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ABSTRACT
Based on a conceptual framework modified from the SERVQUAL model, the purpose of
this study attempts to investigate whether service performances can match international
customers’ expectations in five-star hotels of Qingdao.

As such, this study deems

demographics as influencing factors on service quality.

SERVQUAL is a measurement

instrument that determines service quality as the gap between consumers' expectations and
perceptions.

Advantages of SERVQUAL include superior managerial and diagnostic capability

in the gap measured by using five service dimensions.

A total of 382 questionnaires were

distributed, Paired Simple t-test and One-Way ANOVA Test were used to test the investigation.
The results demonstrate that there are significant differences between international customers’
expectations and perceptions of service quality of five-star hotels in Qingdao.

These

differences indicated that the international customers’ perceptions fail to match their expectations
of service quality when measured by tangibles, reliability, responsiveness, assurance and
empathy, respectively.

The outcomes of study also demonstrate that social-demographic

certainly influence international guests’ expectations and perceptions of service quality in
five-star hotels in Qingdao, before their experiencing the services.
significantly affect customer’s expectations of service.

Occupation and education

Income, occupation, nationality and

purpose of visit show significant influences on customers’ perceptions of service.
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CHAPTER I
Generalities of the Study
Introduction
Hospitality industry is an inseparable entity of tourism industry.
service industry also means growth in hotels everywhere.

Growth of tourism or

Coupled with growth of hotel

industry, travelers come with demand for service quality of the accommodations.

To

understand and to be able to identify the service quality in either tourism or hotel industry has
been an ongoing study, especially in the with constant tourism growth.

China is a perfect

showcase of this phenomenon, and the several major cities around the country can boast of the
flourishing business in hotels.

China finds itself as a good representation of rapid

socio-economic development, thus making China one of the most popular destinations in
worldwide (http://www.cnta.gov.cn).

As China’s hospitality industry grows as can be seen from

the booming constructions of hotels, the service criteria of Chinese hotels show a significant gap
when compare with the international standard.

In general, the customer’s first service

experience creates an expectation for future experience, thereby perception of service quality.
Therefore, it is necessary to use the SERVQUAL instrument developed by Parasuraman,
Zeithaml, and Berry (1985) to describe different international hotel customers in Qingdao
regarding their expectations and perceptions on service quality.

The survey aims to identify

certain attributes in accordance with demographic and psychographic of an individual, in order to
determine the relevance of hotel attributes to different types of people.
1.1 Background
1.1.1 Qingdao’s evolution towards becoming tourists’ popular destination
Qingdao is a well known destination for national and international visitors and a booming
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business center as well as a port of China’s central eastern coast. It has been a popular destination
as a result of not only the 2008 Olympic Games, but also its image as a historic, culture and
nature-bound city (http://qpinet.qingdao.gov.cn). Qingdao, to the east, a short distance across
the Yellow Sea, adjoins Korea and Japan, making Qingdao an important city for international
trade.

For 33 years until 1949, Qingdao was a colony of Germany and Japan.

Thus, Qingdao

has many European and Japanese architectures. These foreign architectures - the remnants of
the colonial past- nowadays beautify this seaside city.

The red roofs, green trees, blue sea, and

azure sky form bright and colorful scenery of Qingdao. Sometimes, the city is known as the
Switzerland of the Orient.

As the sailing capital in China, Qingdao has been one foot of

Clipper Round the World Yacht Race and Volvo Ocean Race since 2007.

Also, Qingdao is the

home of the famous Qingdao (Tsingtao) Beer. Qingdao International Beer Festival is the second
important Beer’s festival to Munich International Beer Festival. The festival has attracted
millions of domestic and international tourists every year (http://www.qdbeer.cn).

The Qingdao

Municipal Government recognizes the importance of the tourism industry and has further
planned to develop tourism in Qingdao.

According to the report from Qingdao Municipal

Government, Qingdao attracts 721,081 international tourists in 2007.

Korean and Japanese

specially occupy a large proportion; Korean being 343,163, and Japanese 167,087
(http://www.qdta.gov.cn).

To sum up, Qingdao must develop itself to be a booming destination

for tourists, be it leisure, business or sport. There are of Qingdao following in figure 1.1.
Figure 1.1: Top Six Countries of Source Market
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1.1.2 Hotel industry in China in the eyes of international visitors

In the late 1970s, China first opened its door to international tourists after twenty years of
rapid growth in economy; China has now become one of the world most attractive destinations
for tourists.

China is pacing up towards internationalization, for example, the Beijing Olympic

Games and Shanghai World Expo create significant influence worldwide, and all of those factors
create a positive impact on the development of tourism industry in China.

According to China

National Tourism Administration (CNTA), in 2007, China received 54.7 million overnight
inbound tourists.

In the next 10 years, tourism in China will maintain annual growth rate of

10.4%. China will become the first inbound tourist country and the fourth outbound tourist
country to 2020.

By 2010, the proportion of total revenue of tourism in China accounting for

GDP will increase from 5.44% in 2002 to 8% (http://www.ocn.com.cn).

Therefore, how to

promote the service quality to meet international travel’s demand that became a serious problem
of hotel industry in China.

In addition, China, along with its entry into World Trade

Organization, will further open its tourism market; hence, the sudden influx of foreign visitors
creates a great demand on China’s lodging industry.

According to the Statistical Yearbook of
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China Travel Companies and Star-rated Hotels 2007, by the end of 2006, 12751 star hotels had
been built in China, of which, 12,166 were domestic-funded hotels and 585 were foreign-funded
hotels.

The investment enthusiasm has stared in the hotel industry since 2000.

According to

the Statistical Yearbook of china hotel industry, from 2000 to end of 2006, China star hotels
increased from 6029 to 12,751, which is 15.3% growth (http://finance.sina.com.cn).

Among

the large number of hotels that five-star hotels are the main group for providing service to
international tourists, therefore, the service performance of five-star is an important factor for
satisfying customers and maintaining reputation of Chinese tourism in the international tourism
market.

In spite of the overdevelopment of Chinese hotels, some factors have proved that the

standard and quality of services provided by the five-star hotels are still below international
standards.

Problems include communication skills and poor language ability, a lack of property

maintenance, unreliable reservations system, etc. The hotel industry has also faced the problem
of finding qualified employees to provide high level services that could meet the standards of
foreign tourists.

Most service workers in China lack an understanding or appreciation of

international service standards, because Chinese culture and religion are different from western
societies.

There are discrepancies of expectation on service quality between foreign tourists

and Chinese service workers.

1.1.3 Hotel industry in Qingdao
Qingdao owns abundant of resources which attract tourists and the Qingdao Municipal
Government recognizes the importance of tourism industry and has kept enhancing the
development on tourism industry since China’s reform and opening.
been one the most popular tourism destination in China as yet.

Therefore, Qingdao has

The rapid growth of the tourism
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industry has led to an increasing prosperity of hotel industry.

The first top level (five-star) hotel

is constructed in Qingdao in 1979. Up to now, according to the statistics of Qingdao Tourist
Hotels Association, the number of Qingdao star hotel has reached 149.

Among 149 hotels, 9

are five-star hotels (Shangri-la, Holiday Inn e.g.), 21 are four-star hotels, 72 are three-star hotels,
one two-star hotels and 46 one-star hotels.
Sheridan and Kempinski Hotel .e.g.

Meanwhile, 5 five-star hotels are under construction,

In 2010, there will be 14 local and World-renowned

five-star hotels in Qingdao(http://www.zhuzheli.com).

1.1.4 SERVQUAL Model
Service performance has become more and more important for any service industry.

So,

in order to develop service management and marketing standard, it is important to understand
what service performance is really expected by customer, and how to evaluate it.

Parasuraman,

Zeithaml and Berry (1985, 1988) have attempted to use SEVQUAL methodology in an effort to
measure service quality, the instrument is also called service quality model and gaps model.
Their model (SERVQUAL) treats service quality not as an absolute, but as a relative concept
determined by the gap between customers’ expectations and their perceptions.

SERVQUAL the

most often used method for surveying service quality, has been used to compare customers'
expectations before they receive a service encounter and their perceptions of the actual service
delivered.

The original model identifies five key gaps and two additional gaps (Coyle & Dale,

1993) relating to managerial service quality, and tasks associated with service delivered to
customers.

This study measures the difference between customers’ perceptions and

expectations of hotels in Qingdao by using SERVQUAL model of service quality, as well as to
examine whether or not five-star hotels provide service quality meet the expectation of
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international customer by using SERVQUAL instrument.
1.2 Statement of the Problem
Service quality of hotel industry has always been a key component in development of any
tourist venues.

Qingdao—a seaside city east of Beijing, China is experiencing a rise of tourism

industry as a result of world-class events in the nearby cities (http://qpinet.qingdao.gov.cn).
Qingdao’s readiness in catering to its visitors—domestic or international—a standard of hotel
services and quality is yet to be pronounced.

However, Chinese hospitality industry has just

passed 20 years of development, studies on customers’ expectations and perceptions on hotels
and their standard of services on international customers are limited in hospitality industry of
Qingdao.

As the main venue of meeting international travels, the five-star hotel to be

regarded as indicator of service quality. Qingdao must acquire more information about its
service quality in the hotel industry before it meets with the influx of international tourists,
meanwhile, depending on demographic factors to investigate the differences of service quality,
so these research questions have examined the followings:
1.

Whether or not international customers are satisfied current service quality that provided by
five-star hotels of Qingdao?

2.

Whether or not there are gaps between customers’ expectations and perceptions on service
quality of five-star hotels in Qingdao when respectively measured by five service
dimensions?

3.

Demographic factors potentially influence on customers’ expectations and perceptions?
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1.3 Research Objective
General perception in Qingdao’s hospitality is that a dearth of international visitors and a
lack of global service awareness have resulted in gearing of the local tourism product toward the
domestic marketplace.

This attempts to unlearn the perspectives or practices which have been

fashioned by any international service leaders or their benchmark competition.

Therefore, the

study aims to address the following objectives:
1. To describe the views of international hotel customers in Qingdao regarding their
expectations and perceptions on the service quality;
2. To assess the current international customers’ expectations and perceptions processed via
five service dimensions in hotel industry of Qingdao; and
3. To assess the current international customers’ expectations and perceptions through
demographic factors on the subject of the service quality of hotel industry in Qingdao.

1.4 Scope of the Study
The main purpose of this study aims to assess the service quality of Qingdao hospitality
industry from the international guests’ perceptions and expectations.

By using SERVQUAL

instrument—focusing on tangibles, reliability, responsiveness, assurance and empathy on the
services.

This study covers all of nine of five-star hotels in Qingdao, because most of

international tourists experience service in there, and these international tourists visiting Qingdao
on different purposes, i.e. leisure, MICE, banquet, and dining.

The survey is scheduled in

summer season, when the number of visitors is at it peak in Qingdao.

1.5 Significance of the Study
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Investigating levels of service quality measures expectation and perception to remedy
service areas needed to ensure tourists’ satisfaction.

Investigation focuses on the gap between

customers’ expectations of service quality and their perceptions after their experience with the
hotel’s service.

By comparing both their perceptions and expectations, tourist developers can

identify gaps for improving the hotels’ standard of service quality.

In the long run, results of

this study will serve as a foundation for improvement of service quality beneficial for the hotel
industry in Qingdao, as well as their relationship with their customers, thus maintaining
reputation of hotels and their stability over time.

1.6 Limitation of the Research
There are three limitations in conducting this research: scope, respondents, and time frame.
1. Firstly, this research study focuses on surveying the expectations and the perceptions of
customers who stay in top-level (five-star) hotel in Qingdao.

Therefore, the result doesn’t

include the customers who don’t stay in five-star hotel in Qingdao.
2. Secondly, interviewing the respondents was conducted at minimum since the hotels’ policy
for privacy of the guests was imposed.

Thus, the qualitative part to support this study is not

substantial.
3. Thirdly, the data was collected within a time frame, August, which is the high season of
tourism in Qingdao.

High occupancy rate of hotels influenced the measurement.

Therefore, the result doesn’t include for all seasons.

1.7 Definition
Customer’s Satisfaction
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Customer’s satisfaction is a positive emotional response resulting from an individual’s
subjective evaluation of his or her situation.
Expectation
Olson and Dover (1979) define expectation as pretrial beliefs about a product that serve as
standards or reference points against which product performance is judged.
Five-star Hotel
Five-star hotels are luxury properties with at least 400 spacious, soundproof rooms, large
lobbies, health clubs, business centers, 24-hour room service and excellent Chinese and Western
food.

Five-star hotels in China have standards that nearly match those of the properties in large

European and American cities.

Normally, five-star luxury hotels cost US $80-$150 or even

much higher per standard room/night (www.chinaholiday.com ).
Gap5
The discrepancy between customers’ expectations and their perceptions of the service
delivered: this a result of the influences exerted from the customer side and the shortfalls (gaps)
on the part of the service provider.

In SERVQUAL instrument, gap 5 is considered to be the

true measure of service quality.
Five Dimensions
Tangibles – the physical surroundings represented by objects (for example, interior design)
and subjects (for example, the appearance of employees)
Reliability – the service provider’s ability to provide accurate and dependable services
Responsiveness – a firm’s willingness to assist its customers by providing fast and
efficient service performances
Assurance – diverse features that provide confidence to customers (such as the firm’s
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specific service knowledge and polite and trustworthy behavior from employees)
Empathy – the service firm’s readiness to provide each customer with personal service.
Perception
Lewis (2000) defines perceptions as meanings people assign to what they see, hear and
sense around them.

Also their perceptions are heavily influenced by sociocultural and

psychological forces.
Service Quality
The perception resulted from a comparison of consumer’s expectation with actual service
performance. (Parasuraman, Zeithaml & Berry, 1985).

Service quality is a measure of how

well the service level delivered and matches customers’ expectations on a consistent basis
(Webster, 1989).
SERVQUAL
It is apparent that there is a little consensus of opinion and much disagreement about how
to measure service quality.

One service quality measurement model that has been extensively

applied is SERVQUAL model originally developed by Zeithaml, Parasuraman and Berry (1985,
1988, 1991, 1992, 1993 & 1994). SERVQUAL model uses five gaps to identify the service
quality.

Later on, Curry (1999), Luk and Layton (2002) increased other three important gaps in

it. SERVQUAL, the most often used approach for measuring service quality, has been used to
compare customers’ expectations before they receive a service and their perceptions of the actual
service delivered (Gronroos, 1990; Lewis & Booms, 1983). SERVQUAL instrument has been
the predominant method used to measure consumers’ perceptions of service quality.

It has five

generic dimensions or factors as follows: Tangibles, Reliability, Responsiveness, Assurance and
Empathy (Van Iwaarden, van der Wiele, Ball & Millen, 2003).
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CHAPTER
Related Literature Review
2.1 Tourism and Service Quality
Tourism is supported by services.
products in tourism.

Service is considered as one of the most important

According to World Tourism Organization (WTO 2003), service quality in

tourism can be defined as 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 such as safety and security, hygiene, accessibility, transparency,
authenticity and harmony of the tourism activity concerned with its human and natural
environment (www.world-tourism.org).

High quality services in tourism lead to travelers’

satisfaction, positive word-of-mouth recommendation and repeat travelers.

Kandampully (2000)

has emphasized that service quality will be the main driving force of tourism as travel firms
strive to meet the competitive challenges of the future.

