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Abstarct 

The present study was an attempt to identify and evaluate service quality in five star hotels 

of Tehran. More specifically, the study aimed at conducting a research on two specific five 

star hotels namely, Esteghlal and Azadi respectively. To do so, the two hotels were assessed 

in terms of their service quality in comparative mode to see how well their service qualities 

are from the perspective of the customers. The study also sought for the factors, which are 

significant to the customers in evaluating a hotel. Also the study was an attempt to find out 

the perception of the customers about the hotel services and performance. The validated and 

piloted Service Quality Assessment Scale was used to collect the data from 90 customers of 

the two hotels and the presented data was used to find out the significant factors considered 

in the evaluation of service quality in hotels via employing SPSS software version 21, 

employing descriptive statistics, and separate paired-samples t-tests. Based on the results 

from the customers’ view, service quality factors do not follow the same trends of 

significance in five star hotels when the performance of the hotels is compared together. It 

was revealed that based on the customers’ view, service quality factors have been taken 

seriously in the five star hotels. The most important factors for five-star hotels were 

cleanliness, leisure facilities, and room rates, while the less important factor for customers of 

five-star hotels was hotel location. The least important factors were food and beverage 

quality as well as in time services and Internet speed. The study findings also showed that 

there was a discrepancy between the perceived services and the expected services by the 

customers in food and beverage quality, in time services, and Internet speed. This was 

similar in both hotels of course. Meanwhile, expectation of customers in both hotels was met 
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in terms of cleanliness, leisure facilities, and room rates. The hotel’s atmosphere, 

accommodation services, and food quality were the three main factors perceived by the 

customers in both hotels. The findings of present study could be employed by the hoteliers 

and hotel managers to improve their marketing strategies. Also, students of hospitality and 

tourism as well as individuals interested in the field might get some insights covering the 

findings of the present study. 
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Chapter One 

Background and Purpose 

 

1.1 Introduction 

This chapter of the thesis makes an attempt to set the background for the topic and 

then the problems associated with the issue will be discussed. The purpose of the 

study and research questions will be formulated subsequently. An outline of the 

thesis will be provided in the closing section of this chapter. 

1.2 Background 

Providing accommodation and related services to overnight and long-term visitors, 

the hotel sector is a fundamental component of tourism (Cooper et al., 2005). 

According to Johnston and Michel (2008), between 70 and 85% of the gross 

domestic product (GDP) of developed countries originates from servicing industries. 

In Iran, both leisureand business demands have led to development of hospitality 

industry since 2001 (O'Gorman, 2007). Abedi and Jafari (2010) report that about 

1.8% to the GDP is connected to truism industry. Indeed, this leads to higher national 

income, level of employment, balance of payments, and foreign exchange rates. 

This might explain why a large number of scholars and practitioners have 

given a considerable amount of attention to service quality (Baum, 2007; Collins, 

2007; Sinhg et al., 2007). Kandampully et al. (2001) believes that the interest is 
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founded on the assumption of increased profits obtained: When customers are 

satisfied with the service, they will remain loyal, advertise to others with their 

positive word-of-mouth (Kandampully et al., 2001). 

1.3 Problem Statement  

The hotel industry is one of the basic infrastructures to attract tourism and tourism 

development. This industry is comprised of several sections, which cover a wide 

range of organizations and services. One of the most significant issues in this 

industry is concerning the question of ‘how to be successful in this competitive 

world?’Abedi and Jafari (2010) believe that evaluation should be an ever-present 

factor in the hotel industry and running service quality assessments is must for the 

hoteliers. This way they might come to know about their own weaknesses and 

strengths. Customer satisfaction directly impacts the hotel revenue (Negi, 2009) and 

one of the factors affecting customer satisfaction is the quality of services offered by 

the hotel (Zeithaml, 2000). Focusing on customer expectations of hotel hospitality, 

Ariffin and Maghzi (2012, p. 191) asset that “expectations of hotel hospitality are 

influenced by personal factors such as gender, purpose of stay, nationality, and 

private domain of hospitality”. They signify that hotel's star rating and reputation 

also strongly affect the customers’ perception of the hotel and its services.  

Hoteliers frequently face difficulties in matching demand and supply. The 

demand is influenced by external factors such as economic environment, consumer 
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preferences, etc. (Zeithaml, 1985, p. 34). Most of these factors are not controlled by 

hoteliers, but the supply situation is controlled by them (Min Yu & Li, 2009). 

Meanwhile, hoteliers in different countries, make efforts in increasing their 

profitability. Due to competitive conditions, hotels should seek to provide quality 

services for their survival (Dave& Braque, 2009, p.1).  

Research has shown that service quality and customer retention are closely 

related and could be considered significant necessary for success (Zeithaml, 2000). 

Therefore, quality of services for companies that are looking to increase their market 

share and profitability is critical. Regarding Iran's tourist attractions, the religious 

cities such as Shiraz, Qom and Mashhad draw the attention of many tourists each 

year and concerning business issues cities such as Tehran, Tabriz, Esfahan, and 

Shiraz attract a lot of tourists. Places of interests located in Shiraz, Esfahan, and 

Tehran are also attractive enough to house tourists both national and international 

ones. Thus, hotels need to be aware of the needs and perceptions of customers to 

accommodate them well and satisfy their needs.  

Han, Kim and Hyun (2011) argue that one of the most fundamental issues is 

to understand customers' perceptions of the provided services. This is not possible 

unless hotels evaluate themselves in terms of the quality of services they offer. 

Seeking learners’ perceptions and the considering the expected services offered and 

finding out the discrepancy between the two would be surely helpful in delving in to 

the existing problems and finding appropriate solutions.    
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1.4 Research Purpose  

 Focusing on the importance of evaluation and assessment in the hotel industry and 

considering the fact that being aware of the customers’ perceptions and feelings 

about a hotel and its services is highly significant for the hotel mangers (Abedi & 

Jafari, 2010), the present study was an attempt to identify and evaluate service 

quality offered in five star hotels of Tehran. The study also sought for the perception 

of customers of the hotel and its services. The customers’ view about the services 

presented and the services they expected were also studied and compared together in 

the present study.  Hence the purposes of the present research could be summarized 

as follows: 

a) Finding out the major factors taking primacy for the customers in the 

evaluation of service quality offered in the five-star hotels of Tehran. The 

reason is that such hotels claim to be the most credited and standard places to 

host guests in Tehran. Of course the number of 5-star hotels is limited to five 

or six hotels and the rest of famous hotels in Tehran are 4-star hotels. In case 

the present research is accounted as a study representing the service quality 

of famous hotels for which the customers’ satisfaction is important, some 

limited number of hotels could be considered and focused on.  

b) Seeking relevant information about the expected service quality (customers’ 

expectations) and the expected service quality received and observed 
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(customers’ perceptions) in the five-star hotels and the discrepancies between 

the two, and 

c) Searching for customers’ perception of the service performance in the five-

star hotels of the present study. 

1.5 Research Questions 

Considering the problem discussion stated above and the study purpose, the research 

questions for the present research are as follows: 

1. What are the major factors customers consider as significant in the evaluation of 

service quality in five-star hotels?  

2. What are the discrepancies between expected service quality and observed 

service quality in the five-star hotels of the present study? 

3. What is the customer perception of service performance in the five-star hotels of 

the present study?  

1.6 Outline of the Thesis 

The present thesis consists of five chapters: background and purpose, review of the 

related literature, methodology, data presentation, and conclusions and 

recommendations. The first chapter is an attempt to demonstrate an overview of the 

present study creating the foundation for the experiment. Problem discussion, 

research purpose, and research questions in addition to the thesis outline are also 
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provided in this chapter. In chapter two, review of the related literature is presented. 

The research methodology including research approach, participants, instruments, 

data analysis, procedure, design, and quality standards are illustrated in chapter three. 

Chapter four of the thesis reports the empirical data, findings, data analysis details, 

and a discussion of findings and weighting them against the previous research 

results. Chapter five focuses on conclusions and recommendation in which the 

problem is restated, conclusion is presented and applications as well as 

recommendations for further research are presented.  

 

Figure 1.1 Outline of the Thesis 
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Chapter Two 

Review of the Related Literature 

 

2.1 Introduction 

The present chapter tries to present previous studies concerning customer 

expectations of the hotels and the services offered, service quality assessment of the 

hotel industry, customers’ perception of the hotel services and then focuses on the 

problems and solution presented in the previous works. The closing section of the 

chapter deals with the model selected to help the researcher find answers to the 

questions of the present study.   

2.2 Customer Satisfaction and Service Quality 

Customer satisfaction and quality of the services offered are closely connected (Yu, 

et al, 2014). Service quality and perceived value of the services for the customers 

should be always taken into consideration by the mangers of the hotels and 

marketing analysts helping the development of the hotel. Customer satisfaction is 

therefore a very significant factor and could be measured through various ways one 

which is employing a questionnaire developed based on Seroquel models. Customer 

satisfaction has been used as an approach to evaluate service quality and this is in 
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line with what Czepiel &Gilmore (1987, p. 92) suggested: “satisfaction is a vital 

variable in consumer behavior”. 

Customer satisfaction is viewed as a cognitive evaluative process (Churchill 

& Surprenant, 1982) and Oliver (1981) summarized it as an emotional reaction 

subsequentto expectancy disconfirmation. Gundersen et al. (1996) defined the 

construct as a post-purchase evaluative judgment regarding aservice or product.  

