml, V. A., &

Multiple-item scale for measuring consumer 

quality. Journal of Retailing. 64, Spring, 12-40

Parasuraman, A., Berry, L. L. & Zeithaml, V. A. (1991). Perceived service

customer-based performance measure: An empirical

O«su-Mintah, S. B, (2013). p

... . .. UI sPorts tourists about servicequality m the Ghanaian hospital inil
lndustry at the 26th Afri~

‘—nt. Jomai

Research in Business. 4 (9), 1054-1077

Padma, P., Rajendran, C., & Sai, L. p

service quality in healthcare: perspectives

attendants. Benchmarking: An Inter,

Palmer, A. (2010). Customer experience management: A critical review of an 

emerging idea. Journal of Services Marketing. 24 (3), 196-208

Panuel, P. R. & Zumman, K. B. (2013) Assessment of Gap Between Service

(2009). A conceptual framework of 

of Indian patients and their 

'national Journal. 16,157-191

Pallant, J. (2005). SPSS Survival Manual. 2nd ed. Maidenhead, Berkshire, UK.: 

McGraw Hill Education



examination of

the case of two

Paulin, M., Ferguson, R. J. & Payaud, M. (2000). Business effectiveness and

8,655-662

315

Organizati 
quality model. Hum.

professional service personnel Relational

European Journal of Marketing. 34,453-472

Parkan, C. (2005). Benchmarking

hotels. International

Patton, M„ Stevens, P„ Knutson, B.J., (1994). Internationalizing LODGSERV 

as a measurement tool: A pilot study. Journal of Hospitality & Leisure 

Marketing. 2 (2), 39-55

or transactional managers?

-:iOnal barriers 

an Resource Ma.

Peter, J. P„ Churchill Jr, G. A. & Brown, T. J. (1993). Caution in the use of 

difference scores in consumer research. Journal of Consumer Research.

Parasuraman, A., Zeithaml, V. a n
of service quart L L (1985)’ A concePtual model
ofservree^ty^^.^^^

r i , i . re research. The Journal
of Marketing. 6,41-50

Peter, S. C. & Nicole, K. (2006). Swedish Hotel Service Quality and Loyalty 

Dimension. in W°‘“> ?123457

btg an extended service 

■nagement. 30, 335-364

operational performance:

nal of Productivity and Performance

Management. 54, 679-696



Pitt, L. F., Watson R. r

systems service
complete canvas. MIS

Management. 17, 217-227

Prentice, C. (2013). Service quality perceptions and customer loyalty in

International Journal of Contemporary Hospitalitycasinos.

Management. 25 (1), 49-64

Quality. 15,357-373

316

Poon, W. C„ & Low, K. L. (2005). Are travellers satisfied with Malaysian 

hotels? International Journal

v. . 7 R f2013) Assessment of gap between service
Prince, P. R. & Khaleq, Z. B. (ZUiJJ.

and perception: - studv on the walk-in guests of

& Kavan, c. B. 

quality: Conce: 

quarterly. 21 (2), 209-221

Petrick, l.F. (2004). The roies^,^ ^

cruise passengers’ behav' • ’ SatlSfaction in Predicting

397-407 °nS’ J°urnal °f travel research. 42,

Presbury, R., Fitzgerald, A., & Chapman, R. (2005). Impediments to 

improvements in service quality in luxury hotels. Managing Service

(1997). Measuring Information 

ms for a

quality expectation and percept.. a study on
■ hotels in COX'S Baxar, Bangiadesh. » ,UP Jooroa! of 

economic hotels m

Pitt, L. F„ Watson, R. T, & Kavan C B tioosi q •
’ B. (1995). Service quality: A measure

of information systems effectiveness. MIS quarterly. 20,173-187

of Contemporary Hospitality

Marketing Management.



Qin, Y. (2005). A

Ramsaran-Fowdar, R. R. (2008). The relative importance of service

dimensions in a healthcare setting. International Journal of Health

Care Quality Assurance 21 (1), 104-124

317

Ramsaran-Fowdar, R.. & Labiche, M. (2007). An assessment of the role of 

trust and satisfaction in global business partnerships. New York: Nova

Science Publishers

Rathmell, J. M. (1974). Marketing in the service sector. Winthrop Cambridge,

MA.
Raymond, C. & Choi, T. Y. (2001). Determinants of Hotel Guests Satisfaction 

and Repea. Patronage in .he Hong Kong Industry. Internal 

Journal of Hospitality Management. 20 (3), 277-297

quality gap in Chinas hotel industry. A 
perceptions and expectations. Journal of Hospitality & 

Tourism Research. 22,252-267

service quality

study on mapping th? n P
g the ^ps of hotel 

expectation. Logistic Technology. 1,482_485

Qu, H. & Tsang, N. (2000). Service 

study of tourist

Ramanathan, U. & Ramanathan, R. (2010). Gnests. pereeptio„ op 

influencing customer loyalty: An analysis for UK hotels. International 

Journal of Contemporary Hospitality Management. 23 (1), 7-25

Ramsaran-Fowdar, R. R. (2007). Developing a service quality questionnaire 

for the hotel industry in Mauritius. Journal of Vacation Marketing, 13 

(1), 19-27



Journal of

Harvard

Reynoso, J. & Moores, B. (1995). Towards the measurement of internal

service quality. International Journal of Service Industry Management.

84

318

6 (3), 64-83

Robledo, M. A. (2001). Measuring and managing service quality: Intergrating 

customer expecatations. Managing Service Quality. 11, 22-31

Reichheld, F. F. (1996). Learn in o) Learning from Customer Defections.

