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ABSTRACT 

 

This study investigates the influence of service quality and personality factors on customer 

satisfaction and reuse intentions in the hotel industry. It aims to develop and empirically test a 

theoretical model that measures the effects of the various dimensions of service quality and 

personality on customer satisfaction. 

To this end, a quantitative survey approach was employed to collect primary data from the 

respondents (hotel guests/customers) by administering a structured questionnaire through an 

online survey. More precisely, this research evaluates how service quality and personality factors 

influence customer satisfaction and reuse intentions in the hotel industry in Sydney. 

The target population included individuals older than 18 years old and stayed in Sydney 

hotels. Six dimensions of service quality (i.e., tangibility, location, responsiveness, reliability, 

assurance, and empathy) and the Big Five personality factors (i.e., openness, conscientiousness, 

extraversion, agreeableness, and neuroticism) were identified as having the potential to influence 

customer satisfaction and reuse intentions. This study further investigates the association between 

customer satisfaction and reuse intentions in the hotel sector in Sydney using a structural equation 

model (SEM) approach. Moreover, this study also examines the difference between international 

and domestic visitors in terms of the effects of service quality and personality factors on their 

satisfaction, and extends the analysis conducted by previous studies. 

The study's findings confirm that the five constructs of service quality and three constructs 

of personality factors influence customer satisfaction. Finally, the results reveal that customer 

satisfaction is a significant predictor of reuse intention. The implications of the study are explained, 

and some suggestions for further research are provided to generalize these relationships to other 

sectors/contexts. 

 

Keywords: Service quality, Customer satisfaction, Personality factors, Reuse intentions, 

SERVPERF, Hotel, CFA, EFA, SEM  
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CHAPTER 1 

INTRODUCTION 

1.1 Introduction 

Service marketing is demanding for its internal structure since it is entangled, impalpable, 

and highly varying (Akbaba, 2006; Afthanorhan et al., 2019). Either service marketers or 

marketing scholars should consider the idiosyncratic nature of service in deliberation over service 

quality concerns (Kotler, 2015; Lewis & Booms, 2013; Nunkoo et al., 2019). 

Parasuraman et al. (1988) stated that service quality is an attribute or a global judgment 

relating to service precedence. Customers seek worthier and higher services. Accordingly, the 

marketer is compelled to meet their expectations regardless of the changeable nature of such 

services. A brand can have a unique position if it delivers steady service quality (Paulus, 2020), 

develops its reputation (Smith, 2020), multiplies the competitive lead of the firm (Nunkoo et al., 

2019), and enlarges the level of customer satisfaction (Amaro & Duarte, 2015). In addition, this 

position can be because the brand may emphatically hand out clients’ values (Albayrak, Caber, 

and Çömen, 2016) and accelerate the prospect of affirmative reuse intentions of the clients toward 

the products or services in the matter of reconsideration and positive word of mouth (WOM) 

endorsements (Agag and El-Masry, 2016). Thus, achieving and sustaining customer satisfaction is 

highly significant to all hotel administrators. They attempt to fulfill this aim as much as possible 

(Ardani et al., 2019). 

Planned behavior and reasoned action theories are typical approaches in exploring the 

interrelationships among customer satisfaction, service quality, and reuse intentions (Hu and Kim, 

2018). These models represent how human behaviors are directed by their lucid objectives (Ajzen 

& Fishbein, 1980), how personal intentions steer performance effects, and the level of commitment 

the individuals assigned to a specific behavior (Amaro & Duarte, 2015). Hence, considering an 

organization and endorsing the brand to others are highly associated with the so-called service 

quality (Ismail et al., 2016) and substantial value and satisfaction (Fernandes & Solimun, 2018; 

Surahman, Yasa, and Wahyuni, 2020). 

However, it should be noted that the impact of service quality on customer satisfaction and 

reuse intentions is diverse and mixed across the areas of businesses/industries (Gumussoy & 

Koseoglu, 2016; Hannan et al., 2017; Shahid Iqbal, Ul Hassan, and Habibah, 2018). In this regard, 
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despite the causative effect of service quality on reuse intentions (Izogo & Ogba, 2015) in the 

hospitality industry, Ithnan and Ariffin (2020) and Javed and Cheema (2017) applied the perceived 

value and satisfaction to examine reuse intentions in different service settings.  

The first chapter explores the background of this study. It focuses on the historical 

background of the tourism and hospitality industry in Australia, which sets the context of this 

study. The chapter also covers the main objectives, research questions, and significance of the 

study. The final section presents the definition of critical terms and the organization of the thesis. 

1.2 Background of the study 

1.2.1 Tourism and hospitality industry in Australia  

The tourism industry has been considered one of the most important factors over global 

economies during the past 50 years. Regarding the United Nations World Tourism Organization 

(2020), this industry has employed over 330 million people worldwide in 2019 and generated 

10.4% of global gross domestic product (GDP). Tourism accounts for 10.2% of the world’s GDP, 

less than 8.1% of worldwide commerce, and one in ten jobs globally and is one of the most elastic 

trading enterprises (Xiang et al., 2021). 

Table 1.1. Share of GDP generated by the tourism industry worldwide 
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According to international tourist, which is two key tourist indices, eight out of the top ten 

destinations emerged in both lists. France, Spain, the USA, China, Italy, and Turkey continue to 

be the world’s most important tourism destinations. Surprisingly, although Australia was not on 

the list of the top ten international tourist arrivals/receipts, more than nine million tourists visited 

this country overseas in 2019 (United Nations World Tourism Organization, 2020). Additionally, 

the Australian tourism industry marked 3.2% of the national GDP, contributing $61.1 billion to 

the economy. Tourism’s contribution to GDP grew at a faster rate compared to the national 

economy, with 74% and 26% attributed to domestic and international visitors, respectively 

(Tourism Research Australia, 2021). 

The Australian hotel industry plays a vital role in helping the Australian economy, and it 

is a significant contribution to the provision of accommodation to millions of customers. 

International visitor arrivals to Australia have enlarged at an average of 2.3% annually since 2002. 

According to Tourism Research Australia (2021), approximately half of all international visitors 

visit this country on holidays, and nearly three-quarters travel for leisure (i.e., either for going on 

holiday or visiting friends or relatives). Thus, the hotel industry is an important sector of the 

economy. Hotels are significant buyers of locally supplied services and goods, extending either 

essential sustenance to local organizations or a valuable service as a gathering and entertainment 

center for both the local community and tourists.  

In 2020, The Australian Hotels Association commissioned Price/Water house/Coopers 

(PwC) to research the significance of the hotel industry in Australia. Drawing conclusions from 

PwC’s review and study results, average employment per hotel generated a total industry 

employment estimation of 260,000, with more than 9500 Australian hotels across the country. 

(Munawar et al., 2021). The ever-increasing number of visitors and expenditure acknowledge 

Australia’s ongoing attraction as a tourism destination. Asian visitors funded more than 53% of 

overseas visitor expenditures. Likewise, the rate of arrivals originating from the USA and the UK 

increased compared to 2018. The number of UK and US visitors improved by 6% and 15%, 

respectively. The enhancement in the worldwide economic stance, the unremitting economic 

recapture in Australia’s orthodox inbound source markets (the USA and the UK), and an ever-

increasing delight in leisure travel heralded a growth in the number of international visitor arrivals. 
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The tourism industry in Australia, however, seems to confront a highly competitive 

ambiance as there is a significant growth in marketing on the part of rival destinations, changes in 

distribution channels, and ever-growing media options for the consumer (United Nations World 

Tourism Organization, 2020). Over 800,000 American tourists traveled to Australia between June 

2018 and May 2019, which is considered a record peak. This number has been steadily growing 

since 2010 (ABS1, 2021). 

 

Figure 1.1. American visitors to Australia  

 

The United States of America accounted for 9.0% of all international tourism in Australia 

for the 2018/19 year. After China and New Zealand, America currently ranks 3rd for the top 

visitors to Australia. Chinese international tourists spent around $13 billion in Australia in 2019, 

while tourists from New Zealand spent nearly $3 billion in this country in the corresponding year 

and ranked 2nd for the top visitors to Australia. Approximately 9.5 million international tourists 

                                                           
1 Australian Bureau of Statistics  
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visited Australia in 2019, highlighting a 2.5% growth from 2018 when 9.2 million international 

tourists visited Australia and showing the number of tourists who visit Australia each year. 

 

Figure 1.2. Top countries sending visitors by the country of residence 

                          Source. ABS (2021). 

Table 1.2. Number of tourists visiting Australia each year 
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Since 2011, Australia has experienced continuous growth in international arrivals. This 

trend is expected to continue, with projections predicting that the number of international tourists 

visiting Australia will reach 16 million by 2025–2026. Table 1.3 compares Australia's number of 

accommodation rooms from 2011 to 2019. This number increased by around 17% during eight 

years (United Nations World Tourism Organization, 2019). 

Table 1.3. Number of accommodation rooms in Australia 

 

Hotel industry growth in Australia was remarkable during the last ten years. The Australian 

hotel industry significantly contributes to the Australian economy. According to Colliers (2019), 

Australia, China, and Hong Kong had the most hotel industry growth during 2010-2019. 

Table 1.4. Hotel industry growth among different countries 
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The number of short-term domestic resident departures and international arrivals to 

Australia has represented a continuous increase during 2012-2020. Although this number was only 

8.5 million for domestic departures, it increased to 11.6 million in 2020 (ABS, 2020). 

Table 1.5. Short-term domestic departures and international arrivals 

 

              Source. ABS (2020). 

The Australian tourism industry has significantly increased in both international and 

domestic markets during the last ten years. However, the COVID-19 pandemic has caused severe 

disruptions to tourism demand, both internationally and in Australia in particular (Munawar et al., 

2021). The industry experienced: 

 An unexpected halt in international visitation 

 Increased safety and health concerns 

 More restrictions on domestic mobility 
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Table 1.6 provides the total overseas departures and arrivals from June 2011 to June 2021. 

According to data, the total arrivals were nearly 1.5 million at the beginning of the COVID-19 

pandemic, while this number dramatically decreased to only 102,000 in June 2021 (Lim et al., 

2021).  

Table 1.6. Total overseas departures and arrivals from June 2011 to June 2021 

 

 

1.2.2 An overview of the Sydney hotel industry  

Hotels exert an essential role in the overall customer satisfaction at a particular destination. 

According to Cooper and Schindler (2006), the accommodation provides vital support services to 

satisfy broader motivation for attracting the customers to the destination. Consequently, hotels 

should provide the type of service that will motivate new customers while satisfying current 

customers. It is noteworthy that hotels have traditionally provided premium services and facilities. 

Nevertheless, customers have increasingly demanded more excellent value for their money over 

the past decade, requesting higher levels of facilities and services. This has forced hotels to further 

contend with each other in offering services and facilities. 

In Sydney, Australia, hotel managers are encountered with the extra challenge of supplying 

further accommodations. Occupancies have remained stable, and the Sydney Olympics in 2000 
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temporarily boosted demands. Nonetheless, hotel managers remain concerned that the supply of 

accommodation hardens achieving reasonable returns for the shareholders in the next ten years. 

Despite this notable supply increase, the demand for accommodation has promptly grown by 4% 

per annum. Hotel managers should redefine themselves to reduce costs while obtaining a 

competitive advantage and enhancing customer satisfaction. The service quality variables have the 

considerable potential to create such a distinction (Parasuraman et al., 1988), particularly relevant 

for competing hotels in a similar category. 

The Australian hotels industry is an essential contributor to the economy of Australia and 

plays a significant role in supplying accommodation to millions of patrons. Australian 

accommodation providers employed more than 886,000 individuals, accounting for 6.7 percent of 

the total workforce (Lim et al., 2021). Furthermore, the obtained market value by the hotels was 

appraised to amount to nearly AU 5 billion dollars, accounting for around 0.6% of Australia’s 

GDP. For 2019/20, there were more than 19 million international visitor nights in Sydney, 

accounting for 58.5% of the total visitor nights and around 14 million domestic visitor nights in 

Sydney. The average length of stay for international visitors was around 20 nights, while only 2.7 

for domestic visitors. The holiday was the primary purpose of traveling to Sydney for overseas 

visitors, while most domestic visitors came to Sydney to visit relatives (Tourism Research 

Australia, 2021). The visitor profile in Table 1.7 shows significant differences between 

international and domestic visitors, which indicates the need to examine the aspects contributing 

to customer satisfaction of each segment. 

Table 1.7. Sydney visitor profiles 
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1.2.3 Major factors governing customer satisfaction and hotel choice  

Various marketing studies have investigated the relationship between service quality and 

customer satisfaction in the hotel sector in many countries (e.g., Westbrook & Oliver, 1991; Rust 

& Oliver, 1994; Oliver, 1997; Hicks et al., 2015). However, only a limited body of research, such 

as the study by Presbury, Fitzgerald, and Chapman (2005) and the present one, has attempted to 

demonstrate the relationship between the Big Five personality factors and their effect on customer 

satisfaction in Sydney. 

Research studies concerning the main factors in hotel customer satisfaction have been on 

the rise in tourism (Yang, Mao, and Tang, 2017). For example, Zhou et al. (2014) identified six 

dormant factors impacting the level of customer satisfaction with hotel services, including the 

quality of room facilities and staff performance, variety and effectiveness of services, value for 

money, business-related services, and safety/security. Previous research indicated that service 

quality and price constitute the most significant factors mutually influencing customers’ 

purchasing behaviors and found a trade-off relationship between the two variables (Yang, Mao, 

and Tang, 2017). The low price was consistently reported to negatively correlate with service 

quality desires (Zhao et al., 2019). In such an association, a good incentive for cash is experienced 

if a hotel offers rooms to clients at highly cheap rates. Hence, it is suggested that a negative 

association exists between the price and service on the customers’ general satisfaction rating. 

 

1.3 Statement of the problem 

Previous studies in the hospitality industry have concentrated on service management as a 

crucial factor in this field (e.g., Wilkins, Merrilees, & Herington, 2007; Bhakar, 2015; Gannon et 

al., 2017; Chhabra, 2018; Zhang et al., 2020). Although the very nature of service quality and the 

association between service quality and other variables such as customer satisfaction and reuse 

intentions have been the researchers’ main concerns (Akroush et al., 2016), limited knowledge 

exists about the contribution of variables such as personality factors to customer satisfaction. 

According to Mowen (2011), personality factors have a significant role in customer 

behavior since they reflect their psychological characteristics. The Big Five personality factors, 

which have been widely used in customer behavior studies and marketing, were mainly reported 

to influence consumers' affective responses (Zhao et al., 2019), satisfaction (Matzler et al., 2005), 
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and loyalty (Lin, 2010). Jani & Han (2014) hold the view that many researchers attribute customer 

satisfaction in the hotel sector to aspects like price and cost, service environments, and 

consumption emotions.  

There have been limited studies that have demonstrated the effect of personality factors on 

customer satisfaction in the hotel sector. (Han & Ryu, 2009). Han & Ryu (2009) and Jani & Han 

(2014) call for further studies on the influence of personality traits in the hospitality industry, 

considering that almost all of the recent studies on personality factors were aimed at the importance 

of goods rather than services. Unfortunately, none of these studies have integrated personality 

traits with customer satisfaction and service quality in a single study to determine their 

relationships in the hotel sector. Thus, this study attempts to respond to the above and many other 

researchers' calls by investigating the extent to which personality traits influence customer 

satisfaction in the Sydney hotel industry. Although the cognition and effect of elements are 

determined by individuals’ personality factors (Jania & Hanb, 2015), a limited number of studies 

have applied and developed personality factors in analyzing affective responses and cognitive 

assessment in hotel sectors (Jani & Han, 2013).  

A host of studies examined the factors influencing service quality and demonstrated that 

they differ between industries, countries, and even cultures (e.g., Jiang & Zhang, 2016; Han & 

Ryu, 2009) and have a different status in developed and developing countries (e.g., Jyothis & 

Janardhanan, 2012; Kajenthiran, 2018). Despite the changes caused by globalization, communities 

retain their central cultural standards, principles, and identities over many generations (Akroush et 

al., 2016; Mokhtar & Sjahruddin, 2019). Consequently, contextualized Australian research is 

required to achieve a comprehensive and deeper perception concerning how customers observe 

the service quality of the Australian hotel industry. In consequence, a research study should be 

developed to frame and test a conceptual model explaining the impact of different dimensions of 

service quality and personality factors on customer satisfaction and reuse intentions. Finally, this 

study also examines the difference between international and domestic visitors regarding the 

effects of service quality and personality factors on their satisfaction and extends the analysis 

conducted by previous studies. 
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1.4 Study objectives 

The objectives of the present study are as follows: 

1. To determine the influence of service quality on customer satisfaction in the hotel sector. 

2. To evaluate the effect of personality factors on customer satisfaction in the hotel sector. 

3. To test the association between customer satisfaction and reuse intentions in the hotel 

sector. 

4. To develop and test a quantitative model of customer satisfaction with theoretical 

arguments leading to testable hypotheses on the different impacts of the antecedent factors 

of personality and service quality. 

5. To test and identify the differences in the levels of customer satisfaction in the context of 

the domestic and international visitor profile of the hotel sector in Sydney. 

 

1.5 Research context 

The study was performed in hotels based in and around the central business district (CBD) 

of Sydney, Australia. As previously stated, hotels are considered an integral part of tourism and 

mainly contribute to providing accommodations. However, they also take large parts of the tourism 

revenues and employ a wide range of staff in tourism. Various types of hotels exist in Sydney, and 

there are no clear global criteria for classifying hotels. However, a combination of several criteria 

may be used in this regard. The Sydney hotel market is the largest one in Australia and has well-

performed in recent years with occupancy, average daily rate, and revenue per available room, 

which have all increased since 2006 (Australian Automobile Association, 2016). This study covers 

a multiple group analysis of domestic and international visitors. 

There are three critical challenges facing the Sydney hotel industry: 

• Demand: The aim is to ensure that the number of international and domestic visitors to 

Sydney and their stay continue to expand via strict marketing and holding conferences and 

events. 

• Product and Infrastructure: An investment in catalytic infrastructure (i.e., cruise ship 

terminals, convention centers, transportation infrastructures, and iconic attractions) is 

required to drive long-term demand and growth in international and domestic visitors. 
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• Supply: There is an urgent need to ensure that new hotel rooms can be established in 

Sydney sustainably and profitably (Australian Automobile Association, 2016). 

A balanced approach is required to significantly influence the growth of hotel sectors and 

the tourism industry in Sydney. Efforts to encourage hotel supply should be closely aligned with 

marketing efforts to boost visitation and vital investments in the strategic infrastructure to provoke 

demand (Australian Automobile Association, 2016). The hotels were sorted out based on two 

different criteria (i.e., function and star rating system). 

Table 1.8. Classification of hotels based on their functions 

 

           Source. Rhee & Yang (2015). 

Table 1.9. Classification of hotels in terms of their star grading 

 

          Source. Rhee & Yang (2015). 
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For the present study, data were collected in the field from three-, four-, and five-star hotels 

as classified by the Australian Automobile Association (2016). Australia's star ratings have been 

operating since the 1950s, and it was then organized by the Australian Automobile Association 

Tourism as a peak body (Wilkinson and Birmingham, 2003). While numerous studies have been 

conducted on the hospitality industry in the area of service quality across all types of hotels (e.g., 

Barsky & Labagh, 1992; Saleh & Ryan, 1991; Ingram & Daskalakis, 1999; Keyt, Yavas, & 

Riecken, 1994), there has not any systematic and empirical studies on Sydney's hotels, after 

evaluating research on service quality and customer satisfaction, the researcher could not find any 

study that identified the factors determining customer satisfaction in the hotels in Sydney, 

Australia. 

Except for Presbury (2009), who addressed the topic of the gap in perceptions of hotel 

attributes from a manager's perspective in Australia, there has been no Australian research found 

on service quality and customer satisfaction in hotels or on hotel performance. After evaluating 

research databases, there was no research conducted in Australia regarding hotel satisfaction. 

Therefore, the present study's primary concern is to develop and test a conceptual model explaining 

the impact of service quality and personality factors on customer satisfaction and reuse intentions. 

It also examines the difference between international and domestic visitors regarding the effects 

of service quality and personality factors on their satisfaction, and extends the analysis conducted 

by previous studies in other countries. 

  

1.6 Significance of the study 

The primary purpose of this study is to determine the nature of the relationships among 

service quality, personality factors, customer satisfaction, and reuse intentions in the context of 

three, four, and five-star hotels in Sydney. Various scholars have been interested in service quality 

and its role in achieving customer satisfaction, and there is a substantial body of literature on the 

interrelationships among these variables. Numerous studies have shown that customer satisfaction 

and service quality relationships are critical to corporate success, as customer satisfaction allows 

organizations to obtain competitive advantages and improve profitability. Nonetheless, service 

quality perception and overall customer satisfaction result from both company- and customer-

related features. For instance, personality factors and emotions as the fundamental antecedents of 
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human behavior have significantly impacted customer attributes in this critical context. (Agag and 

El-Masry, 2016). 

Moreover, the results of this study show the effects of the different personality factors on 

hotel guests’ satisfaction, which should receive special attention from hotel managers. Although 

hotel managers cannot directly control the personality of their customers, they can attempt to 

anticipate the behavior and appropriately respond to different personality types. 

The results of this study will help expand the application of services marketing theory by 

laying out further empirical evidence concerning service quality, satisfaction, personality factors, 

and reuse intentions. The results will help hotel managers with market-oriented strategies and how 

to implement them.  Finally, the study proposes a theoretical framework that analyzes the relative 

effects of both intrinsic, uncontrollable factors (personality) and extrinsic, controllable factors 

(service quality) on customer satisfaction. 

 

1.7 Definitions of key terms 

 The important key concepts repeated throughout this study are defined in the following section:  

 Customer satisfaction 

Different researchers defined customer satisfaction in various paths, but in more recent 

studies, Lu et al. (2016) defined customer satisfaction as the feeling of delight resulting from 

comparing the service or product quality concerning one’s expectations. Similarly, Saks et al. 

(2015) stated that customer satisfaction helps managers build positive customer feelings and trust. 

 Personality factors 

Personality is defined as the psychological qualities such as feelings, thinking, and 

behavior that tend to be unique and permanent (Sohn, 2017). In various contexts, personality is 

characterized in different ways. The psychological qualities that distinguish individuals’ feelings, 

behaviors, and thinking that are enduring and distinct are referred to as personality (Pervin & 

Cervone, 2010). Personality has been operationalized differently in different sectors; however, the 

Big Five factors (Mowen, 2011) appear to be the most often used operationalization in customer 

behavior. These factors include conscientiousness, openness to experience, agreeableness, 

extraversion, and neuroticism. 
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 Reuse intention 

Reuse intention is the likelihood of engaging in a particular behavior. Hence, consumers’ 

prior and constant interactions with a product or service lead to an attitude towards the supplier 

closely related to the consumers’ intentions to buy and order again (Han & Ryu, 2009). 

 Service 

Services are the intangible, non-physical parts of the economy, as opposed to tangible 

products. It is the intangible product that specific industries provide, such as the hotel industry 

(Amissah, 2013). Hotels service their visitors, and they supply accommodation and shelter. (Ali 

and Raza, 2015). Because ordinary people spend more money on their experiences, they have 

higher expectations. Hotel visitors demand more than just superior physical accommodations; they 

desire a unique intangible service experience pushed to the next level. (Osarenkhoe and colleagues, 

2015). 

 Service quality 

From the marketing viewpoint, service quality is an achievement in customer service. 

Service quality refers to how well a service meets or exceeds customer expectations. (Ali and Raza, 

2015). 

 

1.8 Organization of the thesis 

This study is organized into seven chapters. The first chapter includes an introduction, a 

statement of the problem, definitions of key terms, and objectives of the study. 

Chapter two provides the relevant literature review and focuses on the vital selected 

customer satisfaction models for the study under investigation. It also explains service quality, 

personality factors, and the relevant service quality and personality theories. This chapter also 

presents the relationships among the constructs in the conceptual framework according to the 

different views discussed in various studies. It also provides a reasonable basis for the proposed 

conceptual model.  

Chapter three presents the proposed theoretical framework. It outlines the theoretical 

arguments for the relationship between each construct and its definitions. Finally, the last part 

presents the explanations and arguments leading to the study’s proposed hypotheses. 
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The fourth chapter deals with the research methodology. It explains how the conceptual 

framework constructs are measured and operationalized. It discusses issues related to the sampling 

and analysis unit and ends with a description of the data collection instruments and procedures. 

The fifth chapter explains the main sample characteristics. It then provides information 

about exploratory factor analysis (EFA) and reliability tests, respectively. The final part describes 

the method and outcomes of scale validation using confirmatory factor analysis (CFA).  

Chapter six reports the assessment and statistical analysis of the structural model. It also 

describes the model modification, followed by the hypothesis testing results. The last section 

discusses the empirical results of the study. 

The last chapter, chapter seven, addresses the implications of the study to highlight the 

theoretical and consequential issues that might assist hotel managers. More specifically, it 

discusses the implications of service quality, reuse intentions, customer satisfaction, and 

personality factors. The chapter further underlines the study limitations and directions for further 

investigations. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1  Introduction  

This chapter provides the relevant literature review on customer satisfaction, service 

quality, and personality factors which comprise the main constructs of the study. This chapter also 

provides the background for the conceptual framework.   The final section of this chapter reviews 

the service quality models for and customer satisfaction in the hotel industry. 

 

2.2 Customer satisfaction – A historical perspective  

In the last few decades, the significance of customer satisfaction as a fundamental principle 

in marketing invoked multiple studies. The literature documents that satisfied consumers are likely 

to buy more goods or services, recommend them to others, and are less price-sensitive (Lai, 2015). 

Satisfaction was also found to be a vital factor in the potential profit (Kim & Lee, 2017).  

Following Cardozo’s groundbreaking empirical research (1965), Olshavsky and Miller 

(1972) and Anderson and Sullivan (1993) stressed customer satisfaction and product quality. 

Similarly, Cardozo (1965) found that customer satisfaction with a service or product is impacted 

by his/her effort to receive the service or product and meet his/her expectations. Further, it was 

found that customer satisfaction with a product or service might be higher when he/she spares 

considerable effort to receive the product rather than merely making a modest effort.  

This result was in opposition with the common notions of customer satisfaction and 

marketing efficiency. Accordingly, Cardozo (1965) suggested that customer satisfaction is lower 

when the product or service does not meet the expectations compared to when they meet the 

expectations. Despite a comprehensive customer satisfaction study, researchers have yet to 

establish a consensual description of customer satisfaction.  

In addition, Lundstrom and Hunt (1978) stated, "satisfaction is not an emotion, it is the 

evaluation of an emotion, and as such, it becomes a quasi-cognitive construct." Oliver (1997) also 

described satisfaction as a fulfillment response from a customer. "The customer's response to the 

evaluation of the apparent difference between prior expectations or some other norm of 
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performance and the actual performance of the product as perceived after its consumption," 

according to Sivadas & Baker-Prewitt (2000).   

On the other hand, Tam (2004) summarized the volumes of job satisfaction research to 

characterize satisfaction as "a pleasurable or positive emotional state resulting from the appraisal 

of one's job." Other researchers also indicated that a service and product stimulus could predict 

satisfaction in terms of both affective and cognitive aspects (Jay & Dwi, 2000; Chodzaza & 

Gombachika, 2013; Belás & Gabčová, 2016; Yoon and Uysal, 2005). Yang et al. (2016) defined 

satisfaction as "an emotional response to the experiences provided by, or associated with, particular 

products or services purchased, as well as the overall marketplace." Lucia-Palacios, Pérez-López, 

and Polo-Redondo (2020) made a thorough comparison between empirical studies exploring 

customer satisfaction via traditional methods and Internet purchasing methods. The finding 

indicated a noticeable relationship between traditional customer behavior and his level of 

satisfaction concerning the cognitive facet. 

Managers find ways to promote customer satisfaction in the hospitality and tourism 

industry under the challenging environment created by the sophistication of customers' demands 

and market competition. Customer satisfaction is also one of the subjects frequently investigated 

by researchers. They have employed satisfaction-related techniques and theories (Zhang et al., 

2020; Zhou et al., 2014; Sharma & Nayak, 2018; Sigurðardóttir & Helgadóttir, 2015).  

Most studies on lodging customers have focused on assessing the degree of customer 

satisfaction through individual service attributes and customer expectations and desires (Subashini 

& Gopalsamy, 2016; Sudari et al., 2019). There is empirical evidence that visitors' satisfaction is 

a good predictor of their intention to revisit and recommend the destination to others (Riyadi & 

Rangkuti, 2016; Radojevic et al., 2018; Rebull et al., 2018). Finally, Yoon and Uysal (2005) 

described satisfaction as "the buyer's cognitive state of being sufficiently or inadequately rewarded 

for the sacrifice he has undergone." 

