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Abstract 

 

Due to the current challenges facing the hotel service provider such as “high customer demand 

on quality”, “increasing competition for high customer satisfaction” and “the demand for full 

service” which are directly related to better understanding the attributes of hotel service, quality 

of service is the fundamental factor to measure customer‟s satisfaction in hotel industry. The 

target of the study is to analyze guest`s expectations (what creates satisfaction sense for a guest), 

perceptions of hotel services and also to ascertain SERVQUAL components (5 Dimensions) for 

evaluate quality of service in Parsian hotels in Tehran (PHIT). Statistical methods are used in this 

research, in addition we are going to use gap analysis for determining of PHIT`s guest 

expectation and perception. The selected hotels are three 4 star Parsian hotels in Tehran. The 

findings of this study would be showed the level of guest`s expectation and perception, and also 

It will help the managers of the (PHIT) hotels to understand the expectations of their guests and 

train their service personnel to handle their guest`s expectations for achieving their satisfaction 

and also to be compassionate enough to serve their guest`s appropriately. Managers can utilize 

the guest`s feedback to understand their perception towards the various hospitality aspects of the 

hotels and make the needed improvement to enclose the existing gaps. 

Keywords: 

 Service quality, customer satisfaction, Guest`s expectation, Guest`s perception. 
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1.1  . INTRODUCTION 

Customers are the last users of a product or a service sold by any producer and customer 

satisfaction is extremely important in increasing profit margins as well as customer retention. If 

you satisfy your customers they would more likely come back and they would also bring their 

friends too.  

Nowadays one of the most profitable industries in the world is tourism industry. Customer 

satisfaction has been identified as a key performance indicator in hotel industry.  Focusing on 

guest satisfaction of 4 star PARSIAN hotels in TEHRAN is the aim of this study. 

By measuring the customer satisfaction the organizations are able to explore the issues and 

problems that affect the organization‟s survival and profitability. We choose the topic of service 

quality and its impact on customer satisfaction and the organization success, due to our personal 

interest, and in order to measure Parsian Hotels Chain‟s customer satisfaction. 

To achieve guests satisfaction, Service quality is needed and it would be identified by comparing 

the customer‟s perceptions and expectations. 

Oliver (1997 ) discusses the idea that service quality in its own sense can be elaborated as a final 

outcome from customers‟ distinction between their service expectations and their perceptions 

from a company‟s delivered services. In other word, whenever the expectations be lower than the 

perceptions, the service can be graded as excellent, but if the expectations and perceptions are 

paralleled, the service can be appointed good and fair, and at the end whether the expectations 

are not covered appropriately the service would be regarded poor and not satisfactory. 

Gibson(2005 )stressed that satisfied guest extend their  positive words of mouth more. By 

knowing and analyzing the inner core of a service, customer will be more apt to understand the 

kind of the service which make them more, satisfied. 

Chapter one 

(Introduction and problem) 

discussion) 
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Servqual model was employed in the assessment of customer satisfaction of the hotels. The total 

objective of this study was to examine the level of customer satisfaction and  to investigate the 

major factors which are contributing to customer satisfaction in Tehran 4 star hotels of Parsian 

Chain Hotels. . Thirty residential guests of the Parsian Evin, Parsian Kowsar and Parsian 

Enghelab hotels were randomly chosen in each one. Data were analyzed using qualitative and 

descriptive statistics. 

 The role of quality of service would be analyzed and researched to create guests satisfaction and 

finding out the gap between expectations and perceptions through the customers point of view is 

the aim of this study. The difference between expectations and perceptions is known as 

satisfaction or dissatisfaction.  

This chapter includes the following sections: (1) Background; (2) Significance of the Study; (3) 

Problem statement and research question; (4) Objectives of the Study; (5) Scope of the study; (6) 

Definition of Terms 

1.2 . Background 

On the basis of Eskildsson (1994 ), many practices have been implemented in both private and 

public sectors, to satisfy the needs and requirements of customers. Concerning  the root of what 

make customers satisfied from the rendered services. 

Many important statements were adopted. According to Oliver (1980 ) “the customer satisfaction 

research literature concerns how well the service delivery occurs in comparison with 

expectations. Today customer satisfaction is an important subject and is also often discussed in 

marketing literature. Satisfaction can be described as a number of post experience decisions. One 

reason for the big interest in this area is that researches believe that customer satisfaction is 

crucial for all business organization.” 

Andreassen T W (2001 ) believes that guest's satisfaction may be verified as a particular subject 

for judgment; in the place which expectation and experience are being put into the scale, for 

comparison, the quality of service can emerge into the surface.  No need to mention, that a poor 

service, actually does not meet customer needs and expectations. In the fact improvement of a 
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service begins, when a customer starts to lodge a complaint. The potential purpose with service 

delivery is to usher a customer from a dissatisfaction point turns to satisfaction. 

Zeithaml and Bitner (2003 ) emphasize about  heterogeneity of a service and perishability in the 

essence that services cannot be stored, restored, piled up , resold or returned. Intangibility of a 

service which is usually hard to define and measure is taken as a crucial distinct. Fitzsimmons 

(2005 ) mentioned the facts of simultaneousness being created and spared at the same time. He 

also believed that services in nature are regarded as a perceivable act which is sold for money, 

and in case is not being applied in a suitable time and particular circumstances, is perished 

forever. For Lovelock and Wright (2006 ), the core of the services is composed of two 

definitions: 1) is a task or an action by one part to another 2) it also should produce profit and 

usefulness to customers at a precise time.  

According to Gronroos(2004 ) the service quality which has been perused by customer , usually 

consists of two elements: one technical or of a result, and the other functional one or related to 

the process. The technical parameters cannot solely be enough to describe what is perceived by 

customer. And it is influenced by the way the service is catered too.  The work of Parasuraman, 

Zeithaml and Berry (1985 ) shows a crucial and important progress in a way to develop and clear 

the service quality and it is related to the distinction between expectation and what is perceived. 

They stressed that servicemen and customers both have different emerging perceptions, with the 

received services. What a customer expect from a service, is absolutely related to its perception 

of quality of service. Many of the expectations are forged by customer‟s past experiences , these 

kind of experiences usually are forming the framework of a new expectation. In the case, there 

are no previous experiences; the client would be obliged to leave their expectations on 

advertising, brochures, and word of mouth (Lovelock, Wright, 2006 ) 

The classic work of Zeithaml, Berry and Parasuraman(1993 ) allocates a on type of idea that 

consistently express thoughts which arerelated to customer‟s expectations in the service area. 

They further affirm and explain the level of optimal services at a necessary level (appropriate 

level) and sufficient service (at a minimum level). The line between these two, which is regarded 

as “tolerance zone” is exactly the area, which customer‟s satisfaction is emerging and coming to 

surface.  The zone of tolerance is vacillating according to customer and its requirements. One of 

the important things which a compony company can do to improve its services , is stabilizing its 
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position and occupying a place in the market to rival its competitors and also to evaluate how 

much a customer is putting emphasize to the relational items that affects service 

quality.(Zeithaml; Binter, 2003 ). Most of the studies which are conducted in the field of services, 

are based upon non-approval rating, and this indicates that the fact perceived quality is assessed 

through the expectations and experiences of some qualities. The academic studies of the 

services‟ scientific processes shows, that the service industry has placed itself and play an 

important role in the world of economy. As a matter of fact companies which are looking out for 

their longevity in austere competition are more interested in considering these items and put 

them into practice. Customer satisfaction is a feedback of the rendered services and when 

qualification of a service is assessed, customer satisfaction would be playing a pivotal role in 

deciding about the functions of an organization, either poor or strong one. In this respect, tourism 

industry is regarded as a service industry, which is known as one of the largest growing sectors? 

This industry got a lot of depending subsectors such as transportation, accommodation, food, 

leisure and recreation. Hotel is symbolized as a genuine market and concretes all the pillars of 

the tourism industry. Customers never pay money for a poor or bad service. Poor lousy quality 

can cause frustration in customer. They always expect good quality in exchange for the money 

which they have spent. 

1.3 . Significance of the Study 

These days traveling for business and for pleasure has become the order routine. Today one of 

the fastest growing industries in the world is hospitality industry. All of the industries are doing 

their best to expand their service quality for making guests satisfied with their services, 

especially the hotel industry. Hotel managers now concentrate more on the standard qualities in 

order to meet the basic needs and expectations of the guests. In hotel industry the true measure of 

the companies‟ success lies in an organization‟s ability to continuously satisfy customers. 

Nowadays, the focus is no longer on merely increasing the market share, but also on satisfying 

and maintaining an existing customer base, which guarantees a good word of mouth 

recommendation in order to secure business in the future.  

 Indeed, as companies attempt to differentiate their services and compete effectively in the 

marketplace quality of service and guests satisfaction issues is important. 
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We are going to access service quality in 3 four star hotels of Parsian Chain in Tehran. We 

choose Parsian hotel chain firstly because of our personal interest of the topic, secondly because 

of Parsian hotel chain‟s big market share, which is the biggest hotel chain in Iran with more than 

22 hotel in different province of the country that most of them are tourists, main destination and 

finally to use the results of the study in our future operation because we both are working in this 

company and findings would be a practical guideline in Managing. The result of the study would 

optimize the service quality of the Parsian Hotels Chain in order to meet the guest`s, expectations 

and their satisfaction. If the outcome presents the high level, the chain management would be 

proud of the service. On the other hand, if the outcome reflects the low score, the chain 

management should develop the service and arrange needed improvement in hotel service 

operation as human resource empowerment, technology development and etc. 