Business Review. March/April, 56-69

Renganathan, R. (2011). Service quality in hospitality industry: Expectations 

from the perspectives of managers’ and guests. International Journal of 

Research in Commerce, IT and Management. 1 (1), 9-10

Reeves, C. A. & Bednar, D. A. (1994^ •
mmg Quality: Alternatives and 

taplications. Acallemy

Raza, M. A., Siddiquei, a bj

Relationship between service ’ M’ & Bukhari> K. (2012) 
revisit intention in k ' ceived value, satisfaction and 

c, w ^isctp,lmy 

Contemporary Research in ■
B^e«’4 (8),788.805

Robinson, S. (1999). Measuring Service Quality: Cunent Thirrkrng and Future 

Requirements. Marked M.Ui^ee & W—* >’• ™

Rohini R & Mahadevappa, B. (2006). Service Quality in Briere 

,ical Study. . 6(1), S9-
Hospitals: An empirical Stu y

Awan’ H. m.

Service quality, 

hotel i •



39-52

Quality 17(2), 134-151.

Sanchez-Hernandez, R., Martmez-Tur, V., Peiro, J. M., & Moliner, C. (2010).

satisfaction

and women. Psychological

106, 1-13.

and readings.

319

sector:

intentions. Worldwide

and loyalty: differences between men 
Reports,

Linking functional and relational service quality to customer

Sarantakos, S. (1997). Research methods. Melbourne: Macmillan

Sarantakos, S. (2005). Social research. Palgrave Basingstoke: Macmillan

Sasser, W. E., Olsen, R. P. & Wyckoff, D. D. (1978). Management of service 

operations: Text, eases, -^^Inas. Boston, MA: Allyn and Bacon

Rosen, L. D. & Karwa„, K. R

quality. International J0llrnaI , „ E'”8 th' dlmensi“s °f 

rVZCe lndustry Management. 5 (4),

Salazar, A., Costa, J. & Panic, R (2010) A

the hospitality sector: Dimensions, attributes and behavioural 

intentions. Worldwide Hospitality and Tourism Themes. 2 (4), 383-397 

Saleh, F. & Ryan, C. (1991). Analysing service quality in the hospitality

industry using the SERVQUAL Model. Service Industries Journal. 1, 

324-343

Sanchez, P. M., Sanchez, F. Marin-Carrillo, G. M., & Gazquez-Abad, J. C. 

(2007). Effects of service quality dimensions on behavioural purchase 

intentions: A study on public-sector transport. Managing Service



343

Upper Saddle

Schmenner, R. W. (1986). How

Schneider, B. & Bowen, D. E. (1985). Employee and customer perceptions of

service in banks: Replication and extension. Journal of applied

Psychology. 70,423

320

■

Schlesinger, L. A. & Heskett, 

services. Sloan Man.

Schmidt, M. J. & Hollensen, S. (2006). Marketing research: An international

approach. Boston: Pearson Education. 318-343

customer perceptions

Journal of applied Psychology. 83,150-162

uarterly. 44 (2), 323-

Schiffman, L.G. & Kanuk, L L

River, NJ: Prentice Hall
(2004)' Cons^er Behaviour.

Schneider, B. White, S. S. & Paul, M. C. (1998). Linking service climate and 

of service quality: Tests of a causal model.

Scott, D. & Schieff, D. (1993). Service Q-y Cooped Group 

Criteria in Local Government.

Management. 4, (4), 42-53

L- (1991). Breaking the cycle of failure in 

'aSement Review. 32,17-28

„ Pthods for business: A skill-building approach.
Sekaran, U. (2003). Research met

NY: John Wiley & Sons

service businesses survive and prosper.

Sloan Management Review. 27, 21-32

Cornell Hotel and Re.tn aSS6SSment of hotel-guest attitudes.

Ad^istrati0n q,

Schall, M. (2003). Best practices ifi



or

Shahril, A. M., Aziz, Y. A., Bojei, J. & Othman, M. (2013). The relationship

between service guarantees, empowerment, employee satisfaction and

relationships:

321

itions towards hotel services

& Tourism
Shergill, G. S., & Sun, W. (2004). Tourists percep 

„ New Zealand”, W— —

Administration. 5 (4) J

service quality in four and five star hotels in Malaysia. Journal of 

Econonics and Business Management. 1(1), 90-93

Shemwell, D. J., Yavas, U. & Bilgin, Z. (1998). Customer-service provider 

an empirical test of a model of service quality, 

satisfaction and relationship-oriented outcomes. International Journal 

of Service Industry Management. 9,155-168

e‘hods for business: A skill 
eWY°r^SA:JohnWiley&Sons

(2°°5)' Service Wlity models: A

2 dity & Reliability Management. 22

.n a four-star hotel tn Iran. 3

52

Sekaran, U. & Bougie, R. (201m
)• Research 

building approx 5th ed ft,

Seth, N., Deshmukh, S. G. & Vi t 

review. International Journal 

(9), 913-949

Shahin, A., Dehghan, A. & Albadvi, A. (2006). Service quality gaps and six 

sigma with a case study on CCG (Customer Centric Group) Co. 

Proceedings of the Second International Conference on Six Sigma (50- 

64). 5th-7th June, Glasgow.



in a retailenvironment.

Smith, R. A. & Houston, M. J. (1983). Script-based evaluation of satisfaction

and services, in Berry, L. (ed), Emerging Perspectives on Service

customer

of

27
322

P°sitioni: 

etinS- 1, 34.43

Marketing. Chicago, IL: American Marketing Association

Snipes, R. L„ Thomson, N. F„ & Oswald, S. L. (2006). Gender bias in

evaluations of service quality: an empirical invention. » J«r«l

* “rough structural change. The

So1hMn(AA.&A^A.P002).ASeMcequ.ty^-- 

_t

Silvestro, R. & Cross, S. (2000).

11 (3), 244-268

Simmerman, S. J. (1992). Improvi , ,
g customer loyalty. Business and Economic

Review. 38 (3), 3-6

Shostack, G. L. (1987). Service

Journal of Mark

Services Marketing, 20(4), 274- 284.

Skogland, I. & Siguaw, J. A. (2004). Are yout satisfied customer loya1? Cornel 

Hotel and Restaurant Administration Quarterly. 45 (3), 221-234

Smid, S. & Zwart, P. (2002). Financial services in Cyprus: Study on the 

situation of enterprises, the industry and service sectors in Turkey. 

Cyprus and Malta: IBM Report.