The accommodation sector relies on return business and word-of-mouth 

advertising to a great extent which can only come from satisfied customers.“A 

customer who receives what he or she expected in a hotel stay is most likely to be 

satisfied, and if the guests’ expectations were exceeded they may he extremely 

satisfied” (Bowen & Shoemaker, 1998, p. 14).  

The interest in customer satisfaction is chiefly caused by the fact that there 

has been a growth in consumerism -the desire by consumers to satisfy their needs by 

increasing the variety and quantity of the services they use (Yuksel & Yuksel, 2001). 

This has led to expectations on the part of the customers to receive services of a 

much higher standard (Weaver & Opperman, 2000).  

Cooper et al. (1996) suggests that “customers are travelling more widely, 

returning with new ideas and new standards regarding accommodation provision” (p. 

172). Therefore, hotel customers are becoming more sensitive and demanding. 

Consequently, competitiveness has increased in the hotel industry around the world 
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which has made hotels to provide better services and loyalty programs at a price that 

reflects value (Chaisawat, 1998). 

Expectations of the customers are raised and this has empowered them as the 

determinant factor in choosing the better hotel to stay in. It is stated, “the 

accommodation market is highly competitive, and competing for the consumers’ 

disposable income . . . competition often centers on issues of facilities, image, 

service and the quality of the provision” (Cooper et al., 1996, p. 172).  

Indeed, this endeavor is drawn on the belief that guest satisfaction is likely to 

lead to repeat business and positive word-of-mouth publicity (Burton et al., 2001). 

Furthermore, Poon and Low (2005) contend that success in accommodation sector 

depends on understanding the key factors in customer satisfaction. Gundersen (1966) 

also states that customer satisfaction is one of the most precious resources to a sector, 

which works in a competitive market, such as the accommodation firm.  

The literature also highly confirms the effect of service quality as a strong 

determinant of customer retention and future investment (Cronin & Taylor, 1992; 

Gundersen et al., 1996; Kandampully, 2000; Poon & Low, 2005). As a result, hotels 

that can offer noticeable levels of better-quality service can create a sustainable 

competitive advantage over other competitors.  

The viewpoints obtained by Cronin and Taylor (1992); Parasuraman et al., 

(1994); Gundersen et al., (1996); Kandampully (2000); and Poon and Low (2005) 

are essential to the present study as this research seeks to uncover how satisfied hotel 
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customers are with the services provided in four- and five-star hotels of Evin and 

Azadi. Based on these assessments of satisfaction, a determination can be made on 

the service quality strategies that hotels in Iran should focus on. Eventually, these 

strategies will lead to customers’ overall satisfaction, followed by customer loyalty 

and positive endorsement of the offered products and services.  

 

2.3 Customer Loyalty, Retention, and Service Quality  

It is a generally accepted idea that the factor that distinguishes one hotel from 

another is service quality, enhanced hotel reputation, guest satisfaction, and customer 

retention. According to Oliver (1999), customer loyalty, service quality, and 

satisfaction are linked since they are part of the cognitive process. Similarly, Wong 

and Sohal (2003) state that service quality is positively connected to customer 

loyalty. They also assert that both the tangible and intangible dimensions are 

significant and managers need to pay attention to the service encounter with the 

employees as well as the firm itself. Bloemer et al. (1999) associate patronage with 

recommendations with personalized service which leads to a more positive customer 

price tolerance; retaining customers is an investment as it saves money and reduces 

the cost of finding new customers.  

According to Zeithaml et al. (1996), a long-term relationship with current 

customers has an impact on profitability due to additional sales to them and less 

resistance to paying more money and the spread of positive promotion to others. Enz 
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& Siguaw (2000) also contend that increased levels of customer service generate 

customer loyalty which in turn causes growth in the revenue of the hotel, its fame, its 

share in the market, rate of rooms accommodated daily, and the rate of guest 

retention. 

Reicheld (1996) also refers to the positive relationship between loyalty and 

profitability. Success in retaining customers and also attracting new customers 

through word-of-mouth advertising requires a continuous commitment to service 

quality which must produce positive emotions within the customer (e.g. welcomed, 

comfortable, relaxed, and contented).These emotions will robustly affect both 

satisfaction and repeat patronage (Barsky & Nash, 2002).Therefore, determining 

what factors customers consider to be central in the evaluation of service quality in 

four- and five-star hotels in the present study is integral to loyalty, retention, and 

profitability for the accommodation sector in the local context of the present study. 

 
2.4 Service Quality and its Significance 

Different theorists have conflicting perceptions of service quality and the different 

components connected to it. Service quality is defined as “totality of features and 

characteristics of a product or service that bear on its ability to satisfy stated or 

implied needs” by The British Standards Institute. Gronroos (1983) states the 

mentioned needs can be fulfilled by three elements: technical, functional, and image 
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quality. Technical quality includes the tangible elements (e.g. rooms).On the 

contrary, the functional quality refers to the intangible elements (e.g. the relationship 

of the service provider with the customer). Marketing of the product creates the 

image quality. 

According to Albrecht and Bradford (1990), service excellence is a triangle 

with the service system, the service strategy, and the service provider as the three 

major elements. Indeed, the customer is directly linked to all elements. On the 

contrary, Kotler et al. (1998) defined service as “an activity or benefit one party can 

offer to another, which is essentially intangible” (p. 4).  

Eventually, the human encounter as the intangible portion of service 

contributes considerably to the perception of service performance. Hence, “it is 

important for organizations in the service sector to look at both the tangible and 

intangible aspects of a customer's experience” (Gundersen et al., 1996, p. 73). 

“Service and more particularly service quality is concerned with the attributes of the 

service itself, and how to satisfy customers so that they develop positive perceptions 

of the service” (Crompton & Mackay, 1989, p. 369).  

In addition, consumer's needs and expectations are considered as the 

foundation for service quality, and thus the standards hotels establish must be 

customer driven. Oberoi and Hales’ (1990) provide a simplistic view of quality as 

“quality things are better” and they point out the literature on service quality is likely 

to “equate quality with perceived quality” (pp. 703-704). These scholars propose that 
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customers might have shared expectations which might be used as a standard for 

measuring quality. Balmer and Baum (1993) presented that hospitality management 

may be able to meet customer expectations regarding the tangible components of 

service quality; however, customer expectations may only exceed if the intangible 

components are prominent. To be precise, in some situations, the intangible 

components are the critical factor in determining the quality perceived by consumers. 

Tax and Brown (2012) assert that “keeping and developing relationships with 

current customers is a key business strategy”. Meanwhile problems occur when 

present customers complain about the services they have received. Sometimes the 

customers leave their complaints and problems unsaid and will never back to the 

hotel. This is a blasphemy as the hoteliers are not fully aware of the problems taken 

place. 

Singh, Hu, and Roehl (2007) contend that recognizing the problems is a must to 

make appropriate decisions and start the repairs. Then they suggest that continuous 

assessment of service quality as well; as evaluating other activities in the hotel would 

be really helpful in presenting the information needed.    

In another study recently done (Yu, et al, 2014) the structural relationships among 

service quality, perceived value, and customer satisfaction of hotels in China, as a 

tourist attraction area, have been researched and the results indicate that: 

Provision of services enjoying high quality aiming at satisfying the sport and 

exercising needs of adult customers and the elderly accommodating in the hotel 
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could help the perceived value increase. This could pave the ground for customer 

satisfaction to enhance, customers’ complaint behavior to reduce, and finally, the 

probability of renewed membership to be revived (Yu, et al, 2014). 

2.5 SERVQUAL Model and its Functions 

SERVQUAL signifies the difference between a customer's expectations from a 

service and his perceptions of the received service which asks the customers to 

answer questions about their expectations and perceptions (Parasuraman, Zeithaml, 

& Berry, 1985, 1988). The use of perceived service in comparison with the received 

service represents the SERVQUAL model as an attitude scale which is closely, but 

not completely, connected to satisfaction (Parasuraman et. al., 1988). As illustrated 

in Figure 2.1, the discrepancy between customers' expectations and perceptions is 

called the gap. 

Figure 2.1 Measuring service quality with the SERVQUAL model (Kumar et al., 2009) 
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External factors can have an effect on the expectations of the customers which are 

under the control of the service provider (the diagram above). The gap 5 in the figure 

indicates the discrepancy between customers’ expectations and their perceptions, 

which is called the perceived service quality (Kumar et al., 2009). This study focuses 

on this gap, the difference between hotel customers’ expectations and their 

perceptions of the service offered. 

2.6 Applications of the SERVQUAL Model  

In order to establish the relative importance of significant factors in service quality, 

Kumar et al. (2009) utilized the SERVQUAL in the banking system of Malaysia. 

They used the modified version of the instrument which consisted of 6 dimensions 

(tangibility, reliability, responsiveness, assurance, empathy, and convenience) and 26 
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statements. They included convenience as a significant factor in their study since it is 

a critical factor in the appreciation of the services quality offered by the banks in the 

target country. Asking about the expectations and experiences of the customers, they 

agreed upon 4 critical factors: tangibility, reliability, convenience, and competence. 

They reported that the variables had significant differences between perceptions and 

expectations. In addition, tangibility had the smallest gap and convenience the largest 

one.  

Curry and Sinclair (2002) made an attempt to measure the quality of 

physiotherapy services in Scotland with the SERVQUAL model. The then 

aforementioned criteria were used for assessment. They combined them into the 

following five items: tangibles, responsiveness, reliability, assurance (including 

competence, courtesy, credibility, and security) and empathy (including access, 

communication, and understanding). The gap was measured with the use of 22 

statements inquiring about customers' expectations and perceptions. The results 

indicated that although there were some gaps regarding perception, the participants 

highly appreciated the services. The researchers found assurance and empathy very 

significant in their study. Subsequently, the potential ability of the SERVQUAL in 

assessing service quality in the public sector was affirmed. 