 

2.2.1 Definition of customer satisfaction 

Efforts have been made to define satisfaction since Cardozo’s satisfaction paradigm in the 

1960s; however, due to the lack of consensus, satisfaction was described in various ways 

(Fernandes & Pedroso, 2017). For example, Gogoi (2015) suggests that satisfaction is “the 
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favorableness of peoples” subject assessment of some outcomes and experiences related to buying 

or using it.  

Accordingly, Hill and Alexander (2017) define satisfaction as a divergence between 

preceding expectation and following satisfaction occurring after consumption and evaluation. 

Kotler (2015) similarly defined satisfaction as an assessment taking place in two phases: pre-

purchase expectation and post-purchase of a product or service. Based on the pertinent literature, 

customer satisfaction stems from the clients’ understanding of the service quality (Calisir et al., 

2014) relative to the expectation (Zeithaml et al., 2018). Lu et al. (2016) also defined customer 

satisfaction as the feeling of delight due to comparing service or product quality in terms of one’s 

expectations. Furthermore, Heller Baird and Parasnis (2011) noted that customer satisfaction refers 

to:  

“The customer’s feeling regarding the gap between his or her expectations towards 

a company, product or service and the perceived performance of the company, 

product or service.” 

As the review of literature substantiates, several definitions have been proposed for satisfaction by 

different scholars using different paths. The following table outlines some definitions of customer 

satisfaction that may further clarify this concept. 
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Table 2.1. Customer satisfaction definition 

 

As Table 2.1 represents, customer satisfaction has been extensively researched, focusing 

on its relationship to sales growth, market share, and reuse intention. For example, Fornell et al. 

(1996) identified satisfaction based on favorable evaluation and consumption experience, while 

Kim and Ko (2012) highlighted the importance of customer need. In addition, Al-Sabbahy et al. 

(2004) defined satisfaction as a pleasant feeling when a person receives something that he/she 

wants. 

Furthermore, Gogoi (2015) investigated purchasing behaviors and their relationships to 

consumer satisfaction levels, whereas Liu (2015) investigated the importance of cost and benefits. 

According to Hill and Alexander (2017), although customers need to have several positive 

experiences to build their loyalty, turning to an enemy typically requires two negative experiences. 

These definitions show the importance of customer satisfaction in the hospitality industry, as 

customers who have a pleasant experience may return in the future and share their experience with 

others. 
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2.2.2 Hotel guest satisfaction 

The global marketplace for services remains very competitive. Lodging companies have 

tried to increase their quality and service levels, enhance their product design, and reduce their 

cycle times to improve their product. These fields have significantly progressed but providing 

complete hotel guest satisfaction remains one of the most critical hotel industry priorities 

(Cameran, Moizer, and Pettinicchio, 2009). Hotel guest satisfaction refers to an individual’s 

experience of consumption or service (e.g., Bhakar, 2015; Oliver, R. L, 1997). One of the most 

significant outcomes of all marketing efforts in a market-oriented organization is guest satisfaction. 

Hence, satisfying the hotel guest requires developing the hotel, achieving a larger market share, 

getting customer referrals and revisits, and contributing to increased profitability (Han & Hyun, 

2017). 

The service-marketing studies demonstrated that satisfied customers buy more frequently 

each time they revisit and buy more items. Satisfied hotel guests often refer to their friends and 

family; hence, there is a direct relationship between service, sales, benefit, and satisfaction. The 

more satisfied hotel guests are, the more they spend money (Ismail & Yunan, 2015). The more 

buyers invest, the more they sell. Moreover, profits are generally higher as more items are sold. 

On the other hand, satisfied consumers rarely search for low prices, and to them, the selling cost 

is lower than the cost of attracting new customers. Therefore, it can be said that the cheapest and 

most potent form of advertisement is satisfied customers. In contrast, dissatisfied customers buy 

their items elsewhere, but most possibly tell many people about the experience they had as well. 

Although customers need to have several positive experiences to build their loyalty, turning to an 

enemy typically requires just two negative experiences (Hill & Alexander, 2017). Investment in 

customer loyalty, therefore, brings about profits.  

Hotel guest satisfaction is also defined as a summary assessment of a customer’s broad 

experience with an entity or its services (Cronin & Taylor, 1992). In most customer satisfaction 

reports, the intention to rebuy is also assumed to result from satisfaction (e.g., Chadegani & 

Kahrizsangi, 2020). Satisfactory interactions affect the purpose of future purchases and, 

subsequently, consumer loyalty. It is claimed that customer loyalty depends mainly on the general 

degree of satisfaction (e.g., Abdullah et al., 2017). Other studies have related customer satisfaction 

to the intention of repurchasing (Cronin & Taylor, 1992; Oliver, 1997).  
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However, as Amaro and Duarte (2015) contend, the predictive repurchase intentions of 

actual buying actions are not adequately understood, but the service/product is likely to be 

repurchased easily by a pleased consumer since it reduces the risk of an unknown product sale. 

Scholars try to establish empirical and conceptual comparisons between service quality and 

customer satisfaction (e.g., Zeithaml et al., 2018; Oliver, 1997; Fernandes & Solimun, 2018).  

Indeed, service quality and hotel guest satisfaction are used interchangeably in many cases 

(Hannan et al., 2017). After reviewing the literature on hotel guest satisfaction and service quality, 

Iqbal et al. (2017) asserted that satisfaction is primarily associated with future behavior rather than 

service quality. Service and quality affect retention and satisfaction. 

2.2.3 Satisfaction and dissatisfaction 

Mokhta and Sjahruddin (2019) stated that as the hospitality sector develops, it becomes 

more important to have a competitive edge. One of the most significant liabilities for a service 

company may be a displeased customer. Unfortunately, many displeased customers choose not to 

complain about the failed service attempt and never seek redress, instead of leaving the company 

disappointed with no intention to return and share their unpleasant experiences with other people.  

Just as satisfied customers encourage the company with loyalty and positive admiration 

advertisements, an adverse effect can also be followed by the chain reaction of disappointment. In 

general, the combination of several principles usually defines dissatisfaction or satisfaction 

disappointment. First, the customer should evaluate the activities of the service encounter and the 

service or product quality to decide if he is delighted with the service or product since satisfaction 

usually occurs as the result of collective findings throughout events. Therefore, customers should 

experience a product or service and multiple services over time to assess their satisfaction or 

dissatisfaction state (Riyadi & Rangkuti, 2016). 

 

2.2.4 Disconfirmation theory 

Various definitions of satisfaction and customer satisfaction begin when consumption 

starts and continue during the service encounter. Satisfaction is also the outcome of post-

consumption judgments and evaluations of a service or product reflected in the service provider-

customer relationship. Amaro and Duarte (2015) noted that although the customer may still be 
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dissatisfied with the result, he/she could be satisfied at the end of a service encounter, suggesting 

that expectations significantly affect the evaluation of customer satisfaction.  

A crucial aspect of good service is to consider what satisfies a customer. The company 

tends to have an inherent capacity to satisfy customers for certain service providers. Contact lines, 

social movements, and the perfect intangible components seem to be less cumbersome for other 

service providers. Assessing a customer’s satisfaction is possibly a valuable method of continuous 

quality management for a service provider who can provide this level. Sandada and Matibiri (2016) 

argued that service providers who assess a customer’s satisfaction and use that information to 

enhance service delivery are usually recognized to have a more significant competitive privilege. 

They continue to state in a more detailed way that benefits obtained from customer satisfaction 

assessments are central to defining the distinction between product and service, enhancing 

customer retention, generating suggestive intentions, and facilitating positive word of mouth 

contact (Sandada & Matibiri, 2016). 

Concerning satisfaction, extensive research in the late 1980s showed that satisfaction was 

a complex construct, facing various measurement problems. Scholars have established several 

contrasting models and measurement method theories for satisfaction (Yuksel, Yuksel, and Bilim, 

2010); nevertheless, the disconfirmation theory is the most widely applied indicator of customer 

satisfaction. The disconfirmation theory has shown that satisfaction is directly linked to the 

disparity between the pre-purchase expectations and their post-purchase experiences of the service. 

Festinger (1957) proposed that the disconfirmation theory is based on cognitive dissonance and 

how individuals react to their dissonance level. Dissonance is a psychological condition in which 

a person experiences dissatisfaction with his decision or circumstance (Festinger, 1957). 

This approach supports the assessment of service by a customer, which, in turn, determines 

the satisfaction or dissatisfaction level of the customers. Oliver (1997) put the theory of 

disconfirmation theory indicates the level of satisfaction or dissatisfaction that a customer has with 

a specific service experience. Therefore, it is the phase that the customer decides to assess the 

disconfirmation regarding the customer's performance requirements and the perceived 

performance of the service delivery. Whether the service or product meets the customers' needs or 

not indicates the customer's dissatisfaction or satisfaction level.  

Disconfirmation refers to inconsistencies between the planned service and the experience of the 

service. Three outcomes are possible when comparing expectations with performance: 
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1. If the service surpasses the expectations of a customer, he will feel positive disconfirmation 

which leads to high levels of satisfaction; 

2. If the service merely satisfies the expectations of a customer and the service giver does not 

have a particular or high tendency to provide services, zero disconfirmation takes place; 

3. If the service experience does not satisfy a customer's expectations, he will have negative 

disconfirmation, ending in some level of dissatisfaction.  

The various components related to disconfirmation, including the disconfirmation level, 

customer's experience, tolerance level, and attributes concerning recovery efforts and service 

failures, will be assessed later in this chapter. However, it is noteworthy that disconfirmation 

differs from customer to customer regarding the severity of the disconfirmation. Unlike an 

unhappy customer with the poor quality or cleanliness of a luxurious hotel, a customer dissatisfied 

with a poor quality cup of coffee would have a different disconfirmation level. For example, Wirtz 

and Bateson (1999) represented a model indicating the direction of disconfirmation and the 

tolerance zones that follow disconfirmation (Figure. 2.1).  

As mentioned previously, one of the most-acknowledged representations of customer 

satisfaction is the disconfirmation model (Oliver, 1997). Wirtz and Bateson (1999) demonstrated 

that approximately all customer satisfaction models are somehow based on a comparison method, 

and the most broadly employed conceptualization is the disconfirmation of expectations model 

that compares performance perceptions with pre-consumption expectations. 

Oliver (1997) stated that cognitive and affective antecedents must be concurrently modeled 

into the satisfaction modeling because satisfaction is a hybrid of emotions and cognitions. Oliver 

(1997) also found that negative and positive emotions affect the satisfaction appraisal in quite 

distinct ways. Yang and Cho (2018) argued that satisfaction must be regarded as the link between 

affective and cognitive processes since customer satisfaction is an emotional feeling when 

compared with the cognitive assessment by confirmation/disconfirmation. 
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Figure 2.1. Disconfirmation of expectations model 

            Source. Wirtz and Bateson (1999). 

In addition to the disconfirmation theory, the customer’s need for quality often relies 

heavily on the equity theory, suggesting that consumers assess service experiences via evaluating 

the balance between what they expect and what they receive (Rajaratnam & Nair, 2015). Since 

customer preferences play a crucial role in service quality, disconfirmation and equity theories are 

critical components for evaluating how customers’ desires and preferences shift in response to the 

changing market. 

With predetermined expectations and desires, customers undergo a service experience, 

particularly in the hospitality industry. Customers prefer to judge a service company based on 

different criteria such as food quality, environment, decoration, personal attention, and 

predetermined standards. In many cases, a customer tends to follow his/her own informal and 

unwritten service quality criteria. Therefore, a guest may consider that the service experience lacks 

quality if standards are not met, thus leaving with the feeling of dissatisfaction (Rebull et al., 2018). 

To sum up, as the review of literature substantiates, several definitions have been proposed 

for customer satisfaction by different scholars using different paths and highlighting the 

similarities and differences between these definitions. Hotel guest satisfaction has also been 

defined as one of the most significant outcomes of marketing efforts in a market-oriented 

organization. The last part, the disconfirmation theory, has shown that satisfaction is directly 

linked to the disparity between the pre-purchase expectations of a customer and their post-purchase 

experiences of the service. The next part of chapter two shows the importance of service quality. 
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2.3 Service quality 

Service providers directly impact customer satisfaction with the help of service and product 

quality. As worldwide market saturation and competition change in the growing service sector, 

service quality seems to play a vital role in retaining service and attracting customers (Brannik, 

1997).  

The research about service quality has applied various principles to assist all tourism 

industries in increasing the number of satisfied customers. Research topics have focused on the 

anticipation of customer expectations, the implementation of various service quality strategies, and 

the level of customer satisfaction. Furthermore, researchers have raised public information via the 

most reliable and effective service quality measurements. 

Today, service quality, as one of the most critical topics in service marketing and 

management, is predictable, and the term quality becomes a concern as shown in the everyday 

conversations of managers (Halil & Kashif, 2005). As mentioned earlier about service quality and 

its elements, it is crucial to understand quality perceptions.  

Quality is defined as follows: 

 The customer satisfaction, or satisfying or exceeding the customer expectations (Hokey & 

Hyesung, 1997).  

 The characteristics of a service or product satisfy indirect or confirmed requirements 

according to specific needs (Lai, 2015). 

There are several definitions for service quality, but Wirtz and Bateson (1999) provided the most 

widely accepted definition. They stated that quality is the customers’ evaluation of the excellence 

of the product/service of a company and the effect of its critical characteristics compared with the 

service or product of rival companies and their characteristics (Wirtz & Bateson, 1999). Han and 

Hyun (2017) focused on conceptualizing quality as the excellence assessment for a peculiar 

tourism product from the tourists’ perspectives and its outcomes against the one presented by 

competing products or services. Further, according to the researchers mentioned above, the 

standard for the service (interaction), physical surroundings, and food (yield) is viewed as the 

essential quality parameter for various theoretical/empirical investigations regarding hospitality. 

Likewise, Parasuraman et al. (1988) described quality as relying on four notions: quality as a value, 
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quality as excellence, quality as conformity with provisions, and quality as gathering or going 

beyond customers’ viewpoints. 

In a recent investigation by Gallup, more than one thousand clients were required to explain 

quality service characteristics. The most typically presented factors included straight individual 

contact, kindness, positive manner, and good manners (Hays, 1996). According to the previous 

literature, service quality is characterized by various techniques: 

 Lewis and Booms (2013) asserted that “service quality is evaluated of how well the service 

rank deliver matches client expectations on a reliable foundation.”  

 Similarly, Zeithaml, Parasuraman, and Berry (1996) defined service quality as the degree 

of dissimilarity between customers’ expectations/wishes and their viewpoints while 

considering the dis-confirmation model (i.e., the distinction between customer expectations 

and actual service delivery). 

 

2.3.1 Service 

The concept of service originates from the literature on business. Some scholars 

recommended different definitions of service. For instance, Ramaswamy (1996) pointed to service 

as business negotiations occurring between a giver (service supplier) and the recipient (consumer) 

for producing a product that satisfies the customer. 

Although extensive evidence exists for realizing the service concept, there is no agreement 

on service aspects. Ismail and Yunan (2015) declared that conceptualization could be classified 

into two groups. Several analysts described this concept from the outlook of service itself while 

focusing on the distinction between selling policies for services and products. From this 

perspective, the service is distinguished from a product, which initially suggests something, while 

various marketing strategies need to be included for the service rather than goods.  

Accordingly, service is divergent, decomposable, and impalpable in their viewpoints. More 

precisely, services are considered impalpable since different supplies containing materials with 

certain industrialized quality may be computed, inventoried, investigated, assessed, and approved 

prior to checking quality consistency. Furthermore, services are regarded as performances for 

which standard quality provisions can be rarely placed, and they are divergent since their 
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performances typically differ among producers, consumers, and days, making the reassurance of 

consistent quality challenging (Hays, 1996; Jhamb, Mittal and Sharma, 2020; Iqbal et al., 2017). 

 

2.3.2 Dimensions of service quality 

As Kotler (2015) points out, various dimensions of service quality are the totality of 

characteristics and features of services bearing on its ability to imply or satisfy a need. These 

different dimensions include: 

 Reliability 

Kotler (cited in Kondasani & Panda, 2016; Zeithaml et al., 2018) posited that reliability 

signifies the aptitude to accomplish the promised service accurately and unvaryingly. Bhatta and 

Durgapal (2016) noted that customers always want a performance to be dependable and consistent. 

Zeithaml et al. (2018) maintained that this service quality dimension is critical since customers 

tend to deal with an organization capable of keeping its promises and show that the organization 

has good communication with them. Concerning the reputation of reliability, Mathew, Narayanan, 

and Mittal (2019) asserted that customers’ past experiences are related to service quality reliability 

(Chen, Chen, and Lee, 2013). 

 Responsiveness 

As stated by Kotler (cited in Ngo & Nguyen, 2016; Zeithaml et al., 2018), the willingness 

of an organization to give adequate service and assist customers is known as responsiveness. 

Bhatta and Durgapal (2016) added that customers must see service providers ready and willing to 

perform their desired service. This vital dimension of service quality deals with customers’ 

requests attentively and promptly and is accountable for their complaints and questions (Chen, 

Chen, and Lee, 2013). 

 Tangibles 

According to Kotler (cited in Champatong, 2014), the appearance of communication 

material, equipment, physical facilities, and organization staff is tangible. Halil and Kashif (2005) 

added that organizations’ customers look for quality in the communication material, equipment, 

and physical facilities that provide prompt services. 
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 Empathy 

According to Kotler (cited in Parvez, 2019; Zeithaml et al., 2018), empathy conveys caring 

and individualized attention to the customer. Parasuraman et al. (1988) and Zeithaml et al. (2018) 

maintained that empathy is the providers’ personalized attention to customers and appropriate 

assistance and prompt care. This crucial dimension of service quality is more appropriate to 

organizations seeking to create a significant connection with customers than transaction marketing. 

 Assurance 

As put by Kotler (cited in Paulus, 2020), assurance means the understanding and 

knowledge of personnel to convey confidence and trust. Parasuraman et al. (1988) defined 

assurance as the qualified courteousness of personnel and their skill to arouse confidence and trust 

in them. According to Zeithaml et al. (2018), assurance guarantees the link from an employee with 

the customer to the company through confidence and trust. 

 Location 

As Pakurár et al. (2019) stated, location means the ease and convenience with which guests 

can use the services offered by hotels. Research has shown that more access to services results in 

high customer satisfaction (Lima Santos et al., 2021). As one of the service quality dimensions, 

the location may directly or indirectly influence a hotel’s customer. 

 

2.3.3 Service quality and satisfaction in hospitality 

A significant body of the recent literature on consumer satisfaction with hotels has 

concentrated on defining the causes of customer satisfaction and finding reliable ways to assess 

consumers’ desires and needs. Significant discrepancies, however, were found in the degree of 

precision of the investigated attributes. For instance, in their study of hotel guest survey 

questionnaires, Lewis and Pizam (1981) analyzed 24 items, while Lewis (1983) studied 33 items. 

In Lewis and Klein’s (1987) and Knutson’s (1988) reports, 32 and 20 items were also addressed, 

respectively. 

While Barsky (1992) contributed to establishing a research basis by seeking to devise an 

updated (i.e., weighted) disconfirmation model for lodging facilities, there are various 

methodological issues regarding the hypothesis testing procedures and weighting procedures and 
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the proposed model. To strengthen the predictive capacity of customer satisfaction, Chon (1992) 

employed Oliver’s (1997) disconfirmation, model. They incorporated the disconfirmation 

process’s entire dynamic existence into the hospitality research and thus evaluated a part of the 

original model differently.  

A comprehensive literature review of customer satisfaction was conducted by Chon (1992). 

However, one point to consider is that while the described theory of social cognition presents an 

alternate approach to understanding satisfaction mechanisms, the methodological framework is 

similar to the one used in the expectancy-disconfirmation approach. In short, it is possible to view 

congruity and incongruity as the concepts of disconfirmation and confirmation, respectively, all of 

which can lead to both desirable and undesirable outcomes. In comparison, both paradigms widely 

use satisfaction as a criterion variable. Accordingly, comparing the capacity to describe consumer 

retention mechanisms in these two alternative models could be worthwhile. For example, Bojanic 

and Rosen (1994) found six dimensions associated with restaurant customers’ expectations and 

perceived performance levels. Likewise, Saleh and Ryan (1991) identified different dimensions of 

the lodging factor. In the meantime, Getty and Thompson (1994) sought to establish a scale that 

they termed as LODGQUAL for the lodging industry by endorsing lodging facilities’ 

performance-only measures. 

The extent of disparity between customers’ service expectations and their actual 

performance experiences is interpreted as service quality (Parasuraman et al., 1985). By extension, 

service quality refers to the total measurement of a given service, which compares performance 

and customer expectations with typical situations (Parasuraman et al., 1988). In today’s 

competitive world, most hotels offer comparable services, and thus hotel longevity relies on the 

quality of service delivery that leads to customer satisfaction (Mohsin & Lockyer, 2010). Wilkins 

et al. (2007) concluded that hotels provide three primary service quality forms: food and beverage, 

service experience, and physical product. 

On the other hand, concerning the employees’ incentive to support the hotel’s brand 

image/promise, Kimpakorn and Tocquer (2008) emphasized the noticeable impact of service 

quality. Chang et al. (2014) found that the personality attributes of the front-line hotel staff were 

strongly associated with the attitudes of visitors toward service quality. Ineson et al. (2011) found 
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out that workers’ interest in the service and their jobs and employee loyalty, honesty, and 

willingness to cope with crises are potential determinants of outstanding service.  

Customers recorded the lowest quality score in the tangible dimension compared to 

expectations, according to Al Khattab and Aldehayyat (2011), necessitating hotel managers to 

devote greater attention and sensitivity to the physical features of service quality. Appliances and 

services, personnel appearance, service-related materials, and hotel operating hours are all 

examples of these factors. Furthermore, service quality is a crucial indicator of reuse intentions 

and consumer satisfaction. 

Countless quantitative experiments corroborated that service quality is an indicator of 

customer satisfaction (Cronin & Taylor, 1992; Ramseook-Munhurrun and Naidoo, 2011). 

Satisfaction involves delivering products and services that provide the consumer with unique 

perceived satisfaction, leading to customers’ active connection with the company (Wicks & 

Roethlein, 2009). A large number of research studies have scientifically and theoretically delved 

into the association between service quality and consumer satisfaction in various sectors 

(Ramseook-Munhurrun and Naidoo, 2011), service factories (Olorunniwo et al., 2006), and retail 

(Voss et al., 2010). For example, Bitner et al. (1990) focused on 700 cases from airline, hotel, and 

restaurant customers to determine the relevance of contacts between workers and visitors. They 

reported that the employees’ expertise was crucial in addressing customers’ needs. 

Based on William’s (2002) reports, delighted customers suggest that the actual 

performance is above their prediction, encouraging them to rebuy the same item. In contrast, an 

undesirable reaction happens when the actual performance is lower than expected, and thus 

customers manifest their dissatisfaction in such cases (Tullock and Hirschman, 1970). Most 

customers believe that luxurious hotels are more advantageous in prestige and quality than 

ordinary hotels (Olorunniwo et al., 2006). Customers also appreciate well-ranked hotels and show 

more satisfaction regarding the service and facility enhancement. Wu and Liang (2009) confirmed 

that high service quality, a cheerful environment, and a desirable experience determine customer 

satisfaction. In the same vein, a study by Cadotte and Turgeon (1988) revealed that the food quality 

and the environment of hotel lobbies play crucial roles in achieving customer satisfaction. 

Likewise, Caber and Albayrak (2014) indicated that staff attributes like friendliness and politeness 

are vital for increasing hotel customer satisfaction. 
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Furthermore, hotel room tidiness, level of service, knowledge of employees, and service 

were essential factors contributing to customer satisfaction. Hotel front-line service providers 

should have structured, coordinated, and efficient delivery services to thoroughly address their 

customers’ needs and want (Vijayadurai, 2008). Min et al. (2002) suggested that regular visitors 

are aware of the level of services in a hotel; thus, they may prefer to stay in the same hotel on their 

next tour regardless of their moderate or complete satisfaction with the staff behaviors. 

The Parasuraman et al. (1988) model has been refined by scholars. Service quality is 

characterized by customers’ perception of a business’s functional and technical quality, tangibles, 

reliability, assurance, empathy, and responsiveness. Given the above considerations, the present 

study adopted the definition of service quality by Parasuraman et al. (1985), consisting of six 

comprehensive dimensions: empathy, reliability, responsiveness, tangibles, assurance, and 

location. Several scientists have studied different aspects of the hotel industry and stressed the 

difference between the impressions of customers of what is occurring through the transaction of 

service and their wishes about how the transaction of service might have been carried out 

(Juwaheer, 2004; Afthanorhan et al., 2019; Vijayadurai, 2008; Wilkins et al., 2007; Markovic & 

Raspor, 2010; Ramseook-Munhurrun and Naidoo, 2011; Albayrak, Caber and Öz, 2016; Lee and 

Cheng, 2018). 

 

2.3.4 Service quality models  

No acceptable agreement has been reached on the quality of the hotel industry due to the 

multidimensional nature of service quality. Services are naturally impalpable, inseparable from 

provider and receiver of service, and impractical and unfeasible to be stored, which results in the 

construction of various models in this regard. 

 

2.3.5 SERVQUAL model 

The most typical model to examine customer satisfaction in the service industry is the 

SERVQUAL model. It is grounded on the client’s appraisal of service quality and evolved from 

judgment between projected and the received value and deliberation over gaps in the course of 

service delivery. The SERVQUAL scale was founded based on the gap model. Figure 2.2 presents 

the foundation of the SERVQUAL gap model. The gap model is an extension made by 

Parasuraman et al. (1985) 
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Figure 2.2. Foundation of the SERVQUAL gap model 

The gap model is an extension made by Parasuraman et al. (1985) with seven critical gaps 

in the service quality concept as follows: 

•          Gap 1: Gap between client desire and management discernment. It is one of the 

three significant fundamental gaps concerning the outside clients. This gap will be considered if 

an association has plenty of executive layers, an off-base direction in promoting exploration, or 

the absence of upward correspondence.  

•          Gap 2: Gap between the executive’s recognition and service particulars. It emanates 

from a deficiency in responsibility to support the director board or workers’ nature, a view of 

unfeasibility, absence of assignment normalization, and lack of a goal or apt objective.  

Gap 3: There is a gap between service details and service conveyance resulting from 

representatives’ inability to notice a failure to understand their position and duties. In various 
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cases, even representatives are familiar with their functions despite their position and assignment. 

This gap results from representatives’ failure to play out their duties properly. Another reason can 

be the absence of collaboration and improper administrative controlling frameworks.  

•          Gap 4: It exists between service conveyances and outside correspondence. Over-

guarantee to outer and inward clients just as the low-level correspondence state can explain this 

gap.  

•          Gap 5: This gap exists between customer desires and their impression of the service 

conveyed. This gap is significant and considered by some to be the genuine proportion of service 

quality. It has an immediate connection with an outer customer. All of the suppliers attempt to 

fulfill the needs and desires of those customers who are truly differentiated. Notwithstanding, their 

view of service conveyed did not depend just on service itself and their needs and desires, but also 

on outside effects such as verbal exchange and a forward leap of contenders.  

•          Gap 6: The gap between customer desires and representatives’ recognition. This 

gap is directly identified with outside clients as well. If representatives cannot see the client’s 

desires appropriately, it can immediately exert an adverse impact on consumer loyalty.  

•          Gap 7: The contrast between employees’ recognitions and the management 

observations. It diminishes if supervisors and representatives make a decent correspondence to 

determine the issue. For all seven gaps in the service quality framework, the more modest the gap 

is the higher the help quality level. Even if just one gap occurs, the service gap will emerge because 

it implies disappointed clients. 

Drawing up this model, Parasuraman et al. (1985) developed the SERVQUAL scale. The 

SERVQUAL scale initially consisted of ten dimensions concerning desirable characteristics of 

services. It was later reduced to five dimensions in 1988 (i.e., tangibles, reliability, responsiveness, 

assurance, and empathy). Nonetheless, other researchers realized that some items require 

modification, removal, or addition to extend SERVQUAL to different industries to tailor the scale 

to address variations in service settings (Van Dyke, Kappelman, and Prybutok, 1997). All ten 

original dimensions of SERVQUAL were applied for creating quality measurement for the hotel 

industry to disclose the potential dimensions, particularly those specific to this industry 

(Parasuraman et al., 1985). These dimensions are defined as follows: 
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Table 2.2. Determinants of service quality 

 

                     Source. Parasuraman et al. (1985). 

In some cases, hotel management applies rating system standards to determine the weights. 

