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Abstract

Purpose – This paper aims at exploring the relations amongst the concepts of customer relationship
management (CRM), convenience, trust, perceived service quality, satisfaction, perceived value, loyalty, image
and purchase intention in the hotel sector.
Design/methodology/approach – The researchwas conducted using interviewswith hospitalitymanagers
and guests who had a direct connection with the hotel industry. According to the qualitative study results and
literature review, the authors designed amodel that was examined via structural equationmodelling and fuzzy
set qualitative comparative analysis.
Findings – This paper presents a conceptual framework that enhances existing research in the field of study,
as it was implemented to measure the antecedent and consequences of perceived service quality. Based on the
results from New York and London, the authors found that CRM and convenience have significant impact on
perceived service quality. Interestingly, the aggregated data illustrate the negative relationship between image,
loyalty and purchase intention.
Originality/value – The approach used by this study is partially in line with previous theoretical analyses
and shows appealing patterns in international service quality perception. Besides, the paper adds insights into
the realm, linking together different dimensions in order to reach an in-depth understanding and complex
analysis of each item that affects and is affected by perceived service quality in the hotel industry.

Keywords Customer relationshipmanagement, Convenience, Perceived service quality, Loyalty, Satisfaction,

Image, Repurchase intention, Trust, SEM, fsQCA

Paper type Research paper

1. Introduction
Tourism plays an important role in the economies of different nations: It is being used as an
omnipresent vehicle for economic expansion and a fundamental factor of economic
development policy (Al-Hazmia, 2020; Castellani et al., 2020). In this sector, service quality has
become an issue (Qiu et al., 2020; Webster and Hung, 1994). In hospitality and tourism, the
need of service quality is higher than any other sector because it deals with increasing
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expectations of tourists (Augustyn and Ho, 1998; Ranjbari et al., 2020). The influx of
empowered guests’ awareness has made it critical for all tourist companies to enhance the
perceived quality of service that they offer (Hjalager, 2001; Samudro et al., 2020; Stylidis
et al., 2020).

Many features of service quality, developed and tested in other service sectors, can be
applied in tourism and hospitality (Park and Jeong, 2019). For example, Batra (2015)
highlighted that in the service sector, quality helps to gain customers’ satisfaction and loyalty
of clients towards a particular brand. In hospitality, in fact, perceived service quality is clearly
seen as a way to assess how the service offered by hotels answers to user needs and
expectations (Briggs et al., 2007). Organisations in tourism and hospitality have to search for
newways to increase the guests’ satisfaction, taking into consideration that every visitor has
several expectations (Al-Laymoun et al., 2020). The gauging of the expectations can help to
give guests a positive experience. McDougall and Levesque (2000) said that meeting needs
and preferences of guests measures the perceived quality of service.

Actually, in the existing literature, there are several authors who highlight the need of
creating methods by which to measure, to some extent, perceived quality of service. As such,
there is a gap in our knowledge about how to evaluate both sides of the issue – expected and
perceived service quality (Hsieh et al., 2008; Yang et al., 2011; Zaibaf et al., 2013).

Therefore, recent literature calls for more efforts in fulfilling research gaps in this field of
study and in examining the quality of services in the hotel industry: There is the need for
empirical studies to measure dimensions that can influence or are influenced by quality of
services (Malik et al., 2020; Al-Laymoun et al., 2020).

In fact, according to Stauss et al. (2013), the quality of services is a complex concept that
affects and is affected by multidimensional constructs, for instance: perceived value,
customer satisfaction, image, loyalty and purchase intention. On the same line, referring to
Hidayat et al. (2015) and Seunghee (2014), to provide service quality, organisations have to
focus on different dimensions (i.e. responsiveness, reliability, tangibility and effective), as
suggested in previous studies, but rarely tested. More to the point, Hu et al. (2009) debated
that brand image is also influenced by perceived service quality, and brand loyalty is
related to the main construct too, whereas Stauss et al. (2013) opined that service quality is
effective for attaining customer satisfaction as well as for boosting positive consumer
behaviour.