Regarding the service quality in information technology center in the United 

Arab Emirates, Badri et al. (2005) also applied the SERVQUAL model to a larger 
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sample in comparison with the previous studies. Three institutes of higher education 

were selected for analysis. Although an inadequacy of dimensions for a perfect fit 

was reported, the participants found SERVQUAL a practical indicator for IT center 

service quality in institutions of higher education.  

Assessing the general service quality and customer satisfaction with mobile 

services, Negi (2009) suggested that reliability, empathy, and network quality were 

considered as critical factors. 

Akan (1995) applied the SERVQUAL model in the four stars hotels and 

suggested that competence and courtesy along with assurance were most important 

factors affecting the perception of quality. SERVQUAL was also examined in public 

sector companies by Orwig et al. (1997); the researchers came to the conclusion that 

pre-testing of the instrument was required before using it with such companies. 

Philip and Hazlett(1997) believe that contrary to the perceived significance of 

service quality, a small number of researches have been done in this field particularly 

in Iran; however, numerous studies have been carried out outside Iran. According to 

them, at least 293 major articles are devoted to service quality from 1976 to 1995. 

The number will increase to 4000 if the articles in which service quality is a section 

of the work are considered. Obviously, the significance of service quality indicates 

the researchers' interest in the concept (Philip & Hazlett, 1997).In line with these 

findings, Finn and Lamb (1991) asserted that retailers and consumer researchers 



24	  
	  

should not consider SERVQUAL as an 'off-the-shelf' instrument for measuring the 

perceived service quality. 

In the present study, the instrument will be applied in the context of four and 

five-star hotels to see which of the dimensions are a best fit for the construct of 

service quality. Recognizing the dimensions that customers find more satisfactory 

and identifying the gaps are also important for the purpose of the present research. 

2.7 Models of Service Quality Assessment  

To evaluate the quality of services offered in a business various models and 

strategies have been suggested. Most of such models rely on the customers’ views 

and their level of satisfaction with the presented products or services. Some of the 

also focus on the discrepancies between the expectations of the customers and what 

is really observed in the service domain. Then try to find the differences and find 

solutions to the problems. The present section hence covers the most prominent 

service quality assessment models and then presents the specific model selected for 

the present study and shows the reasons of such a selection.   

 

2.7.1 The GAP Model  

Parasuraman, Zeithaml, and Berry (1985, p.12) argued, “Service quality in general is 

best defined as a gap between customers’ expectations and the performance they 

receive”. Parasuraman et al. (1985) created a model of service quality based on gap 
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analysis. They contended that service quality could be considered a specific function 

indicating the difference between customers’ expectations and their observation of 

performance in the quality dimensions. The model which is called the Gap Model 

(Figure 2.2) indicates the difference between: consumers’ expectation, 

management’s perceptions, service quality specifications, service performance gap, 

perceived services, delivery of services and seeking for the views of the customers 

and consumers concerning the service delivery system. The existing gap could be 

pursued in various aspects including the size and direction of gaps accompanied with 

providing the customers with high quality services.   

Ø Gap 1: consumers’ expectation and management’s perceptions of those 

expectations, i.e. not knowing what consumers expect. 

Ø Gap 2: management’s perceptions of consumer’s expectations and service 

quality specifications, i.e. improper service-quality standards. 

Ø Gap 3: service quality specifications and service actually delivered i.e. the 

service performance gap. 

Ø Gap 4: service delivery and the communications to consumers about service 

delivery, i.e. whether promises match delivery? 

Ø Gap 5: customer’s expectations and perceived services. Size and direction of 

various groups in line with providing the customers with high quality services. 
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Figure 2.2: The Gap Model 

 

The service quality is regarded as a function of perception and expectations 

according to the gap model. It can be formulated as: 

 

when, 

SQ = overall service quality; k = number of attributes.   

Pij= Performance perception of stimulus i with respect to attribute j.   

Eij= Service quality expectation for attribute j that is the relevant norm for 

stimulus i. 

Parasuraman et al. (1985) recognized 97 features significant enough to have 

an impact on service quality; these features help ''in assessing customer’s 
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expectations and perceptions on delivered service'' (Kumar et al., 2009, p.214). 

Parasuraman et al. (1985) categorized these attributes into ten dimensions and later 

on utilized those 97 items to measure service quality. To do so, they employed a two-

stage process in which instrument checking was done first and then the specific traits 

and features affecting the situation were focused on (Parasuraman et al., 1988). The 

first stage included ten dimensions to measure service quality: tangibles, reliability, 

responsiveness, communication, credibility, security, competence, courtesy, 

understanding/ knowing customers, and access.  

Afterwards, the researchers started the second purification stage. In this phase, 

they focused on condensing scale dimensionality and reliability. Subsequently, those 

ten dimensions were reduced to five as follows:  

Ø Tangibility: This factor refers to the equipment used, facilities available, and 

personnel’s appearance  

Ø Reliability: This factor is defined as the capability to fulfill the services promised 

precisely and unvaryingly 

Ø Responsiveness: This factor refers to the tendency towards helping the customers 

and providing on time services.  

Ø Assurance: This factor refers to the information, knowledge and knowledge and 

politeness of workforces.  
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Ø Empathy: This element focuses on the attention the company pays to the 

individual.  

Although the dimensions of communication, security, credibility, courtesy, 

competence, understanding/knowing customers and access are missing in the present 

stage, some of their features are included in assurance and empathy. Parasuraman et 

al. (1988) suggest that after the two purification stages, these variables did not 

remain distinct (p. 23). 

2.7.2 Gerdelman’ s Model of Service Quality  

 

Gerdelman’s Model (1994) sets a service quality criteria which mainly focuses on 

keeping the loyalty of customers to the service provider. Curtsey, Reliability, 

Trustworthiness, One-Call Resolution, Going to Extra Mile, and Being Innovative. In 

his view customer satisfaction is bound to safe and sound service delivery. This 

model urges employee training to provide better services. This model has been 

successfully used in the local dimensions but has not attracted researchers broadly 

(Khubchandani, 2013). 

2.7.3 Caruana’s Service Loyalty Model  

Caruana’s (2002) service loyalty model emphasizes three factors of service quality, 

service loyalty, and customer satisfaction. In this model service quality is considered 

as an independent variable which would affect the service loyalty as the dependent 
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variable and these two are connected by the mediating factor of customer 

satisfaction. Figure 2.3, below best presents this model. 

 

 

 

 

 

 

 

Figure 2.3: Caruana’s model of service loyalty and quality (adapted from Caruana, 

2002, p.818) 

As Caruana (2002) argues that service quality, service loyalty, and customer 

satisfaction are interconnected. He believes that in measuring service quality, one 

should take into consideration the concepts of service loyalty and customer 

satisfaction.  

2.7.4 Daniel & Berinyuy’s Model of Service Quality 

Daniel and Berinyuy (2010) have evaluated and employed SERVQUAL model of 

Parasuraman et al, (1985), which is recognized as a comprehensive model to 

represent their own model aiming at assessing service quality and customer 

Mediator:	  
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Satisfaction	  
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Service	  
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Service	  Quality	  
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satisfaction. The model’s components are service expectations, service performance, 

and customer perception. In case all these are in balance customer’s satisfaction is 

guaranteed. Figure 2.4below best shows components of the model. 

 

 

Figure 2.4: Service Quality and Customer Satisfaction Model (Daniel &Berinyuy, 2010, 

p.47) 

The good point about this model is that Parasuraman etal’s (1988) renewed 

dimensions of SERVQUAL model are embedded in it. These dimensions are 

tangibility, reliability, responsiveness, assurance, and empathy. Another positive 

point of this model is that since its appearance it has been frequently cited by other 

researchers in assessing service quality of various businesses within the frame work 

of SERVQUAL (Chingang & Lukong, 2010; Enayati, et al, 2013;Fukey, et al, 2014; 

Kaur, et al, 2012). 
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2.8  Conceptual Research Model 

As the present study aims at finding appropriate answers to the questions raised on 

the ground of factors customers consider significant in the evaluation of service 

quality of hotels, the gap between the expected service quality and expected service 

quality received and observed, and customer perception of service performance 

offered in the hotel, the most relevant model in this regard seems to be Daniel and 

Berinyuy’s model of service quality presented in 2.5 below: 

 

 

 

 

 

Figure 2.5: Service Quality and Customer Satisfaction Model (Daniel &Berinyuy, 2010, p.48) 

 

This model represents the underlying process which guides the present study. Based 

on the previous literature on SERVQUAL, it is considered as a suitable model for the 

present research to compare the service quality and the resulting satisfaction of the 

customers in the hotel sector. Regarding the chronological order, service quality 

happens first and then leads to customer satisfaction. According to Cronin and 

Service	  
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Service	  
Performance	  

Customers’	  
Perceptions	  
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Taylor (1992, 1994), customer satisfaction is regarded as an antecedent of service 

quality. Thus, Service quality was proposed as one of the contributing aspects of 

customer satisfaction (Ruyter et al., 1997; Spreng & Mackoy, 1996). 