Customers who are not satisfied with the service or product are more intrigued in choosing other 

preferences or disperse negative word-of-mouth. Customer satisfaction comprehensively plays a 

crucial role. There exists a clear distinctive difference between customers who are satisfied and 

those who are overall satisfied. (Lovelock; Wright, 2006 ). Companies must be able to clarify the 

extent in which their customers feel satisfied. They may get this, by asking their customers, 

which factors of delivering services affect those more and can stimulate their senses of 

satisfaction. By using this kind of information, companies can improve their available service 

quality and adopt initiatives to enhance the levels of customer satisfaction. 

Parasuraman, Zeithaml and Berry (1985 ) commented on the idea that, customers normally, 

design their expectation according to the services provided by the companies. They also believe, 

that customers are building their expectations according to the received services, through the 

provider. The authentication goes that dissatisfaction in services is caused, due to the emergence 

of available gaps in services. In the other word, customers‟ expectation and perception varies 

extensively of managers‟. Sometimes the gap existing between these two, are not crystal clear 

and that would cause a misunderstanding between guest's expectation and operator's perception. 

Sometimes what is promised is not delivered, and the service rendered to the guest is beyond 

what is expected and designed in the mind. Sometimes ambiguity of expectation and perception 

can create a lot of failure in understanding the true implications of a service both in customer 

mind and service provider Bowersox, Closs and Cooper (2006 ). Manager‟s perceptions of 

customer expectations maybe vaguely apart or standards of service quality maybe not adequately 
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embedded and extended inside the organization. Over promising, creates ultimately 

misunderstanding, which would result in having higher expectation. 

1.4 . Problem Statement  

The mission of hotel industry is to satisfy and cater customer‟s need, in a way to cherish their 

desires and gain their satisfaction. One of the essential items, which we need constantly review, 

is that customer satisfaction is very important especially in hospitality industry we should always 

realize the capability of our customers. Service quality and guest satisfaction has multiplier 

effect,  in a sense that they may not affect each other extensively. (Williams &Buswell, 

2003:69). Perception of customer and their knowhow regarding lodging industry provides  the 

opportunity for an industry to grow and flourish, which would consequently result to enhance 

customer satisfaction. Businesses may retrieve external data, from various sources, such as the 

number of customers satisfaction or how they have analyzed and judge the said industry.  Higher 

sales means revenue, which is typically related to the extent of how much a guest is satisfied 

with the service, for sure this can be implied that the said industry is rendering a sophisticated 

service. A synergy exists between customer satisfaction and revenue. Customers who show their 

interest and loyalty, are visiting more frequently the said industry and are showing more their 

satisfaction. Customer satisfaction is based upon understanding the nature of service 

expectations, which is absolutely regarded as a personal perception. Customer satisfaction and its 

background dates back to 1960 . Meanwhile, there is a practice in hospitality industry to keep 

pace forward and continue the survey with the latest information, regarding customer satisfaction 

(Reh, 2010 ). According to the mentioned survey constantly measuring and clearly understanding 

the guests‟ satisfaction in the hotel is vital for the success of it. and constantly measuring the 

hotel guest satisfaction for the success of hotel is vital, So we are going to use the advantages of 

the result for Parsian hotel that have not been done before. 

1.5 . Research Question 

The questions which are specified in this thesis are: 

1- What is (are) the guests perception towards the quality of delivered services? 
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  2-What is (are) the existing gap between the guests expectation and perception toward the 

service quality delivered?  

 

3-What is (are) the strategies that are adapted by hotel to enclose the existing gap between 

customers’ expectations and perceptions? 

 

 

1.6 . Objectives of the Study 

The hotel service providers are facing the hotel service provider such as “high customer demand 

on quality”, “increasing competition for high customer satisfaction” and “the demand for the full 

service” , guest‟s satisfaction is the major criteria to measure the service quality in hotel industry. 

The objective of this study is to analyze guest`s expectations (that creates guest‟s satisfaction) , 

perceptions of hotel services and the role of variability in evaluating the Service quality and also 

to ascertain SERVQUAL components (items)in order to evaluate service quality in Parsian 

hotels in Tehran(PHIT). In this research statistical methods are used, in addition we are going to 

use gap analysis for determining PHIT`s guest expectation and perception .The questionnaire of 

this study would be designed by researchers of  the thesis. The findings of this study would 

present the level of guest`s expectation and it will help the managers of the (PHIT) hotels to 

understand the expectations of their guests and make their service personnel to fullfill their 

guest`s expectations for achieving their satisfaction and also to be compassionate enough to 

serve their guest`s appropriately. Managers can utilize the guest`s feedback to understand their 

perception towards the various aspects of hospitality. 

So the objectives of this study in other word are: 

1. To analyze  the level of guest`s expectation and perception towards service quality of the hotel 

services in five dimensions: tangibility, reliability, responsiveness, assurance, and empathy 

(Parasuraman et al. 1988 ). 

2. To assess the gap discrepancy between guest`s expectation and perception towards quality of 

service in Parsian hotel chain. 

3. To identify which service improvements would increase the level of customer satisfaction at 

the four star hotels. 
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1.6.1 . Scope of the Study 

The insights are based on the sample group, including 90 customers, who stayed at Tehran 4 

stars hotel‟s of Parsian Hotel Chain in 2013  which are Parsian Evin, Parsian Kowsar and Parsian 

Enghelab hotels. Thirty residential customers of the hotel were randomly selected in each hotel.  

1.7 . Definition of Terms 

Service Quality derives a differentiation between the customer expectation and their perception 

of service. 

SERVQUAL is a dynamic tool, that we may measure service quality; it does present a 

noticeable difference between customer expectation of a service and their perception of the 

required services. The respondents are kindly requested to answer to related questions about both 

expectations and perceptions. 

Customer Expectation is included of numerous variables and factors that influence customer's 

quality judgment such as past experiences, individual needs, word-of-mouth which will go to 

word-of-trust and outside communication. 

Customer Perception is the level in which the customer is transforming its explicit expectation 

and satisfaction into its perception and judgment in relation to company‟s performance. To what 

extend the output of the service and its subsidiaries is expanded, believed to be important. 
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2.1 . Introduction 

In this chapter we conduct literature reviews, which is consist of following sections:  

(1) Introducing the three four stars hotels of Parsian International Hotel Chain 

 (2) The Background of hotel industry 

(3) Customer satisfaction 

 (4) Service quality 

 (5) SERVQUAL approach. 

2.2 . General information of the three four stars parsian hotels 

Parsian International Hotels Company as the largest hospitality group in Iran contained twenty 

two property around of Iran. Three of these hotels with grade of four stars are located in Tehran. 

2.2.1 . Parsian Evin Hotel: 

Located in north of Tehran with great weather and easy access to main highways. Hotel is 

minutes away from Tehran`s international fair, it`s 20 minutes to the city center,15 minutes to 

Tajrish shopping center and 45 minutes to the International Airport (IKIA) 

Double room with one King or two Twin beds with large working desk, high speed internet 

access, safe box, coffee maker, digital AC, balcony, mini bar and LCD TV Elegantly decorated 

bedrooms that can accommodate a great variety of tastes. Also hotel is fully equipped with 

room's facilities for people with disabilities, enabling them to access to different part of the hotel. 

Chapter two  

(Literature review) 
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2.2.2 . Parsian Kowsar Hotel: 

Suited in Center of Tehran, this hotel is within easy access to the governmental and business 

departments, museums , shopping malls, recreational centers and palaces which invite both 

tourists and businessmen to stay in a four star hotel with  traditional   monuments ,  lovely 

relaxed atmosphere and make the best of their time.   

The  other  thing  which  makes  the hotel so  preferable  is  easy  access  to Mehrabad 

International Airport and also Imam Khomeini international Airport through motorways in a 

short time. The internal architecture of the hotel has also been noticeable to the foreign tourists 

as well.  

In addition to the above facilities, the availability of the architectural style and the art of 

decorating with mirrors of the lobby and Zand restaurant of the hotel have also created a unique 

position among competitors and creates a marketing advantage. 

2.2.3 . Parsian Enghlab Hotel: 

Ex-Royal Garden hotel was opened in1977 , this hotel which known as Parsian Enghlab Hotel 

with 248  suits and rooms, is located at the Tehran down town. Two banquet ballroom, two 

Iranian and western restaurant , two special coffee shop as well as the first Iranian circling 

restaurant and other standard services of a four star hotel are hotel facilities . 