Swarbrooke and Horner (2001) noted

that unsatisfied service quality will cause complaints, and dealing with such complaints can be
time-consuming, expensive, and injurious to a destination’s reputation.

In tourism, as

entertainment options have increased rapidly in number and variety, the term “experience” has
become increasingly popular, and tourism experiences are closely related to service quality.
However, service quality is subjectively judged by consumers, and is a difficult concept to assess
and measure.

Service quality has become more complicated in experiences of tourist, because

customers’ expectations and perceptions of service quality include many contexts and
interactions with different providers.

2.1.1 Service Quality and Hotel Industry

19

Following the booming development of tourism, hotel industry is also rapidly developing
in China.

Generally, facilities and services are the two core elements to achieve customer’s

satisfaction in hotel industry.

Service quality as one of the core factors to achieve customer’s

satisfaction is made up of complex attributes.

Because of intangibility, inseparability,

variability and perishability of services, consumers’ perceptions of satisfaction criteria may
include contextual clues that they use to evaluate the service quality and to make decision about
future patronage, whether or not they have experienced the hotel’s products and services before
(Parasuraman, Zethaml & Berry, 1985; Bitner, 1990).
consumer’s determinant attribute.

Those attributes directly influence

These attributes which could be different from those of

competitors’ offerings, may be vital factors in determining customers’ intentions regarding future
purchases.

Perceptions of hotel’s attributes determine the degree to which travelers find various

services and facilities satisfactory.

However, to deliver consistently good service quality

requires the hotel management to improve the ways in providing service to customers.
Research in hotel selection criteria focuses on the relationship between customer’s satisfaction
and service quality or services and facilities.

In their 1996 paper, Parasuraman et al., argue that

a hotel manager’s job, from the perspective of providing customers with quality service, is to
balance and narrow the gaps between their expectations and perceptions.

Take it further, all

guests in general demanding good service and possibly some even need special attention to their
unique demands and expectations, beyond what other customers may require.

Hotel service is

recognized as an intangible component, a good service relationship is a valuable competitive
advantage for the service business (Juttner & Wherli, 1994).

Knutson (1988), in particular they

lists convenient location, safe environment, clean, comfortable and well maintained room, as
well as prompt and courteous service as important components of customer’s satisfaction.
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Saleh and Ryan’s (1992) state that the important determining factors for customers’ selection of
hotels include: interior furnishing and exterior aesthetics, convenient parking, clean and spacious
room, comfortable bed, food value of restaurant, and friendly staff with efficient service.

2.2 Theories and Studies Related to Variables
2.2.1Characteristics of Service
The term “service” has been defined in various ways.

Gronroos (2002) defines service as

an activity or a series of activities of a more or less intangible nature that normally, but not
necessarily, takes place in the interaction between the customer and service employees and/or
physical resources or goods and/or systems of the service provider, which are provided as
solutions to customers’ problems.

To understand more about services, the following four

characteristics of services (Kotler, Bowen & Maken, 1996) must be taken into account:

1.

Intangibility- Services which can not be seen, tested, felt, heard, or smelled before
they are purchased.

To reduce uncertainty caused by intangibility, buyers look for

tangibles evidence that will provide information and confidence about the service.
Furthermore, Lewis (1990) points out that customers who purchase a service may go
away empty-handed, but they do not go away empty-headed.

They have memories

that can be shared with others.
2.

Inseparability- In hospitality services, both the service provider and the customer must
be present for the transaction to occur.

Interactions between customers and service

providers are parts of the service products.

And the implication of inseparability is

that customers and employees must understand the service delivery system.
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3.

Variability- Service quality depends on who provides them as well as when and where
they are provided; moreover services are produced and consumed simultaneously.
High degree of contact between service provider and guest means that product
consistency demands the service provider’s skill and performance at the time of
exchange.

4.

Perish ability- Service can not be stored. For example, if service providers are to
maximize revenue, they must manage capacity and demand since they can not carry
forward unsold inventory.

Many authors have tried to define service.

However, in practice it can be very difficult to

distinguish services from goods.
2.2.2 Service Quality
Service quality is considered as one of the most important research topics, since it relates
to profitability (Buzzell & Gale, 1987), costs (Crosby, 1979), customer retention (Reichheld &
Sasser, 1990), customer satisfaction (Bolton & Drew, 1991), and differential competitive
advantages.

However, service quality is a concept that has aroused considerable interest and

debate in some research literatures because of the difficulties in both defining it and measuring it
with no overall consensus emerging on either (Wisniewski, 2001).

A commonly used

definition for service quality is the extent to which a service meets customers’ needs or
expectations (Lewis & Mitchell, 1990; Dotchin & Oakland, 1994; Asubonteng, McCleary &
Swan, 1996; Wisniewski & Donnelly, 1996).

Thus, service quality can be defined as the

difference between customers’ expectations and perceptions of the service.

If expectations are

greater than performance, then perceived quality is less than satisfactory and hence customer
dissatisfaction occurs (Parasuraman et al., 1985; Lewis & Mitchell, 1990).

Parasuraman,
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Zethaml and Berry (1988) define service quality as customers’ overall judgment or attitude
concerning high-quality service.

Cronin and Taylor (1992) have defined perceived service

quality as the consumer’s impression or judgment about an entity’s overall superiority or
excellence.

So service quality is often equated with satisfied.

Service quality and customer

satisfaction are the indispensable two core concepts, those are at the core of the marketing and
practice theory (Spreng & Mackoy, 1996).

Therefore, there is doubt concerning the importance

of service quality and customer satisfaction as the ultimate goals of service industry.

Service

industry strives for customer satisfaction, and lies in its ability to contribute to the business
success.

Service quality factors directly drive customer satisfaction and loyalty in the service

industry.

2.2.3 SERVQUAL Model and Development
In this study, measurement pertained to expectations and perceptions of service quality are
predicated on the SERVQUAL concept initiated by Parasuraman, Zeithaml, and Berry (1985,
1988, 1991 & 1994).

The approach starts from the assumption that the level of service quality

experienced by customers is critically determined by the gap between their expectations of the
service generally and their perceptions of what they actually receive from a specific service
provider.

SERVQUAL consists of survey question about a number of service quality attributes

or dimensions, ongoing research SERVQUAL, Parasuraman, Zeithaml and Berry (1985)
originally yielded ten dimensions to evaluate service quality: Tangibles, Reliability,
Responsiveness, Competence, Courtesy, Credibility, Security, Access, Communication and
Understanding the customer.
overlap of dimensions.

Then, the scale was later revised to ensure that there was no

The SERVQUAL model suggests five key dimensions by which
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customers evaluate service quality, namely, reliability, assurance, tangibles, empathy, and
responsiveness (often referred to as RATER).

They are defined in Table 2.1.

TABLE 2.1: The Definition Five Dimensions of SERVQUAL
Reliability—Reflects the consistency and dependability of a firm’s service performance.
Consumers perceive this dimension to be the most important of the five. Consequently, failure to
provide reliable service generally translates into an unsuccessful firm
Assurance—Addresses the competence of the business (knowledge and skills pertaining to the
service), the courtesy that it extends to its customers (employees interaction with customers), and
the security of its operations (customer feels free from risk, danger and doubt).
Tangibles—Compares consumer expectations and firm’s performance regarding the firm’s ability
to manage its tangibles. Tangibles include: carpeting, desks, lighting, wall colors, brochures,
daily correspondence, and appearance of firm’s personal. It has two dimensions—one focusing
on equipment and facilities, another focusing on personnel and communications materials.
Empathy—The ability to experience another’s feelings as one’s own. Understand customer
needs and make services accessible to them.
Responsiveness—Reflects the firm’s commitment to provide its services in a timely manner,
therefore concerned with the readiness and/or willingness of employees to produce a service.
also reflects the firm’s preparedness to provide the service.

It

Source: Bateson and Hoffman (1999), Managing Service Marketing, pp. 347-350
Via the five service dimensions, service quality is measured by gaps.

Gary. and

Christopher (2002) mention that service quality for each dimension is captured by a gap score
(G), where G is the difference between corresponding perception of delivered service (P) minus
expectation of service (E) for each item (G = P - E).

Based on SERVQUAL and five service

dimensions, measurement of service quality is illustrated as below (Figure 2.1)
Figure 2.1: Five Service Dimensions in the SERVQUAL Model
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Tangibles
Reliability
Responsiveness
Assurance
Empathy

Perceived Service
Perceived
Service
Quality
Expected Service

Source: Brady and Cronin (2001). Journal of Marketing, 65, pp. 34-49
Up to now, lots of researches on service quality and satisfaction have rapidly swelled since
1980s.

Whereas, SERVQUAL model measures service quality via five service dimensions that

has built the cornerstone on all other works.

For example, based on SERVQUAL,

Sureshchandar, Rajendran and Anantharaman (2002) developed a new model which believed
could improve understanding on customers’ perceptions of service quality.

The model (Figure

2.2) includes human element of service delivery, tangibles of service (servicescapes), core
service or service product, systematization of service delivery (non-human element) and social
responsibility.

The model is used to measure levels of customers’ perceived service quality,

and provide managers with a scale on which improved efforts can be focused.
Figure 2.2: The Critical Factors of Customer-Perceived Service Quality
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Additional Dimensions
Included
In The Present Framework
Service Content

Addressed by SERVQUAL

Service Delivery

Core Service

Human Element

Tangibles

Service Delivery

Service
Quality

Non-human Element

Servicescapes

Social Image

servicescapes

Social Responsibility

Source: Sureshchandar et al. (2002). Determinants of Customer-perceived Service Quality: a
confirmatory factor analysis approach.

2.2.4. Expectation of Service Quality
Expectations are viewed as predictions made by customer about what is likely to happen
during an impending transaction.

The importance of expectations has been approved in

previous studies on service quality and customer satisfaction.

According to the Gaps Model of

service quality (SERVQUAL), customers’ assessments of service quality result from a
comparison of service expectations with actual performance.
Parasuraman, Zeithaml and Berry (1993) elaborate expectation as a comparison standard
commonly used in two different ways: what customers believe will occur in a service encounter
(predictions) and what customers want to occur (desires).
affected from several of reasons.

Actually, expectation can be

For example, expectation of customer could come from the

comparison of the performance a product with particular brand (best-brand norm) and another

26

could be comparison with the product norm (an average performance of a group of similar
brands).

The product itself, the context and individual characteristics, could be a reason, as

well as the company’s external communications (Parasuraman et al., 1993).

Meanwhile,

Parasuraman et al, (1993) specified three different types of service expectations: (1) desired
service, which reflects what customers want; (2) adequate service, the standard that customers
are willing to accept; and (3) predicted service, the level of service customers believe is likely
to occur (Table 2.3).

Table 2.2: Antecedents of Desired and Adequate Service
Service

Antecedents of
desired service

Antecedents of
adequate service

Determinants

Definitions

1.Enduring service
intensifiers

1.Individual, stable factors that lead the
customer to a heightened sensitivity to
service

2.Personal needs

2.States of conditions essential to the
physical or psychological well-being of
the customer

1.Transitory service 1.Temporary, usually short-term,
intensifiers
individual factors
2.Perceived service 2. Customers’ perceptions of the degree
alternatives
to which they can obtain better
service through providers other than
focal company.
3.Self-perceived
service role

3. Customers’ perceptions of the degree
to which they themselves influence
the level of service they receive.
4.Situational factors 4. Service performance contingencies
that customers perceive are beyond
the control of the service provider.
1. Explicit service
1. Personal and non-personal statement
promises
about the service made to customers
by the organization.
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Factors for predicted
service

2. Implicit service
promises

2. Service-related cues other than
explicit promises that lead to
inferences about what the service
should and will be like.

3. Word-of -Mouth

3. Important in service because services
are difficult for customers to evaluate
prior to purchasing and directly
experiencing them.

4. Experience with the focal brand,
typical performance of a particular
4. Past experience
brand or average performance a
customer believes represents a group
of similar brand.”
Source: Parasuraman et al., 1993, “The Nature and Determinants of Customer Expectation of
Service”, Journal of the Academy of Marketing Service, 21(1), pp. 1-12.

2.2.5. Perception of Service Quality
Perceptions are customers’ beliefs concerning the service received and experienced.
Morrison (1996) postulates that customers use their five senses –sight, hearing, taste, touch, and
smell- to size up hospitality, travel services and industry’s promotional messages.

Antonides

and VanRaajj (1998) pointed out that people differ in their perceptions of reality depending on
their own experiences, life histories, and personal situations.

For the role of perception in

consumer behavior, Sheth, Mittal and Newman (1999) contend that perception is not only a
matter of objectively absorbing the stimuli present in the environment, but rather a combination
of three factors help shape customers’ perceptions:
(1)

Stimulus Characteristics – People perceive a stimulus differently according to
its sensory characteristics and information content and stimuli that differ from
others around them are more likely to be noticed (Solomon, 1999).

(2)

Context – In perceiving a stimulus with a given set of characteristics, customers
will also be influenced by the context of the stimulus (Biswas and Blair, 1991).
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(3)

Situational Variables (including social, cultural and / or personal
characteristics) – Perceptions are greatly influenced by personal customer
characteristics, the most obvious of which is prior experience with a particular
product or service offering.

Prior experience and knowledge influence how a customer feels about a particular
product/service offering, which deems their experiences of the particular exchange process.

In

turn, expectations influence perceptions in that customers often end up seeing what they expect
to see (Oliver, 1980).

2.2.6. Demographic Segmentation and Traveler’ expectations and perceptions of Service
Quality
There is a general agreement that demographic segmentation is a predictor of traveler’s
expectation and perception of service quality.

Jefferson and Lickorish (1998) demonstrated that

the more common tools of tourist segmentation are: (a) socio-demographic characteristics such
as gender, age, family size, nationality and social level; (b) socio-economic variables indicative
of occupation and income; (c) travel motivation; (d) travel patterns of behavior or psychographic
groups. Tourists’ segmentation studies that rely on socio-demographic information have been
useful in survey trend.

For example, Hsieh, O’Leary and Morrison (1992) found that

demographic variables are related to aspects of travel choice, so the demographic variables may
act as qualifying variables or constraining variables rather than determining variables of
traveler’s behaviors.

Cha, McCleary, and Uysal (1995) stated that age and education are

statistically significant predictors in their study of Japanese foreign travelers’ behaviors.
McCarty and Shrum (1993) although interest in lifestyle or psychographic information has
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increased among marketing practitioners, demographic information is still a fundamental and
generally necessary consideration for marketing segmentation and target.

Based on empirical

study, this research presents six fundamental demographic factors, such as age, income,
nationality, education level, occupation and visit of purpose.

There factors are used to

investigate the customer’s expectation and perception of service quality related to demographics
segmentations.

To research whether or not the tourist demographic factors are potential

attributes that impact customer individual travel behavior.

2.3 Previous Study
2.3.1 Ryan & Gu (2007): Perceptions of Chinese Hotels
The evaluations of 941 respondents who had stayed in a Chinese hotel, demonstrated that
guests’ satisfaction with the hotels are influenced by the hotels’ star-ratings.

The primary

purpose of this paper is to compare matrices derived from important evaluation scales completed
by Chinese guests staying at hotels in mainland China.

These matrices are based on hotel

categories that range from five-star deluxe to one-star.

In this study, all rankings of Chinese

hotels were identified by clients’ core expectations and finding that star-rating influenced guests’
perceptions of the hotels’ attributes.