As it was mentioned above the conceptual model selected to satisfy the 

purpose of the present study and present the ground for finding answers to the 

questions of the study was that of Daniel and Berinyuy (2010).  This model includes 

service expectations, service performance (what the customers observe and receive 

in the present study), and perceived service quality (customers’ perception in the 

present study), and customers’ satisfaction. Therefore the mode selected all in all 

supports the main concepts and variables of the present study. On the other hand 

among the other models mentioned above this model is more comprehensive and 

based on the literature recorded is the outcome of comparing and contrasting 

previously tried models (Daniel & Berinyuy, 2010).  

Another positive point about this model is that it presents renewed model of 

Parasuraman et al’s (1988) model but it is more user-friendly and useful to develop 

questionnaires to collect the data in a shorter period of time as it is not so 

complicated as the previous models.  

The constructs focused on in the present study as presented in the research 

purpose and research questions before, are customers’ expectations, customers’ 

perception, and customers’ observations which affect the overall customers’ 
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satisfaction. Based on Parasuraman et al., (1988), such dimensions are used to 

measure service quality and satisfaction in the previous research as the two 

constructs of service expectation and service performance are connected (the 

SERVQUAL model combines the two constructs and proposes that perceived service 

quality is an antecedent to satisfaction (Negi, 2009).  

The first research question of the study deals with the major factors 

customers consider as significant in the evaluation of service quality in five-star 

hotels. This research question is supported by the variable of service expectation in 

the selected model. 

The second question of the present study addresses the discrepancies between 

expected service quality and observed service quality in the five-star hotels. This 

question is supported by the presence of factors of service expectations and service 

performance in the presented model. Of course service performance is considered as 

what the customers observe and receive in the present study. 

The third question of the study focuses on the customer perception of service 

performance in the five-star hotels of the present study. The perceived service quality 

(customers’ perception in the present study) is also supported by the model. 

 

Considering the research questions of the study, the following hypotheses 

were formulated: 
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1. There are some major factors customers consider as significant in the 

evaluation of service quality in five-star hotels.  

This hypothesis addresses the service expectations; what the customers 

ideally expect from the hotel services based on the labels of the hotel and its 

claims as well as its status as a five star hotel.  

2. There are discrepancies between expected service quality and observed 

service quality in the five-star hotels of the present study. 

This hypotheses represents what the second research question addresses in 

terms of the difference between what is expected and what is observed and 

perceived. 

3. There are significant customer perceptions of service performance in the five-

star hotels of the present study.  

The third hypothesis also focuses on the customers’ perception which is one 

of the main factors in the presented conceptual model. 

All of the hypotheses set represent their own research questions previously 

mentioned and also represent the factors of service expectation, service performance, 

and customers’ satisfaction focused on in the conceptual model. 

Service transactions, according to Asher (1996), are judged subjectively and 

thus the perception of the customers from quality depends on the degree to which 

they see their expectations have been met. 
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Although service quality has been considered as the great differentiator 

among different services (Zeithaml et al., 1988; Kandampully, 2002), no precise 

definition of service quality has been agreed on. Previous research has suggested that 

customers evaluate the quality of the service by comparing what they expected 

(purchase expectations) to what was received (perceived performance); a positive 

assessment of the comparison means that the organization has been able to meet the 

needs of customers and has won their satisfaction. 
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Chapter Three 

Methodology 

 

3.1 Introduction 

The present chapter deals with presenting information concerning research purpose, 

research approach, research strategy (design), case selection, sample selection 

(participants), data collection procedure, as well as instruments used to collect the 

data, data analysis framework, and quality standards including reliability and validity 

of the questionnaire used. 

3.2 Research Purpose 

Considering the importance of evaluation and assessment in the hotel industry 

(Abedi & Jafari, 2010), and in an attempt to identify and evaluate service quality in 

five star hotels in the Iranian context, the present study aimed at identifying and 

evaluating service quality offered two famous five star hotels of Tehran. In this 

regard the study sought for the perception of customers of the hotel and its services. 

The customers’ view about the services presented and observed and what they 

expected were also studied and compared together in the present study.  

3.3 Research Approach 

Two research approaches are mostly discussed in the literature, qualitative and 

quantitative. The research approach taken in the present study was the quantitative 
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one. The quantitative approach was selected because the researcher was seeking for 

controllable measurement devices (Singh, 2007). The questionnaire used for 

collecting the data in the preset study was also a quantitative data collection 

instrument. The second reason lies on the objectivity of the research and its findings 

(Ary, Jacobs, & Sorensen, 2010). The third reason was that the researcher would like 

to generalize the findings of the present study as there are five 5-star hotels in 

Tehran, the outcome of the present research which has focused on two of them (50 

percent of the population) could be useful in terms it is generalizable. Quantitative 

research as Singh (2007, p. 12) assert can satisfy this need and guarantees the 

generalizability of the findings. 

On the other hand, in the data collection process, the measures of qualitative 

approach such as in depth interview, observation, and interview were not employed, 

therefore the data was not a qualitative one. Instead a questionnaire was used to 

collect the data which was totally quantitative ad numerical (Cooper & Schindler, 

2005). The analysis of the data was also based on parametric analysis. Such an 

analysis makes use of numerical oriented measurement devices such as t-test, 

MANOVA, and ANOVA. The present study employed measures of t-test to compare 

the means of the outcome scores the customer give to the service expectations and 

service performance in the questionnaire.  
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3.4 Research Design 

The present research enjoys an Ex post Facto Design because based on 

Wilsonet, al. (2010), there is no treatment involved in the study, nor is the 

study concerned with any leaning process the participants might have gone 

through as a significant factor. No control is implemented over the effect of 

independent variable of the study (Service Quality) on the dependent 

variables (customer perception and customer satisfaction).  

         Based on the conceptual model presented before, service quality is 

measured through the two factors of service expectation (what is expected 

from the hotel services) and service performance (what is done by the hotel in 

reality and observed by the customers). Customers’ perception is these two 

and it precedes the customers’ satisfaction. The questionnaire includes 10 

items concerning the expected services and performed and observed ones. 

This questionnaire also focuses on 8 items about the customers’ perceptions. 

        None of the variables of the study are manipulated to cause changes, 

either. What is of significant then is the type and strength of the connection 

between variables of the study; therefore an Ex Post Facto Design is the 

appropriate design for the accomplishment of the purpose of the study (Field, 

2009). On the basis of the theoretical model presented in chapter two, service 
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quality and customers’ perception of the service offered and its quality will 

affect customer satisfaction. 

3.5 Case Selection 

The present study was an attempt to identify and evaluate service quality within two 

five star hotels of Tehran. More specifically, the study aimed at conducting a 

research on two famous, active and successful hotels in comparative mode to assess 

the quality of the services offered from the customers’ perspective. These two hotels 

were selected for the present study based on their fame and background. One of these 

two was a five star hotel named Esteghlal Parsian Hotel, which holds a 50 year 

history of existence and accommodates a lot of domestic and international tourists. 

The other hotel selected for the present study was Azadi Parsian Hotel, which is a 5-

star hotel. This hotel is usually the home of choice for business men and authorities 

taking part in the international exhibitions held annually in Iran. Both of these hotels 

have been recently restored and claim to be up to date in terms of training the staff 

and presenting high quality services. The third reason why these two hotels were 

selected was the cooperation of their managers and the fact that the researcher herself 

works in Azadi Pertsian Hotel and could manage the research better in such a 

condition. 

The present study focuses on the hotel industry in Iran and makes an attempt 

to evaluate the quality of the service provided by 5 star hotels -Esteghlal and Azadi 
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respectively- from the point of view of the customers. These two hotels are 

supervised by the governmental organizations and belong to Parsian chain hotels; 

thus, comparison can be more reliable as these two hotels represent almost 50 

percent of five star hotels in Tehran. It is worth mentioning that out of the three other 

5-star hotels existing in the city two of them belong to the very Parsian chain.  

3.6 Sample selection 

The hotels selected in the study were half of the 5-star holes in the city of Tehran. It 

means that out of 5 hotels shaping the whole population two of them (almost 50) 

percent were selected to be a good representative of the population. These two were 

selected based on their background, fame, and of course their being in terms of 

agreement with the research and its content.  The sample selected as the participants 

of the present study were 120 customers of the hotel who were accommodating in 

these two hotels in October 2014. This sample was selected based on Krejcie and 

Morgan table (1970). This table which is a seminal and trustable work with more 

than thousands of citations in other researches presents a criteria for determining 

sample size for research activities. Based on this table in case the whole population 

of the study (here the customers of the hotels under investigation) are 170, the least 

acceptable number taking part in the research should be 118. Considering the vast 

number of customers in these two hotels (Azadi and Evin), the number of 

participants had been logical and research oriented. These participants received the 
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validated Service Quality Assessment Scale developed by Ghelich Kahni (2013) 

while they were resting in the hotel lobbies or when they wanted to leave the lobby 

for their rooms. It is good to know that some of these participants were foreigners 

and answered the English version of the questionnaire while the rest were Persian 

speakers and therefore preferred to fill out the Persian version of the questionnaire. 

It is worth mentioning that out of 120 questionnaires distributed 103 were 

returned to the researcher.3 of these returned questionnaires belonged to Esteghlal 

Hotel and the rest (60 questionnaires) belonged to Azadi hotel; meanwhile, some of 

them were either incomplete or illegible, hence 90 complete and usable 

questionnaires were selected for eliciting the data required for the study (42 from 

Esteghlal hotel and 48 from Azadi hotel). The demographic data such as age, 

education, gender, and the background knowledge of the clients (study participants) 

were taken into consideration for the hotels and based on their own request.  

