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MODELS FOR MEASURING SERVICES QUALITY
AND CUSTOMER SATISFACTION IN HOTEL INDUSTRY

In the conditions of intense competition, creation and delivering of products and services
which satisfy demands and requests of today's customers becomes paramount. Hotel companies, in
order to satisfy needs, requests and demands of their guests, must find the answer to the question:
Is the service provided to customers of the proper quality and are customers satisfied with the serv-
ices? Quality of services is one of the most important initiators of customers ' satisfaction, as well as
their loyalty. Hence, hotel managers should know how to measure the quality of the services pro-
vided, as well as customers' satisfaction. The paper presents the models for measuring services
quality in hotel industry, and the models for measuring satisfaction of customers at micro- and
macrolevels.
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Jesan Cikynnu, Mapis Mangapny
MOJEJII BUMIPIOBAHHA AKOCTI IIOCJAYT
TA MIPU 3AJOBOJIEHOCTI KJIIEHTIB:
3A JAHUMMU I'OTEJIBHOI'O BIBHECY

Y cmammi noxaszano, wo 6 ymoeax nocuienoi KOHKYpeHUii, cmeopeHHs ma
PO3N0BCIO0INCEHHST HOBUX NPOOYKIMIE Ma NOCAY2 GUMO2U A 3aNUMU CYMACHUX KAICHMI6 crnaromb
6ce Oiavum cymmeeum paxmopom. Y danomy kowmexcmi 041 comedeli HaubGiibu eaxcaueum
numannam cmae nacmynne: Qu € cepgic, wo nadacmocsa Kaicumam, nompioHoi aKkocmi ma 4u
3a00604bH5€ 6iH 11020 Kaicumie? SHdxicmv cepsicy eusnauae e miibKu 3a00604eHiCMb KAIEHMIG,
aae i ix aoaavnicmo. Tomy Kepyrouum menedxcepam 2omeaeii HeoOXiOHO 3HamMu, AKUM YUHOM
MOXMCHA GUMIPAMU AKICMb NOCAY2 Ma CMYRIHL 3a00804eHocmi Kaicumig. J[as uvoeo y cmammi
npedcmaeaeno mooei, 3a AKUMU MONCHA GUMIPAMU AKICMb NOCAY2 6 20meabHoMy Oizneci Ha
MIKpO- ma MaKpopiensx.

Karouosi caosa: knienm, axicmv nocaye; 3a00604eHicmb; 20menvHull Oi3Hec.
Jim. 32.

Hesn Cuxkymny, Mapus Mannapuy
MOJEJIN JJ11 UBMEPEHUA KAYECTBA YCIIYT
U CTEINNEHU YIOBJETBOPEHHOCTHU KJIMEHTOB:
110 JAHHBIM OTEJIbHOI'O BU3HECA

B cmamve nokazamo, umo 6 ycao6usAX ycuieHHOU KOHKYPeHWuu, cO30QHUA U
Pacnpocmpanenusi Ho6blX NPOOyKmog8 u ycaye mpe6oGanus u 3anpocol COBPEMEHHbIX KAUEHINO08
cmanoeamcs 6cé boaee 3Havumolm axmopom. B dannom xommexcme 041 omeaei Haubonee
GAJNCHBIM 80ONPOCOM cmaHnosumcs caedyowuii: fHeasiemes au cepeuc, npedocmagasemuvtii
KAUeHmam, HY}CHO20 Kavecmea u ydosiemeopsem au oH kauenmos? Kawecmeo cepeuca
onpedeasiem He MOAbKO Y006.1€MBOPEHHOCHb KAUEHMO08, HO U ux JaosivHocmo. I[loamomy
YNPagsAsiouUM 20CIURUUAMU HEe00X00UMO 3HAMb, KAKUM 00PaA30M MONCHO UBMEPUNTL KA1eCH60
yeaye u cmenens y006.1emeopeéHHOCIU Kauenmos. Jlas 3mozo 6 cmambve npedcmas.aenst Mooeau,
HO KOMOPbIM MONCHO UMEPUIND KAYECHI80 YCAY2 8 OMeAbHOM OU3Hece HA MUKPO- U MAKPOYPOGHe.
Karouesvie caosa: kauenm; kauecmeo ycaye; y0061emeopeHHOCHb; OmenbHblll Ou3sHec.