However, there are very few studies that have succeeded in linking all these items, at the
same time, presenting an integrated model that considers the perceived service quality as the
fulcrum of the analysis.

The paper builds on these gaps in the literature with respect to the evaluation of perceived
service quality as a higher-order construct consisting of various items, trying to put in
connection different dimensions, seen as antecedents (customer relationship management
and convenience) and consequences (perceived value, satisfaction, image, loyalty and
purchase intension) of perceived service quality. Therefore, our study aims to:

(1) understanding the significance of perceived service quality with the catalyst of
offering a wider concept,

(2) finding dimensions that perceived service quality are more likely to influence,

(3) proposing and assessing a conceptual framework concerning the relations amongst
perceived service quality including its outcomes and its measurements and

(4) evaluating the effect of service quality in the London and New York hotel industry.

The structure of the article is as follows. In the first section, an overview of antecedents and
consequences of service quality is presented. Afterwards, the methods, data collection and
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research design are detailed. In subsequent paragraphs, the results of the research are
showed. The study ends with conclusions, limitations, contributions and insights for further
research.

2. Background: the concept of perceived service quality
Corporate service orientation is essential to attain service performance (Chowdhary and
Prakash, 2007; Urban, 2013). Users’ perspective approach is best suited to explore service,
and the topic of service quality shows a subjective essence as it is assessed through users’
perceptions (Edvardsson, 1998; Kang and James, 2004; Ojasalo, 2019).

Moreover, Kotler and Armstrong (2007) stated that customers and service providers are
the two main subjects that play a role in the creation of the concept of service quality. The
achievement of a balance between these players is extremely difficult, and only in this case,
there is the chance to reach a good level of satisfaction on both sides (Lee et al., 2000). To attain
a positive perceived service quality, it is important to develop a good relationship between the
two parties, as only in these circumstances the profit of the service providers can be
maximised (Parasuraman et al., 1994). There are various factors which affect the perceived
service quality have to be analysed and explored by companies. Thus, the presence of
feedback and performance monitoring mechanisms is essential for all kind of organisations.
A balance can only be achieved, in fact, if there is a clear understanding of the need of the two
involved partiers during the different phases of the service development (Cronin and Taylor,
1992; Parasuraman et al., 2002).

For these reasons, perceived service quality and guests’ satisfaction have been broadly
analysed in theory and practice (Gong and Yi, 2018; Foroudi et al., 2018). There are various
models related to the concepts, which have been developed in earlier research (Taylor and
Baker, 1994; Olorunniwo et al., 2006). A generic model involving service quality was the
customer loyalty program (Berman, 2006). Other well-known frameworks that have been
applied in earlier studies are the model of Bloemer et al. (1998) and the model of Yonggui
(2003). These conceptual frameworks have indicated that satisfaction is affected by perceived
service quality and indirectly impacts on loyalty.

Bagri (2015) stated that service quality should involve an adequate value that reflects the
status and life standards of customers. In fact, service quality is not limited to fulfilling
customers demand, but it is also related to customers’ feedback and to the ability of a
company to solve clients’ problems (Meesala and Paul, 2018). Leech (2015) argued that for an
organisation, it is less difficult to handle consumers’ problems than achieving new ones.
Hence, an organisation has to sell services characterised by good quality for the first time
instead of thinking to answer to different complaints.