Presumably, the SERVQUAL model was utilized merely for Gap 5. Nonetheless, it can be applied 

and generalized to other gaps as well. Despite its wide application and popularity, the SERVQUAL 

model faced various criticisms from both the operational and conceptual perspectives such as: 

•          Expectations: The term ‘expectations’ can be multidimensional. However, SERVQUAL 

cannot examine the total expectations of service quality. 

•          Moment of truth: Customers hold diverse satisfaction levels at various points of time. 

•          Data collection: It is not always convenient for hotel managers to invite customers to 

complete the lengthy questionnaire to obtain comparative results of all ten measurements. 

•          Polarity: The opposite polarity of the elements in a scale induces incorrect responses. 



37 
 

             The raised criticisms about the SERVQUAL model resulted in the emergence of another 

version called the ‘SERVPERF model’ (Figure 2.3), first presented by Cronin and Taylor (1992). 

Unlike the first version, the new model merely assesses the quality of service and solely employs 

22 performance-associated components. According to the scholars mentioned above, attitudes 

about long-run service quality are significantly better mirrored merely via performance-based 

assessments. Notably, the performance-based service quality model was initially examined in five 

industries and was found to demonstrate more significant variations in the overall evaluation of 

service quality compared to the SERVQUAL model. 

 

Figure 2.3. SERVPERF model 

 

2.3.6 HOLSERV and lodging quality index 

             A variant of SERVQUAL called HOLSERV and another tool called the lodging quality 

index (LQI) is proposed for resolving specific SERVQUAL-related difficulties in managing 

service quality and customer satisfaction in the hotel industry. Unlike SERVQUAL, which is 

suitable for all service industry types, HOLSERV and LQI were explicitly designed and 

implemented for hotel sectors. 

 

2.3.6.1.  HOLSERV 

HOLSERV is a one-column questionnaire regarded as a new version of SERVQUAL and 

has offered a reliable tool for exclusive usage in the hotel sector. Eight elements were modified or 

added to the initial SERVQUAL scale in HOLSERV, and three items were removed, resulting in 

a final scale with only 27 items. The HOLSERV scale is more user-friendly and shorter than the 
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SERVQUAL scale. HOLSERV consists of a seven-point response scale (1 = Very poor and 7 = 

Excellent) to facilitate customers’ completion of the questionnaire items. It can help determine the 

best overall service indicators. The most significant advantage of HOLSERV is that it is a one-

column questionnaire combined with a seven-point scale ranking, which makes it more applicable 

in practice. The following is an example of the one-column format questionnaire: 

 

1= Very poor: ultimately failed to meet my expected service level  

7= Excellent: far exceed my expected service level 

             Hotel managers need to pay attention to the questionnaire when adopting the HOLSERV 

scale. Managers can use various questions for different kinds of hotels depending on the variety of 

accessible facilities. For instance, in a four- or five-star hotel, the questionnaire may target the 

sauna facility the level of service quality in the hotel restaurant. However, administrators can 

inquire about a one- or two-star hotel for television, telephone, and internet use facilities. Hotel 

managers should assume further adjustment or removal of products to tailor the questionnaire for 

their visitors and complement the HOLSERV scale with further qualitative analyses such as in-

depth interviews or focus group conversations. Given this, HOLSERV should be regarded as a 

valuable starting point rather than a definitive tool to evaluate and enhance the service quality of 

hotels. 

2.3.6.2.  Lodging quality index 

             LQI was developed based on SERVQUAL (Parasuraman, 1988). Using the primary 

format and eight-step procedures suggested by Churchill and Churchill (1979), Getty and 

Thompson (1994) designed the LQI. The researchers initially interviewed passengers and 

operators at the luxurious and discount hotels through the ten dimensions of the SERVQUAL 

scale. As a result, a pool of various items was developed (Table 2.3). 
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Table 2.3. Modifications of the SERVQUAL scale 

 

                                 Source: Wong Ooi Mei, Dean and White (1999).  

            In the next step, the alpha coefficient, which is an indicator of item reliability or internal 

consistency, was calculated (Cronbach, 1951). Larger alpha levels indicated more significant or 

interesting items. Next, to exclude the insignificant items, each item’s correspondence to the total 

item pool of scale pool was used as the main criterion. As a result, only 43 items were maintained 

in the final version. Using the five-dimensional SERVQUAL scale of Parasuraman (1988), 

researchers recollected the data and measured item coefficients for the new SERVQUAL scale. 

            Finally, the ultimate LQI consisting of 5 dimensions and 26 items was developed and used 

(Table 2.4). The five dimensions include tangibles, reliability (credibility dimensions and original 
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reliability), responsiveness, confidence (original security, courtesy, competence, and access 

dimensions), and communication (original understanding and communication dimensions). These 

aspects differ from the five dimensions of SERVQUAL (i.e., responsiveness, tangibles, empathy, 

assurance, and reliability) and are more appropriate for examining the unique characteristics of 

hotels. 

Table 2.4. Lodging quality index 

 

           Source: Getty and Thompson (1994). 

             The LQI score is determined after gathering statistical data. If 1/3 of the responses are 

negative, it is low, and if 2/3 or more of the responses are favorable, it is strong. The researchers 

found a remarkable association between LQI and satisfaction regarding the reliability and validity 

of items. The final questionnaire was administered among customers to measure the satisfaction, 

consisting of the following three questions: 

1. Do you recommend this hotel to a friend? 

2. Did you have any issues with the hotel during your stay? 

3. If yes, how well was it handled? 
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The results of these surveys yielded one index, which was subsequently categorized as satisfied. 

 

          Source: Getty and Thompson (1994). 

 

            According to Getty and Thompson (1994), visitors were more pleased with no problem 

and felt less satisfied when they had a well-resolved problem. However, even in the case of no 

problems, the guests did not recommend the services to others, meaning they were dissatisfied. On 

the other hand, they recommend the property when their problems during the stay were adequately 

addressed. Based on data analyses, guests who recommended the property to others mostly 

provided more significant LQI scores, while those who did not make property recommendations 

provided lower LQI scores. 

             The simplicity in LQI use helps to reinvent the administration structure and hotel 

strategies. Hotel managers may define the issue which needs to be addressed and their dominant 

aspects using the deference scores between dimensions. In addition, LQI helps evaluate the 

efficiency of hotels. Further, hotel managers can appreciate their role in the hotel industry based 

on this ranking. When applying all three models, one should consider fitting them into the 

corporate culture. To be a pioneer, not a follower, the organizations should obtain constant 

customer satisfaction assessments instead of waiting for the customer complaint to find the failure 

point. In addition, hotel managers can incorporate customer satisfaction and staff surveys to obtain 

a comprehensive view of the hotel. 
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             Some studies employed SERVPERF or SERVQUAL scales in various service factors and 

demonstrated that the standard scales are not generic and may not apply in a wide range of service 

contexts. Further, they fail to capture sector-specific dimensions underlying the perceptions of 

service quality (Negi, 2010). Accordingly, it is proposed that, depending on the nature of the given 

services, the measure of service quality and its antecedents differ in a variety of service industries, 

such as hotels. Although it is possible to establish a relatively strong case for applying the 

SERVQUAL model, the SERVPERF scale was selected for the present study because of various 

criticisms against SERVQUAL (Cronin & Taylor, 1992; Teas, 1993) and the failure of empirical 

studies to replicate the initial success of the SERVQUAL model (Carman, 1990; Babakus & 

Boller, 1992). 

             In addition, Cronin and Taylor (1992) strongly argued that SERVPERF, similar to 

SERVQUAL, has yet to be empirically tested in various sectors. Their SERVPERF scale was 

empirically assessed and confirmed to be a better measure of service quality (Brown et al., 1993). 

The marketing literature offers considerable support for the superiority of simple performance-

based service quality measures, as LQI can only evaluate the efficiency of hotels while not being 

applicable in various service contexts (Mazis, Aaker, and Day, 1975). 

              Furthermore, HOLSERV has several disadvantages. This method requires further 

modifications or item deletion to customize the questionnaire for the guests and supplement the 

HOLSERV scale with additional qualitative research such as focus group discussions and in-depth 

interviews. Overall, HOLSERV can be regarded as a useful starting point rather than a conclusion 

for improving and evaluating the hotel's service quality (Le, 2009). 

                 In sum, the first part of service quality shows the importance of this factor as one of the 

most critical topics in service marketing and management. In addition, several definitions have 

been proposed for service quality by different scholars using different paths, and the next part 

highlights the similarities and differences between these definitions. Additionally, various 

dimensions of service quality, which are the totality of characteristics and features of services 

bearing on their ability to imply or satisfy a need, have been defined. The last part introduced the 

service quality models and compared their advantages and disadvantages, and the SERVPERF 

scale has been selected as a better measure of service quality. 
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2.4 Personality factors 

2.4.1 The concept and definition of personality 

Personality has a broad field with different aspects. Great attempts were made to 

understand human nature, some of which were practical, some superstitious, and a few others were 

empirical and legitimate. Generally speaking, the term character has a different definition from 

personality (i.e., features that can affect others or have unique poise and grace). Being 

depersonalized, in the same way, implies possessing harmful properties. The word personality, in 

general, is used and defined as qualified in areas such as artistic, political, science, figures, and the 

like (Gountas & Gountas, 2007). Personality is an abstract concept, meaning anything like an 

energy that is not measurable in physics but can be derived from a mixture of actions, emotions, 

inspirations, enthusiasm, and the like. Personality induces variation among individuals; however, 

these discrepancies manifest only in specific features and characteristics.  

In other words, individuals share several personality characteristics. Thus, personality can 

be seen as how people are different and in what area they are similar (Sohn, 2017). This 

discrepancy is due to differences in concepts of the definition and visions of man and his nature. 

Every society creates certain personality styles that are adapted to its culture in order to be able to 

survive in certain cultures and to communicate effectively. Although all cultures have some shared 

experiences, it is not unlikely that the unique experiences of a culture would be accessible to others 

(Sohn & Lee, 2012). 

There are significant differences in human personality between human behavior, 

psychology, and sociologists professionals. Issues such as individualism, autonomy, individual 

freedom, and collectivism should interact and have independence, indicating the variations 

between social science visions and human behaviors regarding personality.  

The followers of social psychology, social culture, personal psychology, social culture, and 

the like discuss the originality of personality, its use, and its formation. Thus, it does not provide 

a single description of the personality agreed by all theorists, but the personality shows the 

individual variants via a clear definition (Sohn, 2017). His research indicated that customers’ 

behavior and service providers could be defined by their personality because individual personality 

traits are the fundamental standards regarding why and how people behave and think.     
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Experts have given alternative meanings for the term personality in psychology and 

personality. The term personality is initially rooted in the Latin word persona based on its 

etymology, which means the mask placed on the face by the theater actors in ancient Greek and 

Roman. This perception suggests that every individual’s personality is a mask on his face which 

acts as an attribute that distinguishes him/her from the others (Bujisic et al., 2015). According to 

Volodina, Lindner, and Retelsdorf (2019), personality is defined as a pattern of behavior and 

thinking the way that will indicate how a person adapts himself to the environment, while others 

assume an association between the stable characteristics of a person and personality and describe 

it as an attribute with specific stability, resulting in the prediction of the individual behavior. 

Personality involves the attributes and characteristics that reflect a person’s actions, including 

emotions, thoughts, self-image beliefs, thoughts, thinking processes, and various behaviors 

(Volodina, Lindner, and Retelsdorf, 2019). 

 

2.4.2 The Big Five factors of personality theory 

The theory of personality features, known as the five-factor theory, has been developed 

based on the prior theories already fixated on specific features. Signifying key features, five factors 

of personality, cooperate to shape the human personality.  

According to the results of studies conducted on this issue, researchers considered five 

fundamental dimensions of personality. Sufficient evidence in the past 50 years approved this 

theory. Campbell & Fiske (1959) initiated research in this field, and other researchers such as 

Baron and Kenny (1986) and McCrae and Costa (1992) have contributed to this field. The five 

dimensions include:  

 Extroversion: It covers qualities such as irritability, inclination to build relationships with 

others, and being garrulous, confident, and emotional. 

 Agreeableness (Adaptation): This aspect comprises qualities like trust, selflessness, 

affection, love, and other valuable behaviors such as being considerate. 

 Conscientiousness: Common features of this dimension include reflection with apt control 

overreactions and intended behaviors. Coping with an organization and concerning details 

characterizes a person dominated by this feature. 
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 Stimulate appetite (Neuroticism): Individuals concerned and occupied with this trait cannot 

control their feelings and are distressed, reserved, and depressed. 

 Openness (open-minded): It comprises such qualities as inspiration and innovation. Open-

minded individuals tend to have diverse interests (Chung & Park, 2017). These aspects 

represent broad dimensions of personality. Studies indicated that features typical of this 

group are standard among other people. For instance, violent individuals that intend to 

build relationships are generally garrulous. Nonetheless, they are sometimes not coupled. 

Personality is highly complex, and individuals’ behaviors might overlap with several 

dimensions (Szczesniak et al., 2019). 

Figure 2.4. The Big Five personality factors 

 

    Source: Szczesniak et al (2019). 

Overall, personality is defined as the psychological qualities such as feeling, thinking, and 

behavior that tend to be unique and permanent (Sohn, 2017). In various contexts, personality is 

characterized in different manners. To examine the relationship between the Big Five personality 

factors and reuse intention, Yaou Hu and Hyun Jeong Kim (2018) found that agreeableness and 

conscientiousness affected hotel customers' reuse intentions in the USA. Tang and Lam (2017) 

reported that extraversion and agreeableness were positively associated with customers' 

satisfaction and reuse intention of green hotels in China. In addition, Jani & Han (2014) tested the 

relationship between the Big Five personality factors and hotel customers' satisfaction in South 

Korea.  

In sum, because personality represents a person's psychological characteristics, it has been 

suggested that personality significantly affects consumer behavior (e.g., Mowen, 2011). 

Customers' affective responses (Zhao et al., 2090), satisfaction (Matzler et al., 2005), and loyalty 
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have all been shown to be influenced by the Big Five personality traits, which have been widely 

used in customer behavior studies and marketing (Lin, 2010). Unfortunately, none of these studies 

have examined the links between personality traits, customer satisfaction, service quality, and 

reuse intentions in a single study. Lin and Worthley (2012) used a hotel as the study context and 

found that personality impacts visitors' emotions and contentment, which influences their post-

purchase behavior. 

Additionally, although the very nature of service quality and the association between 

service quality and other variables such as customer satisfaction and reuse intentions have been 

the researchers' main concerns (Akroush et al., 2016), limited knowledge exists about the 

contribution of variables such as personality factors to customer satisfaction. Only a limited body 

of research (e.g., Mowen, Heesup, 2012; Tang et al., 2017; Oppong & Boasiako, 2017) have 

attempted to demonstrate the relationship between the Big Five personality factors and their effect 

on customer satisfaction in the hotel sector. Because of these research gaps, Han & Ryu (2009) 

and Jani & Han (2014) call for further studies on the influence of personality traits in the hotel 

sector. This study attempts to answer the above by examining the extent to which personality 

factors influence customer satisfaction in the hotel industry in Sydney. So, the present study 

attempts to demonstrate the relationship between the Big Five personality factors and their effect 

on customer satisfaction in the hotel sector. 

2.5 Summary of the chapter  

This chapter provided the relevant literature review on customer satisfaction, service 

quality, and personality factors which comprise the primary constructs of the study. Accordingly, 

the conceptual grounds and details of service quality, personality factors, satisfaction, and reuse 

intentions were addressed and argued. After evaluating research on service quality and customer 

satisfaction, the researcher could not find any study that identified the factors determining 

customer satisfaction in Sydney, Australia's three, four, and five-star hotels. Therefore, the primary 

concern of the present study was to identify the factors determining customer satisfaction in hotels 

in Sydney, Australia. 

The first section of this chapter highlighted the historical perspective of customer 

satisfaction by providing the relevant literature review, focusing on the vital selected customer 

satisfaction models concerning the research, and elaborating the disconfirmation theory. The 
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second section of this chapter discusses the relevant literature review on service quality and 

reviews different service quality modes and customer satisfaction in the hotel sector. The third 

section of chapter two demonstrates the relationship between the Big Five personality factors and 

their effect on customer satisfaction in the hotel sector. Furthermore, the empirical studies 

evaluated the connection between the ordered constructs were presented. In summary, this chapter 

provides a background review of the literature that is relevant to these issues, and accordingly, this 

study sought to evaluate these relationships to fill the perceived knowledge gap. The next chapter 

deals with the conceptual framework and hypotheses. 
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CHAPTER 3 

CONCEPTUAL FRAMEWORK AND HYPOTHESES 

3.1 Introduction 

The second chapter of this study provided a comprehensive review of the literature related 

to service quality, personality factors, customer satisfaction, and reuse intentions. The third chapter 

of this study is structured as follows. The following section presents the theoretical arguments for 

the relationship between each variable and compares them with previous studies in the hotel sector. 

This chapter also describes the empirical studies conducted on service quality, personality factors, 

customer satisfaction, and reuse intentions in the hotel sector in detail. The final part of the chapter 

presents the comprehensive explanations and different arguments leading to the proposed 

hypotheses of the study and summarizes the statement of hypotheses in the last table. 

 

3.2 Proposed theoretical framework 

Cooper and Schindler (2006) stated that a conceptual model describes the key elements of 

research and the hypothetical correlations between the factors. The conceptual model is an image 

of what the investigator considers ongoing with the studied phenomenon (Hassan et al., 2016). 

Some researchers have analyzed the association among service quality, customer satisfaction, and 

reuse intentions in various sectors and countries. However, there is a lack of well-researched 

studies regarding the role of service quality and personality factors, along with their impact on 

customer satisfaction and reuse intentions, especially in the hotel and hospitality sectors (Oppong 

& Boasiako, 2017 Siddiqui & Sharma, 2010). 

As shown in Figure 3.1, the conceptual framework directing the development of 

hypotheses was taken from the relevant studies in the marketing literature on services (Kocabulut 

and Albayrak, 2019). Service quality and personality factors affected customer satisfaction in the 

hotel sector, while customer satisfaction affected the reuse intentions of hotel customers in Sydney. 
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Figure 3.1. Conceptual framework of the study 

Six dimensions of service quality (i.e., tangibles, location, responsiveness, reliability, 

assurance, and empathy) and Big Five personality traits (i.e., openness, conscientiousness, 

extraversion, agreeableness, and neuroticism) were identified as having the potential to influence 

customer satisfaction in the hotel sector of Sydney. Finally, customer satisfaction was identified 

as having the potential to influence reuse intention. 

There are two different views to elaborate on the effect of personality factors on customer 

satisfaction. Some studies have tried to integrate individual differences, including personality 

factors, as moderators of different relationships in customer satisfaction and behavior in the hotel 

sector (Matzler et al., 2006; Jiang & Wang, 2006; Jani & Han, 2014). 
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For instance, Gountas and Gountas (2007) evaluated how different personality traits 

influenced service quality perception and customer satisfaction. They found that personality as an 

antecedent of both negative and positive emotional states is affected by the perceptions of 

customers and their behavioral outcomes, such as repurchase intention and satisfaction. They 

particularly tend to apply personality factors to include different sub-dimensions and to study their 

significant relationships with other variables. 

Likewise, Xia et al. (2014) applied personality factors as the moderator of relationships in 

customer satisfaction. Based on their results, customers with a high extraversion inclination are 

more loyal to the brand than customers with a low extraversion trait. In addition, the relationship 

between customer satisfaction and loyalty is less for customers with a high level of neuroticism 

than vice versa. Furthermore, neuroticism shows a significant moderating effect on customer 

satisfaction and loyalty. However, the interaction effect of extraversion and the main effect of 

neuroticism on customer loyalty was not significant in that study. The current study does not test 

this view because the study aims to look at both personality and service quality as direct 

antecedents. 

Personality traits, notably the Big Five variables, have been incorporated differently in 

previous studies. For example, Lin and Worthley (2012) solely utilized extraversion and openness 

to experience, declaring that agreeableness, conscientiousness, and neuroticism applied to social, 

individual, and sickness-related aspects, sequentially and thus were not associated with the 

consumption sector. Additionally, Mooradian, T. A. (1997) only considered neuroticism and 

extraversion to investigate the evocation of feelings when viewing advertising because these two 

comprehensive personality traits were more universal than the other aspects of personality. 

Nonetheless, Orth, Trzesniewski, and Robins (2010) used all personality traits in relating brand 

attachment to results, suggesting that all these traits had a significant impact in this respect. Using 

fear and joy as the aspects of neuroticism and extraversion, respectively, Faullant, Matzler, and 

Mooradian (2011) concluded that joy had a positive influence on overall customer satisfaction, 

whereas fear showed a negative influence on customer satisfaction. 

Tang and Lam (2017) revealed that extraversion had a positive influence on their overall 

satisfaction via positive emotions, while neuroticism had a negative impact through negative 

emotions. Lin (2010) also found that agreeableness exerted a significant positive influence on 
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customers’ affective satisfaction. Accordingly, measuring the personality traits of consumers 

contributes to understanding and better-predicting customer satisfaction and their purchase 

behaviors in a context, which is a crucial factor for decision-making processes in marketing, 

including segmentation, along with other factors, drivers, and variations that take into account such 

behaviors (Smith, 2020). 

Customer satisfaction is a vital research parameter owing to its culminating influence on 

consumer behaviors, including repurchasing a product or service. Different researchers found that 

this variable relies on perceived costs/prices (Jani & Han, 2011) and service environments (Han & 

Ryu, 2009), among other parameters. Only a limited body of research has concentrated on the 

direct effect of personality factors on customer satisfaction (e.g., Gountas & Gountas, 2007), so 

there is limited evidence in this respect. 

There is a discrepancy in the results of the studies that have related personality factors to 

customer satisfaction (Vazquez et al., 2006). Gountas (2007), utilizing Jungian personality types 

of feelings and intuition as parameters influencing customer satisfaction, reported a significant 

relationship in this regard. In addition, Faullant, Matzler, and Mooradian (2011) utilized fear and 

joy as the aspects of neuroticism and extraversion, respectively, and concluded that fear had a 

negative impact on customer satisfaction while joy exerted a positive effect on this parameter. 

Orth, Trzesniewski, and Robins (2010) indicated that several intrinsic factors such as 

conscientiousness, agreeableness, openness, and extraversion have a positive direct relationship 

with customer satisfaction, while neuroticism is negatively related to customer satisfaction. Based 

on the need for social affiliation, which is a need for variety reflecting high scores in openness to 

experience, and an aspect of agreeableness, Vazquez et al. (2006) found no relationship between 

personality traits and customer satisfaction, thus making the relationship between customer 

personality factors and customer satisfaction inconclusive. As a result of the lack of clear evidence 

on the impact of personality traits on customer satisfaction, the purpose of this study is to 

investigate the direct relationship between personality factors and customer satisfaction. 

 

3.3 Customer satisfaction 

Researchers have extensively researched customer satisfaction and have found a link 

between it and sales growth, market share, and reuse intentions (Lu et al., 2015; Jang & George, 
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2012). In the literature, different researchers defined customer satisfaction in various ways, but in 

more recent studies, Lu et al. (2016) defined customer satisfaction as the feeling of delight resulting 

from comparing the service or product quality concerning one’s expectations. In this line, 

Saravanan and Rao (2007) mentioned that satisfying customers was critical for brand and service 

differentiation. In addition, Martin (2016) claimed that customer satisfaction might affect future 

customer reuse intentions. Similarly, Saks et al. (2015) stated that customer satisfaction helps 

managers build positive customer feelings and trust. 

Chapter two of this study discussed different customer satisfaction definitions as well. The 

best definition related to the research has been defined by Liu and Yen (2015). They posited that 

customer satisfaction occurs when customers get more benefits than paid. The key to generating a 

lasting profit is to provide high-quality services that ultimately result in satisfied customers. 

3.4 Factors affecting customer satisfaction 

Several studies examining the relationship between service quality, customer satisfaction, 

and reuse intentions evidenced that quality indirectly impacted reuse intentions through 

satisfaction (Ismail et al., 2016; Bhakar, 2015). Previous researchers have narrowed their attention 

to service quality dimensions and their connection with customer satisfaction while overlooking 

the roles of reuse intentions. (Bakirtas et al., 2015).  

In contrast, others evaluated the direct relationship between service quality and reuse 

intentions, though ignoring the mediating roles of satisfaction (Bedi, 2010; Cronin et al., 2014). 

Parasuraman et al. (1988) developed a model consisting of five influential factors: tangibles, 

responsiveness, assurance, reliability, and empathy (Parasuraman et al., 1988; Zeithaml et al., 

1996). A study in the hotel industry proved that another service quality component like location is 

also an essential predictor of customer satisfaction (Parasuraman et al., 1988; Zeithaml et al., 

2018). 

In addition, Jani and Han (2014) discovered that some Big Five personality traits could 

also predict customer satisfaction. The association between future reuse intentions and customer 

satisfaction was explored by Yeo et al. (2017). Analyzing the data, Sharma and Nayak (2018) 

observed the effect of personal variables such as involvement on the relationship. Menidjel, 

Benhabib, and Bilgihan (2017) assessing the correlation between reuse intentions and customer 
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satisfaction acknowledged that personality factors like customers’ variety-seeking, innovativeness, 

and relationship proneness could impact the relationship. The next part of this chapter represents 

the effect of each factor on customer satisfaction. 

 

3.4.1 Service quality 

Managers have been directed to discover new ways to differentiate their businesses as they 

have become more competitive. Service quality is one of the complete techniques linked to results 

(Parasuraman et al., 1988). A group of customers' measures to determine service quality can be 

defined as service quality (Saravanan & Rao, 2007). In sum, researchers have adopted revised 

forms of Parasuraman et al. (1988). Service quality is characterized by customer perception of a 

business's functional and technical quality, tangibles, reliability, empathy, assurance, and 

responsiveness accompanying a service transaction. The other definition of service quality, 

consisting of six dimensions (i.e., empathy, reliability, responsiveness, tangibles, assurance, and 

location) by Parasuraman et al. (1985), was adopted in this study. 

 

3.4.1.1. Dimensions of service quality 

Many researchers applied SERVQUAL in their research on service quality in various 

hospitality sectors. Despite its popularity, SERVQUAL raised a great deal of debate from other 

service quality researchers (Francosis et al., 2007).  Nevertheless, Jain and Gupta (2004) 

appreciated the SERVQUAL model’s power and prescribed it for service quality research, 

emphasizing managerial interventions. Table 3.1 presents six dimensions of service quality 

adopted in the current study and its relevant definitions as introduced by the SERVQAL, which 

reduced from 10 in 1985 to 6 in 1988 (Parasuraman et al., 1988). 
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Table 3.1. Dimensions of service quality 

 

Source: Parasuraman et al. (1988). 

 

Parasuraman et al. (1988) and Zeithaml et al. (2001) defined the six dimensions of service 

quality as follows: 

 Reliability is the capacity to complete the promised service to the customer accurately and 

dependably. 

 Tangibles are physical equipment, facilities, and the appearance of staff. 

 Location is the capability to access the organization when needed quickly. 

 Responsiveness is the enthusiasm to provide immediate service and help customers as well. 

 Assurance is the courtesy and knowledge of personnel and their capability to build 

confidence and inspire trust. 

 Empathy refers to the organization's caring and personalized prompt response to its 

customers. 
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3.4.1.2. Empirical study on service quality in the hotel sector 

               The literature has identified the direct impact of service quality on customer satisfaction 

as a critical factor in business performance (Al Khattab and Aldehayyat, 2011). Many scholars 

addressed functional quality characteristics described earlier (Amin et al., 2013; Iqbal et al., 2017). 

Some service quality factor constructs have been derived from these studies (Dedeoglu & Demirer, 

2015; Mei et al., 1999). Saleh and Ryan’s (1991) five service quality dimensions consist of 

avoiding sarcasm, conviviality, assurance, tangibles, and empathy.  

                Furthermore, the three main dimensions of service quality in the hotel industry in 

Australia were described by Mei et al. (1999) as employees, tangibility, and reliability. In the 

Turkish hospitality industry, Akan (1995) discussed the seven dimensions of service quality: 

courtesy and competence, tangibles, knowledge and understanding, communication and 

transactions, solutions to problems, precision in hotel reservations, and finally, accuracy and pace 

of service provision. Table 3.2 summarizes the empirical studies on service quality in the hotel 

sector. 
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Table 3.2. Summary of empirical studies on service quality in the hotel industry 
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Table 3.2. Summary of empirical studies on service quality in the hotel industry 
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Tangibility 

             Tangibles are described as appealing and attractive physical signs, including the 

appearance of cleanliness, physical facilities, and decoration (Glaveli et al., 2006). They are further 

referred to as staff appearances such as personal presence and dress codes (Nickson, Warhurst, 

and Dutton, 2005). Tangibles are defined as aspects of a service that can be felt without actually 

purchasing it. They are always the apparent features of the service used by businesses to improve 

customer satisfaction. 