Introduction. Increased competition in hotel industry has a great impact on cus-
tomers, providing various choices, better value for money, and higher level of services.
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In cases of intense competition, the basic goal of hotel managers is the maintenance
and increase of performances, that is profit growth. This goal could be achieved by pro-
viding services that would satisfy customers (i.e. hotel guests) with quality assurance.

Quality is most usually defined as the set of product's or service's attributes or
characteristics, which have the ability to satisfy the expressed needs. Consumers eva-
luate quality of product or service comparing their expectations with performances of
the supplied good or service. That is "quality of services means to satisfy or overcome
expectations of consumers" (Gronroos, 1984). Therefore, quality is the capability of
a hotel product or a service to fulfill or overcome expectations of hotel guests. Guests'
satisfaction in hotel industry depends on the comparison of individual expectations
and experience due to the use of hotel products and services. Expectations are the
predictions of customers regarding the quality of services and they are the function of
previous experience and prediction regarding the ability of a company to provide
quality service in the future. Satisfaction of customers and their long-term retention
is one of the most important tasks of management in service — providing companies.
High level of consumer satisfaction is the basic lever for creation of long-term loyal-
ty, stability of operations, growth and development of the company. Customer satis-
faction is a very important goal and instrument in managing companies which face
new challenges in the contemporary environment. Due to this, significance is given
to the models measuring services' quality and customers satisfaction, which enable
hotel management identify the most crucial components of hotel services and their
impact on satisfaction.

Services quality in hotel the industry. Overview of the literature on quality could
lead to the conclusion that research efforts focused on definition and measuring of
tangible characteristics of products, while the quality of services was totally neglected.
C. Gronroos (1990) accentuated that quality of product is traditionally related to tech-
nical specification of goods, and most definitions of quality are derived from manu-
facturing where quality control is given great importance. On the contrary, P. Crosby
(1979) defines the quality of goods as "compliance with requirements"; J. Juran (1980)
defined quality as "suitability for use", while D. Garvin (1983) measures quality by cal-
culating the frequency of "internal" errors (observed before a product leaves a factory)
and "external" errors (created after a product is installed). Definition of quality
founded on the product could be appropriate for manufacturing sector, while it is not
entirely usable for understanding the quality of services (Parasuraman et al., 1985).

Quality as the market term means production and provision of services which
completely satisfy demands, wishes and expectations of consumers (Radosavljevic,
2009). Service could be defined as the benefit which one side offers to another and
which is essentially intangible and does not result in ownership over something. Its
production could, but should not be related to physically tangible good (Palmer,
2001). Services are usually described as the unity of 4 attributes: intangibility, hetero-
geneity, inseparability and impermanence (transience). In hotel industry, there are
additional attributes, like imprecise standards and changeable demand which com-
plicate the task of defining, supply and measurement of service quality. Specificity of
hotel product is reflected in inseparability and complexity of service itself and physi-
cal product. This specificity could be observed in two ways: service is related to a hotel
facility and could not be realized itself (reception service, services of maid, waiter
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etc.) but is related also to products with material shape (preparation of food and serv-
ing it). According to that the hotel product is the group of tangible and intangible
attributes which satisfy needs and wishes of hotel guests. Hotel companies could
define policy of product quality, as well as rules and procedures on their products
standardization (food in restaurant, furniture in rooms etc.), while many aspects of
service quality could not be standardized. Quality of services, like "friendly relation
towards guest", "assistance and usefulness of hotel staff" and "kindness" most probab-
ly would be interpreted by various guests differently and are estimated subjectively.
Besides, demand for services in hotel industry is characterized by unevenness that is
more intense in a certain period of day or year, like in case of registering and check-
ing out or during vacations, which influences to a great extent the consistency of
services quality (Mei et al., 1999).

Superior quality of services enables company's differentiation in competition,
acquiring and maintenance of competitive advantage and increased efficiency (Mei et
al., 1999; Kandampully and Suhartanto, 2000; Gounaris et al., 2003). Benefits from
service quality involve increase of customer satisfaction, increase in retention of buy-
ers, word of mouth, decrease of employees fluctuations, decrease of operation costs,
increase of market share, increase of profitability, and operations improvement
(Gounaris et al., 2003; Kang and James, 2004). Regarding quality of services in
hotels, A. Mattila and C. Enz (2002) consider that emotional factors which could be
measured immediately after providing a service to a guest clearly demonstrate their
emotions are important predictors in evaluation of services. Research demonstrated
that two indicators which are used for estimation of hotels influence the future behav-
ior, and these are: word of mouth and intention of a guest to return to this hotel. This
study emphasizes that customer satisfaction mediates between quality of service and
future behavior. For example, satisfaction (caused by quality of room or service) or
frustration (caused by poor service) could influence customer talks about hotel posi-
tively or negatively (Ladhari, 2009).