On the same line, Gustafsson et al. (2005) argued that companies should focus on several
issues to develop a good service quality, such as maintaining an effective response and
leveraging on reliability and generating “tangibility”. All these factors enhance the quality of
services that is worth retaining old and new customers, especially in the tourism sector (Soler
and Gemar, 2019). In addition, Ennew et al. (2015), highlighted that the variable of perceived
service quality includes customer satisfaction, customer retention, brand image, consumer
behaviour and brand loyalty. Furthermore, service quality is a concept that is dependent on
the performance of the employee of the organisation (Liao et al., 2009), as quality provided by
human resources helps to solve the problems linked with the intangibility of services (Ennew
et al., 2015). Due to the fact that services in the hospitality and tourism sector are strictly
linked to employees’ interpersonal abilities (Clark et al., 2009; Dedeo�glu and Dem_Irer, 2015),
the relation between user and service provider has a critical effect on the customer
assessment of the hotel offer. The trustworthiness, assurance and responsiveness provided
by the hotel staff and the understanding shown to guests could be seen as intangible social
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cues that set the basis for creating a positive perceived service quality and a high degree of
satisfaction (Brady and Robertson, 2001; Oliver, 2014).

As there are several facets of the considered topic that have to be taken into account,
recent literature calls for more efforts to explore service quality in different business sectors
and for robust empirical research to assess not only perceived service quality but also its
antecedents and consequences (Gong and Yi, 2018; Foroudi, 2019; Ribeiro and Prayag, 2019;
Taherdoost, 2019; Ye et al., 2014). Amore clearly defined view of the antecedents of perceived
service quality will not only allow managers in hotel industry to prioritise these variables as
decision-making goals but also to better understand their effects. Thus, the following section
offers a discussion regarding the influence of nexuses between perceived service quality and
its consequences, summarised in the conceptual framework.

3. Conceptual framework and hypotheses development
This part of the paper offers several hypotheses that came from the review of the theories and
conceptual frameworks that are related to the selected topic. These hypotheses will make
easier the understanding of antecedents and consequences of perceived service quality, then
explored in the hotel sector. In order to conduct the following discussion, Figure 1 offers a
presentation of the conceptual framework that shows the selected research items. A model
(see Figure 2) has been created in this paper to analyse several relationships that are explored
in the literature.

3.1 Antecedents and consequences of perceived service quality
3.1.1 Customer relationship management and perceived service quality. Customer relationship
management (CRM) is a significant item for the accomplishment of the business of any
company in this tough competitive environment (Reinartz et al., 2004; Storbacka et al., 1994;
Sota et al., 2020). It enables companies to deal with critical operational challenges (Alt and
Reinhold, 2020). Moreover, it involves strategies that an organisation puts into practice to
manage the data throughout guests’ lifecycle (Buttle and Maklan, 2019). Currently, it has
become compulsory for different kind of companies to maintain relationships with selected
customers in themarket as it aids to recognise their exact needs (Guerola-Navarro et al., 2020).
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Conceptual model

TQM
33,7

196



Besides, it also aids to evaluate the guests’ purchasing behaviour (Ramaj and Ismaili, 2015).
CRM is, in fact, a strategy that is centred on reaching the “right” client: It is not only a
technology but a perspective towards clients (Sachdeva, 2020).

There are three kinds of CRM: operational CRM, collaborative CRM and analytical CRM
(Richards and Jones, 2008). Through operational CRM, organisations mainly try to interact
with customers (Ranjan and Bhatnagar, 2008). This helps companies to meet the exact
customers’ needs in the market. Besides, it aids the company to attain customer satisfaction
as it aims to improve business processes, which are focussed on supporting different guests
with different needs that have to be treated in a different way (considering their exact value)
(Nyadzayo and Khajehzadeh, 2016).

Collaborative CRM, instead, entails creating direct interactions and collecting customers’
feedback. Thus, it involves developing corporate communication (Kracklauer et al., 2004).
Interaction with guests can be done through several channels (i.e. corporate web pages, e-
mails and voice response), this is done with the main aim of improving the customers’ service
and solving issues that affect guests’ buying experience (Geib et al., 2015). Through direct
relationships with customers, an organisation improve service quality, meeting their needs
and answering to their demand. Thus, collaborative CRM is an active corporate means
(Bhattacharya and Sen, 2003).