             McDougall and Snetsinger (1990) differentiated between intangibility and tangibility by 

defining them as the degree to which a service or product portrays its precise concrete image and 

the lack of physical evidence, respectively. Hence, tangibilizing services act as an essential success 

path in hotel sectors (Reddy, Buskirk, and Kaicker, 1993). Ironically, intangibility is a critical 

feature that defines services, whereas tangibility is recognized as a crucial element of service 

quality. According to Choi and Chu (2000), tangibility is the most significant parameter of hotel 

service quality. The availability of modern-looking equipment, neat appearance of staff, visually 

appealing physical facilities, visually appealing service-associated materials, availability of room 

temperature control and comfortable beds, free internet access services for customers, easily 

accessible reservation, and health care facilities affect the consumer behavior of the hotel, 

improving their level satisfaction. 

              According to Lockyer (2002), the tangible dimension is a criterion that should be 

considered while choosing accommodation. Specific features such as shower and bathroom 

conditions or the softness of pillow and mattress can be considered when selecting a residing place 

for customers with special status and gender. Nonetheless, cleanliness was reported as the most 

significant parameter affecting a person's choice of accommodation. Further, the shift from a 

conventional to a more modern attitude produced a positive reaction in this regard (Antony, Jiju 

Antony, and Ghosh, 2004). The finding of Presbury (2009) in the Sydney hotel sector revealed 

that the expectations with regards to tangible attributes, such as the range of facilities being offered, 

were considered to be necessary to customers overall, and cleanliness, quiet, and privacy were 

essential to a lesser extent than managers had anticipated. The findings of another study 

reconfirmed that physical evidence is essential, and the inability to maintain flawless physical 
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facilities and employees' appearances could lead to an image of below-average service satisfaction 

image in customers' minds, similar to the case of North Cyprus Hotels (Nadiri and Hussain, 2005) 

            Furthermore, according to Koteler (1973), design environments are the stimuli that 

influence a customer's decision to use a service. According to this model, buyers' perceptions of 

physical space quality are influenced by the sensory qualities of the space surrounding a purchased 

object. He tested his approach in various businesses, including hotels, and discovered that interior 

design, architecture, and window dressing are all essential aspects of a customer's perceived quality 

and ability to meet their expectations. Markovic and Raspor (2010) maintained that tangibility is 

one of the key factors that best explained customer satisfaction in Croatia hotels. Additionally, the 

likelihood of tolerating heterogeneity on the tangible dimension is more considerable among hotel 

customers (Yilmaz, 2009).   

In in this regard, the following hypothesis is proposed: 

H1A1: Tangibility has a positive effect on customer satisfaction. 

 

Location 

              Pakurár et al. (2019) stated that location means the ease and convenience with which 

guests can use hotels' services. Research has shown that more accessible access to services 

increases customer satisfaction (Lima Santos et al., 2021). This factor is even more essential for 

large cities such as Sydney, a widely scattered city and covers a large geographic area. Main 

attractions and hotels are spread across a few main spots around the central business district (CBD) 

and the harbor district in the inner-city suburbs (i.e., areas the city council refers to as villages). 

              According to tourism and tourism geography studies, a hotel's location significantly 

impacts tourist movements due to the law of distance decay (Dredge, 1999). According to Arbel 

and Pizam (1977), most hotel visitors preferred to stay in hotels close to crucial city attractions. 

According to Markovic and Raspor (2010), hotel location is one of the most critical determinants 

of service quality and customer satisfaction in the hotel sector. Their research also found that 

traveling visitation is a spatially selective activity, but prominent tourist destinations attract diverse 

visitors regardless of the hotel's location. Almeida et al.  (2019) indicated that location is an 

essential factor to be explored with hotel travelers. Convenient location, like near airports or city 
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centers, can be a vital factor for travelers' satisfaction by paying higher hotel rates. Zhou et al. 

(2017) indicated that easy access to the hotel is vital to increasing customer satisfaction. 

In line with this, the following hypothesis is proposed: 

H1A2: Location has a positive effect on customer satisfaction. 

 

Responsiveness 

               Responsiveness is explained as informing customers of their service delivery (Kang et 

al., 2002) and is an act of immediately performing services and being accessible when customers 

need help (Edvardsson, 1998). Liu et al. (2008) found that negligence while dealing with 

customers' inquiries results in discontent. Thus, the company's representatives should be 

empowered with the required knowledge to efficiently respond to customers' inquiries and fulfill 

their needs as soon as possible. 

                Understanding consumer behavior includes the scientific evaluation of why people buy 

products and services and how they apply them. Responsiveness entails a willingness to assist 

customers and provide prompt services (Parasuraman et al., 1988). More precisely, this is related 

to the ability of the service supplier to provide services promptly, which is an essential parameter 

of service quality for guests. Customers permanently expect prompt services and quick processing 

of their needs and are informed about the lack of meeting their needs. Responsiveness is defined 

as the enthusiasm of the personnel to assist the clients and provide prompt services for them 

(Parasuraman et al., 1985). According to Kotler (2015), the satisfaction of hotel customers mainly 

originates from service staff's high levels of responsiveness toward hotel customers during service 

delivery, and it encapsulates the expectations of customers on promptness in service providing. 

                 Researchers have reported that customers expect service providers to respond and 

provide their needs patiently and enthusiastically (Lymperopoulos, Chaniotakis, and Soureli, 

2006). It was found that service providers' lack of attending to customers' needs was one of the 

needs' weaknesses and accompanying the staff's efficiency in responding to these needs (Sohail et 

al., 2007). Bhatta and Durgapal (2016) added that customers must see service providers ready and 

willing to perform their desired service. This vital dimension of service quality deals with 

customers' requests and being accountable regarding their complaints and questions attentively 
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and promptly (Chen, Chen, and Lee, 2013). According to Nadiri and Hussain (2005), 

responsiveness is one of the most critical predictors of service quality which explains customer 

satisfaction in Northern Cyprus hotels as this dimension can impact customers' future intentions 

and their decisions to repurchase the service. 

In pursuing this objective, the following hypothesis is presented: 

H1A3: Responsiveness has a positive effect on customer satisfaction. 

 

Reliability 

                Reliability is defined as the capacity to appropriately and reliably fulfill the promised 

service. More precisely, it is a precise indicator of overall service quality since it is related to the 

proper fulfillment of a promised task, the extended continuity of courtesy, and the provision of 

good service (Juwaheer, 2004). Reliability is the ability of a service provider to deliver the 

promised services consistently and honestly (Apte and Martin, 1994). 

                The significance of reliability is perceived when coping with conflicts. Based on the 

finding of a study, retailers should respond timely to customers' requests and be error-free in this 

regard (Keating, Rugimbana, and Quazi, 2003). Problem management is an essential driver for 

assessing a service. Thus, possessing a well-managed complaint system and good recovery is 

critical for an organization regarding providing quality services. Hotel customers seek services on 

which they can rely. Consequently, reliability is an essential factor considered while gauging 

service quality in the hotel sector (Mei et al., 1999). 

                Reliability is a widely employed variable in almost all service quality measurement 

methods, demonstrating its link to customer satisfaction. Ibáez et al. (2006) investigated the 

relationship between this crucial aspect of service quality and customer satisfaction, finding a 

substantial link between customer contentment and reliability in the hotel industry. Their studies 

have further acknowledged that reliability items included items that customers would typically 

expect. For example, the ability to perform the promised service accurately and dependably. For 

instance: "It is highly crucial that when hotel employees say they will do something by a specific 

time, they should always follow through. " Many researchers pointed out this dimension of service 

quality as one of the most critical factors contributing to customer satisfaction. Service reliability 
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in the hotel industry can be divided into sub-dimensions such as hotel security, personnel 

specialization, and correct account information management (Chang et al., 2014). Presbury (2009) 

found that the ability of service providers to provide services in a timely way is the essential 

criterion in evaluating service quality in three-four-and five-star hotels in Sydney. 

               According to Apte and Martin (1994), reliability is recognized as a necessity, while 

Chowdhary and Prakash (2007) considered it more applicable to intangible services. Based on the 

study findings, managers reported a lack of socialization ability because young employees were 

not frequently successful service providers. (Presbury, Fitzgerald, and Chapman, 2005). In another 

study, it was found that customers would tend to tolerate mistakes or delays if they were satisfied 

with the personnel's values and personal skills. They claimed that reliability problems could be 

corrected if service providers are truthful, exhibit a willingness to provide help and assure the 

customer that they are never too busy to attend to their requests (Jabnoun & Khalifa, 2005). 

                According to some studies, reliability is a crucial driver for improving customer 

satisfaction (April & Pather, 2008; Kumar et al., 2010). Their studies indicated that this aspect of 

service quality directly influenced by staff behavior was the most critical factor. Customers 

expected that the employee would perform a promised service accurately, dependably, and 

promptly. It is defined as human capital. To obtain a positive level of customer satisfaction, 

employees should deal with, anticipate, and resolve hotel guests' problems. Ling et al. (2012) 

indicated that reliability is the most crucial factor in determining customer satisfaction in the 

Malaysian Hotel industry. 

To address this issue, the following hypothesis is formulated: 

H1A4: Reliability has a positive effect on customer satisfaction. 

 

Assurance 

              Assurance is "knowledge and courtesy of the staff and their ability to inspire confidence 

and trust" (Parasuraman et al., 1988). These items were captured by asking customers questions 

such as: "The hotel staff must always be courteous to guests" and "The employees of these hotels 

must always have in-depth knowledge of the hotel and its services." (Jabnoun & Khalifa, 2005). It 
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is thought that if hotel employees perform in a trustworthy manner, customer satisfaction will rise 

dramatically. It may also inspire hotel guests to stay longer or return (Ndubisi, 2006). 

               Hotel guests seek methods to ensure a high level of service quality to maximize their 

satisfaction with the recovery of service disappointments and service experiences. Many 

researchers (Bhat & Qadir, 2013; Karunaratne et al., 2010) who empirically investigated customer 

satisfaction related to service quality in the hotel sector verified the importance of the assurance 

variable in customer satisfaction. Staff actions (i.e., assurance) exert a more significant effect on 

customer satisfaction compared to physical characteristics (Ekinci et al., 2008), which corroborates 

the findings of another research (Sanchez-Hernandez et al., 2009). Based on the result of another 

study, assurance was considered the most crucial determinant in other sectors (Siddiqui & Sharma, 

2010) when the appropriate staff served hotel customers. According to Presbury, Fitzgerald, and 

Chapman's (2005) qualitative research, customers regarded the assurance factor, as related to the 

conduct, attitude, and knowledge of hotel employees, as a vital part of service quality. According 

to the conclusions of this study, Sydney hotels are underperforming in these critical areas. In 

another study, Ling et al. (2012) confirmed and strengthened the existing body of knowledge, 

highlighting the importance of assurance in improving customer satisfaction in Malaysia's hotel 

services. Hossain (2012) also indicated that assurance positively impacts customer satisfaction in 

the hotel industry. 

In in this regard, the following hypothesis is proposed: 

H1A5: Assurance has a positive effect on customer satisfaction. 

 

Empathy 

               Empathy is the "caring, individualized attention the firm provides its customers" 

(Parasuraman et al. 1988). It refers to the ability to share and understand other people's feelings. 

Staff empathy helps create an enjoyable guest experience and impact consumer behavior 

(Munhurrun. et al., 2010). The other definition of empathy is from a consumer behavior stand. 

Consumer behavior is the behavior that consumers display in searching for products and services 

that they expect will satisfy their needs. Empathy is one of the vital service quality dimensions that 

can impact consumer decision-making processes and influence their future purchases. (Schiffman 

et al., 2013). Presbury's (2009) finding in the Sydney hotel sector displayed that this dimension 



64 
 

rated very high in importance to customers who stayed in Sydney hotels. However, the 

performance of Sydney hotel staff on this crucial dimension was low. Consequently, the evidence 

of this study suggested that hotel managers understand what customers expect in terms of empathy. 

Moreover, empathy may refer to personalization that gives customers individualized attention 

regarding improving corporate values (Nusair & Kandampully, 2008). Empathy was the weak 

point of Mauritius hotels, representing that the hotelier's understanding of customers' expectations 

is an essential parameter in the quality service (Juwaheer, 2004) 

                 Empathy has long been recognized as the most crucial factor for satisfying customer 

needs (Simon, 2013). This significant factor made hotel customers happy and functioned as a vital 

predictor in improving the hotel's future economic success. The empathic approach towards the 

customer instills a sense of importance in the consumer, leading to a desire to return and a 

propensity to promote the hotel to others. In the research done by Minh et al. (2015), empathy was 

the most critical factor leading to customer satisfaction. It is noteworthy that hotel customers are 

not likely to tolerate discrepancy when it comes to empathy regarding hotel services, thus seriously 

affecting customer satisfaction (Yilmaz, 2009). According to previous evidence, employees will 

encounter negative research gaps if they do not practice empathy effectively (Munhurrun. et al., 

2010).  Markovic and Raspor (2010) also reported that the primary service quality variable in the 

Croatian hotels was empathy. 

Accordingly, the following hypothesis is proposed: 

         H1A6: Empathy has a positive effect on customer satisfaction. 

 

3.4.2 Personality factors 

Personality is described as a set of psychological characteristics that contribute to a person's 

long-term and distinctive patterns of emotion, thinking, and behavior (Jani & Han, 2013). 

Personality is defined as the psychological qualities such as feelings, thinking, and behavior that 

tend to be unique and permanent (Sohn, 2017).  
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3.4.2.1. Dimensions of personality factors 

The five-factor model has been accepted as a meaningful and valuable taxonomy for 

understanding and organizing personality factors. The five-factor model represents that 

personality has five dimensions of individual differences: 

 Neuroticism: Being angry, worried, embarrassed, anxious, depressed, insecure, and 

emotional. 

 Extroversion: Active, assertive, sociable, talkative, and gregarious. 

 Agreeableness: Being tolerant, good-natured, flexible, soft-hearted, cooperative, forgiving, 

trusting, and courteous. 

 Conscientiousness: Being responsible, persevering, achievement-oriented, careful, and 

hardworking. 

 Openness to experience: Holding unconventional values, needing variety, being 

imaginative, curious, broad-minded, intelligent, original, aesthetic sensitivity, and cultured 

(McCrae & John, 1992)  

The source of negative affectivity has been recognized as neuroticism (Watson & Hubbard, 

1996). Individuals with high neuroticism experience more distress than others due to their 

essentially negative personality (George, 1992); as a result, they may experience greater levels of 

emotional and mental exhaustion. While neuroticism is linked to negative experiences in life, 

extroverts are more motivated to feel good (Costa & McCrae, 1992). 

Extroversion is the fundamental source of positive individual affectivity. Extroverts tend 

to be optimistic, meaning that they believe things will work out better. That is why they are 

expected to experience emotional exhaustion at the lower levels. Agreeable individuals have a 

higher motivation to achieve interpersonal intimacy, leading to happiness (McCrae & Costa, 

1991). Conscientious individuals are usually dependable, competent, efficient, ambitious, and 

hardworking (Block, 1961). People who are open to experience tend to experience both adverse 

and pleasant events more intensely (Costa & McCrae, 1991).  

No two people (i.e., customers) are precisely the same since the features that make up an 

individual's personality are a unique blend of internal and external factors. Despite this, many 

people are similar in a particular personality trait. Many customers, for example, might be 

classified as extroverted or "high" in sociability (indicating their level of interest in group or social 
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activities), whereas others can be classified as introverted or "low" in sociability. Furthermore, two 

customers may have similar levels of innovativeness but different levels of self-monitoring. 

Personality is a crucial term in consumer behavior since it divides people into different groups 

based on a single or limited range of personality traits. If each customer were unique in every way, 

segmenting them would be nearly impossible, and there would be no purpose in building 

standardized services based on personality (Schiffman et al., 2013). 

Previous studies differ in incorporating personality traits, especially the Big Five factors. 

For example, looking at hotel sector studies, Lin and Worthley (2012) solely employed 

extraversion and openness to experience, arguing that agreeableness, conscientiousness, and 

neuroticism applied to individual, social, and sickness-related attributes, respectively and thus not 

related to the consumption sector. In addition, Mooradian, T. A.  (1997) employed only 

neuroticism and extraversion to examine the evocation of feelings when viewing advertising 

because these two comprehensive personality traits were more universal than the other parts of the 

personality. Other researchers (e.g., Orth, Trzesniewski, and Robins, 2010) correlated brand 

attachment to outcomes using all personality factors, implying that all traits had a substantial 

impact. Employing fear and joy as aspects of neuroticism and extraversion, respectively, Faullant, 

Matzler, and Mooradian (2011) noted that joy positively impacted overall customer satisfaction, 

while the fear exerted a negative impact on overall customer satisfaction. 

Marketers are interested in learning how personality influences consumption behavior 

because it allows them to understand better consumer demands and segments and target customers 

who are more likely to respond positively to their service and product offerings. (Schiffman et al., 

2013). Customer satisfaction is a prominent research variable since it has a long-term impact on 

customer behaviors such as repurchasing and sharing pleasant experiences with prospective new 

customers. As a result, only a few studies have looked at the impact of personal factors like 

personality traits on customer satisfaction (Gountas & Gountas, 2007). The results of a few studies 

which investigated the relationship between personality factors and customer satisfaction are not 

converging (Vazquez-Carrasco & Foxall, 2006). Utilizing personality types of material, intuitive, 

feeling, and thinking as items influencing customer satisfaction, Gountas and Gountas (2007) 

noted a significant relationship. As a result of the lack of evidence on the impact of the Big Five 

personality traits on customer satisfaction, the current study investigated their relationships. 
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3.4.2.2. Empirical study of personality factors in the hotel sector 

Jani & Han (2014) tested the relationship between the Big Five personality factors and 

hotel customers’ satisfaction in South Korea. The results indicated that neuroticism, 

conscientiousness, and extroversion were significantly related to hotel customers’ satisfaction. To 

examine the relationship between the Big Five personality factors and reuse intention, Yaou Hu 

and Hyun Jeong Kim (2018) found that agreeableness and conscientiousness affect hotel 

customers’ reuse intentions in the USA. Tang and Lam (2017) observed that extraversion and 

agreeableness are positively associated with the satisfaction of reuse intention of customers of 

green hotels in China. Lin and Worthley (2012) suggested that extraversion dramatically and 

explicitly contributed to enjoyment, substantially impacting satisfaction. The same result was 

confirmed by Oppong and Boasiako (2017). Their study indicated that extraversion affected 

customer satisfaction in the hotel sector. Table 3.3 summarizes empirical studies on personality 

factors in the hotel industry. 

Table 3.3. Summary of empirical studies on personality factors in the hotel industry 
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Empirical studies of personality factors in the hotel industry evidenced that extraversion, 

agreeableness, openness, and neuroticism were four essential factors leading to customer 

satisfaction in the hotel sectors worldwide. Personality factors indicated in customer behavior and 

marketing studies have influenced consumers’ affective responses (Orth, Trzesniewski and 

Robins, 2010) and customer satisfaction (Faullant, Matzler, and Mooradian, 2011; Lin). Although 

none of these studies have integrated personality factors with customer satisfaction and service 

quality in a single study to ascertain their relationships in the hotel sector as Han & Ryu (2009) 

and Jani & Han (2014) are calling for further studies on the influence of personality traits in the 

hospitality industry. This study attempts to answer the calls of the above and many other 

researchers by examining the extent to which personality factors influence customer satisfaction 

in the hotel industry in Sydney. 

Using the hotel as the study sector, Lin and Worthley (2012) discovered that personality 

on customers’ emotions and satisfaction consequently influenced their reusing behavior.  Using 

these models, some researchers have sought to analyze the association among service quality, 

customer satisfaction, and reuse intentions in various sectors and countries. However, there is a 

lack of well-researched studies regarding the role of service quality and personality factors, along 

with their impact on customer satisfaction and reuse intentions, especially in the hotel and 

hospitality sectors (Oppong & Boasiako, 2017; Siddiqui & Sharma, 2010). 

The current study includes some theory-based implications concerning the research drivers 

of customer satisfaction in the hotel sector. Based on the literature, this is one of the few empirical 

studies on personality factors, service quality, reuse intentions, and customer satisfaction, thus 

paving the way for researchers to understand the relationships between the variables mentioned 

above. It is noteworthy that this study mainly provides further support for conceptualizing 

customer satisfaction as different concepts (Hicks et al., 2015; Oliver, 1997; Rust & Oliver, 1994; 

Westbrook & Oliver, 1991). In filling the perceived knowledge gap, the current study was 

triggered to develop a model of reusing intentions involving five personality factors (openness to 

experience, agreeableness, neuroticism, conscientiousness, and extraversion) to identify the 

relative importance of personality factors in generating customer satisfaction. 
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Extraversion 

The extroverted personality is stated to be sociable, outgoing, energetic, and passionate.  

Extraversion is a personality trait that has a solid link to positive affectivity. Extroverts are sociable 

people who like human connection, and as a result, they are more likely to support others' behavior. 

As a result, they are more vulnerable and sympathetic to others' suffering and distress. Findings 

by Mroz and Kaleta (2016) suggest that perspective-taking may be a side effect of extraversion. 

Extraverts are more open to product/service advertisements and have a higher purchase 

intention. As a result, this energetic, outgoing, and enthusiastic personality trait can positively 

impact customer satisfaction and the intent to return. This means that an extroverted individual is 

more likely to form connections and form relationships than someone introverted. (Oppong and 

Boasiako, 2017). Extraverts' vulnerability to interactions means that well-executed emotional 

engagement moments throughout the value chain have a more significant impact on them, resulting 

in more repeat patronage and higher customer satisfaction. In addition, extraversion refers to how 

outgoing people are, and it indicates how at ease they are when engaging with others. Extraverts 

feel better when interacting with others and prefer it over working alone because of these 

characteristics; they are also more trusting.  Lin and Worthley (2012) stated that extraversion 

dramatically and explicitly contributed to enjoyment, substantially impacting satisfaction. The 

same result was confirmed by Oppong and Boasiako (2017). 

In keeping with this line of argument, the following hypothesis is proposed: 

H2A1: Extraversion has a positive effect on customer satisfaction. 

 

Agreeableness  

An agreeable individual is warm, passionate, and forgiving while not stubborn or 

demanding.  People who are trusting, cooperative, and likable have a high level of agreeableness. 

People with high agreeableness tend to be straightforward and helpful, which makes them good in 

social situations. (Matzler & Renzl, 2007). They tend to be sympathetic and eager to help other 

people (Jani & Han, 2014). Individuals with high scores on this trait are more likely to be 

trustworthy and adaptable. These traits help people interact well with others and establish personal 

relationships. 
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Because of their softness and trustworthiness, people with a high degree of agreeableness 

are more easily persuaded by emotional engagement moments, changing their relative attitudes 

and resulting in more vital customer satisfaction. (Jani & Han, 2014).  Tan et al. (2004) reported 

that showing positive emotions was strongly associated with customer agreeableness, and these 

emotions positively impacted satisfaction with service providers. Furthermore, a study on utility 

companies revealed that the agreeable personality factor was a positive driver of customer 

satisfaction (Matzler & Renzl, 2007). Likewise, Jani and Han (2014) found that agreeable guests 

were usually satisfied with the hotel industry's services because of their specific and helpful 

characteristics. 

In keeping with this line of argument, the following hypothesis is proposed: 

H2A2: Agreeableness has a positive effect on customer satisfaction. 

 

Neuroticism  

Neuroticism describes a temperamental, tense, and touchy individual who lacks self-

confidence. Such emotionally unstable behavior is typically characterized in light of its negative 

effect on consumption-type behaviors (Volodina, Lindner, and Retelsdorf, 2019).   Individuals 

with high neuroticism experience more distress than others due to their essentially negative 

personality (George, 1992); as a result, they may experience greater levels of emotional and mental 

exhaustion. Neuroticism which is the tendency to experience adverse effects such as fear, 

embarrassment, and sadness, has been found to have a negative association with customer 

satisfaction (Matzler & Renzl, 2007) and negatively correlated with satisfaction in terms of 

training and vocational education (Volodina, Lindner and Retelsdorf, 2019). 

Because of their primarily negative nature, individuals with high neuroticism experience 

more distress than others. These people expect the best level of service every time. This personality 

trait is linked to emotional instability and anxiety. Individuals with a high score on this personality 

factor have an anxious and turbulent attitude. As a result of this attitude, there would be a general 

lack of trust in others, resulting in a lower level of satisfaction. (Tang and Lam, 2017). People with 

high levels of neuroticism are prone to being unreasonable, temperamental, and incapable of 

coping with others. They are also known to be unstable and quickly agitated. Neuroticism is 

considered the polar opposite of emotional stability. This personality trait has been linked to being 
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emotionally unstable, easily angry, and having many insecurities. Their highly unstable and 

anxious traits mean that they are likely to feel discomfort in physical moments within the value 

chain, decreasing the level of satisfaction. 

In keeping with this line of argument, the following hypothesis is proposed: 

H2A3: Neuroticism has a negative effect on customer satisfaction. 

Openness  

Openness to experience suggests that individuals are unconventional, curious, and 

visionary and have various interest levels. Open-minded individuals tend to have various interests 

(Chung & Park, 2017). Openness is a person's level of curiosity, creativity, imagination, and 

originality (Jani & Han, 2013). Briefly, openness to experience refers to the pro-activity of 

individuals in finding and appreciating novel situations.  People with a high level of openness are 

more open to trying new things, new ideas, and new experiences. They are open-minded and 

curious about new things, and seek novelty. They are drawn to new experiences, adventures, and 

creative undertakings. Open people have a higher level of intrinsic motivation to learn for the sake 

of learning. 

Openness to experience is frequently used to measure people's willingness to be open to 

new ideas and is associated with a level of curiosity rather than caution. People who have a high 

openness to experience attribute are also shown to be more trustworthy. Because of their 

trustworthiness, they are more vulnerable to emotional moments along the value chain, which can 

alter their personality trait and increase their satisfaction with a company or brand. Individuals 

with a high level of "openness to experience" will be amenable to new associations and concepts 

and thereby more receptive to change. Consequently, such individuals may be more willing to join 

new associations and ventures. Such an inclination may also increase their level of satisfaction 

because they have various interest levels. Further, Lin (2010) reported that the openness 

personality factor had an essentially positive effect on affective customer loyalty, which is 

assumed to be a consequence of customer satisfaction.  Therefore, it seems that the openness 

personality trait can contribute to satisfaction in different contexts and circumstances. 

In in this regard, the following hypothesis is proposed: 

H2A4: Openness has a positive effect on customer satisfaction. 
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Conscientiousness  

Conscientiousness is evident in some traits, such as meticulousness and thoroughness, 

while not impulsive or idle. Accordingly, it is a constructive human characteristic that is supposed 

to affect purchasing results positively. In other words, higher levels of customer conscientiousness 

are expected to contribute to more significant purchases and thus lead to higher levels of 

satisfaction.  

People high in trait conscientiousness suffer more from negative deviations from their trait 

level than those with low in trait conscientiousness, leading to less satisfaction. Although this trait 

is supposed to be beneficial for well-being, it may decrease the level of satisfaction, implying that 

more conscientious individuals represent less satisfaction. (Boyce et al., 2010). 

Conversely, Organ and Lingl (1995) discussed that the relationship between 

conscientiousness and satisfaction is not permanently evident and demonstrated that 

conscientiousness negatively predicted co-worker satisfaction. Regarding the leader-follower 

relationship, Harris et al. (2019) concluded that conscientious leaders usually are more rigid (i.e., 

less adaptable), thus drawing less satisfaction from followers. The amount of goal-directed 

behavior and perseverance a person possesses is measured by conscientiousness. People who have 

a high score on this trait are likely to be dependable, structured, and consistent. Compared to people 

who have different attributes, they are also reported to be more tidy and responsible. 

Conscientiousness is considered the polar opposite of a lack of direction. 

Boyce et al. (2010) found that conscientiousness has a dark side. People that score high on 

conscientiousness are believed to be more dependable than others. The reason is that they are well-

organized and consistent, making them more dependable. This personality trait is associated with 

making people more sensitive to physical sensations, which impacts repeat patronage since 

conscientious people rely on consistency, which influences customer satisfaction. 

 In keeping with this line of argument, the following hypothesis is proposed: 

H2A5: Conscientiousness has a negative effect on customer satisfaction. 
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3.5 Reuse intentions 

Marketing investigation revealed that keeping customers loyal is more beneficial than the 

attraction of new ones as this has repercussions for marketing costs, customers' willingness to pay 

more, and hence for profits. Consequently, businesses in general and service providers, in 

particular, like to keep their customers. The behavioral purpose indicates whether a customer will 

stay loyal to or switch to another service provider.  