2.3 . Background 

The hospitality industry, which Mullins (1995:6 ) defines as being the „generic title for different 

sectors of the hotel and catering industry‟; it refers to the service as intangible, heterogeneous 

and perishable. The qualities and features of the said traits, is to indicate a particular way to show 

the implications of a service product and its intricate parameters and characteristics has also 

highlighted, its genuine design and status over the past decades, which was recognized as vital 

and important to consider. According to Cooper et al (1998:354 ), „the service product is 

intangible, which means it cannot be easily evaluated or demonstrated in advance of its 

purchase‟. As Lenehan et al (1998:22 ) state:  

 „Services are heterogeneous in the sense that they are different each time they are performed‟.   
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Cooper et al (1998:357 ) explain this in that „the simultaneous process of production and 

consumption can lead to situations where it is difficult to ensure the overall satisfaction of 

consumers‟, as we know service is liable to change and this alteration make s it more appealing, 

in the sense that when a product is not being used and consumed at a precise time, then its 

usefulness will have gone forever. Each product should produce revenue at the specified time 

and location, otherwise; its effectiveness will be lost and perished immediately. The delivery of 

service is also changing, due to different circumstances and the nature of the product. The quality 

of the product and its effectiveness should not contradict each other (Lenehanet al.1998 ). The 

nature of these products , which is actually believed as service product are considered 

immeasurable , and is concentrated particularly on hospitality industry, and has consequently 

enhanced  the realization of intangibility of service, which cannot be measured and put into the 

scale.(Shostack, 1977:73 ). Reisinger (2001 )elaborated the said issue, by asserting that service 

product is intangible, this aspect, has put emphasized, by discerning the real implications of a 

service in hospitality and its complications, when it comes to the perception of customer from the 

expected services. During the service coincidence, the typical customer relationships can be 

encouraged and developed accordingly or lost forever (Lenehan et al. 1998:10 ).A particular 

position which Norman calls it „Moments of Truth‟. (2000:36 ). 

2.4 . Brief of studies: 

Table 1: 

Row Title Year Researcher 

1 The important of customer satisfaction 2006  Lawrence C.Voss 

2 The relation between service quality and customer 

satisfaction 

2007  Mortezashafei 

3 Service quality, customer satisfaction, and 

customer value: A holistic perspective 

 

1999  Haemoon Oh 

4 Evaluation of Hotel Service Quality Based on 

Customer Satisfaction  

2007  Jing-hua Shi 

http://ieeexplore.ieee.org/search/searchresult.jsp?searchWithin=p_Authors:.QT.Jing-hua%20Shi.QT.&searchWithin=p_Author_Ids:37533992200&newsearch=true
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5 Customer Satisfaction Towards Service Quality Of 

Front office Staff At the HOTEL  

 

 

2010  AlinSriyam 

6 Service quality and its impact on customer 

satisfaction(A field study on the Tourist restaurant) 

 

2012  Dr.Abdelmo'ti 

Suleiman Abu Alroub 

 

7 Customer  Perception of service quality  

In boutique hotel le six PARIS 

 

2006  EVELYN OMANUKWUE 

 

    

8 Assessment of Customer Satisfaction in a Five Star 

Hotel - A Case Study 

2010  W. M. K. K. Karunaratne and L. 

N. A. C. Jayawardena1 

    

9 THE IMPORTANCE OF CUSTOMER 

SATISFACTION AND DELIGHT 

ON LOYALTY IN THE TOURISM AND 

HOSPITALITY INDUSTRY 

2010  Mi Ran Kim 

    

10  The importance of Customer Satisfaction and 

cultural influences in the European hospitality 

industry. A case study of a four star hotel in Spain, 

Germany and England. 

 

2006  Lawrence C. Voss 

 

11  The Role of Information Technology in 

Guest Satisfaction in Upscale Hotels in 

Tehran 

2011  GolnazMotamediMasoudieh 

 

12   

Service Quality  

- Expectations, perceptions and satisfaction about 

 

2010  

 

Bo Lennstrand 
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Service Quality at Destination Gotland - A case study 

    

13  SERVQUAL and Model of Service Quality Gaps: 

A Framework for Determining and Prioritizing Critical 

Factors in 

Delivering Quality Services 

 Dr. ArashShahin 

    

    

 

2.5 . Measurement of Service Quality 

There is an evident awareness, that measurement in service quality has become a core principle 

issue in delivering services and how to deliver a potential and efficient services to customers 

through service provider, shall be regarded as a very affected issue and how the provider may 

incorporate and reinforce its reputation in the market is also something to be sneezed 

at(Bienstock, Demoranville and Smith, 2003 ; Johnston, 1995 , Oh, 1999 , Oh &Jeong, 

1996 ).there would be a speculation, made by several researchers that the problem is already 

embedded in the said strategy means: Service quality has been envisaged as being rather difficult 

to achieve and quite difficult to measure and evaluate.  Most of the academics have excessively 

demonstrated their willingness in the prestigious and integrated way as to differentiate the 

relationship between service quality and service delivery which would ultimately resulted in 

customer satisfaction. Zeithaml, Berry and Parasuraman (1996 ) have put into distinction, that 

how quality of service can have a drastic impact of keeping a chain of happiness, which result to 

guest retention. 

2.6 . Customer Satisfaction 

We may notice that customer satisfaction can achieve a better profitability, if we consciously 

create a systematic relationship with the quality of service and interconnected it to customer 

satisfaction; it opens a room for qualifying statement in competitive arena.  By assessing 

satisfaction level in customers and detecting hidden problems in the service quality, this would 
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avoid any misunderstanding and complication in the future, which would lead to worse 

implications in the service. (Horowitz.1994 ). A definition used in marketing, define it of how a 

product and services being catered by a company, can actually exceed customer expectation.  

2.6.1 . Definition of Customer Satisfaction 

What are the elements of customer satisfaction, and what are the statements that lead to that. 

Parasuraman et al (1985 ), Gronroos(1990 ), Williams et al (2003 )all believe that customer 

satisfaction  consists of two distinctive elements , customer expectations and perceptions. Kotler 

et al. (1996:6 ) define, that customer satisfaction is determined by how well that product meets 

the customer expectations for the product'. Accordingly, Williams et al (2003:65 ) 

simultaneously, have reached a statement on customer satisfaction in a way that customers are 

satisfied when their perceived service is equals or exceeds what they expected.' This can be 

evaluated as: Customer Satisfaction = Perception=Expectations.
 
 

2.6.2 . Expectations 

According to Zeithaml et al (1990:10 ), criteria such as 'word of mouth, personal needs, external 

communications and past experiences have an impact on customer's expectations. Williams et al 

(2003 ) have put some extra inputs, like what customer really needs and expect from the rendered 

services. Obvious occurrence of perceived risk and price, will affect customer expectation before 

buying a product or service. These are the items, which have narrowly, and actually build a 

customer satisfaction in rendered services and caused satisfaction. 

2.6.3 . Perception 

What kind of service a customer receives belongs totally to its speculation and perception, of that 

service. According to Taylor 1994 , perception of a customer from a service depends solely as 'a 

comparison to excellence in service by the customer'. What customer actually perceives from a 

service, and where his or her judgment starts to manifest, is not only to the point that a service is 

in process, but also after the termination of the service in charge (Zeithaml et al. 

1990 ).According to Williams et al. (2003:65 ) ' Customer perception of a service are a complex 

                                                           
 
 Lawrence  C. Voss 
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series of judgment made during and at the end of the experience, which when they meet or 

exceed expectations from customer satisfaction'. 

2.6.4 . Importance of Customer Satisfaction 

Evaluation of a service and its component is actually difficult to analyze and measure it. 

Meanwhile, it can be assessed graciously, if customer satisfaction is about to be elaborated, its 

distinction could also be very important, and plays an important role in highly competitive 

market.  Callan (1994:26 )anticipated ' the years ahead will be a period when hospitality 

operations , will serve at increasingly discerning public , who will not be prepared to accept poor 

quality service; they will complain and transfer allegiances to the provider's of quality service'. 

This evidence, goes with the fact that today's customer is meticulous, about their needs and 

desires. Customers nowadays are facing a challenge concerning an extensive range of products, 

which are the concrete root to keep and support customer base. Kotler et al (1996:343 ), notes 

that ' today's companies face their toughest competition indicates, and thinks will only get worse 

in the years to come'. As the mixing of this 'hard competition' the satisfaction of customers, are 

generally applied to the efficiency of the hospitality product. Which are tangible and intangible 

characteristics and also hard to unravel (Williams et al, 2003:65 ). 

2.7 . Service Quality 

Quality, which make distinction between what a customer expect and perceive from a service 

(Gronroos, 1984 , Parasuraman et al, 1985 , 1988 ). Asubonteng et al. (1996 ) service is made as to 

cater customer's need and expectation 

2.7.1 . The SERVQUAL Approach 

Servqual definition is typically considered to be a model, which shows some contrasting feature, 

called Gap Model, which is expressed by Parasuraman ,Zeithaml and Berry(1990 ). Servqual 

model is used to analyze the following criteria of service. 

1. Tangible 

2. Reliability 

3. Responsiveness 
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4. Assurance  

5. Empathy 

Which are named thorough Gap Analysis and shows the discrepancy between customer 

expectation and perception from rendered services are to be put into emphasize. 

Servqual method, defines customer satisfaction, what it can say is the customer perception from 

the quality of service. It is based on the evidence that satisfaction shows the customer‟s level of 

expectation and received services. 

The Gap Model is essentially made up of two reciprocally interrelated factors, one is customer 

and the other one is the provider (Parasuraman, Zeithaml, Berry, 1990 ). The implication of this 

model is based especially, according to the Gap 5, what the guest perceive from the services and 

also what they eventually expect from the said services. In order to reach an optimum result 

would be necessary to reduce the gaps 1 up to gap 4: 

Gap 1: Does manifest between customer expectation and perspective of management 

expectation. 