Finally, analytical CRM allows a company to collect and analyse customer data (Ranjan
and Bhatnagar, 2008). Nowadays, interaction with guests has become much easier, but it has
become important for a company to gather data about them (Linoff and Berry, 2011). Thus,
the organisation uses analytical CRM as it aids to accumulate guests’ data that are then used
to create specific marketing programs and communication campaigns (Sota et al., 2020).
Analytical CRM helps to develop, support and increase the strength of the decision-making
process inside the company (Ranjan and Bhatnagar, 2008; Suherna, 2020). It is clear that all
types of CRM have an effect on service quality (Gr€onroos, 1984; Gur�au, 2003; Hsieh et al.,
2008). Taking into considerations CRM features and definitions, these arguments lead to the
following hypothesis:

H1. The higher is the use of CRM, the higher is perceived service quality.
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3.1.2 Convenience and service quality.Managers and researchers recognise a significant rise in
tourist demand for convenience and consider this issue due to several sociocultural and
economic variables (Joseph et al., 1999; Kassim and Souiden, 2007; Knight, 2010). In practice,
companies dedicate a greater amount of assets to offer convenience as part of a tactical shift
to more efficient customer management (Chang and Polonsky, 2012). Scholars also are more
concerned about understanding the consequences of convenience, considering its specific
features (Kuo and Wu, 2012; Chang and Polonsky, 2012). In fact, central to customers’
perceptions of service convenience is the effort and time needed to use or purchase the service
(Roy et al., 2016; Kuo and Wu, 2012).

According to Berry et al. (2002), convenience enables the company to boost the level of
customers’ service and its quality too. Convenience perceived during the buying process
pushes customers to purchase goods/services of the organisation, while the post–purchase
convenience enhances customer satisfaction (Farquhar and Rowley, 2009). The convenience
post–purchase, in fact, highlights how customers succeed in solving their problems after
buying a product/service, mainly it refers to returns and exchanges policies in a store (Colwell
et al., 2008). Several authors have highlighted that service convenience has also an impact on
perceived service quality (Akdere et al., 2020; Malik et al., 2020). These arguments lead to the
following hypothesis:

H2. The higher is convenience, the higher is perceived service quality.

3.2 Perceived service quality and satisfaction
Customer satisfaction expresses the perception felt by those guests who have experienced
good corporate performance and have seen contented their expectations (Lee et al., 2000;
Gupta, 2014). Guest satisfaction’s level depends on the quality of service that is offered by
service providers (Tam, 2004). Several scholars consider satisfaction linked with positive
emotions that guests experience while consuming the product/service (Yang and Peterson,
2004). This includes expressions such as pleasantness, relaxation and joy felt by visitors after
purchasing and using any service and/or product (Suh and Youjae, 2006). In fact, the better
the product/service quality is, the higher the level of satisfaction is (Suh and Youjae, 2006).
Therefore, it is important for managers to comprehend consumer demands to create services
and products able to develop satisfaction (El-Adly, 2019).

Therefore, in this perspective, satisfaction can be seen as the way in which organisations
are able to satisfy the needs and expectations of customers (Paiz et al., 2020; Vo et al., 2020).
These considerations lead to the following hypothesis:

H3. The higher perceived service quality, the higher is the level of satisfaction.

3.2.1 Perceived service quality, satisfaction and perceived value. Even though several
definitions of perceived value subsist, one of the most appreciated is the description of
Zeithaml (1988, p. 14): “the consumer’s overall assessment of the utility of a product, based on
perceptions of what is received and what is given”. An organisation has to focus on its guests
and promote the value it is able to create: This would help to gain the satisfaction of
customers (Bolton and Drew, 1991; Kuo et al., 2009). Ramaj and Ismaili (2015) argued that it is
difficult for an organisation to identify the value perceived by each of the customers. Hence,
an organisation has to use segmentation to comprehend the different type of customers and
their perceptions of value (Tam, 2004). The perceived value is affected by perceived service
quality (Gallarza and Saura, 2006), and it directly influences the level of satisfaction of
customer (Ryu et al., 2008; Samudro et al., 2020; Suhartanto et al., 2020). These arguments lead
to the following hypotheses:

H4. The higher is perceived service quality, the higher is perceived value.
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H5. The higher is perceived value, the more satisfied guests are.