According to the survey, the expectation of guests

involves staff performance, convenience location and facilities.
evaluation matrices highlights two main findings.

Scrutiny of the important

First, clear differences exist between the

different classifications of hotel, which depend on star-ratings.

The classifications allow

managers of Chinese hotels to differentiate themselves based on rating criteria.
analysis illustrates is a key problem of satisfaction for lower-rating hotels.
2.3.2 Shahin (2004): SERVQUAL and Model of Service Quality Gaps:

Second, the
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A Framework for Determining and Prioritizing Critical Factors in
Delivering Quality Services
Service firms have realized the significance of customer-centered philosophies and are
turning to quality management approaches to help managing businesses.

This study started

with the concept of service quality, it demonstrates the model of service quality gaps, especially
on the SERVQUAL model.

SERVQUAL as an effective approach which has been generally

studied and its role in the analysis of the difference between customers’ expectations and
perceptions has been highlighted with support of a significant example.

One of the aims of this

study is to use SERVQUAL instrument in order to minimize any actual or perceived gaps
between customer expectations and perceptions of the service offered.

Another aim of this

paper is to point out how to improve service management so that it is more logical and integrated
with respect to the prioritized service quality dimensions and their effects on
increasing/decreasing service quality gaps.

Outcomes of the study outline the fact that

SERQUAL could help close one of the important service quality gaps associated with external
customer services.

Knowing how customers perceive the service quality and being able to

measure service quality can benefit the industry’s professionals in quantitative and qualitative
way.

The measurement of service quality also can provide specific data that can be used in

quality management.

2.3.3 Kvist & Klefsjo (2006): Which service quality dimensions are important in inbound
tourism? A case study in a peripheral location
Personal expenditure on tourism and traveling seems to grow faster than expenditure on
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other products.
destinations.

Service quality would thus become a central issue in customers’ choices of
Based on a conceptual framework modified from the SERVQUAL model, the

purpose of the paper is to explore the question of which service-quality dimensions are deemed
to be important by inbound tourists visiting a peripheral tourist location in Sweden.

This paper

elaborates the relationship between tourism and service quality, and to enhance understanding of
service-quality dimensions within tourism sector. The key question that is addressed in this
study is: what are the most important service-quality dimensions as perceived by inbound
tourists visiting a peripheral location? The finding of this study is that difference in the tourists’
perceptions of the importance of various quality dimensions are identified before and after the
tourists’ experience.

This study also found “reliability” to be the most important dimension

among both British and Italian tourists to Sweden.

“Responsiveness” was considered the

second most important dimension in service quality; in contrast, the findings of the present study
with respect to “responsiveness” are not in accordance with those of other literature studies.
Another finding of the present study is that certain dimensions that are not included in later
versions of SERVQUAL appeared to have some degree of importance to various nationalities.

2.3.4 Kattiyapornpong &. Miller (2009): Socio-demographic constraints to travel
behavior
In this study, a large representative sample of 49,105 Australian respondents is utilized.
This study confirms the effect of socio-demographic constraints on dimensions of travel choice.
A multidimensional measure of travelers’ behaviors, which combines destination choice sets and
duration of travel, is used.

The effects of specific nonlinear combinations of demographic

variables, selected according to the leisure constraint model on traveler’s preference and choice
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are investigated.

This study also seeks to derive personal ecological explanations for variation

in travel intention and travel choice behavior of a wide range of destinations.

Ecological

systems theory can be used to explain travel choice behavior by providing valuable insights for
predicting travel choice behavior through an individual environment.

At last, this paper finds

that age, income and life stage have significant differential and interactive effects on travel
behavior.

The results show that socio-demographic variables act in different ways to

constrain/free different types of travel behavior.
significant travel choice.

Even the most constrained groups undertake

These phenomena need to be understood and the current research is

addressing these issues

2.3.5 Zeithaml, Berry & Parasuraman (1993): The nature and determinants of customer
expectations of service
T his article addresses the follow issues.

What factors most influence the formation of

service expectations? What role do these factors play in changing expectation levels? A
conceptual model articulating the nature and determinants of customers’ expectations of service
is proposed and discussed in this study.

The model provides a comprehensive framework of

service expectations and their potential antecedents.

It offers a more precise foundation for

measuring customers’ expectations of service than that existed previously.

It specifies three

different types of service expectations: (1) desired service, which reflects what customers want;
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(2) adequate service, the standard that customers are willing to accept; and (3) predicted service,
the level of service customers believe is likely to occur.

The model also clarifies the distinction

between customer satisfaction and service quality assessment within a single framework.

These

constructs and propositions embedded in the model augment the extent of the literature on
customers’ expectations.

2.3.6 Palmer & O’Neill (2003): The effect of perceptual processes on the measurement of
service quality
This paper reports on the study of visitors at an adventure theme park.
comprised of 138 students, who visited the theme park.

The sample

This research supports the debate about

the measurement of service quality and seeks greater integration with theories underlying models
of buyer’s behavior.

A longitudinal study using a modified SERVQUAL scale shows that

perceptions of service quality declined with the passage of time.

This research has indicated

that respondents rated their perception of service quality differently at the time immediately
following consumption compared to their rating subsequently.

An important finding of this

research is that behavioral intention is seen to be associated with changes over time in
respondents’ perception of service quality.

A lot of tests were applied during the course of
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study which indicates that perceptions of those items of quality associated with empathy and
reliability dimensions declined the most, while no significant difference was observed between
before and after the rating of the tangible items.

Furthermore, this research has raised a lot of

questions warranting further investigations which will explain the relationship between
behavioral intention and perceived service quality at any point in time.

Table 2.3: Summary of Empirical Studies
Name of
researchers

Ryan & Gu
(2007)

Shahin
(2004)

Kvist
&
Klefsjo
(2006)

Kattiyaporn
pong
&
Miller
(2009)

Research
topic
Perceptions of
Chinese
Hotels

SERVQUAL
and Model of
Service
Quality Gaps

Which service
quality
dimensions
are important
in inbound
tourism? A
case study in
a peripheral
location
Socio-demogr
aphic
constraints to
travel
behavior

Objectives of the
research
To compare matrices
derived from
importance-evaluation
scales completed by
Chinese guests staying at
hotels in mainland
China.
To Starte with the
concept of service
quality and demonstrate
the model of service
quality gaps.

To explore the question
of which service-quality
dimensions are deemed
to be important by
inbound tourists.

To ascertains the effect
of socio-demographic
constraints on
dimensions of travel
choice

Research
methodology
Survey
questionnaire
(941
respondents)

Conceptual
approach

Interview
&
Survey
questionnaire
(159
respondents)

Survey
questionnaire
(49,105
respondents)

Research finding
Chinese hotels of all
rankings are meeting clients’
core expectations and that
star rating influences guests’
ratings of attributes.

SERQUAL model could help
to close one of the important
service quality gaps
associated with external
customer services, knowing
how customers perceive the
service quality.
Difference in the tourists’
perceptions of the
importance of various quality
dimensions are identified
before and after the tourists’
experience.

Age, income and life stage
have significant differential
and interactive effects on
travel behavior.
Socio-demographic variables
act in different ways to
constrain/free different types
of travel behavior.

Continued…
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Name of
researchers
Zeithaml,
Berry &
Parasurama
n (1993)

Palmer &
O’Neill
(2003)

Research
topic
The nature
and
determinant
-s of
customer
expectations of service

Objectives of the
research
To explore the questions of
what factors most
influence the formation of
service expectations, and
what role do these factors
play in changing
expectation levels?

The effect
of
perceptual
processes
on the
measurement of service
quality

To debate about the
measurement of service
quality and seek greater
integration with theories
underlying models of
buyer behavior.

Research
methodology

Conceptual
approach

Survey
questionnaire
(138
respondents)

Research finding
Through the conceptual
model, the study provides a
comprehensive framework of
service expectations and
their potential antecedents; it
also clarifies the distinction
between customer
satisfaction and service
quality assessment within a
single framework.
Behavioral intention is seen
to be associated with
changes over time in
respondents’ perceptions of
service quality.

To sum up, based on Ryan and Gu (2007) and Shahin’s (2004) research, the researcher set
up the purpose of study and the research method of this study.

Ryan and Gu (2007) researched

on the overview of Chinese hotel industry, as well as point out the current main problems of
Chinese hotel industry.

China has a strict star-hotel rating standard, for example, in Ryan and

Gu’s study, the highest importance ratings were attributed to the cleanliness of the bedroom,
having a comfortable mattress and pillow, the cleanliness of the bathroom, a quiet room, the
allaying of security concerns, the quality of the food in restaurants. However, there are gaps
among the details of these standards of the same level of hotels.

The study of Shahin (2004)

explained the detail of SERVQUAL instrument and explored the relationship between
SERVQUAL instrument and measurement of service quality.

After the original SERVQUAL

model developed by Parasuraman et al., the instrument have been modified several times. In
2004 Shahin pointed out seven key discrepancies or gaps relating to managerial perceptions of
service quality, and tasks associated with service delivery to customers.

Then, SERVQUAL the

most often used approach for measuring service quality has been used to compare customers'
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expectations before services are provided to customers and their perceptions of the actual service
delivered.

SERVQUAL instrument has been the predominant method used to measure

consumers’ perceptions of service quality. It has five generic dimensions or factors, Kvist and
Klefsjo (2006), used five SERVQIAL scale to identify the service quality.
quality is often equated with satisfaction.

In their opinion,

Therefore, it is extremely important to understand the

needs and expectations of customers, and to take measures to ensure that these needs and
expectations are fulfilled, or even exceeded.

To use five SERVQUAL scale effectively,

customers’ experience and satisfaction must be measured accurately, and the information
obtained must be used as a basis for appropriate quality improvements.

Kattiyapornpong and

Miller (2009), did a research on how demographic features affected tourists’ behaviors.

Their

study pointed out that some demographic features have significant differential and interactive
effects on travel behavior, including, age, income and life stage.

Parasuraman et al., (1993)

developed SERVQUAL instrument and a series of theory of service quality, this research of
expectations on customer service demonstrates that the importance of expectations has been
acknowledged on service quality and customer satisfaction.

However, many research questions

about the role of expectations in service evaluation remain to be answered, for example, what
factors most influence the formation of service expectations; what role do these factors play in
changing expectation levels? This article addresses these and related issues.

The study of

Palmer and O’Neill (2003) measures the service quality from perceptual aspects.

Their study

attempted to identify marketers’ involvement with perceptual processes focusing on individual’s
way of processing information of a product prior to purchasing, and in particular, the aspect in
which promotional messages are perceived.

Attention was paid to the aspect in which

consumption of a product influences on individuals’ perceptual processes post purchase, for
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example, through measures to reduce cognitive dissonance.
provided many theoretical resources for this study.

To sum up, those researches
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CHAPTER
Research Frameworks
This chapter includes four parts: theoretical framework, conceptual framework, research
hypotheses, and the operationalization of variables.

Depending on study of theoretical

frameworks, the conceptual framework, which is modified from theoretical framework, is
directly pertained to this study, showing the relationship between dependent variables and
independent variables which is to formulate research hypotheses to be tested in this study.
Lastly, the chapter presents the tables demonstrating the operationalization of variables.

3.1 Theoretical Framework
SERVQUAL model is one of the most significantly variable contributions to the services
literature (Brown and Bond, 1995).

The model illustrates potential “gaps” in service delivery

and where they may occur (See figure 3.1). There are seven major gaps in the area of service
quality.

These gaps arise because there are difference in expectations and perceptions of

service quality, but they occur for different reasons.

To sum up, any gap may cause a

difference between expectation and reality of performance.
overlap and affect each other.

Furthermore, all of these gaps may

The model is an extension of Parasuraman et al. (1985).

According to the following explanation (Curry, 1999; Luk & Layton, 2002), three important gaps,
which are more associated with external customers, are Gap1, Gap5 and Gap6 since they have a
direct relationship with customers. The first six gaps (Gap 1, Gap 2, Gap 3, Gap 4, Gap 6 and
Gap 7) are identified as functions of the way in which service is delivered, whereas Gap 5
pertains to the customer’s expectation and perception, and it is considered to be a true measure of
service quality. In the following, SERVQUAL approach is demonstrated.
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· Gap1: Customers’ expectations versus management perceptions: This is a result of the lack of a
marketing research orientation, inadequate upward communication and too many layers of
management.
· Gap2: Management perceptions versus service specifications: This is a result of inadequate
commitment to service quality, a perception of unfeasibility, inadequate task
standardisation and an absence of goal setting.
· Gap3: Service specifications versus service delivery: This is a result of role ambiguity and
conflict, poor employee-job fit and poor technology-job fit, inappropriate supervisory
control systems, lack of perceived control and lack of teamwork.
· Gap4: Service delivery versus external communication: This is a result of inadequate horizontal
communications and propensity to over-promise.
· Gap5: The discrepancy between customer expectations and their perceptions of the service
delivered: This is a result of the influences exerted from the customer side and the
shortfalls (gaps) on the part of the service provider.
· Gap6: The discrepancy between customer expectations and employees’ perceptions: This is a
result of the differences in the understanding of customer expectations by front-line service
providers.
· Gap7: The discrepancy between employee’s perceptions and management perceptions: This is a
result of the differences in the understanding of customer expectations between managers
and service providers.
Figure 3.1: SERVQUAL model of service quality
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CONSUMER
Word-of-mouth
Communications

Personal needs

Past Experience

Expected Service

GAP5
Perceived Service

GAP6

Service Delivery
(Including pre and
Post-contacts)

PROVIDER

GAP4

External
Communications To
Consumers

GAP3
GAP1

Employee
perceptions of
consumer
expectation

Translation of Perceptions
Into Service Quality
Specifications

GAP2
GAP7
Management Perceptions
Of
Consumer Expectation

Source: Parasuraman et al., 1985; Curry, 1999; Luk and Layton, 2002

3.2 Conceptual Framework and Studies Related
According to Figure 3.1 that the researcher is most concerned with Gap 5 because this gap
is the outcome of all others.

In other words, any gap changed will directly cause change of Gap
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5.

Parasuraman et al. (1985) argued that the most important gap is between customers’

expectations of service and their perception of the service actually delivered (Gap 5).

Depend

on studying of SERVQUAL model (Figure 3.1), the illustration clearly proves that Gap 5 is the
final outcome of customer experiences service quality; different service delivers process and
service expectation would cause the different outcome of Gap 5.

Therefore, in this study, the

researcher depends on Gap 5 to develop the conceptual framework for measuring the relationship
between customer’s expectation and perception; and investigating whether demographic factors
also are able to potentially influence the Gap 5.

3.2.1 Conceptual Framework
Parasuraman et al. developed SERVQUAL model also presented five service dimensions
that customers use to assess services multi-dimensionally.

These dimensions are tangibles,

reliability, responsiveness, assurance and empathy. Assessing the service quality using
SERVQUAL involves computing the differences between the ratings customers assign to the
paired expectation/perception statements through SERVQUAL five dimensions. Of these five
dimensions, none of which stands alone.

The literature studies show that “reliability” is the

most important determinant of perceptions of service quality.

The other dimensions are

self-explanatory and, of course, vary in their degree of importance from person to person.

All

dimensions combined together result in the total experience that the customer takes away.

This

framework also illustrates those demographic variables which potentially affect customers’
intentions and customer’s decisions.

For service industry, most of the manager’s functions

should be concerned with the changes in the market, and this observation applies to especially
marketing.