Gap 2: This will emerge on the basis of management opinion and its speculation of customer 

needs, and how he will establish its standards upon its verification. 

Gap 3: Distance between described standards and the occurred services 

Gap 4: Too demanding expectations caused by promises, can lead to problems in satisfying 

customer 
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Figure 1
 
: 

 

According to Parasuraman, the idea of service quality consists of 22 items, the retrieved 

information are classified into 5 categories as mentioned; Tangibles, reliability, responsiveness, 

assurance and empathy .These applicable tools are implemented to evaluate various service 

qualities such as hospitals(Babakus& Glynn, 1992 ), hotels(Saleh&Rylan, 1991 ), travel and 

tourism(Fick&Ritchie, 1991 ). In our research, we have extensively put effort to adopt 

SERVQUAL model, and clarify customer expectation and its perception in Parsian International 

four star Hotels in Tehran.   

2.7.2 . SERVQUAL Dimensions 

As stated before, Parasuraman et al.(1985 ) has define 10 dimensions for assessing service 

quality which were categorized as tangibility, reliability, responsiveness, communication, keep 

up appearance, politeness, competence, credibility, security and understanding customer. Due to 

the lapse of time, these traits were reduced to 5 dimensions (Parasuraman et al. 1988 ) .these 

characteristics are deeply defined as follows: 

1) Tangibility 

                                                           
 
  Gap model of Parasuramam 
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The appearances of personnel, sophisticated devices being used to expedite the service and leave 

it more accommodating, are the aspects of tangibility.  Some hotel chains such as (Hilton, 

Mandarin, Sheraton and Hyatt)are unanimously working together to be in line with the stipulated 

global standards. 

2) Reliability 

The extend in which, a service is performed properly and distinctively. 

3) Responsiveness 

Listening to customers with care and empathy, to evaluate their needs and whishes. To be quick 

and understanding the implication of a service.  

4) Assurance 

Refer to the extent of customer's experience and conception about the service and its implication, 

consisting of courtesy, credibility and safety. 

5) Empathy 

How to treat a customer with care and listening to them attentively is one of the characteristic of 

a good standard of running a complex, especially hotel industry. 

SERVQUAL is appreciated as a precious measurement to understand the status of an 

organization, giving credit to customer and how effectively, a complex is keeping pace and 

meeting their customer's needs, desires and wants are the conspicuous issue when it comes to 

scrutinize. SERVQUAL is considered as a measurement tools, according to customer 

expectation and perception from a good workmanship. Employees must give especial attention to 

their customers and wishes. 

The SERVQUAL is applied of 22 questions, for evaluating guest perceptions and expectations, 

regarding service quality. The guests in the questions are going to show their satisfaction or 

dissatisfaction on a five point Likert scale. Saleh& Ryan (1991 ) have repeatedly examined the 

interrelationship between customer perception and management expectation from the customer 

and reached the point, that reliability, tangibles and assurance are the focal elements being listed 
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accordingly. Gabbie and O'Neil (1977 ) as the expectation of a customer reaches its climax , the 

reliability and assurance  becomes an important factor, in other words, tangibility and empathy 

reaches to its lowest ever possible. In the servqual model, quality of service is developed by 

assessing the interconnection between the expected quality of service and reflex of deviations. 

Guest becomes the point of attention in this particular model.(Buttle, 1996 )Kotler (2003 ) 

demographic statistics are the practical way for separating customers. The best possible way to 

reach access and understand a market, is the deposition of Demographic information Schiffman 

and Kanuk(2000 ). As stated by Schiffman and Kanuk(2000 ) Demographic variables are the 

most effective tool for making difference in customer (Kotler 2003 ). Demographic variable are 

actually very lenient to use than any other differentiation variables. They are undoubtedly 

inserted in psychographics and socio cultural studies, since they are complementing the meaning 

of it, Shiffman and Kanuk(2000 ). There is constant review and literature which proposes that, 

hotel managers shall pay attention to the necessity of demographic factors on customer 

perception and their behavioral aspect, intentions,  satisfaction, service quality and the prospect 

of service quality(Al-Sabbahy & Ekinci, 2004 , Shergill & Sun, 2004 , Skogland & Siguaw, 

2004 ). 
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3.1 . Introduction 

This chapter explains the methodology that is used in development of the thesis, research 

approach, instrumentation, participants, will be presented in the present chapter. 

3.2 . Research approach 

The methodology for this master thesis consisted of a qualitative and descriptive, we are testing 

SERVQUAL Model. The data collection method is qualitative. Qualitative approach was used 

because it would allow us to analyze data gathered from our questionnaires. 

Questionnaire is the major tool for data collection, developed using a five point (1 to 5) Likert 

scale, elaborating 22 variables based on the five dimensions of SERVQUAL model. The 

demographic data of customers (age, gender, nationality, education level …) were collected 

through questionnaire also. The questionnaire is standard and provides an assessment of the gap 

between the desired and actual performance (experienced). 

  

3.2.1  SERVQUAL Methodology 

Service quality is an idea or abstract that has brainstormed people‟s mind,  and strongly became 

an important issue, and discussions in the research literature, due to   it‟s difficult to measure, 

and reaching an obvious comprehensive agreement on either way(Wisniewski, 2001 ). 

Chapter three 

 (Methodology) 
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Service quality shall be explained in a way to distinguish customer expectation of related 

services and perceived services, it is conceivable that if expectations are above the adequate 

service, then the perceived quality of service is poor and not satisfactory enough, and cannot be 

realized as competitive differentiation and in this point customer‟s dissatisfaction could 

somehow emerged.(Parasuraman et al., 1985 ; Lewis and Mitchell, 1990 ) 

Constantly the following question can be arising: why we should measure service quality? 

Measurement provides a situation to compare the changes before and after, for the location of 

quality related problems and for the establishment of obvious standards for service deliver. 

Edvardsen et al (1994 ) expressed that, the initiating phases in making service quality to grow 

and expand is analysis and measurement. 

3.2.2 . Instrumentation 

In the SERVQUAL instrument, 22 statements measure the performance across these five 

dimensions, using a five point likert scale measuring both customer expectations and perceptions 

(Gabbie and O'neill, 1996 ). 

 

 

3.2.3  Questionnaire structure  

The questionnaire is a standard one and is divided into two separated column into two language 

(English and Persian), one part asks about guest expectations of service quality and the other one 

is related to guest perceptions toward service quality, and is wrapped up questions which are on 

the basis of the SERVQUAL- questionnaire that consist of 22 variety questions (Parasuraman et 

al., (1990 ). Those questions are divided into five different dimensions too as: tangibles, 

reliability, assurance, responsiveness and empathy. 

Customers are asked to response totally 22questions. Customers are also asked to fill the 

questionnaire using a five point Liker scale (1 as very low, 2 as low, 3 as moderate, 4 as high 

and 5 as very high). 
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The questionnaire includes four questions related to tangibles, five questions to reliability, and 

four questions to responsiveness, four questions to assurance and guarantee, five questions to 

empathy. 

3.3 . Participants: 

Focused on 90 guests, who stayed at Tehran 4 stars hotel‟s of Parsian Hotel Chain in 2013  

which are Parsian Evin, Parsian Kowsar and Parsian Enghelab hotels. Thirty residential 

customers of the hotel were randomly selected in each hotel and   no limitation in age and sex of 

the participants. 

3.4 . Data Analysis 

After data collection process, the writer found out the rank of guest expectation and perception 

towards service quality of the hotels by five dimension of SERVQUAL model. The frequencies 

and percentages are utilized to calculate and analyze the data. 

Gap analysis is used for comparing the expectation level and perception level of the respondents. 

In addition; the outcomes would be analyzed, discussed and summarized with some recommends 

in the following chapters. 
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4.1 . Introduction: 

The results of this study would be presented in this chapter consisted of the demographics data of 

the respondents, level of guests‟ expectation and perception and existing gap. In this chapter we 

are going to reply to following questions; 

1-What is (are) the guests expectation and perception towards the quality of delivered services? 

2- What is (are) the existing gap between the guests expectation and perception           toward the 

service quality delivered?  

4.2 . Personal data of Respondents 

This part of chapter reflects the individual information of 90 guests who stayed at the 3 Parsian 

hotels between June 1 and 15, 2013 . The profile presents the gender, age; nationality and stay 

duration at the hotel (see Table 1). The findings showed that there were more males customers 

(57%) than female (43%). The largest age group was between 31 and 50 years old (46%). 

Majority (56%) of the respondents were Iranian. (36%) of the respondents had stayed at the hotel 

two nights and 14.3%  had stayed more than 3 nights. 