3.3 Corporate image, satisfaction and loyalty
Loyalty occurs when consumers/guests buy service from an organisation continually instead of
switching their preference towards different companies (Suh and Youjae, 2006; Yasin et al.,
2007). In several cases, the guest also agrees to spend a larger amount of money for that
particular product/service (Yoo and Donthu, 2001). McDougall and Levesque (2000) stated that
the purpose of loyalty includes repurchase. The client will frequently buy from the same
companybecauseheor she considers thepeculiar service/product as characterisedbya superior
quality (Chiou and Droge, 2006; Berman, 2006). Moreover, according to Budianto (2019), loyalty
towards a brand encourages guests to directly promote the preferred product/servicewith other
relatives and friends. For this reason, loyalty can be easily considered as a “step” that guests
reach after attaining satisfaction, and at the same time, as stated by several researchers, it is
highly influenced by brand and corporate image (Kandampully and Suhartanto, 2000;
Woratschek et al., 2019; Mohamed et al., 2020). These issues lead to the following hypothesis:

H6. The more satisfied the guest is, the more the guest is loyal towards the company.

Corporate image is a direct mental picture a customer has of a company (Sen and
Bhattacharya, 2001). To create a successful corporate image, companies can invest in
creating campaign advertising and enhancing the level of customers’ experience
(Kandampully and Suhartanto, 2000). Thus, the corporate image is a sum of beliefs that
guests/customers have about a specific organisation (Bhattacharya and Sen, 2003). Corporate
image is in line with the positioning of the firm in the market (Wallin Andreassen and
Lindestad, 1998). Moreover, the emotional value of the organisation is highlighted through its
corporate image (Williams andMoffitt, 1997). There are several elements of the company that
significantly aid to set its corporate image (i.e. corporate vision and mission, the logo, etc.)
(Foroudi et al., 2014). All these features and elements of the image are affected by customer
satisfaction and affect loyalty (Hayati et al., 2020; Rahi et al., 2020; Song et al., 2019). These
considerations lead to the following hypotheses:

H7. The more satisfied the guest is, the more the guest appreciates a good
corporate image.

H8. The more the guest appreciate a good corporate image, the more the guest is loyal
towards the company.

3.3.1 Loyalty and purchase intention. Purchase intention has been considered as the motive
behind making purchase decision for a product/service (Bag et al., 2019). Based on that,
consumers choose a service/product and assess their needs in terms of service quality
(Carman, 1990). In these circumstances, items such as culture and beliefs push a customer to
opt or not for services/products (Chang and Wildt, 1994; Hennig-Thurau and Hansen, 2013).
Therefore, purchase intention represents the set of factors that are significant for guests: It
thus impacts on how they relate with a brand, that means, how they bond with a brand and
what are their perceptions and reactions to the brand (Bian and Forsythe, 2012; Chen et al.,
2020). Besides, other aspects such as social background, culture, lifestyle, hobbies, interests,
religion and occupation also can be seen as factors for purchase intentions (Nayeem, 2012).
For these reasons, it is possible to say that

H9. The higher the loyalty is, the higher is the guest’s purchase intension.

3.3.2 The moderation effect of trust between customer relationship management, convenience
and perceived service quality.Trust has a significant role in the success of any company in the
current competitive world (Eisingerich and Bell, 2008). Referring to Park (2010), the
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organisation builds its corporate image based on trust providing the most satisfactory
service to guests. Trust will also offer a distinct sense of security to visitors, and thereby
guests will be encouraged to repeat purchase (Gronroos, 1988). Besides, by developing trust
within clients, the company can easily put the bases for creating loyalty for a long time period
(Chiou andDroge, 2006). To retain guests, the organisation has to increase performance levels
and quality of services given to consumers (Eisingerich and Bell, 2008). This means that trust
can act as an important service differentiator (Chiou and Droge, 2006; Setiawan et al., 2020).
These arguments lead to the following hypothesis:

H10. Trust reinforces the relation between (a) CRM, (b) convenience and (c) perceived
service quality.