90-102

6, 33-52

323

Stafford, M.R., (1996). DemoorarJ,- ;•
6 PhlC d,sc™™ors of Krvice qmlity in 

banking industry, Journal

Stutts, A. T. and Wortma„, J. F. (2006), Hm,

Jersey: John Wiley & Sons

17 (3),245 257 mel ,„rism. Routledge-

Swarbrooke, J., & Horner,

& Gutman, E. G. (1985). A 

mteraCtiOns: The service encounter.

('2004')' Managing service quality in 
8en<ler

Czepiel, j. A 

on dyadic i- ■ 

^•49 (4), 99-in.

Spathis, C„ Petridou, E„ & Glavel- 

banks. Customers"

Suh, S. H., Lee, Y. H., Park, Y. & Shin, G. C. (1997). The impact of consumer 

involvement on the consumers perception of service quality-focusing 

on the Korean hotel industry. Journal of Travel & Tourism Marketing.

Solomon, M. R„ Surprenant, C. F 

role theory perspective 

Journal of Marfa

Sureshchander, G.S., Rajendran, C. & Anatharaman, R.N. (2002). The 

relationship between service quality and customer satisfaction: A factor 

specific approach. Journal of Services Marketing. 16 (4), 363-79

Svensson, G. (2002), “A triadic network approach to service quality", J^al 

of Services Marketing, 16 (2), 158-77.
Svensson, G. (2006). New aspects of research into service encounters md



(7), 897.

Journal of Hospitality Management. 31 (3), 885-895

qualr

324

-;ice Quality and Perceived 

f Marketing Management, 20

Tang, T. W. & Tang, Y.Y. (2012), Promoting service-oriented organizational 

citizenship behaviours in hotels: The role of high-performance human 

resource practices and organizational social climates. International

58,13-29

Lth divide through tourism: a focus

Research. 16 (2), 13-21

Taylor, S. A. & Baker, T. L. (1994). An assessment of the relationship between 

service quality and customer satisfaction in the formation of consumer 

purchase intentions. Journal of Retailing. 70 (2), 163-178

Teas, K. R. (1993). Expectations, performance evaluation and consumers 

perceptions of quality. Journal of Marketing. 57,18-34

Q pnmnarison standard in measuring service 
Teas, K. R. (1994). Expectations, a compa

quality. Journal of Marketing.

Teye, V. B. (1991). Bridging the north-sou: 

on sub-Sahara Africa Tourism Recreate

Tam, J. L. & Wong, Y (2001)

services Im , 8' ‘cyrkltw- framework for

Tanford, S„ Raab, C. & Kim, Y (201?t n ♦ •
• t 012) Determinants of customer loyalty and 

purchasing behaviour for foil , •tor full-service and limited-service hotels 

International. Journal of Hospitality Management. 31 (2), 319-328

Tam, J. L. M. (2004) CirmCustorner Satisfy .

Value: An Integrated Model J 
Uel- Journal



case of
society. SEGi

i

Tsai, W. T. & Yang, I. W.

Tsai, W. C. & Yang, I. W. F. (2010). Does image matter to different job

applicants? The influences of corporate image and applicant individual

differences on organizational attractiveness. International Journal of

Selection and Assessment. 18 (1), 48-63

Tsaur, S. & Lin, Y.

(4), 471-481

325

dimensions in

(2004). Promoting service . 

role of HRM practices and service behavior.

Ting, L. H„ Boo, H. C. &

Malaysia: ' 

Review. 4 (1), 93-108.

(2010), Does image matter to different job 

applicants? The influences of corporate image and applicant individual 

differences on organizational attractiveness International Journal of 

Selection and Assessment. 18 (1), 48-63

Xiao, B. (2006). Measuring 

organisation RTsoA: realljm 
oriented architecture 5, 49-56

Tsang, N., & Qu, H. (2000). Service quality in China’s hotel industry: A 

perspective from tourists and hotel managers. International Journal of 

Contemporary Hospitality Management. 12, 316-326

ice quality in tourist hotels: The 

Tourism Management. 25

’(2011)1 Development of service quality 

bhe CfKp .
"multicultural

Tsai, W. T„ Lee, Y. H, Cao, Z, Chen, Y 

service performance in



Tucker, J. L. & Adams, S.

creating, conducting, analysing and reporting customer satisfaction

measurement programmes. London: ASQ Quality Press

326

UNWTO (2010). Tourism Highlights, 2010 Edition. 3. In Vavra, T. G. (2012).

Improving your measurement of customer satisfaction: a guide to

Ukwayi, J. K„ Eja, E. I. & Unwanede C C (2017> a
• (2012). Assessment of tourists

perception on service quality in the hotel industry in Cross River State.

The Journal of Sociological Research. 23(2), 28-35

“"’'Bis of perceived service 

■y “ °reek insurance. Ma„aSl„s Servlce

Vavra, T. G. (1997). Imprmms y"r
Milwaukee: American Society f°r Qua^’ty ^*resS

Vandermerwe, S. & Chadwick, M. (1989). The internationalisation of services.

Service Industries Journal. 9,79-93

Tsoukatos, E., & Rand c v
• K- (2006). path 

quality, satisfaction and loyalty ; . 

Quality. 16,501-519

. ,. R' <2001)' '““'’’““ins patients assessments of

their care. Ma„agl„s Senlce

Van Dyke, T. P. Prybutok, V. R & Kappeiman, L. A (1999). Cautions on the 

use of the SBRVQUAL measure to assess the q-ty of inf— 

systems services. Deelrim reienem. 30 (3), S77-S91

measurement of customer satisfaction.



the mediator.

Evidenceon

327

Walmsley, D. J. & Jenkins, J. M. (1993). Appraisive images of tourist areas:

C"S‘»« ^faction and behavioural

’JSSln§ the influence of ■
OneXpressi eOfsocio-denwgraphic

Clinical Governance 7 (ox , Sat'SfaCtion with GP services, 
•< U), 118-125

Vijayadurai, J. (2008). Service quality, 

intentions in hotel. Industry. 