Thus, marketing is required to clearly understand demographic segments in the
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same service business.

Webster (1989) determined a wide range of consumers’ demographic

characteristics on service quality, managerial and research implications.

Therefore, this study

aims to find out research whether or not socio-demographic factors (nationality, income,
occupation, education, age and purpose of visit) would potentially influence on customer’s
expectation and perception of service in five-star hotel in Qingdao.

Also the research makes

awareness of whether or not markets and their associated marketing strategies would be
influenced by the change in socio-demographic factors.
visitors’ culture and religion are differences.

For example, western and oriental

Income level directly influences tourists’ budget

and budget is a very sensitive factor relates to customers’ expectations and perceptions on service
quality.

Pertain to the occupation; Webster (1989) mentions that difference of occupation and

education level can influence the level of service expectation.
consumption of interesting and ability.
service.

Age variable relates to the

Different purpose of visit causes different demands of

Based on the demographic factors, SERVQUAL “gap 5” and five service quality

dimensions are used to compare between customers’ expectations and perceptions of service
quality (Figure 3.2). The conceptual framework is created to illustrate the relationship between
independent and dependent variables.

In this study, demographic characteristics as independent

variables have direct relationships with expected and perceived service quality.
service quality and perceived service quality are dependent variables.
indicates the relationships of comparisons.
Figure 3.2: Modified SERVQUAL Model of Conceptual Framework

The expected

The model below
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Independent variables

Dependent variables
Expected Service Quality
 Tangibles
 Reliability
 Responsiveness
 Assurance
 Empathy



Nationality



Income
GAP 5



Occupation



Education



Age



Purpose of visit

Perceived Service Quality
 Tangibles
 Reliability
 Responsiveness
 Assurance
 Empathy

Source: Researcher’s Presentation
3.2.2 Independent and Dependent Variables
In each relationship, there is at least one independent variable (IV) and a dependent
variable (DV).

It is normally hypothesized that IV “causes” the DV to occur. In simple

relationship, all other variables are considered extraneous and are ignored.
Independent Variables
Nationality: Nationality of respondents
Bauer, Jago and Wise (1993) examined the differences between Asian and non-Asian
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travelers in relation to their demand for a wide range of hotel facilities.
Income level: Monthly income of respondents
Consumers with different income levels have been found to have different perceptions of
service quality (Scott & Shieff, 1993).
Age level: Age of respondents
Age is a powerful determinant of consumer behavior which affects a variety of consumer
states including interests, tastes, purchasing ability, political preferences and investment behavior
(Neal, Quester & Hawkins, 2002).
Education level: Education level of respondents
Quality expectations are relatively high for those with a relatively low formal education.
Up to the category “attended college”, as education increases, expectations decrease.

This trend

is reversed as quality expectations increase as one obtains more college degrees (Webster, 1989).
Occupation: Occupation of respondents
Difference in occupations can influence the level of service expectation.

Generally,

unskilled workers have relatively high quality expectations, and self-employed have low quality
expectations.

Office/ clerical / sales workers and those in management have higher quality

expectations than professionals (Webster, 1989).
Purpose of visit: Traveling purpose of respondents
According to Holloway (1994), there are three categories of purpose: holidays, business
(including meeting, conferences, etc.) and others including study, religious pilgrimages, health,
etc.

Leisure travelers are prepared to delay their travel or will book well in advance of their

travel dates, if this means that they can substantially reduce their costs. There are highly prices
elastic; lower prices will encourage an increase in the number of travelers generally, and will
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encourage others to switch their destinations.
price inelastic.
of their trip.

However, the business traveler indicates that

Business person has little discretion in their choice of destination or the timing

So they need the convenience of frequent, regular transport, efficient service and

good facilities at the destination.
Dependent Variables
Tangible: Tangibles include physical facilities, equipment and appearance of personnel.
In service industry, customers can’t see a service; however, they can see various tangibles
associated with the service.

In hotel industry, guests see service facilities, equipment,

employees, communication materials, other guests, and price lists, among other things.
Reliability: The ability of hotels to perform the promised service dependably and
accurately.

In hotel industry, guests experience employees’ professionalism, reliability of

service, availability, clearness and fairness of information, and so on.
Responsiveness: Responsiveness refers to the willingness of hotels to help customers and
provide prompt service.

Hotel employees provide promptness of service implementation to

their guests.
Assurance: Addresses the competence of the business, the courtesy that it extends to its
customers, and the security of its operations.

Hotels protect guest’s physical safety of guest and

security of their valuables, management support in solving problems.
Empathy: Hotel employees showed assess, communicate and understand the customers.
Caring, individualized attention given to customers, the employees’ capacity to recognize the
needs of their guests.
3.3Research Hypotheses
Hypotheses are measurability issues between dependent variables/independent variables or
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dependent variables/ dependent variables.
Ho1: There is no gap between customers’ expected service quality and perceived service
quality of five-star hotels in Qingdao.
Ha1: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao.
Ho2: There is no gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by tangibles.
Ha2: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by tangibles.
Ho3: There is no gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by reliability.
Ha3: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by reliability.
Ho4: There is no gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by responsiveness.
Ha4: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by responsiveness.
Ho5: There is no gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by assurance.
Ha5: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by assurance.
Ho6: There is no gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by empathy.
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Ha6: There is a gap between customers’ expected and perceived service quality of five-star
hotels in Qingdao when measured by empathy.
Ho7: There is no difference customers’ expected service quality of five-star hotels in
Qingdao when measured by income level.
Ha7: There is a difference in customers’ expected service quality of five-star hotels in
Qingdao when measured by income level.
Ho8: There is no difference customers’ expected service quality of five-star hotels in
Qingdao when measured by age level.
Ha8: There is a difference customers’ expected service quality of five-star hotels in Qingdao
when measured by age level.
Ho9: There is no difference customers’ expected service quality of five-star hotels in
Qingdao when measured by occupation.
Ha9: There is a difference customers’ expected service quality of five-star hotels in Qingdao
when measured by occupation.
Ho10: There is no difference customers’ expected service quality of five-star hotels in
Qingdao when measured by purpose of visit.
Ha10: There is a difference customers’ expected service quality of five-star hotels in Qingdao
when measured by purpose of visit.
.

Ho11: There is no difference customers’ expected service quality of five-star hotels in
Qingdao when measured by education level.
Ha11: There is a difference customers’ expected service quality of five-star hotels in Qingdao
when measured by education level.
Ho12: There is no difference customers’ expected service quality of five-star hotels in
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Qingdao when measured by nationality.
Ha12: There is a difference customers’ expected service quality of five-star hotels in Qingdao
when measured by nationality.
Ho13: There is no difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by income level.
Ha13: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by income level.
Ho14: There is no difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by age level.
Ha14: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by age level
Ho15: There is no difference customers perceived service quality of five-star hotels in
Qingdao when measured by occupation.
Ha15: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by occupation.
Ho16: There is no difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by purpose of visit.
Ha16: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by purpose of visit.
Ho17: There is no difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by education level.
Ha17: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by education level.
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Ho18: There is no difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by nationality.
Ha18: There is a difference customers’ perceived service quality of five-star hotels in
Qingdao when measured by nationality.
3.4 Operationalization of the Variables
Both dependent variables and independent variables used to investigate customers’
expectations and perceptions of service quality in five-star hotels in Qingdao are show in Table
3.1, 3.2 and 3.3.
Table 3.1: The Operational Definitions of Demographic Characteristics
CONCEPT

CONCEPTUAL
DEFINATION

AGE

Age of respondents

NATIONALITY

Nationality of
respondents

OCCUPATION

Occupation of
respondents

EDUCATION

Education level of
respondents

INCOME

Monthly income of
respondents

PURPOSE OF
VISIT

Traveling purpose of
respondents

OPERATIONAL
COMPONET
-20-29 -30-39
-40-55 -55 and older
- North American
- European - Asia
- Latin American
-Other
- Company employee
- Government/State
employee
-Self-employed
-Unemployed
-Student
-Other
-High school
-3-year college
-Bachelor degree
-Master degree
-Ph.D.
-Below 500 US$
-500-1500 US$
-1501-3000 US$
-3001-5000 US$
-5001 US$ and above
-Leisure -Business
-Education
-Leisure & Business
-Other

TYPE OF
MEASUREMENT

Ordinal

Nominal

Nominal

Ordinal

Ordinal

Nominal

50

Table 3.2: Operational Definitions of Service Quality Dimensions (Expectation)
CONCEPT

Expectations
Of
Tangibles

Expectations
Of
Reliability

Expectations
Of
Responsiveness

Expectations
Of
Assurance

Expectations
Of
Empathy

CONCEPTUAL
DEFINATION
Customers’ expectations
of aspects relating to
physical facilities,
equipment, personnel,
communication
materials
Customers’ expectations
of aspects relating to the
ability of an
organization to perform
the promised service
unfailingly and
accurately

Customers’ expectations
of aspects relating to the
willingness of an
organization to provide
appropriate service and
to help customers
Customers’ expectations
of aspects relating to the
knowledge and courtesy
of employees and their
ability to inspire trust
and confidence
Customers’ expectations
of aspects relating to the
caring, individual
attention that an
organization is able to
provide the customer

OPERATIONAL
COMPONET
-Equipment
-Physical facilities
-Staff’s appearance
- Materials associated with
the service
-Hotel keeps its promise to
serve patrons
-Hotel is interested in
solving problems
- Hotel performs service
right at the first time
- Hotel provides services as
promised
- Hotel provides Error-free
service
-Staff inform exact service
performance time
-Staff provide prompt service
-Staff are willing to help
patrons
- Staff never be too busy to
respond
-Ability to instill confidence
-Ability to provide safety
-Courteous staff
-Staff’s knowledge

-Individual’s attention to
customers
-Convenient operating hours
-Staff’s personal attention to
customer
-Keeping customers’ best
interests at heart
-Understanding specific
customer needs

TYPE OF
MEASUREMENT

Q
No.

Interval

1-4

Interval

5-9

Interval

10-13

Interval

14-17

Interval

18-22
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Table 3.3: Operational Definitions of Service Quality Dimensions (perceptions)
CONCEPT

Perceptions
Of
Tangibles

Perceptions
Of
Reliability

Perceptions
Of
Responsiveness

Perceptions
Of
Assurance

Perceptions
Of
Empathy

CONCEPTUAL
DEFINATION
Customers’ perceptions
of aspects relating to
physical facilities,
equipment, personnel,
communication
materials
Customers’ perceptions
of aspects relating to the
ability of an organization
to perform the promised
service unfailingly and
accurately

Customers’ perceptions
of aspects relating to the
willingness of an
organization to provide
appropriate service and
to help customers

OPERATIONAL
COMPONET
-Equipment
-Physical facilities
-Staff’s appearance
- Materials associated with
the service
-Hotel kept its promise to
serve patrons
-Hotel is interested in
solving problems
- Hotel performed service
right at the first time
- Hotel provided service as
promised
- Error-free service
- Staff inform exact service
performance time
-Staff provided prompt
service
-Staff are willing to help
patrons
- Staff never be too busy to
respond

Customers’ perceptions
of aspects relating to the
knowledge and courtesy
of employees and their
ability to inspire trust
and confidence

-Ability to instill
confidence
-Ability to provide safety
-Courteous staff
-Staff’s knowledge

Customers’ perceptions
of aspects relating to the
caring, individual
attention that an
organization is able to
provide the customer

-Individual’s attention to
customers
-Convenient operation hours
-Staff’s personal attention to
customer
-Keeping customers’ best
interests at heart
-Understanding specific
customer needs

TYPE OF
MEASUREMENT

Q
No.

Interval

1-4

Interval

5-9

Interval

10-13

Interval

14-17

Interval

18-22
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CHAPTER IV
Research Methodology
This chapter provides description on the method employed in this study.
the process of how the research problems are solved.

It also explains

Sampling policy, data collection process,

approaches to the analyses of data, and tables illustrating statistical treatment are discussed.

4.1 Research Methods
4.1.1 Type of Research
As mentioned earlier, researches can be categorized into different types, depending on the
nature of the problem determine whether the research is exploratory, descriptive of casual.
Descriptive Research
This research is a survey research which employs descriptive method; this method is a
common method of generating primary data and providing the researcher all with easy, cheap,
quick, efficient, and accurate means for information assessment of the population.
objective is to describe phenomenon.

The major

It seeks to answer who, what, where and how questions.

Consequently, a descriptive research doesn’t give the answer to why question.
it doesn’t give the explanation of the cause of the findings.

In other words,

However, in solving business

problem, it is often adequate to obtain the description a situation; it is not nessary to know why
things are the way they are (Zikmund, 2003). The process used in this research is made by
setting a sample frame of international consumers who used the service in five-star hotels in
Qingdao.

The respondents were asked to answer several questions relation to personal nature,

and then filled the remaining parts of the five-point Likert scale questionnaire.

In August 2009

when it is the high season of tourism in Qingdao, the questionnaires were distributed 382
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samples to the respondents in five-star hotels of Qingdao.

4.2 Respondents and Sampling Procedures
4.2.1 Respondents
Zikmund (2003) defines respondents as the persons who answer interview question or
person who provides answer to written questions in self – administered surveys.

Foreign

travelers who experience the service in five-star hotels in Qingdao are the respondents of
this study.

4.2.2 Target population
At present, there exists a series of strict service standards for rating and supervising the
service quality of international customer in hotel industry of China.
standards for international tourists still are lacking.

However, the service

The perspectives of hotel employees are

different from international tourists’ expectations and perceptions of service quality.
this study attempts to understand the gaps through descriptive research.

Therefore,

The respondents in this

study are mainly international tourists who traveled to Qingdao and experienced the services in
the nine five-star hotels in Qingdao.

Five-star hotels are the main venues for receiving

international tourists in Qingdao, and this survey was conducted in the downtown area of
Qingdao city where most of the five- star hotels congregate.

These hotels are domestic-,

foreign- and government-funded, respectively.
4.2.3 Sample Size
According to the report from Qingdao Municipal Government, Qingdao attracted 721,081
international tourists in 2007, and attracted 104,061 international tourists on August 2007
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(http://www.qdta.gov.cn).

Thus, based on the table of Theoretical Sample Size for different

sizes of population and a 95 percent level of confidence, the sample size of this research is 382.

Table 4.1: Theoretical Sample Size for different size of population

Population
(Sampling Frame)

Require Sample for Tolerable Error
5%

4%

3%

2%

100

79

85

91

96

500

217

272

340

413

1,000

277

375

516

705

5,000

356

535

897

1,622

50,000

381

593

1,044

2,290

100,000

382

596

1,055

2,344

1,000,000

384

599

1,065

2,344

25,000,000

384

600

1,067

2,400

Source: G. Fundamental of Educational Research, Aderson (1998).
4.2.4 Sampling Procedures
In this study, the researcher will use a convenience sampling to determine respondents.
Convenience sampling is the sampling procedure used to obtain a large number of completed
questionnaires quickly and economically (Zikmund, 2003).

In this study, the respondents are

the foreign tourists who traveled to Qingdao and experienced the services in any one of five-star
hotels.

The questionnaires were distributed by hand in the bus, when the respondents have

completely experienced the services in one of the nine five-star hotels.

Up to now, there are

nine five-star hotels in Qingdao, and this study would cover all of these nine hotels.