3.7 Data Collection  

The first phase of the study was the piloting phase in which the questionnaire 

developed by Gheklich Khani (2013) was modified for the purpose of the present 

research and was put to the scrutiny of the experts, who were university professors in 

marketing and hospitality management. Then the questionnaire which carried the 

title of Service Quality Assessment Scale was administered among 30 customers in 

Azadi Parsian Hotel. The data collected were put into analysis and it was revealed 
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that the questionnaire enjoyed a relatively acceptable reliability based on 

Cronbach’s alpha (α=0.73). 

 The second phase was the main data collection phase in which the researcher 

personally talked with the customer and informed them of the research purpose and 

answered their probable questions. This way 120 questionnaires were distributed 

among the guests in the two hotels (each hotel 60).  Out of 120 questionnaires 

distributed 90 returned ones were complete and usable. The collected data then were 

analyzed using SPSS version 21 and the required measures were taken. The analyzed 

data were used to answer the questions of the study. 

3.8 Instrumentation 

The data collection instrument was the validated version of Service Quality 

Assessment Scale (Gheklich Khani, 2013) which was applied to the hotel quality 

assessment situation through minor modifications. The questionnaire includes 28 

items focusing on various aspects of service quality in hotels and covers the degree 

of importance (expectation of customers) and the offered services observed 

(expected services) as well as the perception of customers from the hotel. Factors 

such as presenting on time services, food and beverage quality, internet speed, staff 

interaction, room rates, peaceful location, decoration, hotel location, cleanliness, and 

leisure facilities were mainly focused on in the present questionnaire.  
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Irrespective of the demographic section, the questionnaire includes two main 

parts. In the first part the factors aforementioned are put to the judgment of the 

customers as the expected and observed level in details. The participants are 

supposed to mark each factor from1 to 5. The second part of the scale refers to the 

perception of the customers and covers 8 items. The ones filling out the 

questionnaire should select the degree of significance of the items based on Likert 

scale from strongly disagree (=1) to strongly agree (=5). Both the Persian and 

English versions of the questionnaire were put to the scrutiny of two experts for 

validation as well. 

3.9 Data Analysis 

Firstly, descriptive statistics were run to find out the major factors customers 

consider as significant in the evaluation of service quality in four and five-star hotels. 

Means of marks given to each factor was calculated and then each factor was 

reported for each hotel. Then the two hotels were compared in terms of the 

significance of the factors for the customers. Secondly, ten separate paired-samples t-

tests were run to investigate any discrepancies between ideal service quality and 

expected service quality received in the four- and five-star hotels. This could answer 

the second question of the study. Thirdly, the perception related data were analyzed 

based on calculating the factors means and reported for the two hotels. Paired-

samples t-tests are used to see the differences of the means of the two groups or what 
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involves in two dependent variables (Wilson, et al, 2007). In our study service 

quality is the independent variable and the dependent variables are customer 

perception and customer satisfaction. The fact is that dependent variables are the 

ones affected by treatment or another variable, usually the independent variable. 

3.10 Quality Standards 

The researcher firstly modified the Service Quality Assessment Scale developed by 

Ghelich Khani (2013) and presented two version of Persian and English out of it. 

Then the first draft of the questionnaire was put to the scrutiny of the two experts of 

the field. Based on Krejcie and Morgan’s table) while sitting in the restaurant lobby 

or when they accepted to cooperate. Due to the piloting phase and recurrent 

modifications made to the questionnaire, the validity and reliability of this 

instrument was affirmed to a great extent. The reliability of the piloting phase was 

acceptable (α=0.73). Ghelich Khani (2013, p.58) asserts that the reliability index of 

the questionnaire based on Cronbach’s alpha was α=0.92. Meanwhile the pilot study 

done by the present researchers represented α=0.73, with 30 participants filling out 

the questionnaire. The final calculation of the data with 90 participants was also done 

and reliability indices of different factors of the questionnaire and its total reliability 

were elicited. Table 3.1 below displays the Cronbach’s alpha reliability indices for 

the questionnaire employed in this study. 
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Table 3.1: Reliability Statistics 
 

Reliability Statistics 
 Cronbach's 

Alpha 
N of Items 

Expected . 743 10 
Observed . 542 10 
Perception . 700 8 

Total  .649 28 
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Chapter  Four    

Data Presentation and discussion 

 

4.1 Introduction 

The present chapter focuses on presenting the data collected and analyzed to answer 

the questions of the study. The data for the present study was collected from 90 

customers who were male and female with different social backgrounds and income.  

Forty-three of these participants were from Esteghlal hotel and sixty ones from 

Azadi hotel. Sixty-nine of the participants was male (Azadi 38, and Esteghlal 31) and 

twenty-one were female (Azadi 10, and Esteghlal 11). 36 individuals filling out the 

questionnaires were PhD holders, 41 M.A. holders, and 13 people were either B.A. 

holders or less than that. 52 of the participants were beyond 45, 25 were 35 to 45, 

and 13 ones were between 25 and 35. 76 people were married and 14 were single.

 Out of 48 customers of Azadi hotel 25 had mentioned that just once have 

accommodated in the hotel, the rest (23) have experienced the hotel three times and 

more. All of the guests of Esteghlal hotel completing the questionnaires (43) had 

accommodated in the hotel two times or more.   

These customers were accommodating in the two hotels under investigation 

in October 2014. The research questions of the study are firstly presented and then 

the data analysis for each of them will be given in this section.  
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The first research question of the study deals with determining the major factors 

customers consider as significant in the evaluation of service quality in five-star 

hotels. The second research question, however, deals with the discrepancies between 

expected service quality and expected service quality received in the customers’ 

view in the hotels aforementioned. The third research question, however, pertains to 

the customer perception of service performance in the five-star hotels of the present 

study.  

4.2 Results  

4.2.1 Research Question 1 

What are the major factors customers consider as significant in the evaluation 

of service quality in five-star hotels?  

A descriptive statistics was run on the service quality factors and based on the results 

displayed in Table 4.1 it was concluded that the costumers have considered the 

quality factors more important in Azadi five-star hotel than for the location of hotel 

which was more important for the customers of Esteghlal hotel. The most important 

factors for five-star hotels in general were cleanliness (M = 4.68), leisure facilities 

(M = 4.60) and room rates (4.37). The least important factors were food and 

beverage quality (M = 4.30) and in time services and Internet speed (M = 4.33).   
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Table 4.1: Descriptive Statistics; Service Quality Factors  
Stars N Esteghlal Azadi 

Factors 

Presenting on time services 90 3.70 4.33 
Food & beverage quality 90 4.28 4.30 
Internet speed 90 3.78 4.33 
Staff interaction 90 3.90 4.18 
Room rates 90 4.20 4.37 
Peaceful location   90 3.80 4.05 
Decoration 90 3.98 4.15 
Hotel location  90 4.42 4.33 
Cleanliness  90 4.50 4.68 
Leisure facilities  90 4.40 4.60 

 
The most important factors for Esteghlal hotel were cleanliness (M = 4.50), hotel 

location (M = 4.42) and leisure facilities (4.40). The least important factors were in 

time services and internet speed (M = 3.70) and food and beverage quality (M = 

3.78). 

 

       Factors 

 

Hotels 

Presenting 

on time 

services 

Food & 

beverage 

quality 

Internet 

speed 

Staff 

interaction 

Room 

rates 

Peaceful 

location 

Decoration Hotel 

location 

Cleanliness Leisure 

facilities 

Esteghlal 3.70 4.28 3.78 3.90 4.20 3.80 3.98 4.42 4.50 4.40 

Azadi 4.33 4.30 4.33 4.18 4.37 4.05 4.15 4.43 4.68 4.60 

 

Figure 4.1: Service Quality Factors 
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Figure 4.2: Service Quality Factors in comparison 

4.2.2 Research Question 2 

What are the discrepancies between expected service quality and observed 

service quality in the five-star hotels of the present study? 

Ten separate paired-samples t-tests were run to compare the ideal and expected 

services quality at the two five-star hotels, as discussed below; 

2-1: Presenting one Time Service 

Based on the results displayed in Table 4.2 and Table 4.3, it was concluded that the 

observed quality of on time service quality (M = 4.30) was significantly higher than 

the expected one (M = 3.70) in Esteghlal hotel (t (49) = 3.83, p < .05).   
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Table 4.2:Descriptive Statistics; Presenting on Time Services 
 

Stars 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Esteghlal 
I1 3.70 50 .839 .119 
R1 4.30 50 .505 .071 

Azadi 
I1 4.33 40 .829 .131 
R1 4.68 40 .474 .075 

 

The perceived quality of on time service quality (M = 4.68) was significantly higher 

than the expected one (M = 4.33) in Azadi hotel (t (39) = 2.47, p < .05).   

Table 4.3:Paired Samples t-test; Presenting on time services 
 

Stars 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

-.600 1.107 .156 -.914 -.286 
-

3.834 
49 .000 

Azadi 
I1 - 
R1 

-.350 .893 .141 -.636 -.064 
-

2.479 
39 .018 

 

2-2: Food and Beverages 

Based on the results displayed in Table 4.4 and Table 4.5, it was concluded that the 

observed quality of food and beverages (M = 4.22) was not significantly higher than 

the expected one (M = 4.28) in Esteghlal star hotel (t (49) = .31, p > .05).   

Table 4.4:Descriptive Statistics; Quality of Food and Beverages 
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Stars 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Esteghlal 
I1 4.28 50 .948 .134 
R1 4.22 50 .737 .104 

Azadi 
I1 4.30 40 .464 .073 
R1 4.15 40 .802 .127 

 

The observed quality of food and beverages (M = 4.15) was not significantly higher 

than the expected one (M = 4.30) in Azadi hotel (t (39) = 1.29, p > .05).   