(3), 14-26

Walker, J. R. & Braunlich, C. G. (1996). Qua,ity leadership in seryice

industries. Hospitality Research Journal. 19,155-64

Venn, S., & fone, D.L. *
IZUU5). Assessi 

factors and health status

Application of personal construct. Australian Geographer. 24 (2), 1-13 

Walmsley, D. J. & Young, M. (1998). Evaluative images and tourism: The use 

of personal constructs to describe the structure of destination images. 

Journal of Travel Research. 36 (4), 65-69.

Wang, O.-L. (2011). A study of how the intemal-service quality of 

international tourist hotels affects organizational performance: using 

mediator The Journal of Global employees’ job satisfaction as the mediator.

Business Management. 7 (2), 117 128
• v V 12003). The antecedents of service quality 

Wang, Y. Lo, H.-P. & Hui, Y. V. (2003)
, their influences on bank reputation.

and product quality and their

Wahid, S. D. Mohamad, N. I. & Zahari, S. N. F. (20I2) Measnrl„g 

evtdences and customers satisfactions at hotels & resorts in taut. 

Journal of King Saud University. 2. 64-73



from the banki

-83.

Wisniewski, M. (2001). Assessing customer satisfaction with local authority

services using SERVQUAL. Total Quality Management. 12, 995-1002

19(1), 1-21

328

Welman, C., & Kruger, F. & Mitchell.

Oxford: University Press

Wiedersheim-Paul, F. & Eriksson, L. T. (19S7). All undo och rappanera. 

Liber Fbrlag: Malmo.

Wisniewski, M. (2001). Using SERVQUAL to

with public sector services. Managing Service Quality. 11,380-388

mg industiy in Chini

assess customer satisfaction

a' ^ging Service

W. & Herington, C. (2010). The determinants of 

Of Hospitality Marketing and Management.

Wei, L., Crompton, J.L. and Reid, L.M. (l98m P ,
u tural conflicts: Experiences 

of US visitors to China.

Webb, D., (1998). Segmenting pohCe 

quality expectations, Th

> B. (2005). Research methodology,

o„lhebKisoftheirserv.ce

Journal. IS,(1), 72.100

Wisniewski, M. & Wisniewski, H. (2005). Measuring service quality in a 

hospital colposcopy clinic. Journal of HeaUh Care

Quality Assurance. 18,217-228

Wilkins, H. C., Merrilees, 

loyalty in hotels. Journal



World Tourism Organisati

World Travel and Tourism
and tourism

on
October

2013.

management research:

Organisational Research Method. 11,270-295

re.

329

Woodruff, R. B. (1997). Customer value: The next source of competitive

advantage. Journal of Academy of Marketing Science. 25 (2), 139-153

Wood, R. E., Goodman, J. S., Beckmann, N. & Cook, A. (2008). Mediation 

testing in

C199^ s«ice
Witt, C., & Muehlemann, A

Economics. 1, 33.49

- --■« (WTO) O()03) .
Publications Unit, WorldTonri .

rganization, Madrid

A review and proposals.

Wong, A. (2004). The role of emotional satisfaction in service encounters.

Managing Service Quality. 14, 365-376

Wong. A. & Sohal, A. (2002). An ex— of —P

trust,
Retail &Dislrlb«UonManaSement.3b,3^

Counci! (WTTC) (2011). Trmd 

climbing new heights: The 2011 . ,
"™e'lotrisn. economic reSe0rdl 

published on Onli
on October 23,

http://www.wttc.ong/2006-TSA/pdf/Executive%20surnmnryA420 

2006.pdf

http://www.wttc.ong/2006-TSA/pdf/Executive%2520surnmnryA420


perspectives on

of Hospitality

364

330

An empirical study of 

ice in the service

Yang, C. C„ Jou, Y.T. & Cheng, L.Y. (2011). Using integrated quality 

assessment for hotel service quality. Quality & Quantity. 45 (2), 349-

12003). Servi 

two levels 

marketing. 17,495-513

Yee, R. W„ Yeung, A. C. & Cheng, T. (2008). The impact of employee 

satisfaction on quality and profitability in high-contact service 

industries. Journal of Operations Management. 26, 651-668

\Vong, A. & Sohal, a.

Wu, P., Yeh, G. Y. & Hsiao, C. (201B Th? <. <•
t )• lhe effect of store image and service 

quality on brand image and purchase intention for privatt ,abel brands, 

Australasian Marketing Journal (AMJ). 19 (1)? 30-39

Wong, I. A. & Fong, V. H. I. (2017^ n ,
' e''el°Pme,’t “Validation of lhe Msi„„ 

servtee quaitty scale: CASERV.

Management. 31 (1) 209-217

Yee, R. W., Yeung, A. C. & Cheng, T. (2010).

employee loyalty, serv.ee quality and firm
industry./nrernnlioitt1/Jonrnul o/ErodncrfOf Economics. 124,109-120

v . H (2003) Effects of loyalty programs on value perception,
Yi, Y„ & Jeon, H. (2003). of

program ioyalty, and brand

Marketing Science. 3i (3), 22M40

’"“'tty and customer loya|ty 

Unships.

serv.ee


Zeithaml, V.A. (1988). Consumer perceptions of price, quality, and value: A

means-end model and synthesis of evidence. Journal of Marketing. 52,

2-22.

Services marketing. New York:Zeithaml, V. A., & Bitner, M. J. (1996).

McGraw Hill

McGraw-Hill

customer focus

331

marketing: Integrating

McGraw Hill

service

ournal ofTo

managing the gaps of service quality 

expectations in Hotels. Journal of Southwest China Normal University 

(Philosophy & Social Sciences Edition), 2,17-28

quality in the hotel industry. 

urism and Hospitality Research.

Yin, Zhu, H. and Gan, M. (2005). Study 

developing modes of red tourism Human

Yuan-hao, Q. (2005). Research on

,, r nOOOl Services marketing. Burr Ridge: Zeithaml, V. A., & Bitner, M. J- (2000).