Models for measuring services quality in the hotel industry. In literature there are
numerous models for measuring services' quality. Although these models could be
used in all service industries, specificity of hotel business demonstrated the need and
necessity for creation of special models for measuring quality of services in hotels.
A. Parasuraman, V. Zeithaml and L. Berry (1985; 1988) presented the model, that
initially had 10 dimensions of services quality: tangibles, reliability, responsiveness,
understanding customers, access, communication, credibility, security, competence
and courtesy, and later they reduced the model to 5 dimensions: tangibles, reliability,
responsiveness, assurance and empathy. This model is known as SERVQUAL
(SERVicesQUALIity model). The SERVQUAL instrument was originally designed to
assess the difference between quality expectations and perceived service along the 5
dimensions. As these gaps are bigger, there is bigger difference between expectations
of customers and their perception of quality of a delivered service.

The most famous alternative to SERVQUAL model is SERVPERF
(SERVicesPERFormance Model) proposed by J. Cronin and S. Taylor (1992). While
SERVQUAL model measures the quality for service basing on the comparison
between expectation and perception, for SERVPERF model expectations are not rel-
evant, but the estimation of service quality is equal to customer satisfaction.
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Theoretically, SERVPERF was superior to SERVQUAL, and J. Cronin and S. Taylor
(1994) argued that SERVPERF measure should explain more of the variance in the
overall measure of service quality than SERVQUAL instrument.

LODGQUAL (LODGingQUALIity Model) has been regarded as a specific
application for the hotel industry. This model is based on SERVQUAL and is used for
estimation of service quality in lodging industry (Getty & Thompson, 1994). J. Getty
and K. Thompson (1994) designed the LODGQUAL instrument from customer per-
ceptions of the SERVQUAL measure, but also considered the dimensions of tangi-
bles, reliability and "contact", which included attributes associated with response
capacity, safety and empathy.

Based on SERVQUAL model, B. Knutson et al. (1990), developed LODGSERV
(LODGingSERVices Model). This model was developed for measuring the quality of
services in hotel industry. The authors defined 5 dimensions of services' quality: reli-
ability, safety, compassion, tangibility and empathy.

A. Mei et al. (1999) researched the quality of hotels services in Australia and
developed a new scale for measuring quality of service named HOLSERY, based on
3 dimensions: employees, material components and reliability,. HOLSERV was a
shorter, more user/friendly instrument than SERVQUAL. A. Mei et al. (1999) rec-
ommended that hotel managers should supplement the HOLSERV measure with
additional qualitative research.

J. Getty and R. Getty (2003) researched the quality of services in hotel industry
in the USA and developed a new five-level scale named Lodging Quality Index (LQI)
covering the dimensions: tangibility, reliability, compassion, trust and communication.

Besides these models it is important to demonstrate the researches of some
authors which showed additional components of services' quality in hotel manage-
ment. So, in the research conducted by T. Juwaheer (2004), were identified 9 compo-
nents of services' quality like: reliability, assurance, empathy, extra room amenities,
staff communication, room attractiveness and d?cor factors, staff outlook and accura-
cy, food and service, hotel surroundings and environmental factors. C. Albacete-Saes
et al. (2007) identified 5 dimensions of service quality in rural accommodation: per-
sonal response, complementary offer, tourist relations, tangible elements and empathy.

Mutual for all defined models is that each component of service's quality is esti-
mated by a certain number of questions/assertions. That is, within each component
of quality there are several questions or assertions estimated by customers (exami-
nees). Therefore, component "tangibility" can be estimated by claims like: hotel is
clean; employees have clean and orderly uniforms; bed in the room is comfortable
etc, on the seven-degree Likert scale where 1 demonstrates total disagreement with
the claim, while 7 demonstrates the absolute agreement.