Ithnan and Ariffin (2020) showed that customer experience is associated with reuse 

intentions, i.e., the more favorable the customer experience, the more likely his/her desire to use 

the service again. Oliver (1997) defined reuse intentions as engagement in certain behaviors such 

as willingness to revisit and WOM recommendations. These intentions can predict the future 

consumption behavior of the customer and his WOM recipients. Yee et al.  (2009) argued that 

customers' behavioral reaction results from their product/service cognitive appraisal and the love 

they have experienced while doing so. However, it is to be remembered that people instead catch 

the intentions of the customer rather than the actual actions in the case of reuse intentions. 

Nevertheless, some researchers concluded that reuse intentions are strong indicators of potential 

expected actions; therefore, they measured intentions to revisit, suggest, and be loyal. (Boulding 

et al., 2013; Balikcioglu & Kucukergin, 2015; Sharma & Nayak, 2018).  

A favorable relation between customer satisfaction and reuse intentions in the hotel and 

hospitality sector is crucial due to the positive effect such a relationship has on profitability (Han 

et al., 2010; Ryu et al., 2010; Han & Back, 2008). Repeat company is an excellent example in this 

case.  Next, Edwin and Sheryl (2013) concluded that by assessing their degree of satisfaction, 

understanding customer behaviors gives the service provider a greater chance of affecting the 

user's behavior. Yee et al. (2009) reported that customer satisfaction is paramount, leading to 

customer satisfaction. Siddiqi (2011) showed that quality of service characteristics is positively 

linked to customer satisfaction which is positively linked to customer loyalty. 

A satisfied hotel customer employs his word of mouth to suggest the hotel to others. These 

widely add to profitability by returning to stay in the same hotel and those impacted by the hotel 

(Petzer & Mackay, 2014). Next, Chang et al. (2014) assessed tourists' reuse intentions of staying 

overnight in green hotels, revealing a positive relationship between reuse intentions and customer 

satisfaction. Zeithaml, Berry, and Parasuraman (1996) reported that reuse intentions reflect 
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whether customers will stay with the organization or leave. These reuse intentions are either 

desired or undesired. Good word of mouth, paying a price premium, staying loyal, and spending 

more with the service provider are favorable.  

The undesired involve quitting the service provider, poor word of mouth, lower company 

spending, and legal action (Ali & Amin, 2014; Lima Santos et al., 2021).  Similarly, Oliver (1997) 

defined reuse intentions as a stated likelihood to engage in the behavior. Reuse intentions involve 

revisit and word-of-mouth intentions in this sense (Jani & Han, 2011). As such, consumers' prior 

interactions with a product or service lead to an attitude towards the supplier closely correlated 

with consumer intentions to buy and suggest (Han & Kim, 2009). 

Many researchers have stressed the value of integrating consumers' reuse intentions 

because they predict customers' actual actions (Ali & Amin, 2014). Hotels can achieve consumer 

loyalty and gain a competitive advantage by delivering quality services (Gunarathne, 2014). Rao 

and Sahu (2013) reported that hotel operators are also concentrating more on preserving quality 

standards as this has the apparent benefit of satisfying customers' essential requests and demands. 

Competition is intense among hotels to attract and keep customers loyal. Hence, customers will be 

less likely to reuse a hotel if they do not fulfill their service quality standards (Rauch et al., 2015), 

no matter the price they pay for. Therefore, customer satisfaction is crucial to hotel operators since 

it can directly affect customer loyalty and retention due to service quality. 

 

3.5.1 Customer satisfaction and reuse intentions 

An organization requires offering products and services accommodating particular levels 

of customers’ perceived values to fulfill customer satisfaction. For instance, customers are well-

pleased when their understanding of service quality aligns with their expectations. They feel 

satisfied when the offered service values are compared to the price paid for that service (Lu et al., 

2015; Wicks & Roethlein, 2009). Hotel managers should know about customers’ needs and 

evaluations of the hotel service quality to efficiently run a hotel to offer customers a satisfying 

experience (Olorunniwo et al., 2006).  

A positive relationship between customer satisfaction and reuse intentions in the hotel and 

hospitality sector is of great importance due to its positive effect on profitability (Han et al., 2010; 

Ryu et al., 2010; Han & Back, 2008). Repeat business is a fine example in this regard. Similarly, 

Edwin and Sheryl (2013) found that service providers can take more significant opportunities to 
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affect customer behaviors by understanding customers’ viewpoints and evaluating their 

satisfaction levels. Furthermore, Yee et al. (2009) reported that customer satisfaction is highly 

significant since it can contribute to customer loyalty. Likewise, Siddiqi (2011) indicated that 

service quality attributes are positively associated with customer satisfaction and loyalty.  

A content hotel customer typically uses word of mouth to suggest the hotel to others. These 

issues play a role in profitability in various ways, such as referring back to the hotel recommended 

by those who have already experienced staying in the same hotel (Petzer & Mackay, 2014). 

Additionally, Chang et al. (2014) studied tourists’ reuse intentions for those residing in green 

hotels overnight and demonstrated a positive association between customer satisfaction and reuse 

intentions. Moreover, Berezina et al. (2012) concluded that contentment, revisit intentions, and 

word of mouth significantly contributed to customers’ perceptions of service quality. The rationale 

mentioned above resulted in developing the following hypothesis: 

      H3: Customer satisfaction has a positive effect on the reuse intentions of hotel customers.  

 

To sum up, this chapter presented the proposed theoretical framework of this study. It 

further indicated the theoretical arguments for the relationship between each variable and its 

definitions and then presented the explanations and arguments leading to the proposed hypotheses 

of the study. Finally, Table 3.4 represents a summary of all 12 hypotheses of this study. 
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Table 3.4. Summary of hypotheses 

 

 

 

 

 

 



77 
 

CHAPTER 4 

METHODOLOGY 

4.1 Introduction 

The previous chapter presented the conceptual framework and hypotheses of the study. In 

this chapter, it is essential to operationalize the theoretical constructs to provide a basis for 

developing the measurement scales and testing the proposed model. The final part of this chapter 

provides an overview of the data analysis. 

 

4.2 SERVQUAL versus SERVPERF 

To recognize the challenges and complex features of service quality and its significant 

relationship with customer satisfaction and reuse intentions, it is essential to understand the 

associated features and find valid and appropriate instruments for measurement. 

Several scholars proposed various instruments for measuring service quality, with 

SERVPERF and SERVQUAL being identified as the two most prominent scales, forming the 

foundation for service quality assessment in various service sectors. (e.g., Parasuraman et al., 1988; 

Sanjay & Gupta, 2004; Riadh, 2009). The SERVQUAL model has its opponents and proponents. 

The proponents claim that this model is a famous instrument for measuring service quality. Its 

diagnostic ability is well appreciated. In addition, its validity and reliability are acceptable, and it 

is recommended for service quality research. Opponents criticize SERVQUAL, indicating that its 

construct and face validity is questionable, and this model has several operational and theoretical 

drawbacks. (Francosis et al., 2007). 

Several studies using SERVQUAL or SERVPERF scales in diverse service settings have 

demonstrated that the standardized scales are not generic (i.e., inapplicable in multiple service 

contexts) and fail to capture industry/sector-specific aspects underlying quality perceptions (e.g., 

Dabholkar et al., 2000; Negi, 2010). As a result, based on the specific qualities of the given 

services, the antecedents and measures of service quality may vary in different service contexts 

(e.g., hotels and similar). Because of the multiple criticisms of SERVQUAL, the SERVPERF scale 

was adopted for this investigation. 

 



78 
 

4.3 Measurement of constructs 

The measurement of constructs is analytical in scientific inquiry since they should be 

related to observable data if the researcher is to accomplish empirical testing. Further, the 

measurement process is a straightforward sequence. First, the researchers conceptualize a variable 

and then operationalize it. Eventually, they apply the indicators in the empirical world. The 

conceptualization of a construct refers to taking and refining it by giving it a conceptual definition. 

Furthermore, the operationalization of this construct is the process of moving from the conceptual 

definition of this construct to a set of specific measures or activities that allow researchers to 

observe it empirically (Neuman, 2000). 

 

4.3.1 Service quality 

There are numerous definitions for service quality. The conceptualization of quality that 

has gained the most significant acceptance represents that quality is the customers’ evaluation 

regarding the excellence of the product/service of a company and the performance of its critical 

characteristics compared with the service or product of rival companies and its characteristics 

(Wirtz & Bateson, 1999). Han and Hyun (2017) conceptualized quality as the tourists’ evaluation 

of excellence in a specific tourism product and its results against those provided by competing 

products. The quality of the physical environment, service (or interaction), and food (or result) is 

the essential quality components of many theoretical/empirical studies in hospitality. The 

following section presents the measurement of different dimensions of service quality. 

 

4.3.1.1. Tangibility 

Kotler (2015) indicated that various service quality dimensions are the totality of 

characteristics and features of services bearing on their ability to imply or satisfy a need. According 

to him, the appearance of an organization's equipment, physical facilities, and staff are tangible 

parameters. Halil and Kashif (2005) added that customers look for quality communication, 

equipment, and physical facilities to provide prompt services. The SERVQUAL scale initially 

consisted of ten dimensions concerning desirable characteristics of services, and tangibility is one 

of those essential dimensions of service quality. It was later (1988) categorized into five 

dimensions. By applying SERVPERF, Halil and Kashif (2005) assessed customers' viewpoints of 



79 
 

service quality in North Cyprus hotels and recognized tangible and intangible factors as the ones 

affecting service quality. Perran (1995) examined hotel service quality in Istanbul (Turkey) and 

listed several influential factors in service quality, including tangibility as a vital part of the service 

quality of the hotel industry. 

Table 4.1. Indicators of tangibility 

 

4.3.1.2. Responsiveness 

According to Kotler (as cited in Ngo & Nguyen, 2016; Zeithaml et al., 2018), 

responsiveness is the staff’s willingness to provide appropriate services and help the customers. 

Bhatta and Durgapal (2016) asserted that customers must perceive that service providers are ready 

and willing to perform their desired services. This vital dimension of service quality attentively 

and promptly focuses on customers’ requests and accountability regarding their complaints and 

questions (Chen, Chen, and Lee, 2013). Theodorakis and Alexandris (2008) also identified 

responsiveness as a vital part of service quality, customer satisfaction, and reuse intentions.  
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Table 4.2. Indicators of responsiveness 

 

4.3.1.3.  Location 

Service providers directly influence customer satisfaction by service and product quality. 

Given that the worldwide market saturation and competition change the growing service sector, 

service quality plays a vital role in retaining and attracting customers (Syuhailah et al., 2020). The 

research about service quality has directed various basics to assist all tourism industries in 

increasing the number of satisfied customers. According to Parasuraman et al. (1985), location is 

one of the service quality dimensions, and Pakurár et al. (2019) define it as the ease and 

convenience with which guests can use the offering services by the hotels. Research has 

demonstrated that more accessible access to services increases customer satisfaction (Lima Santos 

et al., 2021). As one of the service quality dimensions, the location may influence a hotel customer. 

 

Table 4.3. Indicators of location 

 



81 
 

4.3.1.4. Reliability 

As indicated by Kotler (as cited in Kondasani & Panda, 2016; Zeithaml et al., 2018), 

reliability signifies the aptitude to accomplish the promised service accurately and unvaryingly. 

Bhatta and Durgapal (2016) further declared that customers always want a performance to be 

dependable and consistent. Moreover, Zeithaml et al. (2018) maintained that this service quality 

dimension is critical since customers fancy deals with an organization capable of keeping its 

promises and showing good communication. Mathew et al. (2019) mentioned that considering 

reputation about reliability, customers’ past experiences are concerned with service quality 

reliability (Chen, Chen, and Lee, 2013), and reliability is a vital part of service quality and 

customer satisfaction in the hotel industry. 

Table 4.4. Indicators of reliability 

 

4.3.1.5. Assurance 

As expressed by Kotler (as cited in Paulus, 2020), assurance means the comprehensive 

knowledge of personnel to convey confidence and trust. Additionally, Parasuraman et al. (1988) 

defined assurance as to the qualified courteousness of personnel and the skill of arousing 

confidence and trust in them. According to Zeithaml et al. (2018), assurance guarantees the link 

through the employee with the customer to the company by confidence and trust. Drawing insight 

from their study on customer perception toward service quality and its impacts on Greek the reuse 
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intentions of Greek hotels, Konstantinos et al. (2002) further identified empathy and assurance as 

influential factors in customers’ purchase intentions and satisfaction. 

Table 4.5. Indicators of assurance 

 

4.3.1.6. Empathy 

According to Kotler (as cited in Parvez, 2019; Zeithaml et al., 2018), empathy conveys 

caring, individualized attention to the customer. Parasuraman et al. (1988) and Zeithaml et al. 

(2018) mentioned that empathy is the providers’ personalized attention to customers and giving 

them appropriate assistance and prompt care. This vital dimension of service quality is more 

appropriate to organizations demanding to create a significant connection with customers than 

transaction marketing. 

Brady et al. (2011) confirmed the positive effects of service quality on customer 

satisfaction and reuse intentions, and customer satisfaction directly affected the reuse intentions in 

America and Latin America. Relying on insight from their study on customer perception toward 

service quality and its impacts on reuse intentions in Greek hotels, Konstantinos et al. (2002) 

identified empathy as the influential factor on customers’ purchase intentions. 
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Table 4.6. Indicators of empathy 

 

4.3.2 Personality factors 

According to Hilgard, personality is defined as the patterns of behavior and thinking ways 

that will indicate how a person adapts himself to the environment. However, others set an 

association between a person’s stable characteristics and personality and describe it as specific 

properties with stability, probably leading to the prediction of the individual behavior. Personality 

involves the attributes and characteristics that reflect a person’s actions, including emotions, 

thoughts, self-image beliefs, thoughts, thinking processes, and many behaviors (Volodina, 

Lindner, and Retelsdorf, 2019). 

Experts have presented alternative meanings for personality in psychology and personality. 

The term personality is initially rooted in the Latin word “persona” based on its etymology, 

implying the mask placed on their face by the theater actors in Ancient Greek and Roman. This 

perception suggests that every individual’s personality is a mask on his face as the distinguishing 

attribute from the others (Bujisic et al., 2015). The following section provides the measurement of 

different dimensions of personality factors. 

4.3.2.1. Extraversion 

Extraversion is the degree to which a person is outgoing or sociable (McCrae & Costa, 

1999) and covers irritability, inclination to build relationships with others, being garrulous, 
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confident, and emotional (Baron & Kenny, 1986). Extraversion factors show the amount and 

degree of interpersonal contact in individuals (Jani & Han, 2014). 

Likewise, extraversion is an essential factor leading to hotel customer satisfaction (Jani & 

Han, 2014). Analyzing the influence of personality traits on satisfaction in a fictional bar and hotel 

setting, Lin and Worthley (2012) concluded that extraversion dramatically and explicitly 

contributes to enjoyment and thus has a substantial impact on satisfaction. Kocabulut and Albayrak 

(2019) reported the positive and negative impacts of customer personality on their satisfaction and 

loyalty to products or services. 

Table 4.7. Indicators of extraversion 

 

4.3.2.2. Agreeableness 

It is the degree to which a person is helpful and kind and has general feelings toward other 

people (Smith, 2020). Jani and Han (2013) claimed that agreeableness, extraversion, and 

neuroticism were the central stimulants of customer satisfaction in the hotel industry. This aspect 

comprises trust, selflessness, affection, love, and other valuable behaviors, including being 

considerate (Baron & Kenny, 1986). Similarly, extraversion and agreeableness, as two indicators 

of personality, were already determined in customer satisfaction (Jani & Han, 2014). 

Agreeableness is the other important factor leading to hotel customer satisfaction (Jani & Han, 

2014). 
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Table 4.8. Indicators of agreeableness 

 

4.3.2.3. Neuroticism 

Individuals concerned and occupied with this trait cannot control their feelings and are 

distressed, reserved, and depressed accordingly (McCrae & Costa, 1991). Oppong and Boasiako 

(2017) described neuroticism as the steadiness of a person’s general emotional makeup and 

excessive urges or cravings. One who rates high in neuroticism is a temperamental, tense, and 

touchy individual who lacks self-confidence. Such emotionally unstable behavior is typically 

characterized in light of its negative effect on consumption-type behaviors (Jani & Han, 2014; 

Matzler & Renzl, 2007; Matzler et al., 2005; Volodina, Lindner and Retelsdorf, 2019). 

Table 4.9. Indicators of neuroticism 
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4.3.2.4. Openness 

Open-minded individuals tend to have various interests (Chung & Park, 2017). Openness 

is a person’s level of curiosity, creativity, originality, and imagination (Jani & Han, 2013). Briefly, 

openness to experience refers to the pro-activity of individuals in finding and appreciating novel 

situations. For example, Jani and Han (2014) used openness in experience and extraversion factors 

in hotels. They found that conscientiousness, agreeability, and neuroticism were associated with 

individual social achievements and sickness-related characteristics, respectively, and thus 

irrelevant to contextual factors. Matzler et al. (2005) also considered openness to account for 

consumption experience. 

Table 4.10. Indicators of openness 

 

4.3.2.5. Conscientiousness 

Conscientiousness manifests in some traits, such as meticulousness and thoroughness, 

while not impulsive or idle. Accordingly, it is a constructive human characteristic that is supposed 

to affect purchasing results positively. In other words, higher levels of customer conscientiousness 

are expected to contribute to more significant purchases and thus lead to higher levels of 

satisfaction.  

The standard features of this dimension include reflection with control over overreactions 

and intended behaviors. Coping with an organization and concerning details is slick for a dominant 

person with this feature (Baron & Kenny, 1986). Conscientiousness is the degree to which a person 

is precise, well organized, and orderly (Jani & Han, 2013). In addition, conscientiousness 

represents the tendency of people to accomplish (Jani & Han, 2014). 
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Table 4.11. Indicators of conscientiousness 

 

4.3.3 Customer satisfaction 

Different researchers defined customer satisfaction in various paths. Gogoi (2015) 

suggested that satisfaction is the favorableness of peoples’ subject assessment of several results 

and experiences related to its purchase or use. In another instance, Hill and Alexander (2017) 

defined satisfaction as a divergence between preceding expectation and following satisfaction 

occurring after consumer’s usage and evaluation. Similarly, Kotler (2015) defined satisfaction as 

assessment in two phases of post-purchase of a product or service and pre-purchase expectation. 

Liu and Yen (2015) posited that customer satisfaction occurs when customers get more benefits 

than their cost. In a more recent study, Lu et al. (2016) defined customer satisfaction as the feeling 

of delight due to comparing service or product quality concerning one’s expectations. 

The key to generating lasting profit is to provide high-quality services that ultimately result 

in satisfied customers. Based on the pertinent literature, customer satisfaction stems from the 

customers’ understanding of service quality (Calisir et al., 2014) relative to expectations (Zeithaml 

et al., 2018). In their study, Cronin et al. (2001) indicated better measures regarding the impact of 

service quality on satisfaction. Sweeney and Soutar (2001) also worked on customer satisfaction, 

while Mano and Oliver (1993) also used another version of these scales. 

Al-Sabbahy et al. (2004) mentioned that higher quality leads to higher satisfaction. 

Considering that this debate could lead to doubts on the findings, it was decided to separately 

measure overall customer satisfaction and overall service quality, abandoning the idea that factors 
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representing the model would themselves predict service quality. Accordingly, these questions 

were used, demonstrating the measurement of different drivers of customer satisfaction. 

Table 4.12. Indicators of customer satisfaction 

 

4.3.4  Reuse intentions 

Reuse intention refers to the motivational elements which influence a given behavior where 

the stronger desire to perform the behavior increases the likelihood of behavior performance (Lima 

Santos et al., 2021). Oliver (1997) defined reuse intentions as engagement in a particular behavior, 

such as a willingness to revisit. Furthermore, Zeithaml et al. (1996) reported that reuse intentions 

show whether customers will stay with the organization or defect. 

These reuse intentions are either desired or undesired. The favorable ones include 

expressing good word of mouth, paying a price premium, staying loyal, and spending more with 

the service provider. On the other hand, the undesired ones involve quitting the service provider, 

expressing a poor word of mouth, spending lower by the company, and taking legal action (Ali & 
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Amin, 2014; Lima Santos et al., 2021). Reuse intentions are known to involve revisit and word-

of-mouth intentions in this sense (Jani & Han, 2011). The following questions were applied, 

demonstrating the measurement of reuse intentions scales. 

Table 4.13. Indicators of reuse intentions 

 

4.4 Data collection  

4.4.1 Questionnaire  

This study aimed to explore the drivers of customer satisfaction in the hotel sector. 

Moreover, it was intended to evaluate how well Sydney hotels are delivering the required service 

levels. Thus, it was most appropriate to use a survey questionnaire deployed to hotel customers. 

According to some marketing researchers (e.g., Burns & Bush, 1995; Zikmund, 2003; Solomon, 

2017), survey methods allow collecting a significant amount of data economically and efficiently. 

Additionally, survey methods take on standardization because questions are preset and organized, 

and the administration of questionnaires is relatively simple. In addition, data can tap into the 

questions of what, why, and how, and tabulation and statistical analysis allow the emergence of 

patterns and common themes. Furthermore, it is easy to divide samples into demographic groups 

and compare them (Zikmund, 2003). 
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The questionnaire contained questions regarding all the measurement scales of the relevant 

constructs and demographic variables. All scale items were measured on a seven- and five-point 

Likert-type scale except for the demographic questions and consisted of five parts (Appendix 1). 

The first part of the questionnaire involves some items about background information and the 

decision process. The second section of the questionnaire addresses the performance of hotel 

services through 26 items about service quality and asks about all mentioned issues in the 

measurement of constructs. The third part deals with the characteristics of individual hotel guests 

through 20 items about the Big Five personality traits and searches for all the mentioned issues in 

the measurement of constructs. The fourth section has 12 and 4 items about customer satisfaction 

and reuse intentions. The last part of the questionnaire seeks demographic information of hotel 

customers. 

4.4.2  Data collection procedure 

Due to the COVID-19 pandemic, data collection through paper questionnaires was 

challenging, especially in the hotel sector. Thus, an online questionnaire was developed, and all 

data was collected through the TEG Insights market research agency using a consumer panel. 

Using a consumer panel has some advantages and disadvantages. The cost of performing this kind 

of research is very low. In addition, research projects can be completed quickly, allowing 

organizations to react swiftly to the findings. Response rates tend to be high as respondents have 

opted to participate in the research. 

TEG Insights is an ISO-accredited online research and insight business agency, providing 

access to consumers for market segmentation, insight generation, and behavioral data. It has 

different steps for achieving a sample of the target population. The sample was drawn based on 

the research requirements using the information collected from panel members. For this study, the 

sample was drawn based on specific survey screeners (they were all over 18 years old and stayed 

in Sydney hotels in the last eight months) using the collected information from panel members. 

Members qualified for online research were selected for participation. The collection process took 

around one month. Then, the collected data were checked for completeness. Finally, 509 

completed questionnaires were found usable and considered eligible for the final data analysis. 
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4.5 Sampling 

4.5.1  Population of the study 

Considering gathering information through an online survey for the examination, 

recognizing the population of interest became vital to ensure that the survey was designed so that 

only unsuitable respondents were filtered out and the same cases were not repeatedly invited to 

participate in the study.  In this study, the target population consists of all over-18-year-old people 

who have stayed in Sydney hotels in the last eight months. The respondents could be international 

and local visitors. Although Australia has thousands of visitors every month, this research does 

not cover adequate resources to have such a high number of total visitors within every state. The 

COVID-19 pandemic in Australia is part of an ongoing and unexpected worldwide incident. The 

first confirmed case in Australia was identified on 25 January, 2020. Accordingly, Australian 

borders were closed to all non-residents on 20 March, 2020. Thus, this survey covered international 

and local visitors who stayed at three-, four-, and five-star hotels in Sydney in the last eight months 

(i.e., from July 2019 to March 2020) before the Australian border restrictions were imposed. That’s 

why the survey was conducted over 8 months to cover the COVID-19 pandemic timeline and have 

an adequate sample size as well. The international visitors sample was sourced by TEG from their 

international consumer panel. 

4.5.2  Sample selection 

Irrespective of the implemented sampling technique, this study substantiates the adopted 

technique. Baker (2017) argued that the execution of probability sampling could most often be 

difficult, complex, time-consuming, and expensive, and applying techniques associated with non-

probability sampling might be more facilitative. The travel industry and hospitality sector are 

multifaceted and extensive (e.g., vacationers might come up with various experiences as they keep 

visiting a location, convenience, transportation means, attractions, and eateries). Thus, it seems 

crucially essential to characterize the study setting. All hotels in Sydney were divided into three 

groups of three-, four-, and five-star hotels. The sample was chosen based on the non-probability 

sampling technique in this study. 

4.5.3 Overview of the hotel sector in Sydney 

According to Tourism Research Australia (TRA, 2021), there were more than 1804 hotels 

in 2017 in Sydney, and it was estimated to be more than 21,000 hotel rooms, with 1,600 rooms to 
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be added by the end of the year. The increase equals the total added rooms to the Sydney hotel 

market over the last eight years and shows 8% of the current supply. Local and overseas visits to 

Sydney in terms of expenditures, the number of visitors, and the duration of their stay in nights 

demonstrated that Sydney had visitors from other countries (95%), national overnight visitors 

(29%), and local day-trip visitors to New South Wales (36%). Over 8.5 million international 

visitors from 195 countries worldwide paid a visit to Australia in 2018. However, based on quota 

sampling, the researcher initially considered that most countries had the highest rates of visits in 

the last eight months in Sydney. 

A convenience sampling method has been applied as well. Hotel customers in Sydney are 

asked to complete the survey through a data collection agency. For this study, the researcher chose 

the TEG Insights agency, one of Australia's global scope data collection agencies, and manages 

online permission-based panels in New Zealand and Australia, connecting various universities and 

businesses with customers for market research. Data collection through paper questionnaires was 

challenging owing to the COVID-19 pandemic, especially in the hotel sector. Accordingly, the 

researcher designed an online questionnaire, and the TEG Insights data collection agency collected 

all data. According to the Australian Bureau of Statistics (2021), the currently six top countries 

whose people visit Australia in 2020 are China, New Zealand, the USA, the UK, Japan, and 

Singapore. Hence, in this study, the majority of allocation by the country of origin of international 

hotel customers is based on the top countries whose people visited Australia in 2020. 
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Table 4.14. International arrivals to Australia 

 

 

 

Figure 4.1. Allocation by the country of origin of hotel customers in percentage 
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4.5.4 Sample size 

The population size (N) is more than 100,000. This study needs more than 500 respondents 

as the sample size (S) to acquire a 99% level of confidence based on the calculation. Therefore, 

the samples of more than 500 international and local visitors, who have stayed in Sydney hotels in 

the last eight months, were chosen for the online questionnaire. According to Hill and Alexander 

(2012), this sample size is large enough for structural equation modeling (SEM). In addition, as 

SEM matures and additional research is undertaken on crucial research design concerns, larger 

samples produce more stable solutions, mainly when data or measurement problems are present. 

Thus, a minimum sample size of 500 is needed to produce reliable results (Hair et al., 2018). 

4.6 Method of data analysis 

The current research utilized descriptive and inferential statistics. The gathered data were 

examined using SPSS 24 and Analysis of Moment Structures 24.0 (AMOS). Data analyses 

included reporting descriptive statistics, confirmatory factor analysis (CFA), and SEM. The next 

chapter describes the method of data analysis in detail. 

4.7 Summary of the chapter  

This chapter expounded on the methodology adopted in this thesis. The research design 

was re-examined while precisely focusing on explaining the survey. Then, the improvement of the 

questionnaire was evaluated, highlighting the selection of scales. The chapter operationalized the 

theoretical constructs to provide a basis for developing the measurement scales. It also explained 

how the constructs comprising the model are operationalized and measured, followed by an 

overview of the data analysis. 
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CHAPTER 5 

ASSESSMENT AND REFINEMENT OF MEASUREMENT SCALES 

5.1 Introduction 

The previous chapter outlined the research design, the operational definitions of constructs, 

and measurement scales in this research. This chapter, relying on 509 cases, elaborates on the 

review and refinement of the scales. The first section explains the main characteristics of the 

sample. The chapter then provides information about exploratory factor analysis (EFA) and 

reliability tests, respectively. The final part describes the method and outcomes of scale validation 

using confirmatory factor analysis (CFA).  

 

5.2 Sample demographics and data screening 

Personal characteristics of the sample represent vast differences. A respondent’s profile is 

studied as a data assessment using a self-administered questionnaire. Highman (1955) indicated 

that response error is an issue since its completion is uncontrollable. Data screening methods are 

reviewed in this section, including treating missing data, presenting descriptive statistics, and 

identifying outlier cases. In addition, sample usability was evaluated, and the final sample included 

509 available and valuable cases. Based on Table 5.1, the sample had 67% international and 33% 

domestic visitors. Approximately 89.8% of the respondents were in the age range of 26-56 years 

and above. 