°n product characteristics and 

Geography. 2 (1), 9.23 

Yoon. M. H. & Suh, J. (M03).

serv.ce quality as externa! effectiveness of contact employees. Jml 

of Business Research. 56, 597-611

Yilmaz, I- (2009)- Measurement of 

Anatolia: International Jr 

20 (2), 375-386

Zeithaml, V. A., & Bitner, M. J. (2001). Services 

across the firms. 2nd ed. Boston, Tata:



integrating
across

processes in the
quality. Journal of

Zhou,

332

marketing:

ed. New York:

Zikmund, W. (2000). Business Research Methods. UK: Dryden Press

L. (2004). A dimension-specific analysis of performance-only 

measurement of service quality and satisfaction in China’s retail 

banking. The Journal of Services marketing. 18 (6/7), 534-546

Zeittanl, V. A., Parasuraman, A.. & Berry. L. L. (1990). De„„lng Quality 

Service. New York: McGraw-Hill International

Zemke, R., Schaaf, D. & Peters, T. (1989). The service edge: 101 companies

that profit from customer care. New York: New American Library

marketing: Integrating 

—: McGraw Hill

D. D. (2006). Service

the firm. 4th

Zeithaml, V. A., & Bitner, M. J. (2(m„ 
k -’>• Services

customer focus across ,kef,„„ New .

Zeithaml, V. A„ Bitner, M. J„ & 

customers focus ,

McGraw-Hill International.

Zeithami, V. A., Berry, L. L„ &

control processes in the delivery of

Marketing. 52 (2), 35-48



RESPONDENT IDENTIFICATION

HOTEL CATEGORY:

LOCATION OF HOTEL:

ROOM NUMBER:
field visits

DATE:
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STRUCTURE OF QUESTIONNAIRE

PART ONE: GUESTS EXPECTATIONS OF HOTEL SERVICES

TIME:

NUMBER OF VISITS:

PART TWO: GUESTS PERCEPTIONS OF HOTEL SERVICES

PART TWO: SOCIO-DEMOGRAPHIC CHARACTERISTICS OF 
RESPONDENTS

API>I:NDICI!S

APPENDIX]

Univ«i<y»fCapeCMst 
Department of Hospitality .

SURVEY OF SERVICE QUAUTV m “"h88""'"'
This questionnaire is part of a survey for th H°TELS ‘N GHANA 

the Department of Hospitality and Tourism °f ’ PhD in T<>“™ from 
Cape Coast. The objective of this reseat tagement at the University of 
providers’ perceptions of service quality. aSSesS guests and service

The study is based on a selected sample so v™ ■ 
therefore, be most grateful if you could snLr participatlon is critical. I shall 
complete the following questionnaire The^esuks of J™™65 ofJour time t0 
identify service quality related problems, to fonnula'te iX”" 
quality tmprovement and to determine clem standards for service dive'y

You are assured that any information that you provide shall be treated with 
strict confidentiality. Your anonymity is also guaranteed.

Thank you for your help.
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01. Hotel/Service Quality Attributes 
Tangibles

4. An excellent hotel should have 
modem looking equipment

5. An excellent hotel should have modern 
and comfortable furniture

6. An excellent hotel’s staff should 
appear neat and professional

7. An excellent hotel’s lobby area s.
be attractive and comfortable

1. An excellent hotel should have a clean
environment__________________ ____
2. The outside appearance of an excellent
hotel should be attractive________ ___
3. An excellent hotel should have an 
attractive interior decor

5

Eli Tick to show the extent to which 
you agree to these statements. 

Strongly 
Strongly 
disagree 
agrqe.

1

Expectations questions
Please indicate the extent to which yOU agree to thP~ t ♦ 
responses that ranged from (1) Strongly Disagree to

PARTONE: HOTEL»ROOTct

The following statements relate QUALITY

described by the statement bv tick' Y°U,agree that this hotel hStatekment’ Please 
disagree,

number that best shows your perceptions StKotel^ * * a

QUES^nnaIREPor
0Tel guests



have

,ave clean

54321
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15. An excellent hotel should offer 
complimentary items (soap, shampoo, 
towels and sheets)

16. An excellent hotel should have 
visually appealing brochures, pamphlets

9. Ait excellent hoteTshoukfhi 
and comfortable rooms

14. An excellent hotel should be easily 
accessible

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Front Office 
Services

13. The atmosphere in an excellent hotel 
should be welcoming

1. An excellent hotel should have 
convenient and efficient 
reservation/booking system

2. An excellent hotel’s staff should be 

polite and friendly

3. An excellent hotel should have 
efficient check-in procedure

4. An excellent hotel should have

8. An excellent hotefshouidf 
adequate parking space

An excellent

and hygienic bathrooms and toilets

7T. The lighting
room should be adequate

72. The fixtures in anexcdfortfotd— 
room should be sufficient
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11. An excellent hotel should have 
accurate billing system

12. An excellent hotel should handle 
guests complaints efficiently

13. An excellent hotel should have 
accurate information about hotel services

14. An excellent hotel should have 
advance and accurate information about 
prices

10. An excellent hotel should have 
efficient telephone and internet system

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel’s staff should show 
a sincere interest in solving your 
problems

2. An excellent hotel’s staff should 
always willing to help you

An excellent hotel’s staffsh^id' 
perform services right the first time

9. An excellent hotel’s staff should have 
good communication skills

"efficient check-^T^^

6. An excellent
perform services at the time promised

7. An excellent hotel’s staffAhouldU 
well trained and knowledgeable

g An excellent hotel’s staff should be 
skillful and experienced



54321
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3. Behaviour of an excellent hotel’s staff 
should instill confidence in you

5. An excellent hotel’s staff should call 
guests by name

6. An excellent hotel should have 
convenient operating hours

5. An excellent hotel’s ■ ' 
provide prompt service witho

4. You feel safe in your transactions with 
an excellent hotel

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel’s staff should 
understand your specific needs

2. An excellent hotel’s staff should have 
the time to listen to your complaints

3. An excellent hotel should give yon 
special attention

staff sliouid~~~
—nut delays

2. An excellent hotel’s staff should be 
courteous and respectful

1. An excellent hotel's staff should 
friendly

To what extent wouId^F^^p- 
the above attributes are important for 
hotel service quality?