4. Methodology
This study applied a mixed-method approach mixing in-depth interviews and survey. At the
first stage, we tried to discover categories, themes and patterns to understand what is
certainly meaningful regarding elements of perceived service quality in the hospitality
context. At the second stage, we collected a survey and examined via structural equation
modelling (SEM) and fuzzy set theoretic examination. A fuzzy set theoretic approach was
applied to examine the causal effect of convenience, CRM, trust, perceived service quality on
perceived value, satisfaction, loyalty and purchase intention (Ragin, 2008). So this study
employs SEM, and fuzzy-set qualitative comparative analysis (fsQCA) offers a theoretical
underpinning for the existence of a variety of design choices that can all lead to a required
result (Fiss, 2011; Woodside, 2014).

4.1 Data collection
This study employed a convenience sample of guests in hotels in NewYork (344) and London
(379) over a two-month period. Majority of NewYork guests were female (53%) aged between
30 and 39 years (36%) and were undergraduate. However, respondents from London were
mainly male (57%) aged between 30 and 39 and were holding postgraduate and above
degrees (59%). Table 1 shows the respondents’ characteristics.

4.2 Measures
For the survey tool, we followed scales from prior studies. Though, this study gathered 27
interviews with hospitality managers and customers who had a direct connection with the
hotel industry. The interviews’ duration was between 35 and 110 min (total of 1,470 min). We
identified the content domain via related literature, qualitative research and the
questionnaire. Hereafter, the validity of the findings and the triangulation gave richness to
data richness (Saunders et al., 2007). Table 2 shows the reliabilities of the constructs. All a
priori scales presented satisfactory reliability in both samples (London: 0.866 and 0.945; New
York: 806 and 956) (Nunnally, 1978). Perceived service quality was measured based on the
item measurement suggested by Foroudi et al. (2018). CRMwas examined based on previous
studies (Reinartz et al., 2004; Storbacka et al., 1994). Authors suggested five items to measure
convenience (Joseph et al., 1999; Kassim and Souiden, 2007), three items to measure perceived
value (Gallarza and Saura, 2006) and three items to examine satisfaction (He et al., 2011; Tam,
2004; Wang et al., 2014). In addition, we measure image according to previous studies
(Foroudi et al., 2014; Sen and Bhattacharya, 2001; Williams and Moffitt, 1997). Loyalty was
obtained through six-item measurement (Baloglu, 2002; Back and Parks, 2003; Boo et al.,
2009; Yoo and Donthu, 2001; Yasin et al., 2007). Purchase intention was examined via three

TQM
33,7

200



items (Foroudi, 2019). Ultimately, trust was analysed through three-item measurement
(Mart�ınez and del-Bosque, 2013; Morgan and Hunt, 1994; Sirdeshmukh et al., 2002).

The measurements were assessed for inter-judge reliability by six scholars in the
field of hospitality. We combined their observations on the suitability of the item
measurements and controlled the transparency of wording. Also, the academics were
asked to observe the significance of the items and to designate which items need to be
removed. In this study, all items were measured on a seven-point Likert scales, ranging
from 1 5 “strongly disagree” to 7 5 “strongly agree”. Table 2 described items used in
this study.

4.3 Common method bias
To examine common method bias, this paper followed previous scholars (Podsakoff et al.,
2003) by using Harman’s one-factor examination and use chi-square difference amongst the
innovative and fully constrained model (Lindell and Whitney, 2001). We found the two
models are statistically diverse and share a variance. In addition, we used the four
categorisation sources of common method variances based on the recommendation by
Podsakoff et al. (2003). Thus, the extent of common method variances in this paper was
primarily due to measurement context effects. The results of the model were inspected
without any deliberation of method biases, and confirmatory factor analysis (CFA) was
recommended. So, outcomes expressed that common method variances were not the key
source of variations in analysed items.