 

Table 4.5:Paired Samples t-test; Quality of Food and Beverages 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

.060 1.346 .190 -.323 .443 .315 49 .754 

Azadi 
I1 - 
R1 

.150 .736 .116 -.085 .385 1.290 39 .205 
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Figure 4.3: Food and Beverages by Hotels 

2-3: Internet Speed 

Based on the results displayed in Table 4.6 and Table 4.7, it was concluded that the 

real quality of internet speed (M = 4.22) was significantly higher than the expected 

one (M = 3.78) in Esteghlal (t (49) = 3.13, p < .05).   

Table 4.6:Descriptive Statistics; Internet Speed 

Hotels Mean N Std. Deviation Std. Error Mean 

Esteghlal 
I1 3.78 50 .790 .112 

R1 4.22 50 .616 .087 

Azadi 
I1 4.33 40 .829 .131 

R1 4.33 40 .474 .075 
 

The real quality of internet speed (M = 4.33) was not significantly higher than the 

expected one (M = 4.33) in Azadi hotel (t (39) = 0, p > .05).   

Table 4.7:Paired Samples t-test; Internet Speed 

Esteghlal	   Azadi	  
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Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviation 

Std. Error 
Mean 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

Esteghlal 
I1 - 
R1 

-.440 .993 .140 -.722 -.158 -3.133 49 .003 

Azadi 
I1 - 
R1 

.000 1.038 .164 -.332 .332 .000 39 1.000 

 

 

Figure 4.4: Internet Speed by Hotels 

2-4: Staff Interaction 

Based on the results displayed in Table 4.8 and Table 4.9, it can be concluded that 

the observed quality of staff interaction (M = 4.02) was not significantly higher than 

the expected one (M = 3.90) Esteghlal hotel (t (49) = .70, p > .05).   

 

 

 

Esteghlal	   Azadi	  
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Table 4.8:Descriptive Statistics; staff interaction 

Stars 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Esteghlal 
I1 3.90 50 .707 .100 
R1 4.02 50 .714 .101 

Azadi 
I1 4.18 40 1.318 .208 
R1 4.15 40 .802 .127 

 

The observed quality of staff interaction (M = 4.15) was not significantly higher than 

the expected one (M = 4.18) in Azadi hotel (t (39) = .084, p > .05).   

Table 4.9:Paired Samples t-test; Staff Interaction 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

-.120 1.206 .171 -.463 .223 -.704 49 .485 

Azadi 
I1 - 
R1 

.025 1.888 .298 -.579 .629 .084 39 .934 
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Figure 4.5: Staff Interaction by Hotels 

2-5: Room Rates 

Based on the results displayed in Table 4.10 and Table 4.11, it was concluded that 

the observed quality room rate (M = 4.12) was not significantly higher than the 

expected one (M = 4.20) in five star hotels (t (49) = .46, p > .05).   

Table 4.10:Descriptive Statistics; Room Rates 

Hotels 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Esteghalal 
I1 4.20 50 .833 .118 
R1 4.12 50 .799 .113 

Azadi 
I1 4.38 40 .807 .128 
R1 4.38 40 1.213 .192 

 

The observed room rate (M = 4.38) was not significantly higher than the expected 

one (M = 4.38) in Azadi hotel (t (39) = 0, p > .05).   

 

Esteghlal	   Azadi	  
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Table 4.11:Paired Samples t-test; Room Rates 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Hotel 1 
I1 - 
R1 

.080 1.226 .173 -.268 .428 .461 49 .647 

Hotel2 
I1 - 
R1 

.000 1.679 .266 -.537 .537 .000 39 1.000 

 

2-6: Peaceful Location 

Based on the results displayed in Table 4.12 and Table 4.13, it can be concluded that 

the observed quality of peaceful location (M = 4.16) was significantly higher than 

the expected one (M = 3.80) in Esteghlal hotel (t (49) = 2.13, p < .05).   

Table 4.12:Descriptive Statistics; Peaceful Location 

Hotels Mean N Std. Deviation Std. Error Mean 

Esteghlal 
I1 3.80 50 .782 .111 

R1 4.16 50 .766 .108 

Azadi 
I1 4.05 40 .677 .107 

R1 4.15 40 .802 .127 
 

The observed quality of peaceful location (M = 4.15) was not significantly higher 

than the expected one (M = 4.05) in Azadi hotel (t (39) = .61, p > .05).   
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Table 4.13:Paired Samples t-test; Peaceful Location 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviation 

Std. Error 
Mean 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

Foive-Star1 
I1 - 
R1 

-.360 1.191 .168 -.699 -.021 -2.137 49 .038 

Five-Star2 
I1 - 
R1 

-.100 1.033 .163 -.430 .230 -.612 39 .544 

 

2-7: Decoration 

Based on the results displayed in Table 4.14 and Table 4.15, it can be concluded that 

the observed quality decoration (M = 3.96) was not significantly higher than the 

expected one (M = 3.98) in Esteghlal hotel (t (49) = .11, p > .05).   

Table 4.14:Descriptive Statistics; Decoration 

Stars 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Four-Star 
I1 3.98 50 .714 .101 
R1 3.96 50 .832 .118 

Five-Star 
I1 4.15 40 .802 .127 
R1 4.05 40 .597 .094 

 

The observed quality of decoration (M = 4.05) was not significantly higher than the 

expected one (M = 4.15) in Azadi hotel (t (39) = .80, p > .05).   
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Table 4.15:Paired Samples t-test; Decoration 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

.020 1.237 .175 -.332 .372 .114 49 .909 

Azadi 
I1 - 
R1 

.100 .778 .123 -.149 .349 .813 39 .421 

 

 

Figure 4.6: Decoration by Hotels 

2-8: Hotel Location 

Based on the results displayed in Table 4.16 and Table 4.17, it was concluded that 

the observed quality of hotel location (M = 4.42) was significantly higher than the 

expected one (M = 4.12) in Esteghlal hotel (t (49) = 2.33, p < .05).   

 

Esteghlal	   Azadi	  
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Table 4.16:Descriptive Statistics; Hotel Location 

Hotels 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Esteghlal 
I1 4.42 50 .499 .071 
R1 4.12 50 .718 .102 

Azadi 
I1 4.33 40 .474 .075 
R1 3.98 40 .530 .084 

 

The observed quality of hotel location (M = 4.33) was significantly higher than the 

expected one (M = 3.98) in Azadi hotel (t (39) = 3.34, p < .05).   

 

Table 4.17:Paired Samples t-test; Hotel Location 

Hoptels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

.300 .909 .129 .042 .558 2.333 49 .024 

Azadi 
I1 - 
R1 

.350 .662 .105 .138 .562 3.343 39 .002 

 

2-9: Cleanliness 

Based on the results displayed in Table 4.18 and Table 4.19, it was concluded that 

the observed quality of hotel cleanliness (M = 4.50) was significantly higher than the 

expected one (M = 4.02) in Esteghlal five star hotel (t (49) = 3.83, p < .05).   
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Table 4.18:Descriptive Statistics; Cleanliness 

Stars Mean N Std. Deviation Std. Error Mean 

Esteghlal 
I1 4.50 50 .505 .071 

R1 4.02 50 .714 .101 

Azadi 
I1 4.68 40 .474 .075 

R1 4.05 40 .749 .118 
 

The observed quality of hotel cleanliness (M = 4.68) was significantly higher than 

the expected one (M = 4.05) in Aadi five-star hotel (t (39) = 4.71, p < .05).   

Table 4.19:Paired Samples t-test; Cleanliness 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviation 

Std. Error 
Mean 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

Esteghlal 
I1 - 
R1 

.480 .886 .125 .228 .732 3.830 49 .000 

Azadi 
I1 - 
R1 

.625 .838 .132 .357 .893 4.718 39 .000 

 

2-10: Leisure Facilities 

Based on the results displayed in Table 4.20 and Table 4.21, it can be concluded that 

the observed quality of leisure facilities (M = 4.54) was not significantly higher than 

the expected one (M = 4.40) in Esteghlal hotel (t (49) = 1.30, p > .05).   
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Table 4.20:Descriptive Statistics; Leisure Facilities 

Stars 
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Four-Star 
I1 4.40 50 .495 .070 
R1 4.54 50 .542 .077 

Five-Star 
I1 4.60 40 .496 .078 
R1 4.53 40 .554 .088 

 

The observed quality of decoration (M = 4.53) was not significantly higher than the 

expected one (M = 4.60) in Azadi five-star hotel (t (39) = .42, p > .05).   

Table 4.21:Paired Samples t-test; Leisure Facilities 

Hotels 

Paired Differences 

t Df 
Sig. (2-
tailed) Mean 

Std. 
Deviatio

n 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Esteghlal 
I1 - 
R1 

-.140 .756 .107 -.355 .075 
-

1.309 
49 .197 

Azadi 
I1 - 
R1 

.075 .656 .104 -.135 .285 .723 39 .474 

 

4.2.3 Research Question 3 

What is the customer perception of service performance in the five-star hotels 

of the present study?  

Table 4.22 displays the customers’ perception of service performance in the five-star 

hotels of the present study. The hotel’s atmosphere (M = 4.50), accommodations (M 
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= 4.16) and foods’ quality (M = 4.10) were the three main customers’ perception of 

service performance in the Esteghlal hotel.  