TAn excellent -------
be too busy to respond to vom neVer

________________ y urrequests
-4W.1 excellent _
readily available to provide services
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5. An excellent hotel should offer high 
quality and hygienic food

6. An excellent hotel’s food and drinks 
prices should be reasonable

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel should have variety 
and quality of sports/recreational 
facilities

3. An excellent hotel should offer room 
service

4. An excellent hotel should offer prompt 
food service

2. An excellent hotel shouldpF^ide 
variety of food and drinks

3.An excellent hotel should have up-to- 
date and modern safety facilities

To what extent would 
the above attributes are i~ 
hotel service quality? Food and 
beverage services

l.An excellent hotel should h; 
eating and drinking facilities

you agree that
■ - important for

4. Anexcellent
best interest at heart y°Ur

2. An excellent hotel should have an 
efficient business centre

5. An excellent
you as a guest 6 e



year-

2 3 4 5
1. The hotel has a clean environment
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01. Hotel/Service Quality Attributes 
Tangibles

4. The hotel has modern looking 
equipment

5. The hotel has modem and comfortable 
furniture

6. Hotel staff appear neat and 
professional

2. Outside appearance of the hotel is
attractive______________________

3. The hotel’s interior design is attractive

EZ1 Tick to show the extent to which 
you agree to these statements. 

Strongly 
Strongly 
disagree 
agr.qe 

1

expectat'on fi'om this hotel, 

[ ]
[ ]
[ ]
[ ]
[ ]

adequate safety feci^----

TAn excellent
round swimming p00] 1

PART TWO: Perception Questions

Please indicate the extent to which you aeree to t . 
responses that ranged from (1) Strongly Dtsagreeto (5)‘“

Overall, what is the level of y0Ur

a. Very Low
b. Low
c. Moderate
d. High
e. Very High



e

14. The hotel is easily accessible

1 2 3 4 5

2. Staff are polite and friendly
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16. The hotel has visually appealing 
brochures, pamphlets

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Front Office 
Services

1. The hotel has convenient and efficient 
reservation/booking system

3. The hotel has efficient check-in 

procedure

4. The hotel has efficient check-out 
procedure

13. The atmosphere in the hotel is 
welcoming

15. The hotel offers complimentary items 
(soap, shampoo, towels and sheets)

5. Staff perform services right the first 

time

7. The lobby 
comfortable

11. The lighting in

?2. The fixtures in myrooinare---------
sufficient

8. The hotel hasad^^^-^ 

TMy room is

"liThehotel has 
and toilets
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2. Staff are always willing to help you
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To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. Hotel staff show a sincere interest in 
solving your problems

14. There is advance and accurate 
information about prices

7. Staff are welitrainedand 
knowledgeable

5. Hotel staff provide prompt service 
without delays

13. There is accurate inforrnation about 
hotel services

3. Staff are never too busy to respond to 
your requests

4. Staff are readily available to piovide 

services

11. The hotel has accrn^bm^

12. The hotel handies guests complaints 
efficiently

8. Staff are skillftiEd^ -̂---- -

k Staff have

TO. The hotel -
internet system

6. Staff performTEKE^ 
promised UIle



1. Staff are friendly

5. Staff call you by name

1 2 3 4 5

1. Staff understand your specific needs

3. The hotel gives you special attention

5. The hotel recognizes you as a guest
4321

2. The hotel has variety of food and

342

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

2. Staff have the time to listen to your 
complaints

4. The hotel has your best interest at 
heart

6. The hotel has convenient operating 
hours

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Food and 
beverage services

l.The hotel has good eating and drinking 
facilities

4. You feel safe in your transa^T^h 
the hotel

To what extent would^T^^ 
these attributes are important for 
hotel service quality?

2. Staff are courteour^dTesp^tfid—' 

^Behaviour of staff inltiuT^KfidS 
in you
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5. An excellent hotel should offer high 
quality and hygienic food

6. An excellent hotel’s food and drinks 
prices should be reasonable

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel should have variety 
and quality of sports/recreational 
facilities

4. An excellent hotel should offer prompt 
food service

3.An excellent hotel should have up to 
date and modern safety facilities

2. An excellent hotel shouldp^ide 
variety of food and drinks

XAn excellent h^tdlh^^ 
best interest at heart ave Your

To what extent would ymT^^p 
the above attributes are important f 
hotel service quality? Food and 
beverage services

3. An excellent hotel should offer room 
service

2. An excellent hotel should have an 
efficient business centre

5. An excellent hotel^^— 
you as a guest gniZe

"hAn excellent hotel shoddh^T^d 
eating and drinking facilities
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14. The hotel is easily accessible

1 2 3 4 5

2. Staff are polite and friendly

340

16. The hotel has visually appealing 
brochures, pamphlets

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Front Office 
Services

3. The hotel has efficient check-in 
procedure

4. The hotel has efficient check-out 
procedure

1. The hotel has convenient and efficient 
reservation/booking system

space

c°nifortabL
■HhTh6 hotel
and toilets

hgTlhe hotel has adequate parking 

r^y4yroom is clean and

15. The hotel offers complimentary items 
(soap, shampoo, towels and sheets)

13. The atmosphere in the hotel is 
welcoming

5. Staff perform services right the first 
time

r[fThe lighting in my room is adequate 

mVThTfixtures in my room are 
| sufficient

7. The lobby area 
comfortable and
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2. Staff are always willing to help you

341

14. There is advance and accurate 
information about prices

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. Hotel staff show a sincere interest in 
solving your problems

5. Hotel staff provide prompt service 
without delays

13. There is accurate infonnlti^b^t 
hotel services

3. Staff are never too busy to respond to 
your requests

4. Staff are readily available to provide 
services

ePhone and

11. The hotel h7TTT«nh^^

72. The hotel handles 
efficiently

7. Staff are well tram7T77 
knowledgeable

Tstaffare skillfuFS^^j---- .