4.4 Construct validity
To examine the factor structure of the reflective constructs, we applied the confirmatory
factor analysis (CFA). Initial items were subjected to reliability analyses and a series of factor
as an initial study of their presentation in the whole research sample (Foroudi et al., 2014,

Frequency Per cent Frequency Per cent

Gender
Female 162 42.7 163 47.4
Male 217 57.3 181 52.6

Age
19 years old or less 27 7.1 15 4.4
20–29 years 104 27.4 106 30.8
30–39 years 144 38.0 124 36.0
40–49 years 80 21.1 68 19.8
50–59 years 21 5.5 25 7.3
60 years old or more 3 0.8 6 1.7

Education
High school 15 4.0 22 6.4
Undergraduate 140 36.9 125 36.3
Postgraduate and above 224 59.1 197 57.3

Visit
Once 134 35.4 107 31.1
Twice 63 16.6 50 14.5
Between three and five times 2 0.5 1 0.3
Between 5 and 10 times 75 19.8 76 22.1
More than 10 times 105 27.7 110 32.0

Table 1.
Demographic profile of
the guests (London 379

and New York 344)
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London New York

Construct Loadings Mean
Std.
Dev Loadings Mean

Std.
Dev

Perceived service quality (Foroudi et al., 2018)
UK: @ 0.933; NY: @ 0.905
The hotel is a high quality hotel 0.862 5.6544 1.24480 0.819 5.8750 1.17260
The quality of the products/services of the hotel seems
coherent with their price

0.927 5.6491 1.19780 0.873 5.8110 1.26482

It is likely that the hotel offers excellent features 0.926 5.6596 1.23345 0.862 5.9099 1.24564
The hotel proposes a large choice of services (removed:
Low reliability); it is likely that the hotel services and
products are very consistent quality (removed: Multiple
loadings on two factors); the hotel is worth for its price
(removed: Multiple loadings on two factors); it is likely
that the hotel is very reliable (removed: Item to total
correlation is less than 0.5)

Customer relationship management (Reinartz et al., 2004; Storbacka et al., 1994)
UK: @ 0.879; NY: @ 0.837
The hotel has a strong customer interaction 0.924 5.0237 1.41868 0.842 5.7703 1.17165
The hotel has a strong relationship management 0.921 5.0765 1.39612 0.874 5.6163 1.19687
The hotel use the good technologies 0.813 5.1055 1.33113 0.848 5.9709 1.13993

It seems the hotel Knows its customer (removed: Item total
correlation is less than 0.5)

Convenience (Bauer et al., 2006; Joseph et al., 1999; Kassim, Souiden, 2007)
UK: @ 0.927; NY: @ 0.891
It is easy to book in this hotel 0.912 5.6755 1.21834 0.880 5.6483 1.30310
The hotel and employees are approachable 0.917 5.7414 1.23299 0.906 5.7035 1.27061
The hotel has different channel offerings services and
products

0.874 5.7282 1.19413 0.886 5.3605 1.38221

The hotel is easily accessible (removed: Multiple loadings
on two factors); the hotel keeps up to date (removed: Items
to total correlation is less than 0.5)

Perceived value (Gallarza and Gil Saura, 2006)
UK: @ 0.918; NY: @ 0.857
The hotel experience has satisfied my wants 0.864 5.5541 1.29267 0.837 5.8198 1.12851
Overall, the value of the hotel experiences is high 0.917 5.3351 1.50874 0.862 5.5872 1.25634
Compared to what I gave up, what I received from the
hotel was high

0.905 5.3298 1.46726 0.798 5.4593 1.17485

Satisfaction (He et al., 2011; Tam, 2004; Wang et al., 2014)
UK: @ 0.866; NY: @ 0.881
I am completely satisfied with the hotel 0.727 5.7704 1.18302 0.810 5.2064 1.34050
I am very pleased with the hotel 0.861 5.9657 1.16673 0.801 5.4855 1.23119
I am absolutely delighted by the hotel 0.815 5.7916 1.21557 0.867 5.1483 1.38024