 

 

 Personal data of Respondents (90  persons): 

Personal data of respondents (Number and Percentage): 

Table 1.1 : Sexual status: 

Chapter four 

Data Analyses 
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Evin Hotel Enghelab Hotel Kowsar Hotel Total % 

Male % Female % T % Male % Female % T % Male % Female % T %   

19  63  11  37  30  10

0 

17  56  13  44  30  10

0 

15  50  15  50  30  10

0 

90  100  

 

 

Diagram 1: Sexual status of the persons who answer the questionnaire 

 

 Age status:  

Table: 1.2.1 : Evin Hotel age: 

Evin Hotel age range 

15-20  21-30  31-50  over 

No % No % No % No % 

2 6.6  3 10  18  60  7 23.4  

Table 1.2.2 : Enghelab Hotel: 
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Enghelab Hotel age range 

15-20  21-30  31-50  over 

No % No % No % No % 

2 6.6  4 13.2  15  50  9 30.2  

Table 1.2.3 :Kowsar Hotel 

Kowsar  Hotel age range 

15-20  21-30  31-50  Over 

No % No % No % No % 

2 6.6  14  46.7  9 30.2  5 16.5  

 

 

Diagram 2: Age status of the persons who answer the questionnaire 

 

Nationality: 
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Table: 1.3.1  Evin Hotel Guest Nationality: 

Evin Hotel 

Iranian Europe Others 

No % No % No % 

13  43.1  8 26.7  9 30.2  

Table: 1.3.2  Enghelab Hotel Guest Nationality: 

Enghelab Hotel 

Iranian Europe Others 

No % No % No % 

19  63  5 16.5  6 2.5  

Table: 1.3.1  Kowsar Hotel Guest Nationality: 

Kowsar Hotel 

Iranian Europe\American Others 

No % No % No % 

19  63  4 13.2  7 23.4  
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Diagram 3: Nationality status of the persons who answer the questionnaire 

Stay nights: 

Table 1.4.1 : Evin Hotel: 

Evin Hotel 

1 night 2 nights 3 nights over 

No % No % No % No % 

5 16.5  11  36.8  9 30.2  5 16.5  

Table 1.4.2 : Enghelab Hotel: 

Enghelab  Hotel 

1 night 2 nights 3 nights over 

No % No % No % No % 

11  36.8  9 30.2  5 16.5  5 16.5  

Table 1.4.3 : Kowsar Hotel: 
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Kowsar Hotel 

1 night 2 nights 3 nights over 

No % No % No % No % 

10  33.3  9 30  8 26.7  3 10  

 

 

 

Diagram 4: Stay night's status of the persons who answer the questionnaire 

Table 1.5.1 : Would You Return To This Hotel: 

Evin Enghelab Kowsar Total 

Yes No Yes No Yes No Yes No 

no % no % no % no % no % no % 81  9 

29  96.6  1 3.4  22  73  8 27  30  100  0 0 90%  10%  
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Diagram 5: Return to hotel 

 

Table 1.6.1 : Would you recommend this hotel to friends or relatives: 

Evin Enghelab Kowsar Total 

Yes No Yes No Yes No Yes No 

no % no % no % no % no % no % 85  5 

30  100  0 0 25  83  5 17  30  100  0 0 94%  6% 
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Diagram6: Recommend the hotel to others  

4.3 . Level of guests’ expectation and perception 

This section presents the level of customers‟ expectation and perception in the three pilot hotels. 

According to our first „Research Question‟ we are going to measure the guest expectation and 

perception toward the delivery of service in the sample groups of our research. Quality is 

composed of tangibility, reliability, responsiveness, assurance, and empathy.  In the 

questionnaire the guests were asked to score 22 questions concerning their expectation and 

perception, 30 from each hotel. The results of finding of each dimension were as follow; 

4.4 . The First Dimension: 

Tangibility 

The „tangibility‟ dimension contains physical aspects such as the appearance of hotel services as 

well as the neatness of hotel employee and professionalism of staff (Dabholkar et al., 1996 ). 

Table 2.1 : Customer satisfaction concerning tangibility: 
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Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 4.63  4.5  4.1  3.4  3.8  3.9  

Q2 4.46  4.37  4.19  3.3  4.16  3.73  

Q3 4.46  4.6  4.3  4.1  4.3  3.86  

Q4 4.27  4.5  4.55  4.02  4.47  3.7  

Average 4.45  4.49  4.28  3.7  4.18  3.78  

 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 92.6%  90%  83.4%  68%  76%  78%  

Q2 89.3%   87.3%  83.8%  66%  83.3%  74.7%  

Q3 89.3%  92%  86%  82.2%  86.7%  77.3%  

Q4 85.3%  90%  91%  80.4%  89.3%  74%  

Average 89.12%  89.82%  85.6%  74.1%  83.82%  76%  
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Diagram 7: Customer satisfaction concerning tangibles 

1. The diagram No.4 shows that expectation of guests from tangibility dimension in Evin hotel is 

exactly on guest's perception and hotel would be able to cover guest's needs. 

2. What the diagram shows there is a limited gap between what guest expected and what they 

receive from two other hotels. 

 

 

 

 

 

 

Questions related to tangibility dimension followed by analysis of the results: 
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The first Question: 

The hotel has modern-looking equipment: 

a. Evin Hotel is a modern hotel so all equipment and tools utilized satisfy the guest needs. 

b. Although both hotels Enghelab and Kowsar have been reconstruct several times but both of 

them are not able to cover guests need. 

The second Question: 

Except Evin two others don‟t suit the guest's requests. 

The third Question: 

The hotel‟s employees are neat-appearing. 

The staff dresses appropriately, the staff uniforms are clean. It shows in both of Evin and 

Enghelab the guests are satisfied. 

The 4
th

 Question: 

The materials associated whit the service (such as Pamphlets,  

1 .The hotel has modern-looking equipment. 

 

2.  The hotel’s (physically) facilities are visually appealing. 

 

3. The hotel’s employees are neat-appearing. 

 

4. The materials associated with the service (such as Pamphlets,  

 Statements and …) are visually appealing at the hotel. 
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 Statements and …) are visually appealing at the hotel. 

It is ranking from 4.5 high (in Evin) to 3.7 low (in Kowsar). 

Table 2.1 points that overall satisfaction of expectation towards tangibility is at a high level 

(4.45). Cleanliness of uniform and appearance of employee .When staffs are well fitted and wear 

smart uniforms, their appearance shows guests who feel more assurance with services of hotel. 

Moreover, the staff of Evin Hotel is well trained in terms of the others. Guest's perception of 

tangibility dimension was also scored at the highest score (4.49in Evin to 3.78  in Kowsar).  

4.5 . The second dimension: 

Table 2.2 : Customer satisfaction concerning reliability: 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 4.7  4.46  4.4  4.05  4.37  3.8  

Q2 4.73  4.63  4.5  4.18  4.47  4.07  

Q3 4.5  4.46  4.3  3.94  4.4  3.93  

Q4 4.5  4.46  4.5  3.97  4.37  3.97  

Q5 4.57  4.5  4.2  3.98  4.37  3.97  

Average 4.6  4.5  4.38  4.02  4.4  3.95  

 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 94%  89.3%  88.2%  81.3%  87.3%  76%  

Q2 94.6%   92.6%  90%  83.6%  89.3%  81.3%  

Q3 90%  89.3%  86%  78.8%  88%  78.67%  

Q4 85.3%  89.3%  90%  79.4%  87.3%  79.3%  

Q5 91.3%  90%  84%  79.6%  87.3%  79.3%  

Average 91.98%  90.1%  87.64%  80.4%  87.84%  78.91%  
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Diagram 8: Customer satisfaction concerning reliability 

 

Questions related to reliability dimension followed by analysis of the results: 

This dimension has five questions: 
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Table 2.2 shows that overall satisfaction of expectation concerning reliability dimension is high 

(from 4.63  to 4.08). These rating shows that what guests receive are high and close to what they 

except especially in 6
th

, 7th, and 8
th

 question.  

In this dimension (reliability) the satisfaction of perception is at the highest rank too (4.30), with 

8
th

 the employee provides service as promised receiving the high level (4.46). 

Perhaps this is for the personnel provided service correctly the first time and keep their promises 

to guest. Consequently, guests feel satisfied with the reliability of service.  

The scores say that reliability was the most important factor for ensuring customer satisfaction 

on service. 

4.6 . The third dimension: 

1. Table 2.3 : Customer satisfaction concerning Responsiveness: 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 4.53  4.57  4.59  4.17  4.43  4.3  

Q2 4.63  4.63  4.54  4.09  4.4  4.16  

Q3 4.63  4.53  4.39  3.95  4.43  4.23  

Q4 4.47  4.6  4.28  3.96  4.47  4.03  

Average 4.56  4.58  4.45   4.04   4.43  4.18  

 

5.When the hotel promises to do something by a certain time it does so. 

 

6. When you have a problem, the hotel shows a sincere interest to solve it. 

 

7. The hotel performs the service right the first time. 

 

8. The hotel provides its services at the time it promises to do so. 

 

9.  The hotel insists on error-free records. 
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Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 90.6%  91.3%  91.18%  83.4%  88.67%  86%  

Q2 92.6%  92.6%  90.8%  81.8%  88%  83.3%  

Q3 92.6%  90.6%  87.8%  79.02%  88.67%  84.67%  

Q4 89.3%  92%  85.6%  79.2%  89.3%  80.67%  

Average 91.27%  91.62%  89.12%  80.8%  88.66%  83.66%  

 

Diagram 9: Customer satisfaction concerning Responsiveness 

 

Average of all three hotels: 

This dimension has four questions as follows: 
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Table 2.3 clears that this dimension ranking is highest than two others before, so the 

responsiveness dimension involves willingness to help customers and provide prompt services
 
. 