Customer satisfaction in the hotel industry. Satisfaction of customers is the most
efficient source of market communication, because customers which are satisfied
with product or service probably will spread their good experiences to others. On the
other hand, if one is not satisfied, he/she will transfer this negative experience regar-
ding products or services. Customer satisfaction depends on the experiences in use of
the product or services and is often the end outcome of all the activities conducted in
the process of buying and consuming. Customer satisfaction is the total estimation of
overall experience due to the use of goods or services in time (Omar et al., 2013).
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With customer satisfaction are related 3 interdependent concepts (Javalgi et al.,
2006). The first concept is related to customer's expectations from a product or a serv-
ice. The second concept is related to fulfillment of customer's expectations, while the
third one compares the delivered value with previous expectation. If previous cus-
tomer's expectations are fulfilled, the result is satisfied customer. On the contrary, if
previous expectations are not fulfilled, the result is customer's non satisfaction.
Expectations are founded on previous experiences in purchasing, opinion of friends
and associates, information from marketing experts and competitors. Marketing
experts must be careful defining the level of expectation. If they define too low level of
expectations they could satisfy those who purchase, but they will not attract enough
new clients. On the contrary, if they establish too high expectations, customers could
be disappointed (Kotler et al., 2010). "Holiday Inn" had the campaign named "No sur-
prises", which promised excellent service and lodging without troubles. Nevertheless,
guests had many troubles during their residence in hotels and clients became even
more dissatisfied, which made "Holiday Inn" interrupt this campaign.

Guests satisfaction in hotel industry depends on the comparison derived from
the use of hotel products and services and individual expectations. Expectations
could be described as variable internal standards which depend on many factors,
including needs, goals, direct or indirect experiences with the same or similar prod-
ucts and services from other hotels. Unlike material products or pure services, expe-
riences of the use of hotel products and services represent their mix. Satisfaction in
hotel industry represents the sum of total satisfaction, created as the result of experi-
ence with the use of individual elements or attributes of all the products and services
in the hotel. Nevertheless, there is no single opinion among marketing experts regard-
ing the classification of elements of service in hotels. Rauland et al. (1985) suggest
that hotel services are a harmonious mix of 3 elements: material product in narrow
sense (hotel room), behavior and attitudes of employees responsible for serving guests
and surroundings (buildings, arrangement in equipping, lights etc.). Czepiel at al.
(1985), on the other hand, suggest that satisfaction with services is the function of sat-
isfaction of two independent elements: functional element and the element of deliv-
ery. In order to prove the independency of these two elements, the authors claim that
hotel guests are fully capable to provide answer for each of these two elements: "serv-
ice was excellent, but the bed was hard" or vice versa. Davis and Stone (1985) defined
two elements of service meeting: direct and indirect service. For example, direct serv-
ice could be the process of registering and checking-out in hotels, while indirect serv-
ices involve parking, public phone etc. (Pizam and Ellis, 1999).

Models for measuring customers' satisfaction. In measuring customers satisfac-
tion researches face numerous problems. The reason that satisfaction represents sub-
jective perception of customer regarding the quality of products and services.
Moreover, measuring satisfaction involves the expectations of customers on the qual-
ity of products and services (Marinkovic, 2012). Satisfaction comprises cognitive and
emotional variables. Cognitive variables involve expectations, product's performanc-
es, self-satisfaction, willingness to pay. Problems in measuring satisfaction are the
definitions of emotional variables (Fraering and Minor, 2013).

Significance of measuring customers satisfaction is in the fact that the level of
satisfaction to a great extent influences the intentions and future behavior of cus-
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tomers. The level of customers' satisfaction is not the goal itself, but an important step
towards creation of loyal customers. Satisfaction and loyalty are the key links in the
chain of profit creation. But, customer satisfaction is not a necessary precondition for
loyalty. According to E Kotler et al. (2010), there are several reasons why more satis-
fied guests should not become loyal guests. First, some passengers do not return to the
area where they were previously situated. Some guest could think that hotel in a resort
where he/she lodged is excellent, but does not plan to vacate in the same destination.
Second, some clients like to try various hotels when they return to the same destina-
tion. Although they are satisfied with the previous hotel, they change it in order to
gather new experiences. Third, some clients observe the price and look for the best
offer.