They are

Huiqian sea-view Hotel, Haitian Hotel, Garden sea-view Hotel, Lijing Hotel, Nonghaiyuan Hotel,
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Crown Plaza, Shangri-La Hotel, Intercontinental Hotel and Qilin-Crown Hotel.

4.3 Questionnaires
SERVQUAL survey instrument was developed by past studies.

It provided the basis for

developing the questionnaire for this study, and then 382 questionnaires are averagely distributed
to the nine hotels.

After literatures review, 44 service quality attributes were developed in the

questionnaire to identify and analyze service gaps between the expectations and perceptions of
service quality in the hotels in Qingdao.

Meanwhile, this study also provides additional Korean

and Japanese questionnaires, because Korea and Japan are the top two markets of Qingdao
tourism.

The questionnaire is divided into three parts. The first part consists of question about

international tourists' demographic.

The second part is designed to measure the respondents'

expectations regarding the service quality in the hotel industry in Qingdao.

Respondents were

asked to indicate the level of importance of the statements with responses that ranged from
1(very low expectation), to 5 (very high expectation).

The last part of the questionnaire is

designed to examine the respondents' perceptions of service quality actually provided by the
hotel industry in Qingdao.

The respondents indicated their level of agreement with the

statements with responses that ranged from 1 (strongly disagrees), to 5 (strongly agree).
4.4 Data Collection
4.4.1 Self-administered Questionnaire
Self-administered questionnaires were distributed to the respondents who used services in
the selected hotels.

The period was August, 2009.

The research distributed the questionnaires

on bus, when the bus took the international travelers on the way between airport and hotel.
data collection process was divided into two different parts.

Most of the respondents were

The
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group tourists who had particular schedule when they traveled in Qingdao.

So the

questionnaires were distributed to the same respondent two times for investigating the
international customer’s expectations and perceptions respectively.

With regard to the

individual tourists, the questionnaires were distributed on the way to the airport when they had
enjoyed the services in the five-star hotels.
4.4.2 Secondary Data
Related journals, books, newspaper articles, and websites (China National Tourism
Administration. etc) support a lot of statistics for this study.
4.5 Data Analysis

4.5.1 Reliability Test and Pre-test
Reliability test is a trial run with a group of respondents for the purpose of detecting
problems in the questionnaire instructions or design (Zikmund, 2003).

Reliability test process

allows the researchers to determine if the respondents have any difficulty understanding the
questionnaire and whether there are any ambiguous or biased questions (Zikmund, 2003).
Cronbach’s Reliability Test is used in the pre-test to examine the variability of the questionnaire.
Results that are less than 0.60 are generally considered to be poor, those in the 0.70 range to be
acceptable, and those over 0.80 to be good (Kotler & Clarke, 1987). In this research, 32
questionnaires were distributed to respondents in the guest room of Haitian Hotel in order to
obtain the data to calculate Cronbach Coefficient Alpha and to check whether or not the
questionnaires are reliable.

In the part of customer’s expectation, empathy has the highest

reliability of 0.820, followed by tangibles 0.762, reliability 0.740, responsiveness 0.721, and
assurance 0.713, respectively.

In the part of customer’s perception, reliability has the highest
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reliability of 0.867 followed by empathy 0.866, assurance 0.850, responsiveness 0.839, and
tangibles 0.741, respectively.

The summary table of outputs is presented in Table 4.3

Table 4.3: Cronbach Coefficient Alpha Scale
Service Quality
Dimensions
Tangibles

Questions
1-4

Customer’s
Expectation
0.762

Customer’s
Perception
0.741

Reliability

5-9

0.740

0.867

Responsiveness

10-13

0.721

0.839

Assurance

14-17

0.713

0.850

Empathy

18-22

0.820

0.866

4.5.2 Statistical Treatment of Data
In this study, the collected data were sorted and coded into symbolic forms as applied in
Statistical Package for Social Science program (SPSS). The Paired Samples t-test and Analysis
of Variance ANOVA were used to test the hypotheses.
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4.5.3 Summary of the Hypotheses
Table 4.4: Summary of the Hypotheses and Statistical Analysis Methods
Hypothesis

Statistical Analysis

H1 There is no gap between customers expected and
perceived service quality of five-star hotels in

T-test

Qingdao.
H2 There is no gap between customers expected and
perceived service quality of five-star hotels in Qingdao

T-test

when measured by tangibles
H3 There is no gap between customers expected and perceived
service quality of five-star hotels in Qingdao when

T-test

measured by reliability.
H4 There is no gap between customers expected and perceived
service quality of five-star hotels in Qingdao when

T-test

measured by responsiveness.
H5 There is no gap between customers expected and perceived
service quality of five-star hotels in Qingdao when

T-test

measured by assurance.
H6 There is no gap between customers expected and perceived
service quality of five-star hotels in Qingdao when

T-test

measured by empathy.
H7 Customers expected service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by income level.
H8 Customers expected service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by age level.
H9 Customers expected service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by occupation.
H10 Customers expected service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by purpose of visit.
H11 Customers expected service quality of five-star hotels in

ANOVA
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Qingdao is no different when measured by education level.
H12 Customers expected service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by nationality.
H13 Customers perceived service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by income level.
H14 Customers perceived service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by age level.
H15 Customers perceived service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by occupation.
H16 Customers perceived service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by purpose of visit.
H17 Customers perceived service quality of five-star hotels in

ANOVA

Qingdao is no different when measured by education level.
H18 Customers perceived service quality of five-star hotels in
Qingdao is no different when measured by nationality.

ANOVA
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CHAPTER Ⅴ
Results and Discussion
This chapter is pertained to the result of analysis data by using Statistical Package for
Social Science program (SPSS).
2009.

The SERVQUAL questionnaires were collected in August

The data of finding consist of following sections: (1) Description of Demographic

Factors; (2) Description of SERVQUAL dimension; and (3) Hypothesis Testing.

5.1 Description of Demographic Factors and SERVQUAL Dimension
5.1.1 Description of Demographic Factors
In this study, the demographic characteristics of respondents comprise of nationality, age,
income level, education level, occupation and purpose of visit.
Nationality
The majority of respondent (52.9%) in this research is respondents from Asia; followed by
European respondents (26.2%), respondents of other nationalities (13.4%), North American
respondents (5.5%) and Latin American respondents (2.1%).
Table 5.1 Nationality

Valid

Age

Frequency
North American 21
European
100
Asia
202
Latin American 8
Other
51
Total
382

Percent
5.5
26.2
52.9
2.1
13.4
100.0

Cumulative
Valid Percent Percent
5.5
5.5
26.2
31.7
52.9
84.6
2.1
86.6
13.4
100.0
100.0

The majority of respondents (39.5%) in this research are respondents aged between 44-55
years old, followed by those between 30-39 years old (25.9%), the group between 20-29 years
old (18.8%), the group between 55 years old and older (15.7%).
Table 5.2 Age
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Valid

20-29
30-39
40-55
55 and older
Total

Frequency
72
99
151
60
382

Percent
18.8
25.9
39.5
15.7
100.0

Valid Percent
18.8
25.9
39.5
15.7
100.0

Cumulative
Percent
18.8
44.8
84.3
100.0

Income Level
The majority of respondents (38.7%) in this research are respondents income level
between $1,501-$3,000, followed group of income level between $500-$1,500 (25.9%), the
group of income level between $3,001-$5,000 (14.1%), below $500 (11.5%), the group of
income level between $5,001 and above (9.7%).
Table 5.3 Income

Valid

Below 500 US$
500-1500 US$
1501-3000 US$
3001-5000 US$
5001 US$ and above
Total

Frequency
44
99
148
54
37
382

Percent
11.5
25.9
38.7
14.1
9.7
100.0

Valid Percent
11.5
25.9
38.7
14.1
9.7
100.0

Cumulative
Percent
11.5
37.4
76.2
90.3
100.0

Education Level
Among 382 respondents, the majority respondents hold Bachelor degree (42.1%),
followed other education level (34.6%), master degree (16.5%), high school (5.2%), and Ph.D.
(5.2%).
Table 5.4 Education Level

Valid

High school
Bachelor degree
Master degree
Ph.D.
Other
Total

Frequency
20
161
63
6
132
382

Percent
5.2
42.1
16.5
1.6
34.6
100.0

Valid Percent
5.2
42.1
16.5
1.6
34.6
100.0

Cumulative
Percent
5.2
47.4
63.9
65.4
100.0
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Occupation
The majority of respondents (43.2%) in this research are company employee, followed by
other occupation (26.4%), self-employed (17.5%), government/State employee (6.0%), student
(5.0%) and unemployed (1.8%).
Table 5.5 Occupation

Valid

Company employee
Self-employed
Government/State
employee
Unemployed
Student
Other
Total

Frequency
165
67

Percent
43.2
17.5

Valid Percent
43.2
17.5

Cumulative
Percent
43.2
60.7

23

6.0

6.0

66.8

7
19
101
382

1.8
5.0
26.4
100.0

1.8
5.0
26.4
100.0

68.6
73.6
100.0

Purpose of Visit
The highest percentage of the purpose of visit is 27.2% of respondents who experience the
service of hotel during their business trips, followed by the other purpose (26.2%), the group of
leisure and education (19.6%) and the group both of leisure and business (6.8%).
Table 5.6 Purpose of Visit

Valid

Leisure
Business
Education
Leisure & Business
Other
Total

Frequency
75
106
75
26
100
382

Percent
19.6
27.7
19.6
6.8
26.2
100.0

Valid Percent
19.6
27.7
19.6
6.8
26.2
100.0

Cumulative
Percent
19.6
47.4
67.0
73.8
100.0
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5.1.2 Description of SERVQUAL Dimension
This part is finding out the important ranking in five SERVQUAL dimensions, depending
on customers’ evaluated expectations and perceptions of service quality when classified by
tangibles, reliability, responsiveness, assurance and empathy.

According to the findings (shown

in Table 5.7), “Reliability” is the most important factor in customers’ expectation of service
quality, followed by Tangibles (2), Assurance (3), Responsiveness (4) and Empathy (5),
respectively.
Table 5.7: Means Score of Expectation on Service Quality
Service Dimension

Means

Ranking

Tangibles

4.3285

2

Reliability

4.3780

1

Responsiveness

4.2186

4

Assurance

4.2991

3

Empathy

4.0455

5

Expectation on Service

4.2539

According to the findings (shown in Table 5.8), the top two most satisfaction factors in
customers’ perceptions of service quality are Tangibles (1) and Assurance (2), on contrary to the
most important customer expectation of service quality- “Reliability”, which is the third,
Responsiveness (4) and Empathy (5) are the last two.
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Table 5.8: Means Score of Perception on Service Quality
Service Dimension

Means

Ranking

Tangibles

4.1067

1

Reliability

3.9806

3

Responsiveness

3.9699

4

Assurance

4.0576

2

Empathy

3.7733

5

Perception on Service

3.9776

5.2 Reliability Analysis
SERVQUAL instrument was used to measure the gaps between customers’ expectations
and perceptions of service quality of five-star hotels in Qingdao.

The results of reliability

analysis after examining SERVQUAL instrument by calculating the Cronbach’s Coefficient
Alpha of this study based on 382 respondents are presented in Table 5.9.

In the part of

customer’s expectation, Tangibles show the highest reliability of 0.746, followed by Reliability
(0.743), Responsiveness (0.712), Empathy (0.707), and Assurance (0.690).

In the part of

customer’s perception, Reliability of perception is the highest (0.805), followed by
Responsiveness (0.800), Tangibles (0.760), while Assurance and Empathy are the same (0.724).
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Table 5.9: Reliability Analysis-Scale of Customer Expectation and Perception of Five Service
Dimensions
Service Quality
Dimensions
Tangibles

Questions
1-4

Customer’s
Expectation
0.746

Customer’s
Perception
0.760

Reliability

5-9

0.743

0.805

Responsiveness

10-13

0.712

0.800

Assurance

14-17

0.690

0.727

Empathy

18-22

0.707

0.727

5.3 Hypothesis Test
This part pertains to assess customers’ expectations and perceptions of service quality of
five-star hotels in Qingdao.

The summary of hypotheses is stated in Chapter 4.

eighteen hypotheses, and they are divided into two groups.

There are

The first group of hypotheses was

evaluated by using the paired samples t-test to test the statistically significant differences
between customers’ expectations and perceptions of service quality provided by five-star hotels
in Qingdao, as well as to test the statistically significant differences between customers’
expectations and perceptions of service quality of five-star hotels in Qingdao when segmented by
five service quality dimensions.

Another group consists of twelve hypotheses evaluating the

statistically significant differences of customers’ expectations and perceptions of service quality
of five-star hotels in Qingdao when segmented by demographic variables.
analyzed by using a One-Way Analysis of Variance (ANOVA).

This group was
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Hypothesis 1
Null hypothesis 1 (Ho1): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao.
The paired samples t-test for Hypothesis 1 indicates that there is no statistically
significant gap between customers’ expected and perceived service quality of five-star hotels in
Qingdao.

The result of significance of the 2-tailed test is .000, which is less than .05 (.000<.05).

It means that the null hypothesis (Ho1) is rejected (Table 5.10).
Table 5.10: Paired Samples T-Test: Between Customers’ Expected and Perceived Service Quality
of Five-Star Hotels
Paired Samples Test
Paired Differences

Pair 1

COMEX COMPE

Mean

Std.
Deviation

Std. Error
Mean

6.19634

10.15242

.51944

95% Confidence Interval
of the Difference
Lower

Upper

t

df

Sig. (2-tailed)

5.17500

7.21767

11.929

381

.000

Hypothesis 2
Null hypothesis 2 (Ho2): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by tangibles.
The paired samples t-test for Hypothesis 2 indicates that there is no statistically
significant gap between customers expected and perceived service quality of five-star hotels in
Qingdao when measured by tangibles.

The result of significance of the 2-tailed test is .000,

which is less than .05 (.000<.05). It means that the null hypothesis (Ho2) is rejected (Table
5.11).
Table 5.11: Paired Samples T-Test: Between Customers Expected and Perceived Service Quality
of Five-Star Hotels in Qingdao When Measured by Tangible.
Paired Samples Test
Paired Differences
95% Confidence Interval
of the Difference

Pair 1

COMEXTA COMPXTA

Mean

Std.
Deviation

Std. Error
Mean

Lower

Upper

t

df

Sig. 2-tailed

.88743

2.18210

.11165

.66791

1.10695

7.949

381

.000
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Hypothesis 3
Null hypothesis 3 (Ho3): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by reliability.
The paired samples t-test for Hypothesis 3 indicates that there is no statistically
significant gap between customers expected and perceived service quality of five-star hotels in
Qingdao when measured by reliability.

The result of significance of the 2-tailed test is .000,

which is less than .05 (.000<.05). It means that the null hypothesis (Ho3) is rejected (Table
5.12).
Table 5.12: Paired Samples T-Test: Between Customers Expected and Perceived Service Quality
of Five-Star Hotels in Qingdao When Measured by Reliability
Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Difference

Pair 1

COMEXRELI COMPERELI

Mean

Std.
Deviation

Std. Error
Mean

Lower

Upper

t

df

Sig. 2-tailed

5.82199

2.94744

.15080

5.52548

6.11850

38.606

381

.000

Hypothesis 4
Null hypothesis 4 (Ho4): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by responsiveness.
The paired samples t-test for Hypothesis 4 indicates that there is no statistically
significant gap between customers expected and perceived service quality of five-star hotels in
Qingdao when measured by responsiveness.