Table 4.22:Descriptive Statistics  

  Service Performance 

  Esteghlal Azadi 

 

Hotel’s decoration and interior designing is so attractive. 
 3.96 4.03 

Hotel’s food is delicious and tasty 
 4.10 4.15 

The music playing in the lobby makes me feel fascinated. 
 3.94 3.65 

Hotel’s atmosphere makes me feel relaxed. 
 4.50 4.65 

Accommodating in this hotel makes me feel happy. 
 3.62 4.05 

Accommodating in this hotel makes me feel comfortable. 
 4.16 4.37 

Choosing this hotel for accommodation brings me mental challenge. 
 3.58 3.48 

To have enjoyable times with your friends of family, this hotel is a good 
choice.  3.68 3.67 

 
The hotel’s atmosphere (M = 4.65), accommodations (M = 4.34) and foods’ quality 

(M = 4.15) were the three main customers’ perception of service performance in the 

Azadi hotel.  
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Figure 4.11: Customers’ Perceptions (blue color represents Esteghlal hotel and the 

red color represents Azdi hotel) 

 

 

4.3 Discussion 

 
Findings of the present study revealed that based on the customers’ view, service 

quality factors have been taken seriously in the five star hotels even if they are 

compared together. The most important factors for five-star hotels were cleanliness, 

leisure facilities, and room rates, while the least important factors were food and 

beverage quality as well as in time services and internet speed. The most important 

factors for Esteghlal hotel were cleanliness, hotel location and leisure facilities. The 
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least important factors, however, were in time services and internet speed plus food 

and beverage quality. 

 The study findings also showed that there was a discrepancy between the 

observed and performed services and the expected services by the customers in food 

and beverage quality, in time services, and internet speed. This was similar in both 

hotels of course. Meanwhile, expectation of customers in both hotels were met in 

terms of cleanliness, leisure facilities, and room rates. 

 The hotel’s atmosphere, accommodation services, and food quality were the 

three main factors perceived by the customers in both hotels.  

Findings of the present study are in line with the findings of the previous 

research.Akan (1995) in his study of dimensions of service quality in Istanbul hotels 

found that “ users of Turkish four– and five-‐star hotels may expect to receive 

friendly, courteous, hygienic and expert service but without special personalized 

attention” ( Akan, 1995, p.39). Bloemer, et al (1999) argued that perceived service 

quality affected service loyalty of the customers. Badri, et al (2005), in their service 

quality assessment of hotels in the United Arab Emirates came to know that 

SERVQUAL is a useful indicator for service quality measurement in the research 

setting they were dealing with. They also reported that receiving on tome services 

with high quality food were the most significant factors for the guests.  

Collins’s (2007) study presented that human resources play a significant role 

in presenting high quality services and attracting the customers more. Collins (2007) 
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signified that customer perception of the services a received is a critical factor in 

their continuing with the hotel for future. Negi. (2009) reported that the service 

quality perceived by the customers determines customer satisfaction. 

Chingang and & Lukong (2010) also asserted the significance of the 

correlation present between service quality and customer satisfaction. In their study 

in time services, internet availability, and cleanliness were highly significant. Daniel 

and Berinyuy (2010) in their study assessed service quality and customer satisfaction 

in Sweden and found that “superior service quality is seen to have a positive impact 

on customer loyalty through customer satisfaction, and additionally it leads to higher 

profitability and reduced costs for the firm”.(p.48) 

Ariffin and Maghzi (2012) in their own study on customer expectations of 

hotel hospitality found that “expectations of hotel hospitality are influenced by 

personal factors such as gender, purpose of stay, nationality, and private domain of 

hospitality. The hotel's star rating is the only hotel factor that might have strong 

association with hotel hospitality”. (p.191) 

Najafi, et al (2013) in their study on evaluation of hotel service quality by the 

customers found that the most significant factor for the customers is tangibles, while 

factors such as service supply, problem solving, and empathy were not that important 

to them. 
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Chapter Five 
Conclusion and Recommendations 

 
5.1 Introduction 

 
The first part of the present chapter deals with restatement of the problem, as well as 

the research questions, sand an overview of the procedures taken throughout the 

study, and the conclusion drawn. This is followed by the pedagogical implications 

and suggestions for further research.     

5.2 Restatement of the Problem and Research Questions  
 

Considering the fact that being aware of the customers’ perceptions and feelings 

about a hotel and its services is highly significant for the hotel mangers (Abedi & 

Jafari, 2010), the present study was an attempt to identify and evaluate service 

quality offered in five star hotels of Tehran. The study also sought for the perception 

of customers of the hotel and its services. The customers’ view about the services 

performed and the service quality expected were also studied and compared together 

in the present study.  Two famous and recognized hotels of Azadi and Esteghlal 

which have been newly restored and claim to be highly focused on customer 

satisfaction and service quality were selected as the target in the present study and 

based on the research purpose and research problem the  following research 

questions were formulated: 
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1. What are the major factors customers consider as significant in the evaluation 

of service quality in five-star hotels?  

2. What are the discrepancies between expected service quality and observed 

service quality in the five-star hotels of the present study? 

3. What is the customer perception of service performance in the five-star hotels 

of the present study?  

To find answers to the questions above the validated and piloted Service Quality 

Assessment Scale was used to collect the data from 90 customers of the two hotels 

and the presented data was used to find out the significant factors considered in the 

evaluation of service quality in hotels via employing SPSS software version 21, 

employing descriptive statistics, and multivariate ANOVA (MANOVA).The results 

were then reported.  

The first research question was an attempt to find major factors customers 

consider as significant in the evaluation of service quality in five-star hotels. The out 

com of data analysis revealed that the most important factors for five-star hotels were 

cleanliness, leisure facilities and room rates. The least important factors were food 

and beverage quality and in time services and internet speed.   

 The second research question addressed the discrepancies between expected 

service quality and observed service quality in the five-star hotels of the present 

study. The results of data analysis revealed though all the factors were important to 
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both hotels, Azadi hotel took marginal supremacy over Esteghlal hotel. The findings 

revealed that: 

A) The perceived quality of on time service quality was significantly higher than the 

expected one in Azadi hotel, but not in Esteghlal.  

B) The observed quality of food and beverages was not significantly higher than the 

expected one in both Esteghlal and Azadi hotels.   

C) The real quality of internet speed was not significantly higher than the expected 

one in the five star hotels.  

D) The observed quality of staff interaction was not significantly higher than the 

expected one in the five star hotels. 

E) The observed room rate was not significantly higher than the expected one in 

Azadi hotel but it was acceptable in Esteghlal hotel.    

F) The observed quality of peaceful location was not significantly higher than the 

expected one in Esteghlal hotel but it was significantly higher than the expected one 

in Azadi hotel. 

G) The observed quality of hotel cleanliness was significantly higher than the 

expected one in five-star hotels.   

H) The observed quality of decoration was not significantly higher than the expected 

one in five-star hotels.   
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The third question of the study addressed the customers’ perception of service 

performance in the five-star hotels of the present study. The data analysis results 

reveled that hotel’s atmosphere, accommodations, and food quality were the three 

main customers’ perception of service performance in both five star hotels of the 

study.  

 
5.3 Conclusion 

 

It was revealed that based on the customers’ view, service quality factors have been 

taken seriously in the five star hotels. The most important factors for five-star hotels 

were cleanliness, leisure facilities, and room rates, while the less important factor for 

customers of five-star hotels was hotel location. The least important factors were 

food and beverage quality as well as in time services and internet speed. The study 

findings also showed that there was a discrepancy between the expected services 

received and the expected services expected by the customers in food and beverage 

quality, in time services, and internet speed. This was similar in both hotels of 

course. Meanwhile, expectation of customers in both hotels were met in terms of 

cleanliness, leisure facilities, and room rates. The hotel’s atmosphere, 

accommodation services, and food quality were the three main factors perceived by 

the customers in both hotels. The study findings were checked against the previous 

research findings and could find support in the literature as presented in chapter four.  

The findings of present study could be employed by the hoteliers and hotel managers 



70	  
	  

to improve their marketing strategies. Also, students of hospitality and tourism as 

well as individuals interested in the field might get some insights covering the 

findings of the present study. 

          
5.4 Limitations of the Study 

 
The first limitation in the present study was satisfying the hotel managers to 

cooperate with the researcher. Another limitation was persuading the customers to 

cooperate in filling out the questionnaires, as a lot of them were not in terms of 

agreement with this and had not enough time to fill out the questionnaires. The third 

limitation was the number of hotels selected for the present study. Out of five 5- star 

hotels of Tehran, only two hotels were selected (almost 50 percent). This might 

affect the generalizability of the findings. The present study focused on the 

customers’ views and neglected the mangers’ and staff’s views concerning the 

quality of the services offered. 

5.5 Suggestions for Further Research 
  

1. Customer expectations, customer perception, and the quality of services offered in 

hotels and the relationship present among them could be studied separately. 

3. The service quality factors focused on in each hotel could be pursued and their 

relationship with the income of the hotels in different levels, seasons, and conditions 

could be studied to see how important these factors could be for different hotels. 
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3. The findings of the present study focused on assessing the service quality of two 

hotels and customer satisfaction as well as service loyalty in these two places. The 

study, meanwhile did not focus on the issue of training the staff in this regard. Other 

studies might be needed to focus on this significant point seeking for the difference 

between the performance of the trained staff and the in-service or less trained ones in 

this regard.  