Further, a high percentage of hotel service users had an annual income of $37,000-130,000 

dollars. Moreover, 40.5% of the respondents (206) had a university degree. Based on the obtained 

data (Table 5.1), 31.6% and 30.6% of the respondents were managers and had a professional 

occupation. 
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Table 5.1. Personal characteristics of the sample 

 

According to the results, 55.2% of the respondents visited a paid attraction in Sydney, while 

57% visited a free attraction. Most customers (57.6%) selected four-star hotels. Most respondents 

(23%) had stayed in a hotel in the past 6–8 months in Sydney. Based on the findings, most 

respondents (57%) had been to Sydney 1-2 times. The most common reason for the last trip to 

Sydney was business/work trips (29. 1%). 
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In addition, most respondents (42%) stayed in the corresponding hotels for 3–4 days. All 

participants experienced different services at least for a day before the assessment. Nevertheless, 

their average stays days in hotels indicate 3.7 days as the average customer stays in Sydney’s 

hotels. Based on the data, a one-person stay with the respondent demonstrated the highest 

percentage (36.1%), followed by two-person (24.8%) and three-person (14.3%) stays, 

respectively. The findings revealed the respondents’ high satisfaction since 4, and 5 out of 5 had 

the highest percentages. The related results are listed in Table 5.2. 

Table 5.2. The last hotel stay and the quality of the hotel comparison 
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5.3 Assessment background of measurement scales  

5.3.1 Unidimensionality, reliability, and validity  

Scale reliability is defined as the stability of the scale’s scores (Parasuraman, 1991). Three 

standard methods are available for assessing the reliability of a scale, including test-retest, 

alternate-forms, and internal consistency. However, according to the current research, practicality 

and rationality factors make the test-retest (or the consistency of stability) and alternative-form 

approaches less practical, whereas internal consistency is more frequently employed to determine 

the reliability of the scales.  

The Cronbach’s alpha is the most widely used approach for this strategy and would be 

substantial if a positive link exists between the aspects of the scale (Hair et al., 2018). Likewise, 

the unidimensionality test on a measurement scale is another analysis that must be performed 

before the reliability test and involves a construct that underlies a series of items (Garver & 

Mentzer, 1999). More precisely, it is the extent to which a series of elements represent one 

particular latent construct. Before conducting reliability checks, the unidimensional scale testing 

is essential since reliability (e.g., Cronbach’s alpha) does not guarantee unidimensionality (Hair et 

al., 2018).  Unidimensional estimation is a critical task in theoretical testing and development. A 

sufficient condition for making construct estimations more meaningful is that the constituting 

metrics, which are posited as the alternative markers of each construct, must be adequately 

unidimensional (Hair et al., 1998). Thus, researchers are recommended to conduct the 

unidimensionality test on all multidimensional constructs before the reliability test (Anderson & 

Gerbing, 1988). It is also crucial to ensure that unidimensionality is accomplished by each series 

of parameters intended to reflect a particular construct. The value of a measurement scale is the 

degree to which all construct dimensions are entirely captured by the scale (Parasuraman, 1991). 

Generally, the validity of a measurement scale depends on its measures and whether they measure 

the planned construct.  

Three types of validation approaches seem to be more common in the literature, including 

content validity, convergent validity, and discriminant validity. Content validity is characterized 

as the degree to which the content of a measurement scale addresses all the related aspects of the 

construct to be measured (Parasuraman, 1991) and refers to the extent of meaning coverage for the 

construct by its indicators (Garver & Mentzer, 1999). In addition, content validity is generally a 
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subjective consensus among the involved practitioners (Parasuraman, 1991). Convergent validity 

is a type of construct validity that shows the degree to which the same result is obtained by multiple 

evaluators (Campbell & Fiske, 1959) and tackles whether all the items measuring a particular 

correlate with each other (Garver & Mentzer, 1999). This type of validity is measured by the degree 

to which the latent construct corresponds to its relevant items. Contrarily, discriminant validity is 

a type of construct validity and reflects the distinctiveness of the items representing particular 

constructs (Campbell & Fiske, 1959). In other words, discriminant validity differentiates items 

representing two different constructs (Garver & Mentzer, 1999). Construct validity is defined by 

the combination of convergent and discriminant validity. 

 

5.3.2 Exploratory and confirmatory factor analyses 

EFA and CFA are two extensively used fundamental methods for determining and 

optimizing measurement scales concerning their unidimensionality, reliability, and validity. 

(Hurley et al., 1997). Organizational researchers have a debate regarding employing which form 

of factor analysis (i.e., EFA or CFA) in particular contexts (Hurley et al., 1997). CFA advocators 

typically agree that researchers need to provide a clear justification for their measurement scale 

before data analysis (Hurley et al., 1997). CFA is also used to analyze the predicted causal among 

the variables in data analysis. EFA proponents agree that CFA is over-used in unacceptable 

circumstances. They further claim that EFA is frequently considered more suitable in the early 

stages of scale preparation since CFA fails to demonstrate the item load concerning the non-

hypothesized variables (Kelloway, 1995).  

Despite contradictory perspectives, nearly most researchers confirm the suitability of EFA 

and CFA methods for scale development and validation purposes, respectively: Brannick (as cited 

in Hurley et al., 1997) claims that EFA aids in the development of scales that accurately capture 

internal consistency while minimizing overlap with other measures. Furthermore, there is nothing 

preventing one from employing CFA in scale development to see if newly written items 

correspond to the scale architect's postulated structure. 

"Where measurement models have a well-developed underpinning theory for hypothesized 

patterns of loadings, EFA may be useful for scale building, but CFA would be desirable." 
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A line of research would begin with experiments including EFA, with subsequent work 

demonstrating what can be confirmed" (Hurley et al., 1997). 

 

5.4 Assessment of measurement scales through EFA 

5.4.1 Procedure 

In in the present study, EFA was implemented by SPSS24. Two fundamental methods 

mainly extract EFA factors, including standard factor analysis and principal component factor 

analysis. Although the primary component factor analysis is employed primarily for item 

reduction, the latent dimensions of the main variables are extracted through typical factor analysis 

(Conway & Huffcutt, 2003). Thus, in this study, typical factor analysis (principal axis factoring) 

was used, considering eigenvalue ≥ 1 as a criterion to identify the number of extracted factors. The 

main reason for selecting these criteria was to extract the dimensions of the original variables in 

the constructs.  

The EFA was performed for all constructs (Conway & Huffcutt, 2003). This step confirmed 

the unidimensional (the first-order construct) or multidimensional (the second-order construct) 

nature of the construct scales. The factor analysis must merely lead to one factor for a scale to be 

empirically unidimensional. This is important since all the underlying constructs of the theoretical 

model tend to be unidimensional.  Items with low factor loadings (< 0.50) are excluded due to their 

less alignment with the latent constructs they were intended to measure (Hair et al., 2018).  

Then, reliability analysis (Cronbach’s alpha) was implemented to each set of indicators 

(i.e., each scale) to analyze and optimize the measurement items, followed by excluding items with 

low coefficients of an item-to-total correlation (<0.50). Further, the scale of each construct should 

at least attain an alpha of 0.70, which is a requirement for this preliminary evaluation (Hair et al., 

2018). Furthermore, a more reliable estimation of reliability is calculated later in the case of using 

CFA for measurement scales (Hair et al., 1998). Regarding Podsakoff’s suggestion (2012), to 

disrupt unwanted response patterns, it is critical to modify the scale types and anchor labels and 

invert the phrasing of some of the items. In this study, all items have been recorded to be in the 

same direction after data collection. 
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Table 5.4 presents scales with required modifications. These scales produced only one 

factor, with variances varying between 63.254% and 87.396%. The Cronbach’s alpha was 

estimated to be in the range of 0.798-0.949. Nevertheless, in these four scales, the factor loading 

coefficients and item-total correlations of nine items were calculated to be lower than the 

appropriate thresholds. 

Table 5.4. Results of unidimensionality and reliability test – Refined scales 
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Responsiveness  

Item Q9r4 (The hotel employees attended to guests promptly when they arrived) showed 

low factor loadings (0.301) and low item-total correlations (0.194), and therefore, did not produce 

congruent results with other items. Thus, the item-total correlation for this item was below the 

threshold of 0.50 and was excluded accordingly. 

Reliability 

In item Q11r4.r, the factor loading coefficient and item-total correlation (This hotel did not 

perform the service right the first time) were calculated to be 0.547 and 0.366, respectively, which 

did not reach threshold levels. This item was therefore excluded in later data analysis. Based on 

the findings (Table 5.17), EFA and Cronbach’s alpha analysis were conducted for the modified 

three-item scale, and the results showed values more than the threshold. 

Assurance 

For item Q12r2.r (The hotel did not provide acceptable solutions to customers’ problems), 

factor loading and item-total correlation were weak (0.526 and 0.347, respectively), leading to the 

exclusion of this item. The remaining items were reanalyzed through EFA and reliability tests. 

According to Table 5.17, the three items of the modified scale enjoyed appropriate factor loading 

and item-total correlation.  

Empathy 

For item Q13r4.r (The employees of this hotel did not understand customers’ specific 

needs), item-total correlations (0.450) were found to be weak, and the item-total correlation ranked 

below the threshold of 0.50. Thus, item Q13r4.r was eliminated from the analysis. According to 

data (Table 5.17), this elimination led to acceptable factor loading and item-total correlation for 

the modified scale. 

Agreeableness  

In in the case of item Q15r1 (I trust what people say to me), item-total correlation (0.357) 

was also estimated to be low. Therefore, this item was excluded from the analysis. Then, EFA and 

reliability analyses were run for the remaining items. According to the obtained data (Table 5.17), 

the modified scale showed acceptable factor loading and item-total correlation. 
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Openness 

As regards item Q17r4 (I have a vivid imagination), the item-total correlation (0.379) was 

also computed to be low, and thus this item was removed from the analysis. Then, EFA and 

reliability analysis were performed for the remaining items. According to Table 5.17, the modified 

scale demonstrated acceptable factor loading and item-total correlation. 

Conscientiousness 

For item Q18r3 (I make plans and stick to them), factor loading (0.591) and item-total 

correlations (0.423) were found to be weak, and the item-total correlation ranked below the 

threshold of 0.50. Thus, this question was eliminated from the analysis. Based on data in Table 

5.17, this elimination led to acceptable factor loading and item-total correlations for the modified 

scale. 

Neuroticism 

Item Q16r1.r (I do not worry about things) represented low item-total correlations (0.077) 

and low factor loadings (-0.493). In addition, the item-total correlation for this item ranked below 

the threshold of 0.50, and thus, the item was excluded from the analysis. Item Q16r4.r (I do not 

panic easily) also showed a weak total correlation (-0.123, Table 5.5). As a result, Q16r4.r was 

removed, leading to proper factor loading and item-total correlation.  

Table 5.5. Results of unidimensionality and reliability test for neuroticism 
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Customer satisfaction 

Item QSEC4r5.r (I did not get good value for the money I spent.) demonstrated low factor 

loadings (0.440) and item-total correlations (0.386) and produced incongruent results with the 

other items of the scale. Additionally, the item-total correlation of this item was estimated to be 

below the threshold of 0.50. Similarly, item QSEC4r2 (The hotel was an excellent value for 

money) indicated low factor loadings (0.693). Thus, QSEC4r5.r and QSEC4r2 were deleted from 

the analysis.  

In general, 11 items were eliminated (i.e., Q9r4, Q11r4.r, Q12r2.r, Q13r4.r, Q15r1, 

Q16r1.r, Q16r4.r Q17r4, Q18r3, QSEC4r3, & QSEC4r5.r,) while retaining the remaining 51 items 

for all scales, which are now acceptable. 

Table 5.6. Summary table based on EFA results 

 

Note. EFA: Exploratory factor analysis. 
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5.5 Assessment of measurement scales using CFA 

5.5.1 Introduction 

To evaluate and improve measurement scales, conventional methods such as Cronbach’s 

alpha and EFA are used as the primary methods (Hair et al., 2018). CFA is more effective in this 

regard (Garver & Mentzer, 1999). According to Hurley et al. (1997), EFA provides critical 

diagnostics that should be evaluated with CFA results when judging a scale and its items. The 

reason is that CFA offers an evaluative hypothesis concerning the population factor structure, 

drawing evidence from the sample, including the interactions of the construct with its measures. 

On the other hand, EFA attempts to explain, simplify, or minimize data to facilitate comprehension 

(Hurley et al., 1997). 

In a reflective model, the indicators are evoked by the underlying construct and have 

positive high intercorrelations, whereas they can theoretically possess no intercorrelation or low 

or high intercorrelation in a formative model. Moreover, the latent construct exists in the reflective 

model while formed in the formative model. In the reflective model, causality between items and 

latent constructs is from the construct to items while from items to the construct in a formative 

model (Coltman et al., 2008). 

According to the following results, the studied indices show a high internal correlation in 

each structure, representing the reflective model. The latent variables of this study were reflective 

because the interchangeability of each of the indicators enables the researcher to measure the 

construct by sampling some relevant indicators underlying the domain of the construct. Reflective 

indicators can be viewed as a sample of all the possibilities available factors within the conceptual 

domain of the construct. Consequently, these indicators of a given construct are expected to move 

together, meaning that changes in one indicator are associated with proportional changes in the 

other indicators (Hair et al., 2018). The following section explains the use of CFA for validating 

the main measurement characteristics, including unidimensionality, reliability, convergent and 

discriminant validity, and confirmative validation (Hair et al., 2018). 
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5.5.2 Test of unidimensionality, reliability, and validity using CFA 

The unidimensionality of a scale is characterized as the presence of a single latent trait that 

underlies the data (Anderson & Gerbing, 1988; Hair et al., 2018). In the CFA method, the 

unidimensionality is evaluated by aligning a scale with its construct and relevant items (Garver & 

Mentzer, 1999; Steenkamp & Van Trijp, 1991). The type of applied reliability in CFA is 

considered composite reliability, which is more appropriate than Cronbach’s alpha as the 

assumption of equal item reliability is omitted in this method (Hair et al., 1998). The composite 

reliability of a scale is estimated through the following equation (Hair et al., 1998): 

Composite reliability = (∑standardized loading)2 / ((∑standardized loading)2 + ∑εj) 

Where standardized loadings are explicitly derived from the program output, and εj 

represents the measurement error of each indicator. Further, 1.0 minus the square of the indicator’s 

standardized loading equals the measurement error. In examining the convergent validity of a 

measure, the evaluations of several constructs are consistent (Hair et al., 1998). There are two 

conditions for convergent validity. There should be an acceptable fitting level and statistically 

significant regression coefficients (factor loadings) for all indicators, higher than twice its standard 

error (Dunn et al., 1994; Anderson & Gerbing, 1988). Steenkamp and Van Trijp (1991) suggested 

that a statistically relevant coefficient on a specific item is an insufficient criterion for convergent 

validity. Instead, a high factor regression coefficient acts as a more powerful condition sensitive 

to items with significant but trivial effects (Hurley et al., 1997; Brannik, 1997).  

An acceptable level of the significant coefficient for an indicator has a convergent validity 

of 0.70 (Kline, 1998; Hair et al., 2018; GarverandMentzer, 1999). Discriminant validity is 

interpreted as “the degree to which the measures of different concepts are distinct” (Bagozzi, 

1994). The literature identifies two types of discriminant validity, including within- and across-

construct validity. However, due to the unidimensional nature of the variable in the present study, 

the across-construct validity seemed more appropriate. It is believed that in CFA, there should not 

be loading or close convergence of items in a scale with those on a different scale (Garver & 

Mentzer, 1999). An acceptable fitting level of a model typically indicates its across-construct 

discriminant validity, and unity is not obtained through a 95% confidence interval of the 

correlation (Anderson & Gerbing, 1988; Bagozziand, 1994). 
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5.5.3 Estimation methods and overall model fit measures 

The maximum likelihood (ML) is the most widely used method among the techniques for 

calculating SEM/CFA (Anderson & Gerbing, 1988; Kline, 1998) because it has many significant 

characteristics such as being asymptomatically impartial, reliable, transparent, and scale-

independent (Bollen, 1989). There are two troublesome problems in the usage of ML. It is focused 

on the premise that the distribution of the measured variables is usually multivariate and requires 

a large sample size (Byrne, 1989). However, previous research has shown that ML is the preferred 

approach where the data have a mild to moderate divergence from multinormality (e.g., Joreskog 

& Sorbom, 1996; Bollen, 1989). 

In terms of the overall model fit, there are “dozens of fit indices described in the SEM 

literature that is more than any single model-fitting program reports” (Kline, 1998). However, 

“there was little consistency in the choice of fit indices or criteria for their evaluation” 

(MacCallum, Browne, and Sugawara, 1996). The primary measure of the overall fit is Chi-square 

statistics for such indices (Hair et al., 1998). A low Chi-square value implies no difference between 

the real and expected input matrices. In this case, the researcher is searching for a non-significant 

difference (i.e., p > 0.05) since the test is between the real and expected matrices (Hair et al., 2018).  

This metric’s downside is that it has no upper bound in principle, and its lower bound is 

typically equal to zero. Therefore, the concepts are incomprehensible in a structured fashion 

(Kline, 1998). Furthermore, the Chi-square value highly relies on the sample size. A meaningful 

Chi-square (p<0.05) for any given model is likely to be observed when the sample size appears to 

be sufficiently large (>200). On the other hand, acceptable fit, according to Hair et al. (2018), can 

be accomplished where there is a limited sample size (<100).  

Experts divide the value by the number of degrees of freedom (Chi-square/df) to minimize 

the Chi-square value’s dependence on the sample size. In terms of this relative index, there is still 

no straightforward clarification about the critical value. In an appropriate fit model, the upper 

bound value ranges from 2 to 5 (Arbuckle & Wothke, 1999; Byrne, 2016; Kline, 1998; Marsh & 

Hocevar, 1985; Wheaton et al., 1977; Carmines & McIver, 1981). Other fit indices need to be 

tested to address the limitations of the Chi-square statistic. The specification of adequate fit indices 

should be based on three requirements: no sensitivity to r sample size, precision and quality for 

the measurement of various models, and ease of analysis assisted by a well-structured spectrum or 
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pre-set range (Marsh et al., 1988). Considering these requirements, Garver and Mentzer (1999) 

recommended the comparative fit indexes (CFI), the Tucker-Lewis index/non-normed fit index 

(TLI or NNFI), and the root mean square approximation of error (RMSEA) for this purpose. This 

recommendation is generally compatible with Kline (1998), indicating that Chi-square, df, and the 

p-value should be included in the minimal range of indices. In addition, an index should represent 

the total proportion of the explained variance (i.e., CFI, GFI, or NFI), and an index is required to 

change the proportion of the explained variance in model sophistication (i.e., TLI).  

Finally, an index should center on the defined residuals (i.e., SRMR). Therefore, in the 

present study, the following indices and thresholds were used alongside Chi-square and its relevant 

values, including dF, p, and Chi-square/df: 

 The TLI contrasts the fit of a given model to a normalized baseline or a null model (NNFI-

). Furthermore, TLI tests parsimony by measuring the degree of freedom of the proposed 

model compared to the null model. TLI also tends to be immune to sample size differences 

(Marsh et al. cited in Garver & Mentzer, 1999). Its value typically varies from 0 to 1, but 

this range is exclusive (Hair et al., 2018; Arbuckle & Wothke, 1999). TLI ≥ 0.92 indicates 

an acceptable fit (Hair et al., 2018). 

 CFI is focused on the relation of the predicted model to the null model, and the sample size 

is less effective (Kline, 1998). Values for CFI range from 0 to 1, and CFI is often higher 

than 0.92 to obtain a good model fit (Hair et al., 2018). 

 RMSEA measures the difference between the observed and predicted covariance matrices 

per degree of freedom in the population rather than the sample (Hair et al., 2018). This 

index is described as one of the most informative criteria in covariance structure modeling 

and is adaptive to the number of calculated parameters in the model, including model 

sophistication (Byrne, 2016). More specifically, the RMSEA of less than 0.06, 0.06-0.08, 

0.08-0.10, and more than 0.10 represents a good, an acceptable, a mediocre fit, and a weak 

fit, respectively (Arbuckle & Wothke, 1999; Hu & Bentler, 1999; MacCallum, Browne and 

Sugawara, 1996). Likewise, the RMSEA of less than 0.06 indicates a good fit (Hair et al., 

2018). 
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Table 5.7. Characteristics of different Fit Indices demonstrating goodness-of-fit

 

 

5.6 Results of CFA for individual scales 

Based on the protocol mentioned above and parameters, this section describes the findings 

CFA on the applied all scales in this report. The findings demonstrated that no further 

improvements are required for 7 of the 13 measurement scales. However, three scales are just-

identified versions within these seven scales. 

 

5.6.1 CFA results - Satisfactory scales 

5.6.1.1. Satisfactory scales with over-identified models 

Empathy (4 items), extraversion (4 items), and reuse intentions are the three scales found 

to be over-identified and required no change or improvement (4 items). Due to the 

unidimensionality of each scale, all items had a regression coefficient of above 0.70 (from 0.712 

to 0.900). It can also be inferred that convergent validity was obtained for both scales. The findings 

also revealed that the composite reliability of these eight scales ranged between 0.891 and 0.910 

and was higher than 0.70.0, indicating that all scales achieve an acceptable reliability range. 
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Table 5.8. CFA results of models not requiring any modification 

 

        Note. CFA: Confirmatory factor analysis. 

5.6.1.2. Satisfactory scales with the just-identified model 

              Of all the exposed scales to CFA, five-item scales and one two-item scale are just-

identified versions (models), called responsiveness, assurance, agreeableness, openness, 

conscientiousness, and neuroticism (i.e., df = 0). A just-identified model offers enough detail to 

measure all parameters, while the Chi-square test still suggests a decent fit (Bagozzi & Heatherton, 

1994). The just-identified paradigm is also not technically compelling as it has no independence 

and may not be knocked off (Byrne, 2016).  
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            A variety of methods are available to address the issue of just-identified models. The first 

solution of Bagozzi and Heatherton (1994) is to assess how the single-factor method matches the 

data as constraining the three factors loadings, or the selected subsets, to be equal. This renders a 

Chi-square df = 2 (df = 1 in case a pair of loadings is restricted to be identical).  For coping with a 

single indicator construct, the second model is based on the solution suggested by Gerbing and 

Anderson (1988). Another restriction is applied by this method on the model. For the error variance 

of an index, the applied constraint may be a value (e.g., set error variance = 0.1 indicator variance). 

The third model uses the approach of Mentzer and Garver (1999). In this model, the two three-

item scales in a single model are measured together, and the two structures are constrained to be 

associated.  

             This will contribute to the over-identified two-construct model with six indices, 13 

parameters, and df = 8. The new analysis adopts the first method in which two indicators equal the 

unstandardized factor loadings (Bagozzi & Heatherton, 1994). This model is desired compared to 

other strategies since the second model is rather traditional (Anderson & Gerbing, 1988). The third 

model does not consider a single-factor model (the fit indices are related to the two-factor model 

instead of the single-factor). CFA was employed for the two single-factor models of three elements 

each via this chosen strategy. All the suit indices suggested a good fit (the second part of Table 

5.21). In comparison, the normalized regression coefficients of all items are above 0.70, showing 

unidimensionality and convergent validity. Finally, the composite reliability of the two scales is 

above 0.70, guaranteeing consistency. 

 

5.6.2 CFA results - Scales needing refinement 

            Six scales sought further changes among the 13 CFA-related scales, including reliability, 

tangibility, openness, conscientiousness, location, and customer satisfaction. 
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5.6.2.1. Tangibility 

             The standardized regression coefficients of the Q8r2 are not above 0.70. Therefore, this 

item was removed to enhance the model fit. 

5.6.2.2. Location 

              Based on data in Table 5.21, the measuring model does not attain a proper fit (for this 

construct) since RMSEA = 0.377, which is over the 0.08 threshold. The modification index (MI) 

is applied for optimizing the model suit. MI reflects the predicted decrease in the Chi-square value 

provided that a stable factor in the model is to be freely calculated in a subsequent calculation 

(Byrne, 2016). An essential value of MI is 7.88, which would lead to a significant model change 

if implemented (Joreskog & Sorbom, 1996). Two indicators, Q10r3 and Q10r4, have a low 

regression coefficient of 0.515 and 0.424, below the critical value of 0.70. 

               The low regression coefficient of an index (Q10r4) is 0.694, which is less than the critical 

0.70 value. It is shown that the Q10r4 index's error term (the location of this hotel was convenient 

and met my needs.) greatly covaries with the Q10r3 error term (the hotel was conveniently located 

for public transport) and the Q10r1 indicator's error term (the hotel was within proximity to the 

CBD). The values of MI are 120.673 and 20.419, respectively. Q10r3 and Q10r4 were omitted to 

enhance the fit of the model. The applied CFA yielded a Chi-square of 0.000 (p = 0.561) and a 

Chi-square/dF of 0.339 for the revised scale. Furthermore, TLI = 1.002, CFI = 1.000, and RMSEA 

= 0.000 ensure that the modified model has improved the overall fit significantly. The five 

remaining indicators all have standardized regression coefficients above 0.70. These results 

demonstrate the modified scale's convergent validity and unidimensionality. This scale's 

composite reliability is 0.830, significantly higher than the critical value of 0.70. 

5.6.2.3.Reliability 

           The standardized regression coefficients of Q11r3 and Q11r5 items are not above 0.70. 

Thus they were eliminated to improve the model fit. 

5.6.2.4. Customer satisfaction 

It was revealed that the error term (the indicator QSEC4r2 (The hotel was an excellent 

value for money) highly covaries with the error term of QSEC4r4 (I valued the hotel as it met my 

needs at a reasonable price). The MI value is 64.125. QSEC4r2 was removed to improve the model 
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fit. The applied CFA for the refined scale led to a Chi-square of 173.811 (p = 0.000) and Chi-

square/dF of 6.437. In addition, TLI = 0.950, CFI = 0.962, and RMSEA = 0.103 indicated that the 

refined model did not achieve significant improvements in the overall fit. For refinement, it was 

revealed that the error term of indicator QSEC4r11 (I was satisfied with my decisions to stay at 

this hotel) extremely covaries with the error term of QSEC4r12 (My choice to stay at this hotel 

was a good one.), and the error term of indicator QSEC4r4 (I valued the hotel as it met my needs 

at a reasonable price). 

The MI values were 37.898 and 24.083, respectively. QSEC4r11 was eliminated to 

improve the model fit. The applied CFA for the refined scale resulted in a Chi-square of 90.106 (p 

= 0.000) and Chi-square/dF of 4.505. Moreover, TLI = 0.971, CFI = 0.979, and RMSEA = 0.083 

represented that the refined model did not achieve significant improvements in the overall fit. 

Regarding refinement, it was found that the error term of indicator QSEC4r12 (My choice to stay 

at this hotel was a good one) considerably covaries with the error term of QSEC4r4 (I valued the 

hotel as it met my needs at a reasonable price) and the error term of indicator QSEC4r6 (I would 

say that this hotel provided superior services), and the MI values were 19.683 and 15.767, 

respectively. Thus, QSEC4r12 was removed to enhance the model fit. The employed CFA for the 

refined scale led to a Chi-square of 29.292 (p = 0.000) and a Chi-square/dF of 2.092. Likewise, 

TLI = 0.992, CFI = 0.995, and RMSEA = 0.046 showed that the refined model achieves a 

meaningful improvement in the overall fit. 
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Table 5.9. Results of CFA for individual scales – Refined scales 

 

Note. CFA: Confirmatory factor analysis. 
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5.6.3 Summary of CFA for the individual scales 

            The scales of all constructs were tested and optimized by applying CFA to this point. To 

ensure that these scales reach acceptable degrees of reliability, uni-dimensionality, and convergent 

validity, eight more items (i.e., Q8r2, Q10r3, Q10r4, Q11r3, Q11r5, QSEC4r2, QSEC4r11, & 

QSEC4r12) were removed through this process. Tables 5.21 and 5.22 summarize the statistics for 

all scales and 43 indicators. As mentioned in the next part, they can evaluate the across-construct 

discriminant validity. 

 

5.7 Results of CFA for selected scales 

            Confirmatory Factor Analysis is required to validate the distinction of these constructs. 

This is especially important for the constructs of identical and theoretically connected categories. 

Therefore, two constructs components were checked for discriminant validity in this phase. Both 

models were made of the latent constructs studied in these CFAs, their respective observed 

markers, and the freely calculated association. The related results are provided in Tables 5.10 and 

5.11. 