Tstaff have

To. The hotel has effkiemteL 
internet system

6. Staff perform smkTTTk—-- 
promised the tln*



1. Staff are friendly

5. Staff call you by name

1 2 3 4 5

1. Staff understand your specific needs

3. The hotel gives you special attention

5. The hotel recognizes you as a guest
54321

342

2. Staff have the time to listen to your 
complaints

4. The hotel has your best interest at 
heart

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

that 
ant for

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Food and 
beverage services

1. The hotel has good eating and drinking 
facilities

2. The hotel has variety of food and

T You feel safe in 
the hotel

To what extent would^ou^ 
these attributes are impor^ 
hotel service quality?

6. The hotel has convenient operating 
hours

2. Staff are “urteom^T^j-—

3. Behaviour of at5fiSnE^fiJ~- 
in you



drinks

1. Nationality

2. Country of Residence

3. If living in Ghana, Town of residence

1. Male O4. Gender (Please tick) 2. Female I I

5. Age

6. Religion

1. Mamed7. Marital status (Please tick)

2. Single

3. Divorced

4. Separated

5. Widowed

8. Number of children

9. Level of education

10. Occupation

343

PART THREE:
CHARACTERISTICS

3. The hotel has room^-^

6. The hotel’s food anddrid^^ 
reasonable

SOCIO-DEMOGRAPHIC

4. The hotel

yThe hotel offers Wgh^li^----
hygienic food



11. Monthly income

Travel Characteristics

1. Purpose of visit (Please tick)
Business

1. First stay

5. Number of children 

6. Number of adults 

NO1. YES

8. If yes, how long?

thank you for your support

344

7. Have you ever travelled to or lived in a foreign country? (Please tick)

4- Qther (Please specify) 

2. How long have/are you staying (ed) in this hotel? 

3. Is this your first or repeat stay in this particular hotel? (Please tick)

2. Repeat stay |—j

4. How many people are with you?

Z friends, relatives 

3. Vacation r—■
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RESPONDENT IDENTIFICATION

HOTEL CATEGORY:
LOCATION OF HOTEL:

DATE:

TIME:
NUMBER OF VISITS:

appendix II 
u"^<y.tcapec

°~n.ofHospHa,ity
SURVEY OF SERVICEQUALITYINIi^""« 

This questionnaire is part of a survev for m LS IN GHANA

providers perceptions of service quality. aSSess ^ests and service 

The study is based on a selected sample so vo therefore, be most grateful if you could rt,C'P.ation is criticaL 1 sha11 
complete the following questionnaire. The result/^t!™nUteS °f your time t0 
identify service quality related problems to he'P t0
quality improvement and to determine deal standards for seXSiX W'' 

You are assured that any information that you provide shall be treated with 
strict confidentiality. Your anonymity is also guaranteed.

Thank you for your help.

QUESTIONNAIRE FOR MANAGERS AND FRONTLINE 

employees
The foliowing statements relate to yourpenieptionrfiPpCseindicate 

perceptions of services qua) ity in this o  hote| has the attribute
the extent to which °“agrl appropriate box. 1= str°ng ?
described by the statement by ticking th PP

345
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6. An excellent hotel’s staff should 
appear neat and professional

7. An excellent hotel’s lobby area should 
be attractive and comfortable

4. An excellent hotel should have 
modern looking equipment

5. An excellent hotel should have modern 
and comfortable furniture

>
51. An excellent hotel should a clean

environment___________
2. The outside appearance of an excellent 
hotel should be attractive
3. An excellent hotel should have an 
attractive interior decor

m,lXrci”°tdisaEr«,4-„
1S n° right or w ' "’ll sho'ws’ho’S"'”n8'y

Expectations questions 
please indicate the extent to which 
responses that ranged from (1) Stn

statemmltins.

- 
disagreeagree

1

02. Hotel/Service Quality Attributes 
Tangibles

disagree, 2- disagrce> 3= 
agree. You may tick any of the 
your perceptions are. There i~ 
number that best shows y0Ur per

____ __ 10 5)Str°ngly Agree.

8. An excellent hotel should have 
adequate parking space

9. An excellent hotel should have clean 
and comfortable rooms

10. An excellent hoteTsh^ 
and hygienic bathrooms and toile



ent hotel

exce'lent hotel

1 2 3 4 5
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1. An excellent hotel should have 
convenient and efficient 
reservation/booking system

2. An excellent hotel’s staff should be 
polite and friendly

3. An excellent hotel should have 
efficient check-in procedure

13. The atmosphere in an 
should be welcoming

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Front Office 
Services

16. An excellent hotel should have 
visually appealing brochures, pamphlets

7T. The lighting in an excell 
rooms should be adequate

15. An excellent hotelshodd^fffeT-----
complimentary items (soap, shampoo, 
towels and sheets)

14. An excellent hotellh^db^m 
accessible

4. An excellent hotel should have 
efficient check-out procedure

5. An excellent hotel’s staff should 
perform services right the first time

6. An excellent hotel’s staff should 
perform services at the time promised

7. An excellent hotel’s staff should be

72, The fixtures in an exceh^Thotel 
rooms should be sufficient



e
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12. An excellent hotel should handl 
guests complaints efficiently

13. An excellent hotel should have 
accurate information about hotel services

14. An excellent hotel should have 
advance and accurate information about 
prices

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel’s staff should show 
a sincere interest in solving guests 
problems

2. An excellent hotel’s staff should 
always be willing to help their guests

3. An excellent hotel’s staff should never 
be too busy to respond to your requests

4. An excellent hotel’s staff should be 
readily available to provide services

5. An excellent hotel’s staff should 
provide prompt service without delays

——

9. An excellent hoteiVstaffshoiiidT7~7 
good communication skills 6

trained and knowledgeable 
U^^^ceUent hotel’s staff should be 

I skillful and experienced

10. An excellent hoteTTh^j^----
efficient telephone and internet system 

"11. An excellent hotel shoUldh^— 
accurate billing system



1 2 3 4 5

your transactions with

1 2 3 4 5
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5. An excellent hotel’s staff should call 
guests by name

6. An excellent hotel should have 
convenient operating hours

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

1. An excellent hotel’s staff should 
understand their guests specific needs

2. An excellent hotel’s staff should have 
the time to listen to guests complaints

3. An excellent hotel should give their 
guests special attention

4. An excellent hotel should have their 
guests best interest at heart
5. An excellent hotek&d^g^ 

their customers as a guest

'Uagreeth^" 
imP°rtant for

4. You feel safe in 
an excellent hotel

TBehaviour of an
should instill confidence in you

“To what extent wTuldTou 
the above attributes are 
hotel service quality?