It is essential that hotel staff is willing and able to help customers provide prompt service and 

meet customers expectation. 

Table 2.3 clears that expectation towards responsiveness dimension is at the high rank totally 

(from4.58 to 4.18) the employee respond to guests request quickly received the highest degree of 

expectation at 4.17 . It is highly possible that guests are satisfied while the hotel staff responds to 

them quickly.  

The results also say that guests received acceptable help when needed. The ability to respond to 

requests of guests appeared in guest's satisfaction. 

In addition; Diagram 6 reflected which overall satisfaction of perception towards responsiveness 

dimension is at a good ranking (4.6). The two highest level point the concerned response quickly 

and willingness to help. These results are consistent with Parasuraman et al. (1998 ), who believe 

to measure consumer perceptions toward quality of service. It is found out that responsiveness 

was the most important factor in determining guests' satisfaction with service. 

4.7 . The fourth dimension: 

Table 2.4 : Customer satisfaction concerning assurance and guarantee: 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 4.57  4.47  4.3  4.03  4.37  3.86  

Q2 4.67  4.6  4.6  3.9  4.43  3.97  

Q3 4.73  4.47  4.43  3.97  4.5  4.13  

Q4 4.6  4.63  4.67  3.89  4.3  4.2  

Average 4.64  4.64  4.5   3.94  4.4  4.04  

                                                           
 
 (Zeithaml et al., 1988) 

10. The employees of the hotel tell you exactly when services will be performed. 

11. The employees of the hotel give you prompt service. 

12. The employees of the hotel are always willing to help you. 

13. The employees of the hotel are never too busy to respond to your request. 
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Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 91.3%  90.6%  83.07%  77.2%  90.67%  84%  

Q2 92.6%   91.3%  80.8%  79.4%  87.3%  83.3%  

Q3 88.67%  89.3%  80.1%  77.2%  88.67%  82%  

Q4 92.6%  92%  79.4%  78.2%  87.3%  84.67%  

Average 92.6%  91.3%  87.8%  84%  89.3%  83.3%  

 91.55%  90.9%  83%  78%  88.65%  83.45% - 

 

 

Diagram 10: Customer satisfaction concerning assurance and guarantee 
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Average of all three hotels: 

This dimension has four questions as follows: 

 

 

 

 

The assurance dimension refers to the knowledge and courtesy of employees and their ability to 

inspire trust and confidence including competence, courtesy, credibility and security
 
. 

Table 2.4 shows that overall expectation towards assurance dimension was at a high level (4.64 

to 4.4), with trust worthiness ranking most important (4.67  in Evin). Most customers expect the 

property to make them feel safe when staying at the hotel. In addition, cashiers should be 

credible and responsible when handling expenses or money from guests. 

Perception of assurance dimension ranked at the high level, with product knowledge being the 

most important factor (4.63  in Evin, 4.2 in Kowsar and 3.89  in Enghelab). Hotel staff must have 

broad and deep knowledge, skills, capacity and experience. They must also be well versed in 

using advanced technology to improve their performance such as when making room 

reservations by computer. 

4.8. The fifth dimension: 

 

Table 2.5 : Customer satisfaction concerning Empathy: 

                                                           
 
 Parasuraman et al., 1991  

14. The behavior of the hotel staff instills confidence in guests. 

15. You feel safe in your transactions with the hotel. 

16. The employees of the hotel are consistently courteous with you. 

       17. The employees of the hotel have the knowledge to answer your question.      
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Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 91.3%  90.6%  83.07%  77.2%  90.67%  84%  

Q2 92.6%   91.3%  80.8%  79.4%  87.3%  83.3%  

Q3 88.67%  89.3%  80.1%  77.2%  88.67%  82%  

Q4 92.6%  92%  79.4%  78.2%  87.3%  84.67%  

Q5 92.6%  91.3%  87.8%  84%  89.3%  83.3%  

Average 91.55%  90.9%  83%  78%  88.65%  83.45% - 

 

Row 

Evin Enghelab Kowsar 

Expectation Perception Expectation Perception Expectation Perception 

Q1 4.57  4.53  4.1  3.85  4.53  4.2  

Q2 4.63  4.57  4.04  3.97  4.37  4.16  

Q3 4.43  4.47  4.0  3.86  4.43  4.1  

Q4 4.63  4.6  3.97  3.91  4.37  4.23  

Q5 4.63  4.57  4.39  4.2  4.47  4.16  

Average 4.58        4.54  4.1   3.9  4.43  4.17  
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Diagram 11: Customer satisfaction concerning empathy 

This dimension as the last one has five questions as follows: 
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18. The hotel gives you individual attention. 

 

19.  The hotel has operating hours convenient to all its guests. 

 

20. The hotel gives you personal attention. 

 

21.  The hotel will have the guests’ best interests at heart. 

 

22. The hotel understands your specific needs. 
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The empathy dimension represents the provision of caring and individualized attention to 

customers including access or approachability and ease of contact, effective communication, and 

understanding the customers
 
 . 

Table 2.5 showed that overall expectation concerning assurance dimension was at a high level 

(4.59  in Evin). Operating hours convenient to all guests was considered the most important (4.57  

in Evin) expectation. The hotel staff represents the hotel and communication is vitally important. 

The success of hotel work is based on effective communication (Paige, 1977 ). Effective 

communication among divisions in the hotel is one of the main factors that contribute to 

customer satisfaction. 

Giving personal attention, having the guest's best interests at heart and understanding specific 

needs of guests receive high score in all three hotels. 

Diagram 8 also shows that overall perception of the assurance dimension was at the highest 

level. 

 The results indicated that the staffs were enthusiastic to help hotel guests. 

                                                           
 
 Parasuraman et al., 1991  
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Diagram12: The average of any hotel 

The Diagram explains whatever the gap distance turn close to each other so the satisfaction of 

the guests would move up and if it turns to minus it shows what the guests receive is more than 

he/she has expected. 

Table 2.6 .Evin SERVQUAL Gap 

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 

Tangibility 4.45  4.49  -0.04  

Reliability 4.4  3.95  0.01  

Responsiveness 4.56  4.58  -0.02  

Assurance 4.64  4.64  0.0  

Empathy 4.58  4.54  0.04  

Over all mean score 4.56  4.55  0.01  

 

Tangibility Reliability
Responsibilit

y
Assurance Empathy

Evin -0.04 0.04 -0.02 0 0.04

Enghelab 0.58 0.36 0.41 0.56 0.2

Kowsar 0.4 0.47 0.25 0.36 0.26

-0.1

0

0.1

0.2

0.3

0.4

0.5

0.6

0.7
The gap chart of any hotel 

Evin

Enghelab

Kowsar
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Table 2.7 .Enghelab SERVQUAL Gap: 

 

Table2.8 .Kowsar SERVQUAL Gap: 

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 

Tangibility 4.18  3.78  0.4  

Reliability 4.6  4.5  0.1  

Responsiveness 4.43  4.18  0.25  

Assurance 4.4  4.04  0.36  

Empathy 4.43  4.17  0.26  

Over all mean score 4.4  4.13  0.27  

 

 

 

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 

Tangibility 4.28  3.7  0.57  

Reliability 4.38  4.02  0.36  

Responsiveness 4.45   4.04   0.41  

Assurance 4.5   3.94  0.56  

Empathy 4.1   3.9  0.2  

Over all mean score 4.34  3.92  0.42  

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 

Tangibility 4.28  3.7  0.57  

Reliability 4.38  4.02  0.36  

Responsiveness 4.45   4.04   0.41  

Assurance 4.5   3.94  0.56  

Empathy 4.1   3.9  0.2  

Over all mean score 4.34  3.92  0.42  

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 

Tangibility 4.28  3.7  0.57  

Reliability 4.38  4.02  0.36  

Responsiveness 4.45   4.04   0.41  

Assurance 4.5   3.94  0.56  

Empathy 4.1   3.9  0.2  

Over all mean score 4.34  3.92  0.42  

Dimension Customer 

Expectation 

Customer 

perception 

SERVQUAL Gap 
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Diagram 13 : The SERVQUAL Gap of all three hotels. 

4.9 . The SERVQUAL gap analysis: 

Evin Hotel: 

The average of SERVQUAL gap score of Evin hotel is 0.01(near zero)
 
 so this hotel is 

successful in obtaining her guests satisfaction and the diagrams shows the guest are satisfied in 

hotel services, in some aspects hotel is able to meet guests needs and sometimes more than their 

expectation for example in Tangibility and Assurances dimension. 

Enghelab Hotel: 

The average of SERVQUAL gap score of Enghelab hotel is 0.27
 
.The dimensions which make 

guests dissatisfied in Enghelab more than other dimension are tangibility and assurance and these 

may be due to fact that the guests have paid a high price and so expected to be accommodating in 

a modern and high level room, although most of rooms, facilities and equipments in this hotel 

have been utilized for a long time but most of them are in a suitable condition for using.  

                                                           
 
 Table 2.6 
 
 Table 2.7 
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Another dimension that is not able to satisfy the guest is Responsiveness exactly, it is due to 

some guest expected to be treated as a "king"
 
 , but a few staffs have a friendly behavior seldom. 

Most part of Enghelab Hotel have been reconstruct several times during this past half century, 

but it need to be reconstruct completely and all hotel equipment to be renewed.It would decrease 

the gap distance described. 