The result of significance of the 2-tailed test

is .000, which is less than .05 (.000<.05). It means that the null hypothesis (Ho4) is rejected
(Table 5.13).
Table 5.13: Paired Samples T-Test: Between Customers Expected and Perceived Service Quality
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of Five-Star Hotels in Qingdao When Measured by Responsiveness
Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Difference

Pair 1

COMEXRES COMPERES

Mean

Std.
Deviation

Std. Error
Mean

Lower

Upper

t

df

Sig. 2-tailed

.99476

2.53893

.12990

.73935

1.25018

7.658

381

.000

Hypothesis 5
Null hypothesis 5 (Ho5): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by assurance.
The paired samples t-test for Hypothesis 5 indicates that there is no statistically
significant gap between customers expected and perceived service quality of five-star hotels in
Qingdao when measured by assurance.

The result of significance of the 2-tailed test is .000,

which is less than .05 (.000<.05). It means that the null hypothesis (Ho5) is rejected (Table
5.14).
Table 5.14: Paired Samples T-Test: Between Customers Expected and Perceived Service Quality
of Five-Star Hotels in Qingdao When Measured by Assurance
Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Difference

Pair 1

COMEXAS COMPEAS

Mean

Std.
Deviation

Std. Error
Mean

Lower

Upper

t

df

Sig. 2-tailed

.96597

2.13615

.10930

.75107

1.18087

8.838

381

.000

Hypothesis 6
Null hypothesis 6 (Ho6): There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by empathy.
The paired samples t-test for Hypothesis 6 indicates that there is no statistically
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significant gap between customers expected and perceived service quality of five-star hotels in
Qingdao when measured by empathy.

The result of significance of the 2-tailed test is .000,

which is less than .05 (.000<.05). It means that the null hypothesis (Ho6) is rejected (Table
5.15).
Table 5.15: Paired Samples T-Test: Between Customers Expected and Perceived Service
Quality of Five-Star Hotels in Qingdao When Measured by Empathy
Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Difference

Pair 1

COMEXEM COMPEEM

Mean

Std.
Deviation

Std. Error
Mean

Lower

Upper

t

df

Sig. 2-tailed

1.36126

3.11972

.15962

1.04741

1.67510

8.528

381

.000

Hypothesis 7
Null hypothesis 7 (Ho7): There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by income level.
The One-Way Analysis of Variance for Hypothesis 7 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by income level.
(.135>.05).

With the 2-tailed significance of .135, which is more than .05

It means that the null hypothesis (Ho7) is failed to be rejected (Table 5.16).

Table 5.16: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Income Level
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
420.936
22436.561
22857.497

df
4
377
381

Mean Square
105.234
59.513

F
1.768

Sig.
.135

Hypothesis 8
Null hypothesis 8 (Ho8): There is no difference customers’ expected service quality of
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five-star hotels in Qingdao when measured by age level.
The One-Way Analysis of Variance for Hypothesis 8 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by age level.
(.417>.05).

With the 2-tailed significance of .417, which is more than .05

It means that the null hypothesis (Ho8) is failed to be rejected (Table 5.17).

Table 5.17: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Age Level
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
170.882
22686.615
22857.497

df
3
378
381

Mean Square
56.961
60.018

F
.949

Sig.
.417

Hypothesis 9
Null hypothesis 9 (Ho9): There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by occupation.
The One-Way Analysis of Variance for Hypothesis 9 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by occupation.
(.022<.05).

With the 2-tailed significance of .022, which is less than .05

It means that the null hypothesis (Ho9) is rejected (Table 5.18).

Table 5.18: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Occupation
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
780.149
22077.349
22857.497

df
5
376
381

Mean Square
156.030
58.716

F
2.657

Sig.
.022

Hypothesis 10
Null hypothesis 10 (Ho10): There is no difference customers’ expected service quality of
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five-star hotels in Qingdao when measured by purpose of visit.
The One-Way Analysis of Variance for Hypothesis 10 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by purpose of visit.
(.348>.05).

With the 2-tailed significance of .348, which is more than .05

It means that the null hypothesis (Ho10) is failed to be rejected (Table 5.19).

Table 5.19: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Purpose of Visit
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
267.900
22589.598
22857.497

df
4
377
381

Mean Square
66.975
59.919

F
1.118

Sig.
.348

Hypothesis 11
Null hypothesis 11 (Ho11): There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by education level.
The One-Way Analysis of Variance for Hypothesis 11 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by education level.
(.006<.05).

With the 2-tailed significance of .006, which is less than .05

It means that the null hypothesis (Ho11) is rejected (Table 5.20).

Table 5.20: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Education Level
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
855.423
22002.074
22857.497

df
4
377
381

Mean Square
213.856
58.361

F
3.664

Sig.
.006
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Hypothesis 12
Null hypothesis 12 (Ho12): There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by nationality.
The One-Way Analysis of Variance for Hypothesis 12 indicates that there is no statistically
significant difference in customers’ expected service quality of five-star hotels in Qingdao when
measured by nationality.
(.337>.05).

With the 2-tailed significance of .337, which is more than .05

It means that the null hypothesis (Ho12) is failed to be rejected (Table 5.21).

Table 5.21: One-Way ANOVA Test: Difference in Customers Expected Service Quality of
Five-Star Hotels in Qingdao When Measured by Nationality
COMEX ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
273.176
22584.321
22857.497

df
4
377
381

Mean Square
68.294
59.905

F
1.140

Sig.
.337

Hypothesis 13
Null hypothesis 13 (Ho13): There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by income level.
The One-Way Analysis of Variance for Hypothesis 13 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by income level.
(.000<.05).

With the 2-tailed significance of .000, which is less than .05

It means that the null hypothesis (Ho13) is rejected (Table 5.22).

Table 5.22: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Income Level
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
2129.499
33687.666
35817.165

df
4
377
381

Mean Square
532.375
89.357

F
5.958

Sig.
.000
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Hypothesis 14
Null hypothesis 14 (Ho14): There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by age level.
The One-Way Analysis of Variance for Hypothesis 14 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by age level.
(.265>.05).

With the 2-tailed significance of .265, which is more than .05

It means that the null hypothesis (Ho14) is failed to be rejected (Table 5.23).

Table 5.23: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Age Level
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
373.730
35443.435
35817.165

df
3
378
381

Mean Square
124.577
93.766

F
1.329

Sig.
.265

Hypothesis 15
Null hypothesis 15 (Ho15): There is no difference customers perceived service quality of
five-star hotels in Qingdao when measured by occupation.
The One-Way Analysis of Variance for Hypothesis 15 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by occupation.
(.003<.05).

With the 2-tailed significance of .003, which is less than .05

It means that the null hypothesis (Ho14) is rejected (Table 5.24).

Table 5.24: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Occupation
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
1678.431
34138.734
35817.165

df
5
376
381

Mean Square
335.686
90.795

F
3.697

Sig.
.003

Hypothesis 16
Null hypothesis 16 (Ho16): There is no difference customers’ perceived service quality of
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five-star hotels in Qingdao when measured by purpose of visit.
The One-Way Analysis of Variance for Hypothesis 16 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by purpose of visit.
(.000<.05).

With the 2-tailed significance of .000, which is less than .05

It means that the null hypothesis (Ho16) is rejected (Table 5.25).

Table 5.25: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Purpose of Visit
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
2404.368
33412.797
35817.165

df
4
377
381

Mean Square
601.092
88.628

F
6.782

Sig.
.000

Hypothesis 17
Null hypothesis 17 (Ho17): There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by education level.
The One-Way Analysis of Variance for Hypothesis 17 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by education level.
(.113>.05).

With the 2-tailed significance of .113, which is more than .05

It means that the null hypothesis (Ho17) is failed to be rejected (Table 5.26).

Table 5.26: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Education Level
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
700.098
35117.067
35817.165

df
4
377
381

Mean Square
175.024
93.149

F
1.879

Sig.
.113
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Hypothesis 18
Null hypothesis 18 (Ho18): There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by nationality.
The One-Way Analysis of Variance for Hypothesis 18 indicates that there is no statistically
significant difference in customers’ perceived service quality of five-star hotels in Qingdao when
measured by nationality.
(.021<.05).

With the 2-tailed significance of .021, which is less than .05

It means that the null hypothesis (Ho18) is rejected (Table 5.27).

Table 5.27: One-Way ANOVA Test: Difference in Customers Perceived Service Quality of
Five-Star Hotels in Qingdao When Measured by Nationality
COMPE ANOVA

Between Groups
Within Groups
Total

Sum of
Squares
1078.777
34738.388
35817.165

df
4
377
381

Mean Square
269.694
92.144

F
2.927

Sig.
.021
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Table 5.28: Summary of Results from Hypotheses Testing
Null Hypothesis

Ho1: There is no gap between customers’
expected service quality and perceived
service quality of five-star hotels in Qingdao.
Ho2: There is no gap between customers’
expected and perceived service quality of
five-star hotels in Qingdao when measured by
tangibles.
Ho3: There is no gap between customers’
expected and perceived service quality of
five-star hotels in Qingdao when measured by
reliability.
Ho4: There is no gap between customers’
expected and perceived service quality of
five-star hotels in Qingdao when measured
by responsiveness.
Ho5: There is no gap between customers’
expected and perceived service quality of
five-star hotels in Qingdao when measured by
assurance.
Ho6: There is no gap between customers’
expected and perceived service quality of
five-star hotels in Qingdao when measured by
empathy.
Ho7: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by income level.
Ho8: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by age level.
Ho9: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by occupation.
Ho10: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by purpose of visit.
Ho11: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by education level.
Ho12: There is no difference customers’
expected service quality of five-star hotels in
Qingdao when measured by nationality.
Ho13: There is no difference customers’
perceived service quality of five-star hotels in
Qingdao when measured by income level.

Level of Significance

Results

.000

Rejected

.000

Rejected

.000

Rejected

.000

Rejected

.000

Rejected

.000

Rejected

.135

Failed
To
Reject

.417

Failed
To
Reject

.022

Rejected

.348

Failed
To
Reject

.006

Rejected

.337

Failed
To
Reject
Rejected

.000
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Ho14: There is no difference customers’
perceived service quality of five-star hotels in
Qingdao when measured by age level.
Ho15: There is no difference customers
perceived service quality of five-star hotels in
Qingdao when measured by occupation.
Ho16: There is no difference customers’
perceived service quality of five-star hotels in
Qingdao when measured by purpose of visit.
Ho17: There is no difference customers’
perceived service quality of five-star hotels in
Qingdao when measured by education level.
Ho18: There is no difference customers’
perceived service quality of five-star hotels in
Qingdao when measured by nationality.

.265

Failed
To
Reject

.003

Rejected

.000

Rejected

.113

Failed
To
Reject

.021

Rejected
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CHAPTER Ⅵ
Summary, Conclusion and Recommendations
This chapter contains summary of the study, conclusion of the research outcomes, along
with recommendations and the suggestions for further research.

6.1 Summary of Findings
This research provides the information for a better understanding of gap 5 in service
quality dimensions.

It has presented a further challenge to SERVQUAL model for measuring

customers’ expectations and perceptions of service quality in hotels in Qingdao.

This study

also identifies the potential influences of demographic variables on customers’
expectations/perceptions of service quality.

The demographic variables in this study consist of

income level, age level, education level, occupation, nationality and purpose of visit.

6.1.1 Findings of Demographic
Hsieh, O’Leary and Morrison (1992) found that demographic variables were related to
aspects of travel choice, so the demographic variables may act as qualifying variables or
constraining variables rather than determining variables of travel behavior.

In this study, six

aspects of social-demographic were described in the Table 6.1, the results indicate that the main
source market among 382 respondents, 200 respondents are Asian (52.9%). The largest age
group in the sample is 40-55 years old, representing 151 respondents (39.5%).

148

respondents’ income levels are 1501-3000 US$ (38.7%). 161 respondents’ education
backgrounds are Bachelor degree (42.1%).

Most of respondents (165) are company employees

accounted for 43.2%. The majority of respondents’ visit purpose is business travel,
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representing 106 respondents (27.7%).
Table.6.1 Summary of the Findings of Demographic Factors
Demographic Analysis (Amount and percentage of Respondents)
Nationality:
Asian (202/52.9%) European (100/26.2%) Other (51/13.4%) North American (21/5.5%)
Latin American (8/2.1%)
Age:
40-55 (151/ 39.5%) 30-39 (99/25.9%) 20-29 (72/18.8%) 55 and older (60/15.7%)
Income Level:
1501-3000 US$ (148/38.7%)
500-1500 US$ (99/ 25.9%)
Below 500 US$ (44/11.5%)
5001 US$ and above (37/9.7%)
Education level:
Bachelor (161/42.1%) Other (132/34.6%) Master Degree (63/16.5%) High school (20/5.2%)
Ph.D. (6/1.6%)
Occupation :
Company Employee (165/43.2%) Other (101/26.4%) Self-employee (67/17.5%)
Government/State employee (23/6%) Student (19/5%) Unemployed (7/1.8%)
Purpose of Visit:
Business (106/27.7%) Other (100/26.2%) Leisure (75/19.6%) Education (75/19.6%)
Leisure & Business (26/6.8%)

6.1.2 Finding of Hypotheses
This study, through analyses of hypotheses by using Paired Samples T-Test and One-way
ANOVA, demonstrates whether or not the eighteen null hypotheses are rejected, the results of
testing are shown in the table 6.2 below.

Furthermore, according on Parasuraman et al., (1990)

mentioned that survey the service quality using SERVQUAL involves computing the pair of
expectations/perceptions’ scores.

Based on empirical study states that service quality is

captured by a gap score (G), where G is the difference between corresponding perception of
delivered service (P) minus expectation of service (E) for each item (G = P - E). This research
also indicates whether or not the service performance can match customer’s satisfaction via
comparing the mean scores in five-star hotels of Qingdao (Table 5.7 & Table 5.8).
The result of Ho1 test demonstrates that there are certain gaps between customer
expectation and perception of service quality in five-star hotels of Qingdao, as well as via
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computing the pair of statement: G (-0.2763) = P (3.9776)-E (4.2539), this result indicated that
the customer’s perception can’t match customer’s expectation in five-star hotels of Qingdao.
SERVQUAL model suggests five key dimensions by which customers evaluate service
quality, namely, reliability, assurance, tangibles, empathy, and responsiveness (Parasuraman et
al., 1991).

Based on these five service dimensions used in this research, Ho2 – Ho6 are rejected,

these items have proven that there are significant gaps between customers’ expectations and
perceptions of service quality when measured by tangibles, reliability, responsiveness, assurance
and empathy.

Concern to service quality on five dimensions’ expectations and perceptions, the

pair of five dimensions on is computed as follows: Service Quality = Perception Score –
Expectation Score. The results of comparison can indicate the degree of service quality and
customer’s satisfaction.

Among the five dimensions, according to compare with means score,

the gap of “reliability” is the least satisfactory dimensions, the score of service quality is - 0.3974,
followed by Empathy (-0.2722), Responsiveness (- 0.2487), Tangibles (-0.2218) and Assurance
(-0.1715) (Table 6.2).