           Consequently, the two models have strong fit indices. Compared with those measured in 

the models of individual scales, the loading coefficients of indices are constant (Tables 5.8 and 

5.9). Among the correlation values of the 15 and 10 construct pairs, all correlation values indicated 

a discriminant significance (Table 5.10 and 5.11) since their 95% confidence intervals did not 

include 1.0.0. To sum things up, the outcome reinforces the unequal validity of certain constructs 

that initially appeared to be associated theoretically (i.e., service quality and the Big five 

personality factors). 
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Table 5.10. Assessment of discriminant validity for the selected pairs of constructs in service 

quality 

 

 

Table 5.11. Assessment of discriminant validity for the selected pairs of constructs in personality 

factors 
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5.8 CFA for the full measurement model 

             Thirteen constructs and 78 associations exist to be measured in the complete measurement 

model using the detail from the 43 observed indicators. The free parameters to be calculated, 

provided the sample size of 509, are 164, suitable. Their matrices for covariance and correlation 

(Table 5.26) explain the resulting scales for all constructs. The distribution of these 43 indices 

indicates that they all have kurtosis values within the range of -1.36 to +0.38, and their values of 

skewness are -1.117 to +2.446. All indices should thus be treated to be generally distributed since 

the values are lower than 3.0 for skewness and 10.0 for kurtosis (Kline, 1998). The maximum 

likelihood method is suitable for estimation. The CFA rendered normalized correlation values 

between 78 pairs of generated constructs by all the intended constructs (Table 5.25). The resulting 

fit indices show that the full measurement model achieves an appropriate fit with the data. (Chi-

square = 1534.138, dF = 782, p < 0.001, χ2/dF = 1.962, TLI = 0.951, CFI = 0.957, RMSEA = 

0.044). In addition, the HOETLER index has a value of 281, which is above the threshold value 

of 200, representing that the sample size of 509 is satisfactorily large enough for the analysis 

(Byrne, 2016). According to Table 5.12, all 78 estimations of correlations between the pairs of 

constructs had values ranging from 0.23 to 0.967. All of the indicated relationships' %95 

confidence intervals do not contain 1.0. 
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Table 5.12. Standardized correlations between the constructs with a 95% confidence interval 

 

 

5.9 Discriminant validity 

           The criterion is to assess discriminant validity using the Fornell-Lacker criterion. This 

method compares the correlation of latent constructs with the square root of the average variance 

extracted (AVE). The variance of a latent construct's indicator should be better explained than the 

variance of other latent constructs. As a result, the square root of each construct's AVE should 

have a higher value than its correlations with other latent constructs. 
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Table 5.13. The square root of AVE and correlations between the constructs 

 

Note. AVE: Average variance extracted. 

 

          The AVE is between 0.62 to 0.81. The discriminant validity was determined by comparing 

the square root of each AVE in the diagonal with the correlation coefficients for each construct in 

the relevant columns and rows, as described by Fornel and Larcker (1981). 

 

5.10  Common method variance (CMV) 

            Bagozzi et al. (1991) described how to assess the influence of CMV using latent variable 

correlations and highlighted the implications of CMV on the constructs' discriminant validity. 

Pavlou et al. (2007) used this method in an internet commerce study to investigate the correlation 

matrix between all research constructs. 

           Common method bias is evident when a significantly high correlation (r > 0.9) develops 

across principal constructs. However, CMV is not a concern in any study if the correlation between 

the constructs is less than 0.9. (Bagozzi et al., 1991; Tehseen, Ramayah, and Sajilan, 2017). The 

correlation between all of the constructs was less than 0.9. (Table 5.26). As a result, CMV was not 

an issue in this research. 
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5.11  Summary 

            This section explains the features of the sample. To test and optimize the scales for 

measuring the 13 constructs comprising the measurement method, it demonstrates the EFA and 

CFA processes and effects. Further, EFA and reliability analysis were added to evaluate and 

optimize the 13 initial scales. From the initial 62 items, 11 cases were removed via this process. 

The use of the CFA consists of three additional phases. First, CFA was added to each of the 13 

scales to approve the convergent validity and unidimensionality. Based on their factor loadings, 

the composite reliability of every scale was determined as well. Hence, eight more elements were 

removed from further measurements.  

            A sufficient degree of unidimensionality, convergent validity, and reliability were obtained 

on the 13 scales consisting of the 43 remaining items. Additionally, discriminant validity was 

assessed between two correlated elements of the constructs. The findings demonstrated the 

examined validity of essential constructs. Finally, CFA was extended to the complete measurement 

method. All possible associations were freely calculated between the 13 pairs of constructs in this 

model. The CFA resulted in a substantial change of unity between the associations of each pair of 

constructs. Thus, the data collection confirmed different validity values of the 13 scales in the 

calculation model. Therefore, the data approved the reliability, discriminant validity, 

unidimensionality, and convergent validity of the 13 scales. A description of the properties of the 

13 scales is provided in Table 5.14. 

Table 5.14. Summary of the properties of the 13 scales 
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CHAPTER 6 

TESTING THE THEORETICAL MODEL AND HYPOTHESES 

6.1 Introduction  

           This chapter aims at testing the theoretical model and hypotheses of the study. After some 

refinements, all evaluated constructs are acceptable. In structural equation modeling (SEM), the 

first step is represented in a two-stage model (Hair et al., 2018; Baumgarner & Hamburg, 1996). 

The second stage in this chapter includes applying AMOS/SEM to estimate the structural model. 

This chapter reports the assessment and statistical estimation of the structural model. The next part 

describes the model modification then presents the results of the tests of hypotheses in the next 

section. The last section discusses the empirical results of the study. The proposed theoretical 

model, as presented in Chapter 3, is shown as follows: 
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6.2 Assessment of the theoretical model 

6.2.1 Structural equation modeling (SEM) and the two-step approach 

           SEM is commonly applied in numerous fields of a wide range of disciplines (Garver & 

Mentzer, 1999). It is one of the most common, advanced models employed in marketing 

investigations (Steenkamp & Baumgarner, 2000). A two-step model is used in this research. In the 

first stage, the measurement model is estimated and tested using confirmatory factor analysis 

(CFA), and then the structural model is computed using the variables from the previous stage. 

 

6.2.2 The theoretical model: Estimation and assessment 

           As stated in the previous chapter, ML is based on the premise that the observed variables 

are regularly distributed, which the data supports. Furthermore, the kurtosis and skewness values 

for all 43 indicators range from -0.794 to +2.102 and -1.457 to +0.596, respectively (Appendix 3). 

Because all of the values for skewness and kurtosis are less than 3.0 and 10.0, all indicators can be 

considered normally distributed (Kline, 1998). Another requirement for ML is the need for a large 

sample size (Byrne, 2016). This criterion has been fulfilled as well. The model and regression 

coefficients for the hypothesized directions among constructs are given in Figure 6.1 and also 

Table 6.1. 

 

Figure 6.1. SEM results for the theoretical model 

Note. SEM: Structural equation model. 
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            According to the results, all paths are significant at the level of 0.05 except for two paths, 

including conscientiousness to customer satisfaction and assurance to customer satisfaction. 

Table 6.1. Hypothesis testing results for the theoretical model 

 

 

The results related to the fit indices of the theoretical model are presented in Table 6.2. 

Table 6.2. Fit indices for the theoretical model 

 

         As previously mentioned (based on Hair et al., 2018), the desired values of fit indices are 

listed in Table 6.2 according to the sample size (509 people) and the number of observed variables 

(43 items). 
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          The areas of a misfit in the model should be detected in addition to the overall fit (Byrne, 

2016). Thus, the analysis of moment structures (AMOS) gives modification indices the benefit of 

detecting the model misspecification. Modification indexes (MI) show the appropriateness of the 

model. For every fixed parameter in the model, AMOS gives a value of MI, manifesting the 

expected reduction in the overall value of Chi-square if the parameters were freely measured in 

the following run (Byrne, 2016). A considerable value of MI is 7.88, which will provide a 

meaningful improvement of the model if adopted (Sorbom & Joreskog, 1993). 

           Table 6.3 provides more parameters with MI values of >7.88. These are the covariance of 

relationship e38 and e40 (MI = 17.157), as well as relationship e44 and e48 (MI = 14.192). Thus, 

model modification is required to improve its fit. 

Table 6.3. Modification indices for the theoretical model 

 

After modifying the model, the fit indices changed as follows: 

Table 6.4. Fit indices for the modified model 
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Thus, the index 
𝜒2

𝑑𝑓⁄  changed from 2.381 to 2.342. The comparative fit index (CFI) and 

the TLI index improved from 0.936 to 0.938 and 0.929 to 0.931, respectively, while the RMSEA 

index decreased from 0.052 to 0.051. R square was 0.798 and 0.753 for customer satisfaction and 

reuse intentions, respectively. Hypothesis testing results for the modified model are shown in Table 

6.5. 

Table 6.5. Hypothesis testing results for the modified model 

 

 

6.3 Tests of hypotheses 

In this part, the regression coefficients resulting from the updated model are used to set out 

in Chapter 3. In general, ten out of 12 hypotheses receive support (Table 6.5). The test outcomes 

for the 12 hypotheses are described as follows: 

 

Hypothesis 1A1: Tangibility has a positive effect on customer satisfaction. 

Based on Table 6.5, the standardized coefficient related to the path from tangibility to 

customer satisfaction is significantly different from zero (β = 0.270, p < 0.001), showing that 

tangibility has a positive and significant effect on customer satisfaction. In other words, the amount 

of customer satisfaction increases by increasing tangibility. Accordingly, H1A1 is supported by 

the empirical data. Thus, tangibility affects customer satisfaction in hotels.  
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Other studies have already confirmed the impact of tangibility on customer satisfaction in 

the hotel sector. For instance, Choi and Chu (2000) indicated that room quality and physical factors 

(including room temperature control and comfortable beds) could affect Western travelers’ 

accommodation satisfaction. The findings of another study reconfirmed that physical evidence is 

essential, and the inability to maintain excellent physical facilities and employees’ appearances 

could lead to an image of below-average service satisfaction in customers’ minds, which is similar 

to the case of North Cyprus Hotels (Nadiri and Hussain, 2005).   

According to Lockyer (2002), the tangible dimension is a criterion that should be 

considered while choosing accommodation. Relying on status and gender, certain features such as 

shower and bathroom conditions or the softness of pillow and mattress could be considered when 

selecting a residing place. Nonetheless, cleanliness was reported as the most significant parameter 

affecting a person’s choice of accommodation. Further, the shift from a conventional to a more 

modern view produced a positive reaction in this regard (Antony, Jiju Antony, and Ghosh, 2004).  

Moreover, Markovic and Raspor (2010) confirmed that tangibility is one of the key factors that 

best explained customer satisfaction in Croatia hotels. Additionally, the likelihood of tolerating 

heterogeneity on the tangible dimension is more considerable among hotel customers (Yilmaz, 

2009). Thus, this dimension of service quality can increase customer satisfaction in hotels. 

 

Hypothesis 1A2: Location has a positive effect on customer satisfaction. 

According to the obtained results (Table 6.5), the standardized coefficient of the path from 

location to customer satisfaction is noticeably different from zero (β = 0.123, p = 0.013), and this 

effect is direct and significant. The amount of customer satisfaction demonstrates an increase by 

increasing the value of the location. Therefore, H1A2 is accepted, relying on the empirical data. 

Hence, location contributes to customer satisfaction in the hotel sector. 

Previous research investigated the effect of location on customer satisfaction in the hotel 

sector and reported that more accessible access to services results in increased customer 

satisfaction (e.g., Lima Santos et al., 2021). The current study indicated that location plays a role 

in customer satisfaction in the hotel sector. Zhou et al. (2017) also concluded that easy access to 

the hotel is a critical location aspect that can increase customer satisfaction. In addition, Pakurar 

and Haddad (2019) found that location positively influences customer satisfaction. Furthermore, 
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Almeida et al. (2019) demonstrated that location is essential in exploring with hotel travelers. 

Convenient location (e.g., near airports or city center) can make the location vital for travelers’ 

satisfaction who pay higher hotel rates. As a result, similar to the dimension of service quality, 

location can impact customer satisfaction in the hotel sector. 

 

Hypothesis 1A3: Responsiveness has a positive effect on customer satisfaction. 

Based on previous findings (Table 6.5), the standardized coefficient related to the path 

from responsiveness to customer satisfaction significantly differs from zero (β = 0.084, p = 0.019), 

and such effect is considered direct and meaningful. Accordingly, H1A3 is confirmed based on 

the empirical data, emphasizing the influence of responsiveness on customer satisfaction in this 

study. 

The impact of responsiveness on customer satisfaction has so far received extensive 

attention. According to Erturk (2019), responsiveness is one of the most critical predictors of 

service quality, which explains customer satisfaction in Northern Cyprus hotels. Bhatta and 

Durgapal (2016) asserted that customers must see service providers ready and willing to perform 

their desired service. This vital dimension of service quality deals with customers’ requests and 

being accountable regarding their complaints and questions attentively and promptly (Chen, Chen, 

and Lee, 2013). It was also found that service providers’ lack of thoughtfulness of customers’ 

needs was one of the weaknesses of the needs and accompanying the staff’s efficiency in 

responding to these needs (Sohail et al., 2007). In line with the finding of this study, Minh et al. 

(2015) indicated that responsiveness positively affects customer satisfaction in the hotel industry. 

 

Hypothesis 1A4: Reliability has a positive effect on customer satisfaction. 

According to the SEM statistics (Table 6.5), the standardized regression coefficient related 

to this service quality dimension was 0.253 (p = 0.028), representing a direct and significant effect. 

As a result, H1A4 is accepted by employing the empirical data.  

Other studies have already confirmed the impact of reliability on customer satisfaction in 

the hotel sector. Based on Keating, Rugimbana, and Quazi's (2003) findings, retailers should 

timely respond to customers' requests and be error-free in this regard. Problem management is an 
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essential driver for assessing a service. Thus, possessing a well-managed complaint system and 

good recovery is critical for an organization regarding providing quality services. (Johnston, 2004). 

Another study revealed that customers tend to tolerate mistakes or delays if they are satisfied with 

the personnel's values and personal skills. They claimed that reliability problems could be 

corrected if service providers are truthful and represent a willingness to provide help and assure 

the customer that they are never too busy to attend to their requests (Jabnoun & Khalifa, 2005). 

According to some studies, reliability is a crucial driver for improving customer 

satisfaction (e.g., April and Directioner, 2008; Kumar et al., 2010). Reliability is defined as human 

capital. Employees should be concerned, anticipate, and correct hotel guests' problems to obtain a 

positive customer satisfaction level. Additionally, Ling et al. (2012) demonstrated that reliability 

is the most critical factor in determining customer satisfaction in the Malaysian hotel industry. 

This study also confirmed that reliability is essential in measuring customer satisfaction in the 

Sydney hotel sector. 

 

Hypothesis 1A5: Assurance has a positive effect on customer satisfaction. 

Based on previous results (Table 6.5), the standardized coefficient of the path from 

assurance to customer satisfaction is not significantly different from zero (β = -0.28, p = 0.316). 

Unlike previous hypotheses, H1A5 is not supported by the empirical data.  

There are different findings regarding the impact of assurance as a dimension of service 

quality on customer satisfaction. Ling et al. (2012) confirmed and strengthened the existing 

knowledge highlighting the importance of assurance in improving customer satisfaction in 

Malaysia’s hotel services. Hossain (2012) also indicated that assurance positively impacts 

customer satisfaction in the hotel industry. Staff actions, including assurance, exert a more 

significant effect on customer satisfaction than physical characteristics (Ekinci et al., 2008), which 

corroborates with the findings of another research (Sanchez-Hernandez et al., 2009). Based on the 

result of another study, assurance was considered the most critical determinant in other sectors 

(Siddiqui & Sharma, 2010).  
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However, some previous studies reported that assurance does not significantly affect 

customer satisfaction. Fida et al. (2020) concluded that responsiveness and empathy are the only 

two service quality variables and can have a role in customer satisfaction, which does not match 

the findings of other previous studies. In addition, Ibrahim et al. (2015) found that assurance does 

not significantly influence customer satisfaction in the Maldives Hotel sector. The current study 

results also represented that assurance does not have a significant effect on customer satisfaction 

in the hotel industry in Sydney.  

 

Hypothesis 1A6: Empathy has a positive effect on customer satisfaction. 

The standardized coefficient of the path from empathy to customer satisfaction is 

substantially different from zero (= 0.504, p 0.048), according to data in Table 6.5. In other words, 

the effect of empathy on customer satisfaction is direct and significant, and customer satisfaction 

increases by an increase in empathy. Therefore, H1A6 is supported based on the empirical data.  

Many previous studies have so far evaluated the impact of empathy on customer 

satisfaction. Empathy was the shortcoming of Mauritius Hotels, representing that the hotelier's 

understanding of customers' expectations is an essential parameter in the quality service (Juwaheer, 

2004). Empathy has long been the most crucial factor for satisfying customer needs, especially in 

the hotel sector. It should be noted that with a high level of empathy, hotel managers can make 

sure that customers feel welcome and treated from the minute they arrive in the country (Ohri, 

2013). Additionally, Markovic and Raspor's (2010) findings revealed that empathy was the 

primary service quality variable in Croatian hotels. It is noteworthy that hotels' customers are not 

likely to tolerate discrepancy when it comes to empathy regarding hotel services, thus seriously 

affecting customer satisfaction (Yilmaz, 2009). The current study results also confirmed that 

empathy has a positive effect on customer satisfaction. 

 

Hypothesis 2A1: Extraversion has a positive impact on customer satisfaction. 

Based on previous results (Table 6.5), the standardized coefficient of the path from 

extraversion to customer satisfaction significantly differs from zero (β = 0.112, p = 0.006), and 

this path is positive and meaningful. Thus, the empirical evidence supported H2A1.  
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Many researchers tested the relationship between the Big Five personality factors and hotel 

customers’ satisfaction in different countries. According to Jani and Han (2014), extroversion 

among the guests was positively related to their satisfaction with hotel sectors, which conforms to 

the results of Mroz and Kaleta (2016) and Dev Jani (2012) in Korea. Lin and Worthley (2012) 

stated that extraversion dramatically and explicitly contributes to enjoyment, substantially 

affecting satisfaction. The same result was confirmed by Oppong and Boasiako (2017). The 

findings of this study indicated that extraversion impacts guest satisfaction, which conforms with 

those of previous studies (e.g., Mooradian, T. A., 1997; Matzler et al., 2005; Faullant, Matzler, 

and Mooradian, 2011). 

 

Hypothesis 2A2: Agreeableness has a positive effect on customer satisfaction. 

Based on data in Table 6.5, the standardized coefficient of the path from agreeableness to 

customer satisfaction is significantly different from zero (β = 0.083, p = 0.042). The effect of 

agreeableness on customer satisfaction is significant. More precisely, customer satisfaction 

increases by an increase in agreeableness. Thus, H2A2 is confirmed. 

Tan et al. (2004) reported that showing positive emotions was strongly associated with 

customer agreeableness, and these emotions positively influenced satisfaction. Furthermore, the 

results of a study revealed that agreeableness was a positive satisfaction driver (Matzler & Renzl, 

2007), which is similar to the findings of Jani and Han (2014) and those of Tang & Lam (2017) 

about green hotels in China. 

 

Hypothesis 2A3: Neuroticism has a negative effect on customer satisfaction. 

According to previous data (Table 6.5), the standardized coefficient of the path from 

neuroticism to customer satisfaction significantly differs from zero (β = 0.088, p = 0.005). 

Accordingly, the estimated coefficient is positive, which contradicts the hypothesis, and the 

analytical evidence does not support H2A3. 
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Customer satisfaction has been found to be negatively related to neuroticism (Matzler & 

Renzl, 2007), as well as satisfaction with vocational education and training (Volodina, Lindner 

and Retelsdorf, 2019). Furthermore, Oppong and Boasiako (2017) found a negative association 

between neuroticism and customer satisfaction in Ghana's hotel sector, which is consistent with 

Jani and Han's (2014) findings in Korea. 

However, the result of this study contradicts those of previous studies. This unexpected 

result might be because the number of items after the refinement process was not enough to cover 

all the aspects of this personality trait and yield the desired result. 

 

Hypothesis 2A4: Openness has a positive effect on customer satisfaction. 

According to previous data (Table 6.5), the standardized coefficient of the path from 

openness to experience to customer satisfaction significantly differs from zero (0.104, p = 0.009). 

The effect of openness to experience on customer satisfaction is significant. More precisely, 

customer satisfaction increases by an increase in openness to experience. Thus, H2A4 is 

confirmed. 

Oppong and Boasiako (2017) demonstrated that customers with openness to experience 

would be more satisfied in the hotel sector, mostly when living in a hotel with luxury and 

extraordinary facilities. Lounsbury et al. (2007) found that customer contentment and staff job 

satisfaction were positively correlated with the personality trait of openness to experience. 

Similarly, Lin (2010) reported that openness played a nearly positive effect on affective customer 

loyalty, which is a consequence of customer satisfaction. Therefore, it seems that openness can 

contribute to satisfaction in different contexts and circumstances. Finally, Tang et al. (2017) 

indicated that openness to experience is positively associated with satisfaction of customers’ reuse 

intention in Chinese hotel sectors and can increase customer satisfaction. 

 

Hypothesis 2A5: Conscientiousness has a negative effect on customer satisfaction. 

Based on data in Table 6.5, the standardized coefficient of the path from conscientiousness 

to customer satisfaction is not significantly different from zero (β = 0.003, p = 0.935). Thus, the 

empirical data do not confirm H2A5. 
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Many researchers reported not a significant relation between conscientiousness and 

customer satisfaction. For example, in the context of leader-follower relationships, Harris et al. 

(2019) found that conscientious managers are usually more rigid and less adaptable, leading to less 

customer satisfaction. Likewise, Boyce et al. (2010) demonstrated that conscientiousness has a 

dark side. More precisely, although this trait is supposed to be beneficial for well-being, it may 

decrease the level of satisfaction, implying that more conscientious individuals represent less 

satisfaction. They further indicated that conscientiousness is not always favorable for well-being. 

Conscientious individuals can simultaneously obtain more throughout their lives.  

Conversely, Organ and Lingl (1995) discussed that the relationship between 

conscientiousness and satisfaction is not permanently evident. They demonstrated that 

conscientiousness negatively predicted co-worker satisfaction. Regarding the leader-follower 

relationship, Harris et al. (2019) concluded that conscientious leaders are usually more rigid (i.e., 

less adaptable), thus drawing less satisfaction from followers. 

The findings from previous studies are consistent with the result of this study. However, 

some studies also confirmed this significant relationship, showing that the findings have so far 

been contradictory. The lack of a significant effect of conscientiousness on hotel customer 

satisfaction may be due to the nature of hedonic hotel services rather than utilitarianism (Jiang & 

Wang, 2006), which can be due to hotel guests' hedonic motivations that affect their responses. As 

a result, it makes the effect of conscientiousness on the hotel guest's satisfaction insignificant. 

 

Hypothesis H3: Customer satisfaction has a positive effect on the reuse intentions. 

The standardized coefficient of the path from customer satisfaction to reuse intentions is 

significantly different from zero (β = 0.868, p < 0.001), whereas statistical evidence supports this 

hypothesis.  

Accordingly, customers' satisfaction affects their reuse intentions in the hotel industry. A 

positive relationship between customer satisfaction and reuse intentions in the hotel and hospitality 

sector is of great importance due to its positive effect on profitability (Han et al., 2010; Ryu et al., 

2010; Han & Back, 2008). Repeat business is a fine example in this regard. Similarly, Edwin and 

Sheryl (2013) found that service providers can acquire more significant opportunities for affecting 

customer behaviors through understanding customers' viewpoints by evaluating their level of 
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satisfaction. Olorunniwo et al. (2006) confirmed that hotel managers should know about 

customers' needs and evaluate the hotel's service quality to offer customers a satisfying experience 

effectively.  Additionally, Chang et al. (2014) studied tourists' reuse intentions against those 

residing in green hotels overnight and demonstrated a positive association between customer 

satisfaction and reuse intentions. The same results were reported by Yee et al. (2009) and Berezina 

et al. (2012). Table 6.6 presents a summary of the hypothesis test statistics of this study. 

Table 6.6. Summary of hypothesis test statistics 

 

This study found a significant correlation between service quality and customer 

satisfaction, and service quality was the critical indicator of customer satisfaction in Sydney’s hotel 

sector. This finding is consistent with the findings of Choi and Chu (2000), Amissah (2013), 

Clemens et al. (2011), and Amin et al. (2013), demonstrating that service quality is pivotal for 

obtaining customer satisfaction in hotel settings. Based on the obtained data, the most significant 

aspects of service quality were empathy, tangibility, and reliability, respectively, while 

responsiveness and location were the least contributing dimensions. 

Data analysis results revealed that empathy was a key determinant of customer satisfaction 

and had the highest impact on customer satisfaction in this study. Empathy defines customers' 

demands and is considered a prerequisite for developing a service strategy. Moreover, it refers to 

understanding customers' specific needs, providing attention and healthful menus, and having 
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positive attitudes when receiving customer feedback. This suggests that hotels can considerably 

increase customer satisfaction if their staff better demonstrate their empathy. Similar to the present 

study's finding, Markovic and Raspor (2010) reported empathy as an essential service quality 

variable in Croatian Hotels having the highest impact on customers' satisfaction levels. In addition, 

empathy has long been indicated as the most crucial factor for satisfying customer needs (Simon, 

2013). 

Tangibility is the second most critical indicator of customer satisfaction and includes 

cleanliness, modern areas, and the hotel employees' appearance as significant factors. Reliability 

is the third crucial factor when assessing customer satisfaction. Choi (2000) investigated room 

quality and physical factors (including room temperature control and comfortable beds) and 

reported the effect of these factors on Western travelers' accommodation satisfaction, which 

conforms to the current study results. The findings of another study reconfirmed that physical 

evidence is essential, and the inability to maintain flawless employees' appearances and physical 

facilities could lead to less than an average level of service satisfaction in customers' minds, which 

conforms with the case of Hotels of North Cyprus (Nadiri and Hussain, 2005). 

In addition, the reliability dimension is the other substantial impact variable and contains 

attributes related to performing services accurately and timely, keeping records confidentially, and 

solving problems sincerely. This finding is in line with that of Hossain (2012). Additionally, 

Knutson et al. (1990) highlighted this finding by pointing out that consistently high expectations 

of the customer for on-time and consistent services have trained employees to quickly correct 

problems, customers' comfortable feelings, and knowledgeable hotel staff.  

Further, the current study results demonstrated that assurance does not significantly affect 

customer satisfaction in the hotel industry in Sydney. There exist some possibilities in this regard. 

The customers may feel that the hotels have provided enough confidence and safety during their 

stay. Most visitors started to take it for granted that there was no safety problem during their stay 

in the hotel.  

In addition, the present study's findings confirmed the significance of customer personality 

traits as one of the fundamental antecedents of satisfaction by highlighting that personality factors 

directly contribute to satisfaction. According to the obtained data regarding the relationship model, 

three of the Big Five traits (i.e., extroversion, openness, and agreeableness) significantly affected 

customer satisfaction.  
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According to some studies, extroverted individuals are friendly, socially adept, cheerful, 

and lively (John & Srivastava, 1999) and, therefore, are more pleased with the hotel services 

(Dormann & Kaiser, 2002). Furthermore, according to the findings of a study on utility firms, 

agreeableness was a positive driver of satisfaction (Matzler & Renzl, 2007). Similarly, Jani and 

Han (2014) discovered that pleasant guests were generally satisfied with the services provided by 

the hotel business. Moreover, Tang and Lam (2017) stated that agreeableness is positively 

associated with customers' satisfaction of reuse intentions in green hotels in China.  

This study reconfirms that extroversion has a significant relationship with hotel customers' 

satisfaction, which conforms with the findings of Lin and Worthley (2012), revealing that 

extraversion dramatically and explicitly contributes to the enjoyment and substantially influences 

satisfaction. Similarly, Oppong and Boasiako (2017) concluded that extraversion affects customer 

satisfaction in the hotel sector. 

In addition, the obtained data indicated that openness to experience has a positive effect on 

customer satisfaction in the hotel sector in Sydney, which is similar to the findings of Tang and 

Lam (2017), indicating that openness to experience is positively associated with customer 

satisfaction and reuse intentions in Chinese hotel sectors and can increase the level of customer 

satisfaction. Additionally, Lin (2010) found that openness played an essentially positive effect on 

affective customer loyalty, which is a consequence of customer satisfaction. 

The findings of this study regarding neuroticism do not match those of previous studies. 

This might be because the number of items (only two) after the refinement process was insufficient 

to cover all the aspects of this personality trait and yield the desired result. 