The solution of training staffs, would change staff behavior and so guest neutral perceptions 

toward being satisfied. 

Kowsar Hotel: 

The average of SERVQUAL gap score of Kowsar hotel is 0.27
 
.Although this hotel is older than 

others but this hotel is more successful than Enghelab in achieving guest satisfaction. 

Tangibility dimension makes further gap than other dimension and it is because of old building 

as well as structure. The friendly and professional behavior of staffs covers most of problems and 

the management of hotel pays a lot attention to training of staffs constantly. 

4.10 . Reasons for success of these hotels in average of occupied percentage 

yearly
  

: 

According to questionnaire more than 90 percent of guests who experience staying in these 

hotels would come back 
  

and 94 percent of them would recommend staying in these hotels to 

others
  

 so it is found out that hotels are close to reach their aims to make their guests as "loyal 

customers". There are some reasons for the results as follows: 

 

1. Poor competitiveness 

2. Location 

3. Famous chain (Parsian Hotels) 

                                                           
 
 Kotler et al(1996:1) 
 
 Table 2.8 
  

 More than 80% during last 5 years 
  

 Table 1.5.1 
  

 Table 1.6.1 
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4. Trained staff (In comparing with others) 

5. Complex services (what a guest expects from a four star hotel in Iran is available) 

6. Sufficient marketing 

7.  Skilled management 

In chapter five, numerous suggestions and recommendations would be offer for hotels to 

match their guest expectations and perceptions.   
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5.1 . Introduction: 

The results of the finding were presented in the chapter 4,and in this chapter we are going to 

discuss on the statistical analysis of findings in general as conclusion and also we present the 

implications of the study, limitations of the study, and offer some suggestions and 

recommendations for further studies  

 

5.2 . Conclusion 

 

In conclusion, knowing how consumers perceive service quality and being able to measure 

service quality can improve the management of the service organizations.  

In this research, the SERVQUAL instrument, developed by Parasuraman(1985 ), has been 

applied in measuring customer satisfaction of three 4 star hotels of Parsian hotel chain. By 

measuring the customer satisfaction the organization is able to find out the issues and problems 

that affect its survival and profitability and also it provides reliable data that can be used to 

monitor and maintain improved service quality. 

SERVQUAL is used to measure customer expectation and perception toward the service quality 

of the scaled hotels. Five dimensions of service quality of the Hotels were tested in this study; 

tangibility, reliability, responsiveness, assurance, and empathy. A standard questionnaire with 

22, statements was distributed randomly to 30 guests of each hotel, who stayed at the hotels 

between June 1st to 10th, 2013 , aimed to determine the level of their expectation and perception. 

5.3 . Research Question 

Chapter five  

(Summary and Conclusion)  
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1-What is (are) the guests expectation and perception towards the quality of  the delivered 

services? 

2- What is (are) the existing gap between the guests expectation and perception toward the 

quality of the delivered service?  

3-What is (are) the strategies that are adapted by hotel to enclose the existing gap between 

customers’ expectations and perceptions? 

According to  the research questions, we determine the level of the  customer‟s expectation and 

perception and the discrepancy gap (gap No. 5), through the data collected from the 

questionnaires, in chapter four. 

The results shows that the „assurance and guarantee‟ dimension generate the highest level of 

expectation (4.64) in the Parsian Evin and also the same dimension raised the highest level of 

perception in the same hotel (4.66). 

 

In this research we try to evaluate the selected hotels guest‟s satisfaction and find the possible 

existing gaps. According to finding the average of guest expectation and perception in five 

dimensions is almostequal; It means that hotel is doing well in understanding customers‟ needs 

and the guests‟ satisfaction with the services. In Parsian Enghelab and Parsian Kowsar, 

perception is a little bit lower than expectation, which yields on a negative servqual gap model. 

In other words they need to make some improvement and work more on the five dimension of 

service quality. 

5.4 . Implications of the study 

 

Service quality is needed for creating customer satisfaction and service quality is connected to 

customer perceptions and expectations. The analysis of the results can help the managers of this 

three hotels to find out their weakness and strength toward service quality in order to be 

successful in the competitive market. Hotel managers must attempt to fulfill their guests’ 

needs, and deliver better quality to improve the customers‟ satisfaction, and make them loyal to 

the hotel.  
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This study had the following implications: 

1. Hotel guests nowadays are familiar with the good service and never pay for poor ones. They 

come to the hotel with high expectation and ask high quality services.  It is obviously clear  that 

the expectations of all respondents in all the three hotels is high even in the dimensions which 

are intangible. 

2. Management Of the three hotels should arrange special courses for the staff to improve the 

quality of the delivered services and enclose the gap No. five especially in effective 

communication of the employees to arise the quality of the perceived services. 

3. Tangible dimension of the service is the strongest dimensions of satisfaction, and  because of 

its nature influences customer judgment toward the quality of the service before the other 

dimensions. Hence, it shows that the physical characteristic of the hotel services needs 

improvement and some changes are required to increase the tangibility dimensions of quality. 

4. Human Resource Management has a vital duty to prepare the hotel employees to do their best 

in feeding the guests. For example In-house training programs should be arranged to make the 

hotel staff ready to perform their tasks properly. 

5. This study explores that the service quality is a non- stop process and we can say that 

customer satisfaction is the result of quality in all servqual dimensions. 

6. In the sample hotels, the results revealed that the Parsian Evin hotel raised the highest level of 

both expectation and perception and the Parsian Engelab hotel got the lost level in the sum of the 

expectation and perception. 

7.  Nowadays, in competitive environment of hotel industry it essential for all the  hotels to 

measure their guests‟ satisfaction. In this evaluation the hotel management can find out a lot of 

real data and information to improve and increase  the quality of the services. 

5.5 . Limitations of the research and suggestions for the further researches 

 Although we do our best to implement the research correctly and achieved the results, we are 

aware that still there are some limitations and shortcomings which are unavoidable. So we 

suggest for the further researches as follows:  

1. Finding of this study cannot be generalized to other hotels because of the different social and 

economical status of respondents of each hotel. 
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2.  90 respondents who participate in this research were the guests of the three Parsian 4 star 

hotels from the same chain, probably with the similar market share. If the respondents were 

chosen from other chain hotels the result would be more comparable and different.  

3. Because of the significance of gap number five (customer gap) in this study we concentrate on 

it in order to measure the level of guests satisfaction. 

4. Some of the guests refused to participate in this survey and this influence the results. For 

example some of the foreign guests did not return the questionnaires and it was difficult to 

collect the surveys on time. 

5. It is clear that the hotel guests have different judgments about the hotel service, at the first 

time they face or meet the services; Moments of truth: in various situations they may have 

different opinions. 

 6. The type and the number of sample group in a research are very important. In order to get 

reliable and correct findings, researcher should carefully select the scope of the study, according 

to the research question and expected results. In this study we choose three hotels from the same 

chain and use servqual model to measure the guest satisfaction, but some of other factors for 

example; environmental, economical, demographical, cultural changes can influence the results. 

It can be interesting to study the impact of all these factors in a separate research and also use 

other instruments instead of this one. 

5.6 . Suggestions for further researches 

 Further researches should be carried out in order to enhance the understanding of the concepts of 

service quality and customer satisfaction and the way of measuring, because they are very 

important for service organisations in the terms of profitability and growth.  

A similar study could be conducted with a larger sample size so that results could be more 

reliable and accurate. 

5.7 . Suggestion and Recommends: 

To improve the quality of the services in these hotels, at the end of chapter 4, some advantages 

are mentioned  as follows: 

 

 



54 
 

1. Poor competitiveness 

There are not enough hotels around Tehran to stay, the number of hotels is less than request so 

most of guests don‟t have opportunity for selection, this can be an opportunity for hotels, and on 

the other hand, nongovernmental investigations in this industry may be a threat for all hotels.     

2. Location: 

Enghelab and Kowsar hotels are located at the heart of the official centers of Tehran and Evin is 

at the corner of Tehran EXPO. These advantages may be considered as the strengths for them 

while being located in the noisy and crowded areas may be the weakness of Enghelab and 

Kowsar hotels.  

3. Famous chain (Parsian Hotels): 

All the three hotels are the branches of Parsian Hotels Company; the company is contained 22 

properties all over the country with a variety of stars which creates an opportunity for guests to 

choose their destinations hotel. 

 

4. Trained staff : 

In comparing with others these hotels pay a special attention to staff training and it is one of the 

strength points of  them. In addition this can make motivation in staffs. 

5. Complex services : 

What a guest expects from a four star hotel in Iran is expectable but there are some extra services 

that other competitors are able to offer to their guests e.g. smoking rooms and…this is a 

weakness for these three hotels. 

6. Sufficient marketing: 

Not only the hotels have an independent center for marketing but also there are some specific 

agency where marketing is done perfectly as AITO and Persepolis. 

7.  Skilled management: 
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The head board of Parsian Hotels Company pays a great attention to training, experience, ability 

and other aspects of a manager. 
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Subject 

                 Expectation Perception 

Less important        More important 
 

Disagree              Agree 

1 2 3 4 5 1 2 3 4 5 

Ta
n

gi
b

ili
ty

 

1 .The hotel has modern-looking equipment. 
 