To what extent would you agree 
the above attributes are im porta 
hotel service quality? Foodj^------

2. An excellent hotdVS^^- 
courteous and respectful

1. An excellent hotefT^ff&r- 
friendly De
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beverage services

Provide

1 2 3 4 5
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1. An excellent hotel should have variety 
and quality of sports/recreational 
facilities

2. An excellent hotel should have an 
efficient business centre

6. An excellent hotel’s food and drinks 
prices should be reasonable

To what extent would you agree that 
the above attributes are important for 
hotel service quality?

3.An excellent hotel should have up-to- 
date and modern safety facilities

4. An excellent hotel should have 
adequate fire safety facilities

5. An excellent hotel should have all year- 
round swimming pool

2. An excellent hotel should 
variety of food and drinks

TAn excellent hotlo^UffeT^ 
service

5. An excellent hotel should offerhigh 
quality and hygienic food

T An excellent
food service p

l.An excellent hot^kh^j^----- -
eating and drinking facilities 6 S°°d
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perception questions 
please indicate the extent to 
hotel with responses that 
Agree.

4. Our hotel has modern looking 
equipment

5. Our hotel has modern and comfortable 
furniture

Lements about this
' Wrongly

6. Our hotel’s staff appear neat and 
professional

7. Our hotel’s lobby area is attractive and 
comfortable

show the extent 
■' you agree to

which you r- 
raneedfro"i(i)s,„

1. Our hotel should has a clean
environment__________
2. The outside appearance of our hotel is
attractive_________________
3. Our hotel has an attractive interior 
decor

aEr“10 Restate

-

Tick tor 
,, t0 which - 

^statements, 
strongly 
Strongly 
disagreeagree
< 

1

01. Hotel/Service Quality Attributes 
Tangibles

8. Our hotel has adequate parking space

9. Our hotel has clean and comfortable 

rooms

10. Our hotel has clean and hygienic 
bathrooms and toilets

11. The lighting in our hotel rooms are

adequate 
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2. Our hotel’s staff are polite and friendly
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I

3. Our hotel has efficient check-in 
procedure

4. Our hotel has efficient check-out 
procedure

1. Our hotel has convenient and efficient 
reservation/booking system

5. Our hotel’s staff deliver services right 
the first time

12. The fixtures inoUTi^ 
sufficient

To what extent would you agreTthaP 
the above attributes are important for 
hotel service quality? Front Office 
Services

14. Our hotel is easil7acSblT~-----"

"fTOur hotel offers
(soap, shampoo, towels and sheets)

TiT Our hotel has visually appealing---- -
brochures, pamphlets

r°oins is

13. The atmosphere 
welcoming

6. Our hotel’s staff perform services at 
the time promised

7. Our hotel’s staff are well trained and 

knowledgeable

8. Our hotel’s staff are skillful and 

experienced

9. Our hotel’s staff have good 
communication skills
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I
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2. Our hotel’s staff are always willing to 
help guests

3. Our hotel’s staff are never be too busy 
to respond to guests requests

4. Our hotel’s staff are readily available 
to provide services

i*'

To what extent would youagi^thaP 
the above attributes are important for 
hotel service quality?

I '
•iij I

I?

1. Our hotel’s staff always show a 
sincere interest in solving guests 
problems

c°mplaints

13. Our hotel has accrniP^P^— 
about hotel services

10. Our hotel has effippTj—----- _
internet system ‘ephoneand

14. Our hotel has advPPPTP^; 
information about prices

5. Our hotel’s staff provide prompt 
service without delays

To what extent would you agree that 
the above attributes are important for 

hotel service quality?

1. Our hotel’s staff are always friendly

2. Our hotel’s staff are always courteous 

and respectful
3. Behaviour of ourhotefs^iffSw-

11. Our hotel

pTbur hotel handlPTgPp 
efficiently
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3. Our hotel gives guests special attention

54321

354

I

I

4. Our hotel has guests best interest at 
heart

5. Our hotel’s staff always 
name

5. Our hotel always recognise customers 
as a guest

2. Our hotel’s staff have the time to listen 
to guests complaints

2. Our hotel provides variety 
drinks

To what extent would you agree that 
the above attributes are important for 
hotel service quality? Food and 
beverage services

l.Our hotel has good eating and drinking 
facilities

f,

I*

of food and

6. Our hotel
hours 8

cal1 guests by

■^till confidence in our guests

4 Guests feel safe in your transactions 
with our hotel

To what extent would
the above attributes are important for 
hotel service quality?

3- Our hotel offers room service

4- Our hotel always offer prompt food 

service

1. Our hotel’s staff understand guests 
specific needs
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SOCIO-DEMOGRAPHIC

1. Nationality
2. Female1. Male2.Gender (Please tick)

3. Age

1. Married

2. Single

3. Divorced

4. Separated
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PART THREE:
CHARACTERISTICS

5.Our hotel has all year-round swimming 
pool

4.Our hotel has adequate fire safety 
facilities

3.Our hotel has up-to-date and modern 
safety facilities

4. Religion

5. Marital status (Please tick)

'?atth..above^tributes are important for 
hotel service quality?

1’°Ur
sports/recreational facilities

2. Our hotel has an efficient business
centre



5. Widowed

7. Level of education

8. Current job

9. Current Position

10. Department/section

11. Number of years worked in the hotel industry

12. Number of years worked in this hotel

13. Number of years worked at current position/job

2. No

15. Monthly income

Thank you for your support
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14. Do you have any formal education in hospitality and tourism?
1. Yes