The goal of measuring customer's satisfaction is to express in objective way quan-
titatively their subjective perceptions. The methodology approach to measuring satis-
faction in service activities depends on whether it is conducted on micro- or
macrolevels (Veljkovic, 2009). Measuring satisfaction on the microlevel is carried out
by companies to determine how products or services influence satisfaction of their
customers. Measuring is performed according to the results obtained in the research-
es conducted usually by techniques of interviewing and in some cases by focus groups.
Continual following of satisfaction could be the significant indicator to the company
how it succeeded to achieve its primary goal (profitable satisfaction of customers'
requests and demands) and to be marker where and how to develop long-term rela-
tionship with (key) customers (Veljkovic and Marinkovic, 2010).

Some authors stress 4 ways of measuring customer satisfaction on the microle-
vel, which are: 1) measuring of all the attributes of products and services with the
assistance of structured questionnaire; 2) definition of specific deviations of each
attribute of product or service from customers' expectations; 3) establishment of cus-
tomers' priority; 4) definition of satisfaction for various customers (Duff & Lumping,
2000; Maricic et al., 2012).

Measuring the rating of all product and services attributes means determining all
attributes of products and services with which customer defines rating by estimating
it on the scale (for example, from 1 to 5). In case of hotels, the attributes of products
and service could be: ambience in the hall, efficiency of registering, cleanness of
rooms, staff serviceability, quality of food in the restaurant, availability of sports and
recreation facilities etc. Determination of specific deviations of each attribute of
product or service from customers expectations means the evaluation of product's or
service's attributes positively or negatively. The result defines which elements of pro-
duct's or service's attributes positively affect satisfaction, and which negatively.
Determining customer's priority means the definition which element is the most
important for consumers, which are moderately important, and which are almost
insignificant. Elements as seen by customers as the most important have the biggest
influence on their satisfaction. Determination of satisfaction for various customers
starts from the fact that customer's satisfaction is an individual category and it varies
for each separate customer having in mind demographical, economical and psycho-
logical characteristics of customers. Measuring is the division of customers into seg-
ments by certain characteristics like gender, age, education, income etc. Therefore,
we could measure satisfaction among various segments and focus efforts on the
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improvement towards defined market segments. For measuring satisfaction on the
macrolevel for this purpose wider application have the indices of customers' satisfac-
tion, like: SverigeKundbarometer (Sweden), ACSI (the USA) and ECSI (European).

Conclusion. The concept of quality of service and satisfaction of customers is of
utmost importance for operating of market-oriented companies. Needs and wishes of
customers are in the focus of all business activities for service companies, and also for
hotel companies. Satisfying various needs and demands of customers is the prerequi-
site of their loyalty and readiness to pay higher price or to recommend that hotel to
their friends and acquaints.

Specificity of hotel product is reflected in inseparability and complexity of ser-
vice itself and physical product. That is, hotel product represents group of tangible
and intangible attributes which satisfy needs and wishes of hotel guests. Quality of
services represents one of the most important factors which influence satisfaction and
loyalty of customers. Hotel companies could define their policy of product's quality,
as well as rules and procedures for standardization of their products, while many
aspects of services' quality could not be standardized. Quality of services, like "friend-
ly relationship with the guest", "assistance and usefulness of the staff in the hotel" and
"kindness" will be interpreted by various guests differently. Benefits from service qual-
ity include the increase in customer's satisfaction, increase of customers' retention,
word of mouth, and decrease of fluctuations in employment, decrease of operational
costs, increase of market share, increase of profitability and improvement of business.
Therefore, hotel management should know how to measure the quality of services
provided. Moreover, hotel management could establish the level of services currently
provided, and possibilities for improvement in certain aspects of supply. For that pur-
pose they can use some models measuring the quality of services like: SERVQUAL,
LODGSERY, LODGQUAL, HOLSERYV, SERVPERF and Lodging Quality Index.

It is generally accepted that there is a positive correlation between the quality of
service and customers satisfaction. That is, quality of material and non-material com-
ponents of hotel product affects guests satisfaction, as well as future behavior of cus-
tomers and their loyalty. Satisfaction of guests in hotel industry depends on the com-
parison of experience derived from the use of hotel products and services and indi-
vidual expectations. High level of customer's satisfaction is the result of coordination
of preferences and expectations of customers with the value which they obtain by
using hotel products and service. The goal of measuring customer's satisfaction is to
express objectively and quantitatively their subjective perceptions. Usage of various
models for measuring satisfaction of customers, management of hotel companies
could establish the level of satisfaction of their guests, as well as the possibility and
directions for its improvement.
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