Therefore, these outcomes indicate that current service performances can

not satisfy international customers of five-star hotels in Qingdao.
Table 6.2 Scores of Five Service Dimensions
Service Dimension

Service Quality/Gap Score = P – E

Ranking

Tangibles

-0.2218 = 4.1067 - 4.3285

4

Reliability

-0.3974 = 3.9806 - 4.3780

1

Responsiveness

-0.2487 = 3.9699 - 4.2186

3

Assurance

-0.1715 = 4.0576 - 4.2291

5

Empathy

-0.2722 = 3.7733 – 4.0455

2

Demographic information is a fundamental and necessary consideration for targeting and
segmentation of market, understanding the effect of key demographics such as age, income, and
gender on customers’ perceptions of quality is important (McCarty & Shrum, 1993).

In this
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study, in terms of expectation of service quality, the testing results of Ho9 and Ho11 show that
the occupation and education level of the sample have significant impact on customers’
expectation on the service of five-star hotels in Qingdao. The results of Ho7, Ho8, Ho10 and
Ho12 shown that income level, age, purpose of visit and nationality don’t significantly affect the
sample customers’ expectations.

In terms of perception of service quality, based on the analysis

of Ho13, Ho15, Ho16 and Ho18, the results have proven that income level, occupation, purpose
of visit and nationality have significant impact on sample customers’ perception on the service of
the five-star hotels in Qingdao.

The results of Ho14 and Ho17 show that age and education

level don’t affect sample customers’ perceptions.

Based on these analyses, it can be argued that

individual occupation and education level should impact customers’ expectation of service.
Therefore, before the employees of the hotel provide services to customers, employees should
pay more attention on customer’s occupation and education level.

Based on customers’

perceptions of service quality, income level, occupation, purpose of visit and nationality must be
considered when employees of the hotel provide services to customers.

There four factors

would significantly influence on the customers’ perceptions on the actual service performances
of five-star hotels in Qingdao.
Table 6.3: Summary of Findings of Hypotheses Testing
Rejected Team of Hypotheses
Ho1: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao.
Ho2: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by
tangibles.
Ho3: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by
reliability.
Ho4: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by
responsiveness.
Ho5: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by

Statistical Test
T-Test
T-Test

T-Test

T-Test

T-Test
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assurance.
Ho6: There is no gap between customers’ expected and perceived
service quality of five-star hotels in Qingdao when measured by
empathy.
Ho9: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by occupation.
Ho11: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by education level.
Ho13: There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by income level.
Ho15: There is no difference customers perceived service quality of
five-star hotels in Qingdao when measured by occupation.
Ho16: There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by purpose of visit.
Ho18: There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by nationality.
Failed Reject Team of Hypotheses
Ho7: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by income level.
Ho8: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by age level.
Ho10: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by purpose of visit.
Ho12: There is no difference customers’ expected service quality of
five-star hotels in Qingdao when measured by nationality.
Ho14: There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by age level.
Ho17: There is no difference customers’ perceived service quality of
five-star hotels in Qingdao when measured by education level.

T-Test

ANOVA
ANOVA
ANOVA

ANOVA
ANOVA
ANOVA
Statistical Test
ANOVA
ANOVA
ANOVA
ANOVA
ANOVA
ANOVA

6.2 Discussion of Research Objective
According to the research objective and research hypothesis mentioned in chapter 1 and
chapter 3, the results of finding is indicated as followed.
Research Objective 1: To describe the views of international hotel customers in Qingdao
regarding their expectations and perceptions on the service quality.
The finding of Hypotheses demonstrates that the Ho1 is rejected.

The rejected item

indicated that there may be significant gaps between customers’ expectations and perceptions of
service quality in Qingdao five-star hotels, and the actual service performance fails to match
customer’s expectation, therefore, the results suggest that current service standard of
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international market should be adjusted for adapting present international tourism market of
Qingdao.
Research Objective 2: To assess the current international customers’ expectations and
perceptions processed via five service dimensions in hotel industry of Qingdao.
The finding of Hypotheses demonstrates that Ho2-Ho6 are rejected, the results support that
there are gaps between customers’ expectations and perceptions of service quality in five-star
hotels of Qingdao when measured by five service dimensions.

The service provided by

five-star hotels of Qingdao can not satisfy the sample international customers via evaluating the
five dimensions.
Research Objective 3: To assess the current sample international customers’ expectations
and perceptions through demographic factors on the subject of the service quality of hotel
industry in Qingdao.
The finding of hypotheses support that socio-demographic variables act in different ways
to more or less constrain traveler’s behavior, as well as the finding has significant marketing
implications that understanding the detail of sample customer’s demographic factors could imply
the customer’s expectation and perception on service quality.

6.3 Conclusion
The purpose of this study was to measure the service quality of five-star hotels in Qingdao
by using GAP 5 of SERVQUAL instrument, at the same time to deeply understand the implicit
process of sample customers’ evaluation, by which they assess and judge service quality as a
whole by comparing their expectations with their perceptions.

Additionally, the results of this

research have indicated that respondents shape their expectations and perceptions of service
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quality differently based on socio-demographic variables.

The hotel industry is a mature

industry characterized by an intense competition among service providers.

Furthermore, this

study provides valuable information to help hotel managers’ perspective to meet customers’
demand and manage hotels to consistently deliver the high level of service quality.

This

research discloses that there is a significant gap between sample customers’ expectations and
perceptions on GAP 5 as the service quality of five-star hotels in Qingdao.

The outcome

demonstrates that in this study service quality performance frequently fails to satisfy customers’
expectations and causes hotel’s image to fall short in the eyes of international customers.
Regarding to the five service dimensions, this study demonstrates that all of the five dimensions
should be improved for matching customer’s demands.

To sum up, from the point of view of

the service quality, five-star hotels in Qingdao still may not satisfy international customers’
needs, whereas customer satisfaction affects repurchasing, which is one of the most important
components in marketing of service industry.

Thus, all of these presented findings should be

deeply considered by hotel managers who attempt to provide satisfactory services to all of their
customers and to maintain the long-term benefits of hospitality industry.
6.4 Limitation to the Study
This study is aware that using SERVQUAL as instrument to measure Qingdao’s hotels
might be criticized as being inadequate.

Although claimed as producing no exact result,

SERVQUAL has still been applied in service and hospitality industries on their stage where only
broad or general information is needed.

This result of study could have been more

contextualized and exact if SERVQUAL instrument would have been modified accordingly.
Nevertheless, as for an unsophisticated service environment of Qingdao, SERVQUAL has
already proofed its efficacy in the measurement.
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6.5 Recommendation
Hotel industry is an indispensable entity in tourism industry.
of the travel time on experiencing services of hospitality industry.
frequently discussed.

Tourist spends almost half
The service quality has to be

Service quality not only significantly affects the customer’s satisfaction,

but also mainly determines for success of five-star hotels in Qingdao.
satisfy customers is an important function of SERVQUAL.

Understanding how to

According to the results of

questionnaires analysis, there are recommendations for hotel employees and approaches to
improve service quality of five-star hotels in Qingdao through the analysis of social-demographic
and five service quality dimensions, respectively.
6.5.1 Suggestion Based on Demographic Factors
This research suggests that service providers should understand as comprehensively as
possible about customers’ social-demographic factors for identifying and maintaining service
quality.

Based on the empirical study and finding of demographic factors, the results indicate

that the main market is Asian market, such as Korean and Japanese visitors.
marketing strategy should focus more on promotions for Asian market.

Therefore,

Based on

comprehensive analysis of most respondents’ age (30-55 years old) and income level
(1501$-3000$/month), the service organizations should consider more about those adult and
middle class customers’ demands. For example, the hotel should provide more excellent and
comprehensive facilities that adult customers prefer such as bars, restaurants, gyms, or café.
The hotel should especially promote and consider the service performance in these areas.

In

terms of educational level, occupation and purpose of visit, most of respondents are well
educated, work in a company, and their purposes of visit are business.

Hence, this study

suggests that the hotels should provide efficient services, regular transport, advanced technology
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and modern facilities to those business travelers and customers, such as internet, electrograph,
telecommunication system, or video conference.

As such, the findings of hypotheses indicate

that before the customers’ experiences the service, service providers should consider more detail
on customers’ demands and needs based on customer’s occupation and education level.

For

example, students who spend their leisure time in Qingdao may be satisfied if hotel is able to
provide more facilities of recreation, while customers with the high education level may be want
to read newspaper every day or prefer to explore local cultures. So the hotel should provide more
multi-language newspapers, local magazines about culture and the internet for them.

With

regard to customers’ perception, their income level, occupation, nationality and purpose of visit
significantly influence customers’ perceptions of service quality.

Hence, when the hotel

provides the service to customers, they should discern different classes of customers who may
have different service perceptions. For example, business travelers are more concerned about
prompt and accurate services so their business schedule will not be affected.

For nationality,

most of the customers demand that hotel employees are able to provide services by using
customer’s language.

Therefore, proficient language skill and communication skill are the key

to satisfy customers.

These variables can be effectively used in designing marketing strategies

for international tourist markets in Qingdao.

This information would make marketers

themselves successful in building long-term customer relationships.
6.5.2 Suggestion Based on Five Service Dimensions
Five service dimensions are what customers use to assess a service multi-dimensionally.
According to the analysis, service quality fails to match customer satisfaction when measured by
five dimensions in this study. In five service dimensions, Tangible is the easiest one to be judged
and improved.

With regard to Tangible, customers have similar demands.

Their expectations
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include convenient, comfortable, and relaxing environment, as well as superior facility.
Therefore, property maintenance system should be ensured to keep the facilities clean,
comfortable and ready to be used.

Also, employee appearance should be formal, tidy and

smart.
In service quality dimension, Reliability, Responsiveness, Assurance and Empathy are
performed during the service delivery process, they usually occur when interacted between
customer interacts with service provider.
to hotel employee’s behavior.

In this process, the service quality is directly related

Thus, managing employee’s behavior should be concentrated on

developing positive attitude and excellent service-culture among employees.
The finding of hypotheses indicates that Reliability is the principal dimension to be
improved.

The research suggests that the hotel employees should continuously provide

error-free service.

Standardization of service management should be strictly implemented in

order to create consistent service criteria for delivering high quality and criteria service to
customers, likewise, improving employee’s service skill to match customer’s various
expectations of service quality.
Responsiveness of employees means they are willing to provide services in timely manner.
This study suggests designing an effective work-flow can reduce the useless procedure when
service is delivered.

In addition, to promote positive self-awareness of employees, employees

should create positive attitudes and be friendly, helpful, and ready to provide prompt service.
Assurance involves employee’s competence, courtesy and security of hotel.

Employees

of hotel should enhance their comprehensive skills and knowledge in order to deliver excellent
service to customers.

Likewise, employees should necessarily apply more politeness,

consideration and self-confidence when they contact with customers.

In the aspect of security,
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hotels should focus on protecting customers’ belongings and privacy.
In this study of a sample of customers addressed empathy as the worst dimension of
perceived service in five-star hotel in Qingdao.

Empathy should be considered as the priority

factor to be upgraded on service performance; it requires that hotel employees should experience
same feelings of customers as they own, clearly understand customers’ potential needs and make
services accessible to them.

Hotels should concentrate on training employees’ communication

skill, language skill for understanding customers’ specific requirements and individualized
demands.
In summary, GAP 5 of SERVQUAL is such a powerful diagnostic tool, based on the analysis
of this instrument.

The gaps of service quality actually exist in five-star hotel in Qingdao, and

these gaps can be deemed as determinants of the success of service industry.

Understanding

international customers’ demands indeed helps the managers of hotels to narrow these gaps
between managerial perspective and international customers’ expectations/perceptions, thereby
promote the service quality in five-star hotels of Qingdao.
6.6 Suggestions for Future Research
As the result of this study, there should be more study on the relationship between past
experience and customers’ expectations.

Past experience influences customers’ expectations,

which in turn would affect customers’ perception.
The research should also be conducted on measuring the demographic variables to identify
the differences between customers’ expectations and perceptions of service quality when tourists
are segmented by leisure tourists or business tourists.
In addition, this research only regards to international tourists; however, the major market
is still domestic tourists.

Thus, the research should be extended to investigate the domestic
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market in the future.
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Appendix A- Questionnaires
English Questionnaire

QUESTIONNAIRE
Dear Respondents:
This questionnaire is a part of graduate research for the degree of Master’s of Business
Administration in Tourism Management. The research aims to gain understandings of service
quality in 5 star hotels of China, Forty-four (44) questions below are close-ending questionnaire,
and should require you 5 minutes to finish the response. Your responses will be treated as
confidential.
Thank you for your time and responses in this questionnaire.
Part 1: Personal Data
1. Nationality
□North American □European □Asia □Latin American □Other
2. Age
□20-29 □30-39 □40-55 □55 and older
3. Income per Month
□Below 500 US$ □500-1500 US$ □1501-3000 US$ □3001-5000 US$
□5001 US$ and above
4. Education Level
□High school □Bachelor degree □Master degree
□Ph.D.
□Other
5. Occupation
□Company employee □Self-employed □Government/State employee
□Student □Other
6. Purpose of Visit
□Leisure □Business □Education □Leisure & Business □Other

□Unemployed
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Part 2: Expectation Measuring
The followings are some questions about before you check in at the hotels, your
expectation of service quality that hotels should provide. Please indicate your opinion as to the
extent to which you agree or disagree with the following statements of your expectation of
service quality that hotels should provide.
Very low expectation 1—Low expectation 2 —Neutral 3 —High expectation 4 —Very high
expectation 5
(1) An excellent hotel will have modern looking equipment, e.g. dining
1 2 3 4 5
facility; bar facility, crockery, cutlery, etc.
(2) The physical facilities, e.g. buildings, signs, dining room decor, lighting,
1 2 3 4 5
carpet etc., at an excellent hotel will be visually appealing.
(3) Staff at an excellent hotel will appear neat, e.g. uniform, grooming etc.
1 2 3 4 5
(4) Materials associated with the service, e.g. pamphlets, statements, table
1 2 3 4 5
wine, serviettes will be visually appealing in an excellent hotel.
(5) When an excellent hotel promises to do something by a certain time,
1 2 3 4 5
they will do so.
(6) When patrons have a problem, an excellent hotel will show genuine
1 2 3 4 5
interest in solving it, e.g. an error in a bill
(7) An excellent hotel will perform service right the first time
1 2 3 4 5
(8) An excellent hotel will provide its services at the time it promises to do
1 2 3 4 5
so.
(9) An excellent hotel will insist on error-free service.
1 2 3 4 5
(10) Staff at an excellent hotel will tell patrons exactly when services will
1 2 3 4 5
be performed.
(11) Staff at an excellent hotel will give prompt service to patrons.
1 2 3 4 5
(12) Staff at an excellent hotel will always be willing to help patrons.
1 2 3 4 5
(13) Staff at an excellent hotel will never be too busy to respond.
1 2 3 4 5
(14) The behavior of staff at an excellent hotel will instill confidence in
1 2 3 4 5
patrons.
(15) Patrons of an excellent hotel will feel safe in their transactions.
1 2 3 4 5
(16) Staff at an excellent hotel will be consistently courteous with patrons.
1 2 3 4 5
(17) Staff at an excellent hotel will have the knowledge to answer patrons’
1 2 3 4 5
requests.
(18) Staff at an excellent hotel will give patrons individualized attention.
1 2 3 4 5
(19) Facilities of an excellent hotel, such as: spa, gym and salon, will have
1 2 3 4 5
opening hours convenient to all of its patrons.
(20) An excellent hotel will have staff who gives its patrons personal
1 2 3 4 5
attention.
(21) An excellent hotel will have the patrons’ best interests at heart.
1 2 3 4 5
(22) The staff of an excellent hotel will understand the specific needs of
1 2 3 4 5
their patrons.
Part 3: Perception Measuring
The followings are some questions about after you check in at the hotels, your perception
of service quality that hotels provided. Please indicate your opinion as to the extent to which

a1 2
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you agree or disagree with the following statements of your perception of service quality that
hotels provided.
Strongly Disagree 1 —Disagree 2 —Neutral 3 —Agree 4 —Strongly Agree 5
(23) The hotel has modern looking equipment
(24) The physical facilities at the hotel are visually appealing
(25) Staff at the hotel appear neat
(26) Materials associated with the service are visually appealing
(27) When the hotel promised to do something by a certain time, it did it
(28) When patrons have problems, the hotel shows a genuine interest in
solving them
(29) The hotel performs the service right the first time
(30) The hotel provides its services at the time it promises to do so
(31) The hotel insists on error-free service
(32) Staff at the hotel were able to tell patrons exactly when services would
be performed
(33) Staff at the hotel give prompt service to the patrons
(34) Staff at the hotel are always willing to help patrons
(35) Staff of the hotel are never too busy to respond to patrons
(36) The behavior of staff instills confidence in its patrons
(37) Patrons of the hotel feel safe in their transactions
(38) Staff of the hotel are consistently courteous with patrons
(39) Staff of the hotel have the knowledge to answer patrons
(40) The hotel gives patrons individualized attention
(41) The facilities of hotel has opening hours convenient to all of its patrons
(42) The hotel has staff who give its patrons personalized attention
(43) The hotel has the patrons’ best interests at heart
(44) The staff of the hotel understand the specific needs of their patrons