          

2.  The hotel’s (physically) facilities are visually appealing. 
 

          

3. The hotel’s employees are neat-appearing. 
 

          

4. The materials associated whit the service (such as Pamphlets,  
 Statements and …) are visually appealing at the hotel. 
 

          

R
e
li
a
b

il
it

y
 

5. When the hotel promises to do something by a certain time it does so. 
 

          

6. When you have a problem, the hotel shows a sincere interest to solve it. 
 

          

7. The hotel performs the service right the first time. 
 

          

8. The hotel provides its services at the time it promises to do so. 
 

          

9.  The hotel insists on error-free records. 
 

          

R
e
s
p

o
n

s
e

 

10. The employees of the hotel tell you exactly when services will be performed. 
 

          

11. The employees of the hotel give you prompt service. 
 

          

12. The employees of the hotel are always willing to help you. 
 

          

13. The employees of the hotel are never too busy to respond to your request.           

A
ss

u
ra

n
ce

 a
n

d
 G

u
ar

an
te

e
 

 

14. The behavior of the hotel staff instills confidence in guests.           

15. You feel safe in your transactions with the hotel.           

16. The employees of the hotel are consistently courteous with you. 
 

          

       17. The employees of the hotel have the knowledge to answer your question.                

E
m

p
a
th

y
 

18. The hotel gives you individual attention. 
 

          

19.  The hotel has operating hours convenient to all its guests. 
 

          

20. The hotel gives you personal attention. 
 

          

21.  The hotel will have the guests’ best interests at heart. 
 

          

22. The hotel understands your specific needs. 
 

          

Table 2.9.Questionairre (in English) 
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Dear Guest: 

The present study covers hospitality management and we have based our dissertation upon customer 

satisfaction in The Parsian Hotel, Your comment and feedback will help the hotel and us to identify 

the areas where service improvement is needed. 

Please tick the box to answer the following questions: 

1. Gender: Male                   Female 

2. Age: 15-20                                  21-30                   31-50                        over 

3. How many nights did you stay at hotel? 

1night               2nights               3nights          more 

4. Please rate yourself in terms of frequency of travel: 

Seldom traveler               frequent traveler         High experienced traveler 

5. According to your personal evaluation would you return to this hotel? 

Yes                         No 

6. Would you recommend this hotel to friends or relatives? 

Yes                        No 

If your answer is NO, please let us know why: 

 

Thank you very much for your participation 
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 ثِ ًبم خذا

 

:هیْوبى گزاهی    

 ثب سالم

ّذف اس پزسشٌبهِ ثزرسی اًتظبرات هیْوبًبى .ایي پزسشٌبهِ ثخشی اس پبیبى ًبهِ داًشجَیبى داًشگبُ لَلئب هیجبشذ 

ارایِ شذُ  ثب سپبس اس سهبًی کِ جْت پبسخگَیی ثِ پزسش ّبی.ّتل اس خذهبت ٍ کیفیت  دریبفت شذُ هیجبشذ

.هیگذاریذ ثِ آگبّیتبى هی رسبًذ کِ اطالعبت شوب کبهال هحزهبًِ تلمی شذُ ٍ پس اس ثزرسی اهحب خَاّذ گزدیذ  

ًتبیج ایي تحمیك ثِ ّتل در جْت شٌبسبیی تَلعبت ٍ اًتظبرات هیْوبًبًش کوک ًوَدُ تب ًسجت ثِ ارایِ خذهبت 

.هٌبست تز الذام ًوبیذ  

:راٌّوبیی  

دٍ ستَى اصلی است ستَى ًخست هزثَط ثِ اًتظبرات شوب اس ّتل، کبرکٌبى ٍ خذهبت ارایِ شذُ  پزسشٌبهِ دارای

.  هیجبشذ ٍ ستَى دٍم هزثَط ثِ هیشاى ثزآٍردُ شذى اًتظبرات شوب ٍ خذهبت دریبفتی هیجبشذ  

                                       خبًن                     آلب                                                  :جٌسیت.1

ثیشتز                                                                                  50-31               30-21            20-15:                 سي. 2 

شت          ثیشتز                                       3شت        2شت         1:چٌذ شت در ّتل البهت داشتِ ایذ.3  

ثٌذرت                  هعوَال                         ّویشگی                                    : تعذد هسبفزتْبی جٌبثعبلی.4  

ثلِ               خیز                                      : جزثیبت شوب آیب ثِ ّتل هجذدا ثز خَاّیذ گشتثب تَجِ ثِ ت.5  

ثلِ                خیز                                         : آیب ّتل را ثِ دٍستبى ٍآشٌبییبى خَد پیشٌْبد هیٌوبییذ.6  

:                                                               را تَضیح دّیذ اگز پبسختبى خیز است لطفب دلیل آى  
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 آًچِ دریبفت کزدیذ  آًچِ اًتظبر داریذ هَضَع

 هخبلف                             هَافك کن اّویت                  پزاّویت

 تجْیشات ّتل هذرى ٍ هٌبست است 1 ثعذ فیشیکی

 

1 2 3 4 5  1 2 3 4 5 

.(رستَراى -خبًِ داری-رٍم سزٍیس)اهکبًبت ٍ تسْیالت فیشیکی ّتل هطلَة است 2  

 

1 2 3 4 5  1 2 3 4 5 

.پَشش پزسٌل ّتل تویش ٍ آراستِ است 3  

 

1 2 3 4 5  1 2 3 4 5 

در ّتل اس ظبّزی هطلَة ثزخَردار ..(صَرت حسبثْب-فزهْب)الالم هزتجط ثِ خذهبت در ّتل  4

.است  

 

1 2 3 4 5  1 2 3 4 5 

ثعذ لبثلیت 
 اعتوبد

 ٍلتی ّتل ٍعذُ اًجبم کبری را در سهبى خبص هیذّذ حتوبً ثِ آى عول هیکٌذ 5
 

1 2 3 4 5  1 2 3 4 5 

.ٍلتی هیْوبى هشکلی دارد پزسٌل صویوبًِ ٍ ثبعاللِ هشکل هیْوبى را حل هیکٌٌذ 6  

 

1 2 3 4 5  1 2 3 4 5 

.ًظز را در ّوبى ثبراٍل ثِ درستی ارائِ هی دّذّتل خذهبت هَرد  7  

 

1 2 3 4 5  1 2 3 4 5 

.ّتل خذهبت خَد را در ّوبى سهبًی کِ ٍعذُ دادُ ارائِ هی دّذ 8  

 

1 2 3 4 5  1 2 3 4 5 

.ّتل اطالعبت را ثذٍى ّیچگًَِ خطبئی ثجت هی کٌذ 9  

 

1 2 3 4 5  1 2 3 4 5 

.هیْوبًبى خَد سهبى دلیك اًجبم خذهبت هَرد ًظز را هی گَیٌذپزسٌل ّتل ثِ  10 ثعذ پبسخگَئی  

 

1 2 3 4 5  1 2 3 4 5 

.پزسٌل ّتل در کوتزیي سهبى هوکي ثِ هیْوبًبى خذهبت ارائِ هی دٌّذ 11  

 

1 2 3 4 5  1 2 3 4 5 

.پزسٌل ّتل ّوَارُ ثزای کوک ثِ هیْوبًب ى هشتبق ّستٌذ 12  

 

1 2 3 4 5  1 2 3 4 5 

کبرهٌذاى ّتل ّزگش اًمذر هشغَل ًیستٌذ کِ ًتَاًٌذ ثِ در خَاستْبی هیْوبًبى پبسخ  13

.ثذٌّذ  

 

1 2 3 4 5  1 2 3 4 5 

ثعذپشت گزهی ٍ 

 ضوبًت

.رفتبر کبرکٌبى ّتل ثِ هزٍر اعتوبد را در هیْوبًبى ایجبد هی کٌذ 14  

 

1 2 3 4 5  1 2 3 4 5 

.هی کٌٌذهیْوبًبى در ّتل احسبس دلگزهی ٍ آراهش  15  

 

1 2 3 4 5  1 2 3 4 5 

.پزسٌل ّتل ثسیبر هَدة ّستٌذ 16  

 

1 2 3 4 5  1 2 3 4 5 

.پزسٌل ّتل داًش ٍ اطالعبت کبفی ثزای پبسخگَئی ثِ سَاالت هیْوبًبى را دارًذ 17  

 

1 2 3 4 5  1 2 3 4 5 

.کبرهٌذاى ّتل تَجِ ٍیژُ ٍ شخصی ثِ هیْوبًبى دارًذ 18 ثعذ ّوذلی  

 

1 2 3 4 5  1 2 3 4 5 

.سبعتِ ارائِ هیذّذ24ّتل ثِ هیْوبى خذهبت  19  

 

1 2 3 4 5  1 2 3 4 5 

 ّتل هجْش ثِ ارائِ خذهبت فزدی ثِ هیْوبًبى  تَسط پزسٌل است 20

 

1 2 3 4 5  1 2 3 4 5 

 5 4 3 2 1  5 4 3 2 1 ّتل ثْتزیي ّب را ثزای هیْوبى خَد هیخَاّذ 21

.هیْوبًبى را هی داًذ ّتل ًیبسّبی ٍالعی 22  

 

1 2 3 4 5  1 2 3 4 5 
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