In addition, the lack of a significant effect of conscientiousness on hotel customer 

satisfaction may be due to the nature of hedonic hotel services rather than utilitarianism (Jiang & 

Wang, 2006), which can be due to hotel guests' hedonic motivations affecting their responses. That 

being the case, it makes the effect of conscientiousness on the hotel guest's satisfaction 

insignificant. 

Various studies confirmed Oliver's (1997) reuse intention dimension by evaluating the 

model and extending assessment scales (e.g., Harris & Goode, 2014; Tsaur, Lin, and Wu, 2005). 

Moreover, this study introduced an informed delineation regarding developing reuse intentions. 
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Customer satisfaction was significantly influenced by reuse intentions, implying that growing 

customer satisfaction is critical and can affect the realization of good reuse intentions, including 

customer satisfaction. The findings of this study support that the drivers of customer satisfaction 

influence reuse intentions, which is in line with the results of other previous studies (e.g., Malik, 

2012; Cronin et al., 2000; Kassim & Abdulah, 2010; Maria, Sutanto, Lorenzo, & Antonio, 2007; 

Jani & Han, 2011; Oh, 1999) while considering the specific research context of the hotel sector in 

Sydney. 

6.4 Multiple-group analysis (MGA) 

MGA is a comprehensive SEM framework for testing any type or number of differences 

between estimated models for various groups. The main objective of MGA is to test for specific 

differences between the individual models of different groups (Hair et al., 2018). The present study 

examines the model in two sub-samples of international and domestic guests. 

 

6.4.1  Multiple group analysis based on domestic or international visitors 

Similar to the previous one, checking measurement invariance is necessary for comparing the 

model in domestic and international visitor groups.  Table 6.7 provides the fit indices for invariance 

tests for domestic and international visitor groups. 

 

Table 6.7. Fit indices for invariance tests for domestic or international visitors 

 

Test for metric invariance 

The calculation results are presented in Table 6.8. 
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Table 6.8. Results of χ2 difference tests 

 

Test for scalar invariance 

The p-value was p <0.05 for the Chi-square test with df = 6 and α = .05. Further, the CFI 

difference between the models was 0.00200, less than 0.01 recommendation by Cheung and 

Rensvold (2002). The difference in McDonald’s non-centrality index (Mc NCI) is 0.00894), which 

is less than the recommended value of 0.02. The difference in gamma hat is 0.00507, which is well 

above 0.001.  Based on these Chi-square test results and the Δ McDonald’s NCI, Δ CFI, and Δ 

gamma, the assumption of full scalar invariance is not tenable. The model testing for scalar 

invariance demonstrated that item intercepts are non-invariant across different groups. Putnick and 

Bornstein (2016) identified three options in such cases:  

1. Finding the possible sources of non-invariant loadings. Then, relax the equality 

constraints on those mentioned factor loadings that should be freely estimated in a 

separate group (Running a partial-invariance model); 

2. Removing items that are non-invariant from the metric models; 

3. Discontinuing the invariance testing under the assumption which the measurement or 

constructor is invariant across different groups. 

The first option was selected for the current study. This option requires testing a series of 

models that must sequentially test each intercept. More precisely, it requires deleting the equality 

constraint for a given intercept and then comparing the model fit with the deleted constraint against 

the full scalar invariance model. Next, repose the equality mentioned constraint and move on to 

the next intercept for testing. The following section appropriately compares this model’s fit against 

the previous model, assuming full scalar invariance. It shows the Chi-square difference test to 

make this appropriate comparison. A vital test result represents that the current model fits better 

than the baseline (full scalar) invariance model. 
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Table 6.9. Results of partial scalar invariance 

 

The intercept being tested is freely estimated in each model, whereas all the remaining 

intercepts are constrained to equality. In Table 6.9, the intercept for a9, a19, and a22 are candidates 

for removing the equality constraint in the final partial invariance model except for intercepts 

associated with measures Q13r5, Q17r2, and QSEC4r17. Based on the identified non-invariant 

parameters, this study also tested a partial invariance model (where all intercepts and factor 

loadings were constrained equal except for intercepts associated with the measures Q13r5 Q17r2, 

and QSEC4r17) against the model assuming full scalar invariance. The result indicated that the 

partial invariance model fits the data significantly better than the full scalar model. Therefore, 

future invariance tests retain the partial invariance model as a new baseline model. 
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Table 6.10. Fit indices for invariance tests 

 

Test for metric invariance 

Table 6.11 summarizes the calculation results. 

Table 6.11. Results of χ2 difference tests 

 

This model fits in domestic and international visitor groups and compares the path between the 

latent variables in these two models (Figures 6.2 and 6.3). 
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Figure 6.2. SEM results for the modified model for the domestic visitors 

 

Figure 6.3. SEM results for the modified model for the international visitors 

 

A series of z-tests were conducted to evaluate the structural model’s significant relationships. 

Table 6.12. Testing results for a modified model in the two groups 
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Table 6.7 provides the results of estimating each path in the group of domestic or international 

visitors alone, the z-statistic procedure, and the level of the obtained significance based on it in 

comparing the two groups.  

Table 6.13. Comparison of mean scores in two groups of visitors 

 

The results of the t-test of two independent samples indicated that there was no significant 

difference between agreeableness ( t(507) = 0.342, p = 0.732), conscientiousness (t(507) = 0.037, 

p = 0.097), and empathy ( t(507) = -1.37, p = 0.171) in the two groups of domestic and international 

visitors. The t-test indicated that the mean scores of assurance, extraversion, location, neuroticism, 

openness, reliability, and tangibility of international visitors are significantly higher than domestic 

visitors, and the mean score of responsiveness of domestic visitors is higher than international 

visitors (p < 0.05). The difference in the variances was taken into account by the sig column. The 

results of Table 6.12 and 6.13 separately show the relationship between the variables in domestic 

and international visitor groups. 

 Conscientiousness to customer satisfaction is significantly different in domestic and 

international visitors at alpha < 5%.  

 Extraversion to customer satisfaction significantly differs between the two groups. This 

intensity is more evident in the international group than the domestic visitor group. 
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 Eventually, the path from reuse intentions to customer satisfaction differs significantly 

between the two groups. The intensity of this path in international visitors is more 

considerable than in the domestic visitor group. 

 

6.5 The second-order competing model: estimation and assessment 

This study employed a structural model to examine the relationship between service quality 

and customer satisfaction and personality factors and customer satisfaction. When the lower-order 

factors are highly linked with one another, and a higher-order factor is hypothesized to account for 

the relationships between the lower-order factors, second-order competing models may be helpful. 

(Fang et al., 2005). There are plenty of advantages of a second-order competing model over a first-

order factor model. To begin with, the second-order competing model can determine whether the 

hypothesized higher-order component genuinely accounts for the pattern of first-order factor 

relationships. Furthermore, a competing model structures the covariance pattern between the first-

order elements, explaining the covariance with fewer parameters in a more parsimonious fashion 

(Rindskopf & Rose, 1988). Finally, a second-order model isolates variation owing to specific 

components from measurement error, resulting in an error-free estimate of the specific factors in 

theory. The specific factors are represented by the variance of each first-order factor that is not 

shared by the common second-order factor. The disturbance of each first-order factor represents 

these distinct factors. 

As demonstrated in Table 6.15 and Figure 6.4, this model may be used to investigate the 

impact of service quality on customer satisfaction, whereas the first-order model can be used to 

investigate the impact of service quality dimensions on customer satisfaction independently. In 

this model, the effect of personality factor variables on customer satisfaction was also evaluated, 

whereas, in the first-order model, the effect of each component on customer satisfaction was 

investigated, but not the effect of all personality factors in general. 

One of the advantages of the second-order model is that it examines the impact of service 

quality and personality variables on customer satisfaction, something which cannot accomplish 

with the first-order model. It is possible to prioritize service quality dimensions in creating service 

quality by comparing them to each other, as shown in Figure 6.5, where the assurance variable is 

the most important with a coefficient of 0.97 in service quality and responsiveness is the least 

important with a coefficient of 0.53.The same analysis may be conducted on personality 
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characteristics, and the results show that the extraversion dimension is the most important, with a 

coefficient of 0.77, while the neuroticism dimension is the least important, with a value of 0.56. 

The difficulties of studying the influence of each dimension of service quality on customer 

satisfaction and the effect of each dimension of personality variables on customer satisfaction are 

shortcomings of the second-order approach. Different fit indices can be compared to compare the 

two models and assess whether a second-order competing model is plausible. Such indices include 

the TLI index, chi-square per degree of freedom, CFI index, and the standardized root mean square 

residual. However, the final selection of a measurement model rests upon soundness that goes 

beyond the mere comparison of fit indices. 

Table 6.14. Results of two structural model analysis 

 

The overall model fit statistics show that first order model provides a good fit to the data 

(χ 2/d.f. = 2.342; GFI = 0.855; RMSEA = 0.051; AGFI = 0.833; NFI = 0.896; CFI = 0.896). The 

results supported 10 hypotheses and were statistically significant for ten different pathways. In 
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addition, Tangibility (β = 0.27, p < 0.001), Location (β = 0.123, p < 0.05), Responsiveness (β = 

0.084, p < 0.05), Reliability (β = 0.253, p < 0.05), and Empathy (β = 0.504, p < 0.05), Extraversion 

(β = 0.112, p < 0.01), Agreeableness (β = 0.083, p < 0.05), Openness (β = 0.104, p < 0.01), were 

significant determinants of Customer satisfaction. Customer satisfaction (β = 0.868, p < 0.001) 

was a significant antecedent of Reuse intentions. 0.6 or above is a standard threshold number for 

adequate explanatory power.  First order model explained 79.8% of the variance in Customer 

satisfaction and 75.3% of the variance in reuse intentions. 

Regarding to the Second order model, the overall model fit statistics indicate that second 

order competing model provides a good fit to the data (χ 2/d.f. = 1.995; GFI = 0.858; RMSEA = 

0.044; AGFI = 0.841; NFI = 0.909; CFI = 0.952). Three paths were statistically significant. 

Accordingly, Service quality (β = 0.644, p < 0.001), Personality Factors (β = 0.318, p < 0.001) 

were significant determinants of Customer satisfaction. Customer satisfaction (β = 0.885, p < 

0.001) was a significant antecedent of reuse intentions. First order model explained 85.5% of the 

variance in Customer satisfaction and 78.3% of the variance in reuse intentions. 

As shown in Table 6.14, different fit measures show that both models have an appropriate 

fit to the data, and overall, the second-order competing model has a better fit than the first-order 

model. Regarding parsimony fit measures, for the competing model, the AIC was 1887.795, the 

BIC was 2319.505, and the ECVI was 3.716; The values for the first-order Model were AIC = 

2172.378, BIC = 2701.434, and ECVI = 4.276. Because lower values of these criteria show a better 

model fit, these results show a preference for competing models over the first-order model. 

Ultimately, the results show that both models have high explanatory power for predicting customer 

satisfaction. To sum up, the second-order model is superior to the first-order model, and second-

order model is the better-fitting model for explaining the customer satisfaction and reuse 

intentions. 

This study conducted a model comparison among the first- and second-order models. 

Likewise, according to the goodness-of-fit indices, the model was sufficiently proportionate to the 

data, and the Chi-square/df value was calculated to be 1.995 (χ2=1683.795, df = 844). 

Additionally, the values of CFI, TLI, and RSMEA were 0.952, 0.949, and 0.044, respectively. The 

model meeting the requirements of the path model was appropriate and acceptable for the data. 

The analysis revealed a significant and positive relationship (β = 0.644, p < 0.001) between service 

quality and customer satisfaction (Table 6.14).  
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Regarding parsimony fit measures, the AIC, BIC, and ECVI were 2172.378, 2701.434, and 4.276, 

as well as 1887.795, 2319.505, and 3.716 for the first- and second-order models, respectively. 

Considering that lower values of these criteria demonstrate a better fit of the model, these results 

indicate the superiority of the second-order model over the first-order one. 

Table 6.15. Selected AMOS text outputs for the modified model 

 

 

Figure 6.4. SEM results for the second theoretical model 
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The fit indices of the first- and second-order models are discussed in this section. As shown in 

Table 6.16, these indices are favorable in both models, and in the second-order model, the fit 

indices are slightly better than the first-order model. 

Table 6.16. Fit indicators in the first- and second-order models 

 

  

Table 6.17 compares the most important dimensions affecting service quality variables and 

personality factors affecting customer satisfaction. Empathy and extraversion are the essential 

dimensions contributing to customer satisfaction in service quality and personality factors, 

respectively. Dimensions are arranged according to the importance of their impact on each of the 

two variables as follows. 

Table 6.17. The effect of service quality and personality factors on customer satisfaction 
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Based on the second-order model and data in Table 6.17, service quality has more effect on 

customer satisfaction with a standard coefficient of 0.644 compared to personality factors with a 

standard coefficient of 0.318. In addition, the R square of customer satisfaction and reuse 

intentions is 0.798 and 0.753, respectively. 

6.6 Summery 

This chapter's overall model fit statistics indicate that the primary model provides a good 

fit to the data. In addition, the study's findings confirm that the five constructs of service quality 

and three constructs of personality factors influence customer satisfaction in the hotel sector in 

Sydney. In addition, the results revealed that customer satisfaction is a significant predictor of 

reuse intention. In addition, this chapter indicated the relationship between the variables separately 

in the two groups of domestic and international visitors, while neuroticism had a positive 

significant difference and conscientiousness and extraversion to customer satisfaction were 

significantly different in two domestic and international visitors. Additionally, findings from 

competing models indicated that both models have high explanatory power for predicting customer 

satisfaction. The competing model provided a greater explanatory power than the first-order 

model, and the second-order model is superior to the first-order model. The second-order model 

is the better-fitting model for explaining customer satisfaction and reuse intentions. The next 

chapter discusses study implications to highlight the theoretical and consequential issues that 

might assist hotel managers, outlining the study limitations and presenting directions for further 

investigations. 
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CHAPTER 7 

CONCLUSION 

7.1 Introduction 

The present chapter addresses study implications to emphasize the theoretical and 

consequential issues that can help professionals. It also discusses the implications based on the 

service quality domain, reuse intentions, satisfaction, and personality characteristics. The chapter 

further underlines the study limitations and presents directions for further studies. 

 

7.2 Contributions and implications 

Based on the present study results, several theoretical and practical implications are 

suggested. The present part deals with the theory-based significance of the study for the relevant 

literature on hospitality and tourism and its managerial and practical implications regarding their 

marketers. 

 

7.2.1 Theoretical implications 

The current study includes some theory-based implications concerning the research drivers 

of customer satisfaction in the hotel sector. It is noteworthy that this study mainly provides further 

support for conceptualizing service quality and customer satisfaction as different concepts. Based 

on the results of this study, customer satisfaction is affected by two types of factors: intrinsic 

factors, which consist of personality, and extrinsic factors, which consist of attributes related to 

service quality. This study proposed a theoretical framework to analyze the dual effects of both 

intrinsic factors (personality) and extrinsic factors (service quality) on customer satisfaction.  

Extrinsic motivation is derived from outside the individual, and intrinsic motivation is derived 

from within. Human behavior is affected differently by each category. In addition, extrinsic factors 

like service quality are controllable, as managers of hotels can improve the level of tangible factors 

like well-designed hotel rooms or modern living areas. On the other hand, intrinsic factors are 

uncontrollable as managers cannot change negative personality traits into a positive one. So 

different effects of intrinsic factors should receive special attention from hotel managers. Although 

hotel managers cannot directly control the personality factors of their customers, they can attempt 

to anticipate the behavior and appropriately respond to different personality types. 
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Data analysis results revealed that empathy was a key determinant of customer satisfaction 

and had the highest impact on customer satisfaction in this study. This extrinsic factor can impact 

consumers' decision-making processes and influence their future purchases. This factor is 

controllable as hotel staff can create an enjoyable guest experience and impact consumer behavior 

accordingly. So, the hotelier's understanding of customers' expectations is an essential parameter 

in hotel service quality. This significant factor made hotel customers happy and functioned as a 

vital predictor in improving the hotel's future economic success. The empathic approach towards 

the customer instills a sense of importance in the consumer, leading to a desire to return and a 

propensity to promote the hotel to others. 

In addition, tangibility was the second determinant of customer satisfaction, which had the 

highest impact. People find profound admiration and, at the same time, pleasure when using their 

sense of sight. This extrinsic factor can affect consumer purchase decision-making. So all physical 

factors like modern areas, comfortable beds, and the hotel employees' appearance can be vital 

factors that lead to satisfaction. The majority of hotel products are made up of tangible and 

intangible characteristics. The tangible and intangible features are inextricably linked and have a 

considerable impact on the assessment of quality by the guests. Tangibility in the hotel business 

refers to the external appearance of hotel facilities and their accommodation and restaurant 

facilities. The tangible elements of a hotel product can be assessed, measured, and submitted to 

specific standards. Tangibility is the cleanliness or neat appearance of the tangible components 

and the physical comfort of the environment where services are provided. Managers can make the 

intangible aspects tangible. For example, comfort is an intangible aspect made tangible by 

providing a comfortable-looking bed, sturdy chairs, and a well-designed hotel room. 

The other set of factors that impact customer satisfaction is personality. Marketers are 

interested in understanding how personality factors influence consumption behavior because such 

knowledge enables them to understand consumer needs better and more appropriately segment 

and target those consumers who are likely to respond positively to their service and product 

communications. (Schiffman et al., 2013). In particular, the Big Five personality factors, which 

have been widely used in customer behavior studies and marketing, have been noted to influence 

consumers' affective responses (Zhao et al., 2009), satisfaction (Matzler et al., 2005), and loyalty 

(Lin, 2010). Personality is an important consumer behavior concept because it categorizes people 

into various groups based on a single or limited set of consumer behaviors. If each customer was 
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different in all respects, it would be almost impossible to group consumers into segments, and 

there would be little reason to develop standardized services based on personality (Schiffman et 

al., 2013). These factors reflect an individual's psychological characteristics, and thus they have 

been cited as having a significant role in customer behavior (Mowen, 2011). People have many 

dimensions to their personalities, but some possess such dimensions more strongly or weakly than 

others. That is, they have more or less of each trait than others. Consumer behavior theory does 

not provide a single label for each personality factor. Instead, it offers information about several 

personality factors that make up an individual's personality. Such factors provide managers with a 

better understanding of how consumers respond in different situations. (Schiffman et al., 2013). 

This study revealed that extroversion was the most significant aspect of personality factors, 

which dramatically and explicitly contribute to the enjoyment and substantially influence customer 

satisfaction. This intrinsic factor identifies people as sociable, talkative, and outgoing, while 

extroverts are optimistic, energetic, and cheerful. Therefore, this factor can positively affect their 

satisfaction via positive emotions.  

In addition, openness to experience was also the other significant aspect of personality in 

this study. People who have a high openness to experience are also shown to be more trustworthy. 

Because of their trustworthiness, they are more vulnerable to emotional moments along the value 

chain, altering their personality traits and increasing their satisfaction. These people will be 

amenable to new associations and concepts and thereby more receptive to change. Consequently, 

such individuals may be more willing to join new associations and ventures. Such an inclination 

may also increase their level of satisfaction because they have various interest levels. 

To sum up, according to the second-order model's findings, extrinsic factors (service 

quality) have a more significant impact on customer satisfaction than intrinsic factors (personality). 

This shows the importance of extrinsic factors, which can be appealing and attractive physical 

signs, including the appearance of cleanliness, physical facilities, and decoration. These are all 

aspects of a hotel service that can be felt without purchasing it. They are always the apparent 

features of the service used by businesses to improve customer satisfaction. As a result, the 

availability of modern-looking equipment, the neat appearance of staff, visually appealing physical 

facilities, visually appealing service-related materials, free internet access services for customers, 

easily accessible reservations, and health care facilities improve their satisfaction level. 
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7.2.2 Practical and managerial implications 

This study sheds light on how hotel managers can pay more attention to customers' 

personalities and service quality to enhance guest satisfaction and the overall level of customer 

satisfaction. Thus, the present study can provide more qualified services, attract customers' 

attention, and finally, offer the following implications: In the current study, a combination of 

service quality components significantly influenced customer satisfaction. Based on the findings, 

higher empathy, tangibles, reliability, location, and responsiveness can enhance customer 

satisfaction with hotel services. Accordingly, it is recommended that hotel managers strengthen 

these significant service quality facets in their hotels. 

As per the study findings, tangibility is one of the most important vital determinants of 

customer satisfaction in the hotel sector. Room quality and physical factors (including room 

temperature control and comfortable beds) can have essential impacts on customer satisfaction. 

An innovative range of facilities (e.g., tea and coffee making facilities, Wi-Fi, parking, printer 

access, and refrigerators) in hotels has significant effects on customers' views, and hotel owners 

need to delegate the provision of such services to outside experts if they intend to improve service 

quality. 

Further, reliability is another crucial factor in assessing customer satisfaction. Therefore, 

Sydney hotel owners can also develop their problem-solving capabilities to better deal with 

customers' issues and keep their services efficient. Previous findings showed that it is necessary to 

take positive steps to reduce customers' dissatisfaction with service deficiency. Management 

personnel can arrange rigorous and more applicable preparation programs can be arranged to be 

attended by management personnel. Then, they can share what they have learned with their staff 

to manage issues proactively and effectively. Likewise, hotel managers should foster reliability by 

offering error-free and appropriate services to their customers. In this respect, one necessary action 

for hotel management might be to employ highly motivated and hardworking staff and equip them 

with up-to-date service-providing tools to function effectively. Hence, to fulfill service standards, 

hotel managers are suggested to simultaneously use all service components, including software, 

hardware, and human resources. They should also hold staff training programs to familiarize their 

employees with proper and professional ways of service provision. In this vein, there should be 

frequent observations and evaluations of management systems and training programs in hotels. 
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Personality factors contributing to customer satisfaction were extraversion, openness, and 

agreeableness. This shows different effects of personality factors on customer satisfaction, which 

should receive special attention from managers. Once customers complete their purchase, 

customer relationship management (CRM) can be the primary point of contact. The types of 

personalities and traits support teams deal with are different because customers with different 

personality factors have different expectations. Understanding this issue needs a necessary skill. 

An example of openness is someone who is always trying something new. When dealing with 

these types of customers, patience is vital. So managers can train their staff to listen to customer 

queries and respond with detailed answers that give them all the information they need. 

In addition, agreeable individuals have a higher motivation to achieve interpersonal 

intimacy, leading to happiness. These customers have a forgiving nature, so managers must try to 

keep them happy by providing excellent customer service. They can also prioritize when required 

and do everything in their power to satisfy their requests. The impact of agreeableness on customer 

satisfaction has important implications for hotel managers. Knowing about this relationship, hotel 

managers can train and select staff who can demonstrate agreeableness and behave appropriately 

(e.g., being concerned about others, including employees and guests, sympathetic, and respecting 

others). In the services industry, especially in the hotel sector, the staff should notice that the 

customers are expected to observe and react to service offerings depending on their personality 

factors. Hotel managers should envisage customer satisfaction, take initiatives, plan toward its 

achievement, monitor, deliver, and find the means of sustaining it. 

In addition, the results of the t-test between two groups of domestic and international 

visitors indicated that the mean score of extraversion and openness is higher than for domestic 

visitors. So, when dealing with international visitors, hotel staff will most likely need to consider 

these visitors as having a high extraversion trait and a high level of openness to experience. So the 

kind of response that hotel staff gives to the customer will be influenced by whether the customer 

is international or domestic. For example, international visitors who have a high openness to 

experience will seek out outdoor tours and activities based on their destinations, so hotel staff can 

offer them these activities like hiking in nature, amusement parks, or skiing. 

To be brief, the hotel staff must always be ready to deal with customers who have different 

personalities, service quality expectations, and socio-demographic characteristics. Therefore, 
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managers can identify methods to discover the personality factors of their current and future 

customers based on these two groups. Accordingly, they can develop marketing strategies to attract 

those high in openness to experience, extraversion, and agreeableness. An innovative method may 

be through data mining from marketing research companies. These methods will provide hotel 

managers with possible personality factors and demographic variables of potential guests, 

improving customer satisfaction in the future. Hotel managers can use personality factors in their 

communications and marketing strategies. For example, hotel managers can segment their markets 

using personality factors and other variables to identify the most lucrative market segments. 

During their marketing communications, such as advertisements, hotel managers can use pictorial 

cues to entice those with higher scores for agreeableness, openness to experience, extraversion, 

and traits, leading to customer satisfaction improvement. 

In this study, reuse intentions were significantly influenced by customer satisfaction, 

meaning that growing customer satisfaction is critical and can impact the realization of good reuse 

intentions, including positive word of mouth and customer satisfaction. Satisfied customers may 

help improve their reuse intentions, including customer retention (Al-Tit, 2015) and loyalty (Auka, 

2012). Thus, hotel owners need to encourage their guests to stay in their hotels and offer them 

high-quality facilities. Accordingly, customers may positively perceive the services, encourage 

others, and therefore, revisit the hotel. Finally, hotel managers might want to present additional 

perspectives on the meaning of reuse (reuse may occur during a hotel guest's stay, particularly in 

large cities such as Sydney). For most hotels, guests stay for days or even weeks, so the possibilities 

for a second or even third visit abound. Therefore, hotel managers should treat every first-time 

patron as a potential repeat guest and formulate marketing strategies that will help foster return 

visits. 

7.3 Limitations and directions for future research  

Although the previous information highlighted supporting insights, further generalizations 

regarding the real-world settings must be conducted cautiously. Despite the fruitfulness of the 

present study in providing various theory-based and pragmatic implications regarding the hotel 

industry, a series of limitations was unavoidable since the researcher could not eliminate or 

minimize their effects. 
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First, there were four items regarding neuroticism in the questionnaire. However, based on 

the results of unidimensionality and reliability tests, the total correlation of the two items ranked 

below the threshold of 0.50, and therefore, they were eliminated from the analysis. The possible 

explanation for the unexpected result might be that after the refinement process, the number of 

items was not enough to cover all the aspects of this personality trait and yield the desired result. 

Additionally, conscientiousness is typically found as a positive or desired personality trait. 

However, the dark side of conscientiousness is indicated in many studies. Moreover, people high 

in trait conscientiousness suffer more from negative deviations from their trait level than those low 

in trait conscientiousness, leading to less satisfaction. The lack of a significant effect of 

conscientiousness on hotel customer satisfaction may be due to the nature of hotel services that 

are more hedonic rather than utilitarian (Jiang & Wang, 2006), thus representing the negligible 

effect of this factor on customer satisfaction. 

Based on the results of this study, assurance had no significant effect on customer 

satisfaction in the hotel industry in Sydney. There are some possibilities in this respect. The 

customers may feel that the hotels have provided enough confidence and safety during their stay. 

Most visitors have started to take it for granted that there are no safety problems during their stay 

in the hotel. Nonetheless, those hotels must improve the level of security concerns. 

This study had another limitation during data collection, including the willingness and 

availability of participants to respond to the questionnaire. The data collection process was 

conducted during the COVID-19 pandemic in Australia. The global spread of the coronavirus 

pandemic caused massive issues in the hotel industry worldwide, leading to the shutting down of 

hotels, and data collection was challenging because of the lack of recent visitors due to the 

lockdown.  

In addition, as mentioned earlier in Chapter Two, numerous factors affect customer reuse 

intentions. Although the present study scrupulously explored numerous factors, the researcher 

recognized that the analyzed factors were not inclusive. Among those are customer perceived 

value, customer loyalty, customer experience, customer delight, brand image, customer retention, 

customer relationship management, and the like, which could play a significant role in customer 

satisfaction and customer reuse intentions. The so-called factors were not part of the measurement 

in the study. 
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Additionally, future research is desirable for pursuing other influential factors, which could 

be included in the model. For instance, socio-demographics, including age, maybe dissimilar for 

customer satisfaction, personality factors, and customer reuse intentions. Moreover, the relevant 

studies should consider various research methods (i.e., internet-based vs. offline surveys) in the 

developed theoretical model of the present study. 

In this research, the information was collected prior to the actual crisis of COVID-19. 

However, the dimensions of service quality attributes have been altered since the COVID-19 

pandemic.  Tangibility has become more critical after the COVID-19 crisis in the hotel sector. 

Hotels must stay impeccably clean to attract valued customers who book regularly. Customers are 

likely to be more concerned than ever about cleanliness, and with demonstrably clean guest rooms 

and common areas, hotels would need to restore customer faith because cleanliness is often the 

top concern of customers when evaluating their satisfaction. 

Finally, the present study focus on three-, four-, and five-star hotels in Sydney. Although 

the suggestions are essential to these hotels, they can also be used by other hotels in this city 

because those suggestions offer general knowledge about how to increase the quality of hospitality 

services. Nevertheless, future research is warranted to assess the impact of other aspects of service 

quality on customer satisfaction. Further studies should focus on various hotels and the roles of 

hotel stars and regions in the findings. 
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