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1
1
1
1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5
5
5
5

Your comments to help improve this questionnaire in the future:
-------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
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Korean Questionnaire

설문지
안녕하십니까
이 설문지는 관광 경영학과 석사 논문에 관련된 설문지입니다. 이 연구는 중국내에 있는
호텔들에 대한 서비스 관련 설문지입니다. 설문 관련 응답 예상 시간은 5 분이고, 여러분의 설문
응답에 대한 개인적 정보는 공개되지 않고, 소중히 다뤄질 것입니다.
설문지 응답에 감사드립니다.
딩 지 챵 드림
관광 경영학과
이메일: dd_room@hotmail.com
Part 1: 개인 정보
2. 국적
□미주 □유럽 □아시아 □남미 □기타
2.

나이
□20-29

□30-39 □40-55

□55 and older

월수입
□500 US$ 이하 □500-1500 US$ □1501-3000 US$ □3001-5000 US$
4. 학력
□고졸 □대졸 □석사
□박사
□기타
3.

5.

직업
□회사원 □자영업 □공무원

6. 여행목적
□레져 □비즈니스 □교육

□5001 US$ 이상

□무직 □학생 □기타

□레져와 비즈니스

□기타

Part 2: 호텔 서비스 기대 수치
다음은 호텔 서비스에 관한 기대하는 질문들입니다. 호텔이 제공해야하는
서비스에 대한 기대하는 정도를 표시해주십시오. 이 수치들은 여러분이 중국의
우수한 호텔 서비스에 대한 기대하는 정도를 나타냅니다.
전혀 기대안함 1, 기대안함 2, 보통 3, 기대함 4, 매우 기대함 5
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(1) 우수한 호텔은 최신식 시설을 가지고 있어야 한다. 예를 들면, 식당, 바
시설, 고급 그릇, 스푼, 나이프, 칼 등

1 2 3 4 5

(2) 우수한 호텔은 빌딩, 표지판, 식당 장식, 데코레이션 등 외관이
훌륭하다
(3) 우수한 호텔의 직원들 옷차림이 매우 단정하다
(4) 우수한 호텔은 홍보 책자, 식당 테이블의 냅킨, 와인이 보기좋게 정돈
되어 있다.
(5) 우수한 호텔은 시간 약속과 실행이 정확하다
(6) 우수한 호텔은 손님이 곤란을 겪을 때 진심으로 그리고 적극적으로
해결해 주려한다
(7) 우수한 호텔은 처음 서비스가 휼륭하다
(8) 우수한 호텔은 약속한 정확한 시간에 서비스를 실행한다
(9) 우수한 호텔은 실수 없는 서비스를 실행한다
(10) 우수한 호텔은 서비스가 실행될 정확한 시간을 약속한다
(11) 우수한 호텔의 직원은 즉각적인 서비스를 실행한다
(12) 우수한 호텔의 직원은 성심성의껏 손님을 도와준다
(13) 우수한 호텔의 직원은 바쁘다는 핑계를 하지 않고, 즉각 반응한다.
(14) 우수한 호텔의 직원은 행동으로 손님에게 믿음을 준다
(15) 우수한 호텔의 손님은 호텔 업무에 있어 편안함을 느낀다
(16) 우수한 호텔의 직원은 언제나 예의 바르다
(17) 우수한 호텔의 직원은 손님의 질문에 대답할 정도의 지식을 가지고
있다
(18) 우수한 호텔의 직원은 손님에게 친근감을 준다
(19) 우수한 호텔은 손님의 편의를 위한 업무시간을 가진다
(20) 우수한 호텔은 직원들에게 친근한 직원들을 많이 가지고 있다
(21) 우수한 호텔은 손님들에게 진심으로 관심을 가진다
(22) 우수한 호텔은 손님들의 개인적인 필요와 취향을 이해하고 만족시킨다
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Part 3: 실제 이용하는/ 이용했던 호텔 서비스에 대한 조사
다음은 호텔 서비스에 관한 질문들입니다. 호텔이 실제 제공해야하는 서비스에 대한
정도를 표시해주십시오. 이 수치들은 여러분이 이용하는/ 이용했던 중국의 호텔
서비스에 대한 실제 정도를 나타냅니다.
전혀 동의안함 1 - 동의안함 2 – 보통 3 – 동의함 4 – 매우 동의함 5
(23) (이용했던/이용중인) 호텔은 최신식 시설을 가지고 있다
(24) 호텔은 빌딩, 표지판, 식당 장식, 데코레이션 등 외관이 훌륭했다
(25) 직원들의 옷차림은 단정했다
(26) 호텔의 홍보 책자, 식당 테이블의 냅킨, 와인이 보기좋게 정돈 되어
있었다.
(27) 호텔은 시간 약속과 실행이 정확했다
(28) 호텔은 손님이 곤란을 겪을 때 진심으로 그리고 적극적으로 해결해
주려 했다
(29) 호텔은 처음 서비스를 정확하게 실행하려 했다
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(30)
(31)
(32)
(33)
(34)
(35)
(36)
(37)
(38)
(39)
(40)
(41)
(42)
(43)
(44)

호텔은
호텔은
호텔은
호텔의
호텔의
호텔의
호텔의
호텔의
호텔의
호텔의
호텔의
호텔은
호텔은
호텔은
호텔은

약속한 정확한 시간에 서비스를 실행 했다
실수 없는 서비스를 실행한다
서비스가 실행될 정확한 시간을 약속 했다
직원은 즉각적인 서비스를 실행 했다
직원은 성심성의껏 손님을 도와줬다
직원은 바쁘다는 핑계를 하지 않고, 즉각 반응했다.
직원은 행동으로 손님에게 믿음을 주었다
손님은 호텔 업무에 있어 편안함을 느꼈다
직원은 언제나 예의 있었다
직원은 손님의 질문에 대답할 정도의 지식을 가지고 있었다
직원은 손님에게 친근감을 주었다
손님의 편의를 위한 업무시간을 가졌다
직원들에게 친근한 직원들을 많이 가지고 있었다
손님들에게 진심으로 관심을 가졌다
손님들의 개인적인 필요와 취향을 이해하고 만족시켰다
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Japanese Questionnaire

アンケート
このアンケートは中国においてホテルサービスついて皆さんがどうのように感じるか
を調べるためのものです。あまり考え込まずに直感で答えてください。アンケートの結
果や、ここから得られた個人情報については、研究の目的以外では一切使用しませんし、
情報漏洩することのないよう厳重に管理いたします。
ご協力ありがとうございます。
ご質問があれば、以下の連絡先まで：
Dd_room@hotmail.com
___________________________________________________________

この部分は、あなたの個人情報に関する問題です。ここから得られた個人情報につい
ては、研究の目的以外では一切使用しませんし、情報漏洩することのないよう厳重に管
理いたしますので、ご安心ください。次の問題を答えてください。
1．あなたの国は次のどれに属しますか？
□ 北アメリカ □ヨーロッバ □アジア □ラテン・アメリカ □その他
2．あなたの年齢は？
□20-29
□30-39
□40-55
□55 以上
3．あなたの月収は？
□500 ドル以下

□500-1500 ドル

□1501-3000 ドル

□3001-5000 ドル□5001 ドル以上

4．あなたの最終学歴は？
□高校 □大学

□修士 □博士 □その他

5．あなたの職業は？
□会社員 □自営業

□公務員 □無職 □学生 □その他

6．今回の旅の目的は？
□プライベート旅行 □仕事 □旅行と仕事

□教育

□その他

第二部分 ホテルサービスに対しての期待値について
以下は、あなたは某4つ星または5つ星ホテルに泊まる前に、このホテルのサービスに
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対して、どんな期待をしていますかについての問題です。以下の5段階から最もあなたの
気持ちと考えに近いものを選択してください。
1．全く賛成しない ２．賛成しない ３．わからない

4．賛成 5．とても賛成

（１）高級ホテルには必要な施設を配備されるべき、例えば、宴会場、バー、
高級レストラン、セキュリティシステムなど。

1 2 3 4 5

（2）高級ホテルの建築外観や、ホテルのマークデザイン、内部のインテリア
デザイン、照明などは、人を引き付けるべき。
（３）高級ホテルの職員のユニフォームは、清潔できれいであるべき。
（４）高級ホテルには、キッチンとした補助サービス用品を備えるべき、そし
て、その用品は環境にやさしい材料を使うべき。例えば、ホテルを紹介す
るパンフレット、決算証券、環境にやさしい材料で作られた洗面用具やナ
プキンなど。
（5）高級ホテルは必ず約束を守るべき。
（６）顧客が疑問を抱くとき、優秀なホテルは、精一杯客に問題を解決するべ
き。例えば、請求書の間違えなど。
（７）高級ホテルは、客がホテルに入ると同時に高質のサービスが始めるべき。
（８）高級ホテルは約束の時間内で高質のサービスを提供するべき。
（９）高級ホテルはいつも誤差のないサービスを提供するべき。例えば、素早
くて確かなサービスを提供する。
（10）高級ホテルの職員は、サービスを提供する時間を確実に客に伝えるべき。

1 2 3 4 5

（１１）高級ホテルの職員は、客に時間どおりサービスを提供する。

1 2 3 4 5

（１２）高級ホテルの職員は、いつも親切に客にサービスを提供するべき。
（13）高級ホテルの職員は、忙しいでも決して客を粗末に扱わない。
（14）高級ホテルの職員は、規範的な言葉使いと行動をとることにより客の信
頼をとる。
（15）高級ホテルに泊まる客の安全とプライバシーが守られるべき。
（16）高級ホテルの職員は、常にやさしい気持ちで接客するべき。
（17）高級ホテルの職員は、客の質問に対して、十分な専門知識を備えるべき。
（18）高級ホテルの職員は、客にひとりひとりの需要に応じてサービスを提供
するべき。
（19）高級ホテルの営業時間は、全ての客に不便を感じさせない。
（２０）高級ホテルの職員は、ひとりひとりの客に対して気配りをするべき。
（21）高級ホテルの職員は、客の利益を第1位にするべき。
（22）高級ホテルの職員は、客の特殊需要を理解するべき。
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以下は、あなたはホテルのサービスを受けた後、このホテルのサービスに対して、ど
う感じでいるのかについての問題です。以下の5段階から最もあなたの気持ちと考えに近
いものを選択してください。
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1．全く賛成しない ２．賛成しない ３．わからない

4．賛成 5．とても賛成

（23)ホテルには必要な施設を配備された。
(24)ホテルの建築外観や、ホテルのマークデザイン、内部のインテリアデザイ
ン、照明などは、とても人を引き付ける。
(25)ホテル職員のユニフォームは、清潔できれいだった。
(26) ホテルには、環境にやさしい材料を使うキッチンとした補助サービス用品
を備えていた。
(27) ホテルは約束を守った。
(28) 顧客が疑問を抱くとき、ホテルは、精一杯問題を解決した。
(29) ホテルに入ると同時に高質のサービスを受けていると感じた。
(30) ホテルは約束の時間内で高質のサービスを提供した。
(31) ホテルはいつも誤差のないサービスを提供した。
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(32) ホテルの職員は、サービスを提供する時間を確実に客に伝えた。

1 2 3 4 5

(33) ホテルの職員は、客に時間どおりサービスを提供した。

1

(34) ホテルの職員は、いつも親切に客にサービスを提供していた
(35) ホテルの職員は、忙しいでも客を粗末に扱わなかった。
(36) ホテルの職員は、規範的な言葉使いと行動をとることにより、客の信頼を
とった。
(37)ホテルに泊まる客の安全とプライバシーが守られた。
(38) ホテルの職員は、常にやさしい気持ちで接客していた。
(39)ホテルの職員は、客の質問に対して、十分な専門知識を備えた。
(40)ホテルの職員は、客にひとりひとりの需要に応じてサービスを提供してい
た。
(41)高級ホテルの営業時間は、全ての客に不便を感じさせなかった。
(42) ホテルの職員は、ひとりひとりの客に対して気配りをした。
(43)ホテルの職員は、客の利益を第1位にした。
(44) ホテルの職員は、客の特殊需要を理解していた。
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あなたのご協力に心から感謝の意を申し上げます！
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APPENDIX B
Test of Reliability -Cronbach’s Alpha
Expectation of Service Quality
Case Processing Summary
N
Cases

a

Valid
Excluded
(a)
Total

382

%
100.0

0

.0

382
100.0
Listwise deletion based on all variables in the procedure.

Expectation of Tangibles
Reliability Statistics
Statistics
Cronbach's
Alpha
N of Items
.746
4

Expectation of Responsiveness
Expectation of Assurance
Reliability Statistics
Statistics
Cronbach's
Alpha
N of Items
.712
4

Expectation of Empathy
Reliability Statistics
Cronbach's
Alpha
N of Items
.707
5

Expectation of Reliability
Cronbach's
Alpha
.743

Cronbach's
Alpha
.690

Reliability
N of Items
5

N of Items

Reliability
4
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Test of Reliability -Cronbach’s Alpha
Perception of Service Quality
Case Processing Summary
N
%
Valid
382
100.0
Excluded(
0
.0
a)
Total
382
100.0
Listwise deletion based on all variables in the procedure.

Cases

a

Perception of Tangibles
Reliability Statistics
Statistics
Cronbach's
Alpha
.760

N of Items

Cronbach's
Alpha
.805

Reliability
N of Items
5

4

Perception of Responsiveness
Reliability Statistics
Statistics
Cronbach's
Alpha
.800

Perception of Reliability

N of Items
4

Perception of Empathy
Reliability Statistics
Cronbach's
Alpha
N of Items
.727
5

Perception of Assurance
Cronbach's
Alpha
.727

Reliability
N of Items
4