4. Customer satisfaction and staff motivation and satisfaction degree are related 

together (Verhoef, 2003).Meanwhile such a study for the Iranian restaurants in 

different forms and products have not been done yet, and could be conducted to see 

of the relationship works well in this context or not. 
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Appendices 

Service Quality Assessment Scale 

Dear Respondent 

With regards and best wishes 

This questionnaire is designed to analyze the quality of services in hotels. Please, 
after careful reading, specify the responses which are more near to your opinions. 
Your ideas will definitely assist us in improving the accommodation status. Please be 
assured that your information will be kept confidentially and we will use them just 
for an MA thesis research purpose. Your cooperation in giving appropriate responses 
is highly appreciated.  

M. Banoofatemeh 

Gender:                                Male   Female   

Age:        1)15- 25                2) 25-35          3) 35-45             4) beyond 
45  

Marital Status:                Married   Single    

A) Education: 1.Below diploma        2) Diploma       3) BA         4) MA       
5) PHD  

B) Accommodation in this hotel:      1) Once       2) Twice   3) three times 
and more  

C) Who are your companions in this trip? 

  1. Nobody           2. Family            3.Friends              
4.Colleagues  

D) Income salary: 

1.  20/000/000 RIS and less        2. 20/000/000 to 60/000/000         3.beyond 
60/000/000  

E) You heard about this hotel: (two or more items can be chosen) 
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1. Brushers                                    2. Books and guides  

3.Friends and relatives   4.Travel agencies  

5.Media     6.You already knew this hotel  

F) What has been your main reason for a trip to Tehran? 

1.Leisure     2.conferences and seminars  

3.Visiting friends and relatives   4.religious trip  

5.Job missions     6.other reasons  

G) Please specify the degree of importance for each of the following factors and 
specify how the status of each factor in this hotel was. 

Factors Service Expectations Service 
Performance(observation) 

in this hotel 
 1 2 3 4 5 1 2 3 4 5 
1 Presenting on time services           
2 Food & beverage quality           
3 Internet speed            
4 Staff interaction           
5 Room rates           
6 Peaceful location             
7 Decoration           
8 Hotel location            
9 Cleanliness            
10 Leisure facilities            
     

H) In this section please say you own perception of the hotel and its services by 
selecting and marking from strongly agree to strongly disagree. 

 Items Strongly 
Agree 

Agree No opinion Disagree Strongly 
Disagree 

1 Hotel’s decoration and interior 
designing is so attractive. 

     

2 Hotel’s food is delicious and tasty      
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3 The music playing in the lobby 
makes me feel fascinated. 

     

4 Hotel’s atmosphere makes me 
feel relaxed. 

     

5 Accommodating in this hotel 
makes me feel happy. 

     

6 Accommodating in this hotel 
makes me feel comfortable. 

     

7 Choosing this hotel for 
accommodation brings me 
mental challenge. 

     

8 To have enjoyable times with 
your friends of family, this hotel 
is a good choice. 

     

 

I) Dear respondent, if you have any additional ideas please add them here. 
Thank you for your sincere cooperation. 

........................................................................................................................................

.................... 

........................................................................................................................................

.................... 
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 "بهھ نامم خدداا"

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	   	    

پاسخگویی گراامی  

با عرضض سالمم وو آآررززوویی موفقيیت براایی جنابعالی  

سواالل می  31ططرااحی شدهه کهھ حاوویی  ����� ����� ����� �� ���پرسشنامهھ حاضر بهھ منظورر 
نمايیيید. اايین آآماررگيیریی وو ااررززيیابی بهھ باشد؛ خوااشمند ااست پس اازز مطالعهھ ددقيیق هھھھر عباررتت٬، گزيینهھ مورردد نظر رراا اانتخابب 

ما کمک ميیکند تا بتواانيیم ددرر آآيیندهه ااقامت شما رراا لذتت بخش تر کنيیم. الززمم بهھ ذذکر ااست ااططالعاتت شما محرمانهھ بوددهه وو فقط 
براایی مقاصد آآمارریی وو جمع آآوورریی ااططالعاتت بابت تحقيیق پايیانن نامهھ کاررشناسی ااررشد ااستفاددهه ميیگردددد. پيیشاپيیش اازز 

هھ وو ددقت نظر شما ددرر اارراائهھ پاسخ هھھھایی مناسب کهھ منجر بهھ تحليیلی ووااقع بيینانهھ اازز ووضعيیت موجودد هھھھمکارریی صميیمان
خوااهھھھد شد٬، کمالل تشکر رراا ددااررمم.  

�������� �����  

1( جنسيیت:                        ززنن                             مردد    	  

2( -15سن:      االف)   -25بب)                  25 -35جج)                        35 	 45دد) باالتر اازز                 45  

3( ووضعيیت تاهھھھل:                 متاهھھھل                         مجردد  	  

4( ميیزاانن تحصيیالتت: االف) سيیکل وو پايیيین تر    بب) دديیپلم وو فوقق دديیپلم      جج) ليیسانس     دد) فوقق ليیسانس     هه)  

ددکتریی 	  

5( هھھھتل:   االف) يیک بارر              بب) ددووبارر                  جج) سهھ بارر وو بيیشتر تعداادد ددفعاتت حضورر ددرر اايین  	  

6( چهھ کسی شما رراا ددرر اايین سفر هھھھمرااهھھھی ميیکند؟ االف) هھھھيیچکس       بب) خانوااددهه        جج)ددووستانن           دد)  

هھھھمکارراانن 	  

7( ميیليیونن  6ميیليیونن تومانن          دد) بيیشتر اازز  6تا  2بب) بيین  ميیليیونن تومانن وو کمتر       2ميیزاانن ددررآآمد: االف)  

تومانن 	  

8( شما اازز چهھ ططريیقی با اايین هھھھتل آآشنا شدهه اايید؟ (اانتخابب چند گزيینهھ بالمانع ااست)  	  

االف) برووشوررهھھھا  

بب) اايینترنت  

جج) ددووستانن وو آآشنايیانن  

دد) ررسانهھ (تلويیزيیونن وو رراادديیو)  
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هه) کتابب هھھھا وو ررااهھھھنماهھھھا  

یوو) آآژژاانس هھھھایی مسافرت  

زز) ااززقبل آآشنا بوددهه اايید  

9( ددليیل ااصلی شما اازز سفر بهھ تهھراانن چهھ بوددهه ااست؟ (اانتخابب چند گزيینهھ بالمانع ااست)  	  

االف) ااسترااحت وو تفريیح  

بب) دديیداارر ددووستانن وو آآشنايیانن  

جج) مسائل کارریی (مامورريیت شغلی)  

دد) شرکت ددرر کنفراانس يیا سميیناررهھھھا  

هه) دداليیل مذهھھھبی (ززيیاررتت)  

وو) مواارردد دديیگر 	  

هھھھایی ززيیر تا چهھ ميیزاانن براایی شما مهھم ااست وو ميیزاانن مشاهھھھدهه اايین فاکتوررهھھھا رراا ددرر اايین سفرااررززيیابی فاکتورر )10

کنيید. 	  

فاکتوررهھھھا )expectations(ميیزاانن ااهھھھميیت   
	performance(ميیزاانن مشاهھھھدهه ددررهھھھتل  

observed(  

سرعت اارراائهھ خدماتت  .1  1  2  3  4  5  1  2  3  4  5  

نحوهه برخورردد پرسنل  .2  1  2  3  4  5  1  2  3  4  5  

وننددکوررااسيی  .3  1  2  3  4  5  1  2  3  4  5  

نظافت  .4  1  2  3  4  5  1  2  3  4  5  

کيیفيیت غذاا  .5  1  2  3  4  5  1  2  3  4  5  

قيیمت ااتاقق  .6  1  2  3  4  5  1  2  3  4  5  

موقيیت محلی هھھھتل  .7  1  2  3  4  5  1  2  3  4  5  

اامکاناتت تفريیحی  .8  1  2  3  4  5  1  2  3  4  5  

سرعت اايینترنت  .9  1  2  3  4  5  1  2  3  4  5  

ميیزاانن آآرراامش  .10  1  2  3  4  5  1  2  3  4  5  

 

) خودد نسبت بهھ مطالب مندررجج ددرر جدوولل رراا عالمت بزنيید:Perceptionاالف)ميیزاانن  ااحساسس ( 	  

رردديیف سوااالتت   
کامالً 

مواافقم  
مواافقم  

نظریی 

ندااررمم  
مخالفم  

کامالً 

مخالفم  
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1 ططرااحی ددکوررااسيیونن وو فضایی هھھھتل بسيیارر جذاابب ااست.        

2 غذاایی هھھھتل لذيیذ وو ددلل چسب ااست.        

3  
خش  می شودد بهھ من ااحساسس خوبی می موززيیکی کهھ ددرر البی پ

ددهھھھد.  
     

4 جو هھھھتل بهھ گونهھ اایی ااست کهھ من ددرر آآنن ااحساسس آآرراامش می کنم.        

5 ددرر اايین هھھھتل ااحساسس شادد بوددنن می کنم.        

6 من ددرر اايین هھھھتل ااحساسس ررااحتی می کنم.        

7 اانتخابب اايین هھھھتل براایی من ددررگيیریی ذذهھھھنی اايیجادد می کند.        

8  
برددنن اازز لحظاتت٬، با خانوااددهه يیا ددووستانن اايین هھھھتل براایی لذتت 

اانتخابب مناسبی ااست.  
     

 

پاسخگویی گراامی با سپاسس اازز هھھھمکارریی صميیمانهھ شما٬، خوااهھھھشمند ااست ددرر صوررتت نيیازز بهھ توضيیحاتت ااضافهھ آآنن رراا ددرر اادداامهھ بب) 

قيید بفرمايیيید. 	  