Image (Foroudi et al., 2014; Sen and Bhattacharya, 2001; Williams and Moffitt, 1997)
UK: @ 0.945; NY: @ 0.806
I like the hotel 0.917 5.5752 1.35558 0.896 5.9302 1.28722
I like the hotel compared to other companies in the
same sector

0.935 5.5383 1.40689 0.904 5.7616 1.32530

I think other customers like the hotel as well 0.939 5.5620 1.39661 0.641 5.4622 1.28856
The Hotel’s identity communicates information about the
hotel to its customers; the Hotel’s visual identity/design
enhances the Hotel’s image (removed: Multiple loadings
on two factors)

(continued )

Table 2.
Measures of model
constructs -
exploratory factor
analysis, means,
standard deviation,
and Cronbach alpha
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2016). CFA was employed for data reduction or structuring groups of variables and assess
the measurement properties of current scales’ validity, which confirm the theory of the latent
variables (Hair et al., 2006). To evaluate the overall reliability of the measurement model and
illustrates how well constructs were examined by its allocated items, we used composite
reliability (Fornell and Larcker, 1981). Results for both samples illustrated that the measures
signify the same latent construct (greater than 0.7) (Foroudi et al., 2014; Hair et al., 2006).
Average variance extracted (AVE) was tested for discriminant validity by comparing the
square correlation between constructs. The results demonstrated the AVE represents a
distinct underlying concept, and each construct ranged from 0.696 to 0.828 (London) and
0.634 to 0.767 (New York). A good rule of thumb (AVE of 0.5 or higher) shows acceptable
convergent validity (Fornell and Larcker, 1981). The other items loaded significantly on
the intended constructs, with composite reliabilities ranging from 0.872 to 0.945 (London)
and 0.831 to 0.908 (New York). The constructs’ correlation matrix is presented in Tables 3
and 4.

To calculate “how well a specified model fits relative to some alternative baseline model”,
the current research employed fit indices (Hair et al., 2006, p. 749). Standard fit indices show a
satisfactorymodel fit. Hence, the “favourable” fit values supply an adequate fit to the data; the
outcome of proposed framework displays that the root means square error of estimate takes a
value of 0.058 (London) and 0.059 (New York) (below 0.08) (Hair et al., 2006). Incremental fit
index of 0.956 (London) and 0.925 (New York), comparative fit index of 0.956 (London) and

London New York

Construct Loadings Mean
Std.
Dev Loadings Mean

Std.
Dev

Loyalty (Back and Parks, 2003; Baloglu, 2002; Boo et al., 2009; Yasin et al., 2007; Yoo and Donthu, 2001)
UK: @ 0.888; NY: @.874
Compared to other hotels that have similar features, I
amwilling to pay a premium (higher) price for the hotel

0.894 5.8786 1.21108 0.854 5.5174 1.22402

I will not go to other hotels if the hotel is available 0.920 5.7784 1.34261 0.862 5.3372 1.35191
I enjoy staying at this hotel 0.855 5.6623 1.23739 0.837 5.5058 1.27317

I consider myself to be loyal to the hotel (removed: Item to
total correlation is less than 0.5); the hotel would be my
first choice of purchase I would advise other people to visit
this hotel

Purchase intention (Foroudi, 2019)
UK: @ 0.924; NY: @ 0.867
I consider this hotel as my first choice compared to
other brands

0.864 5.9420 1.22228 0.866 4.9506 1.38522

I have a strong intention to visit this hotel in my next
trip

0.886 5.8865 1.20418 0.828 5.1744 1.43624

I have a strong intention to visit this hotel in my
distant future

0.815 5.7995 1.27321 0.878 4.9419 1.44565

Trust (Mart�ınez and del Bosque, 2013; Morgan and Hunt, 1994; Sirdeshmukh et al., 2002)
UK: @ 0.904; NY: @ 0.956
The services of this hotel make me feel a sense of
security

0.845 5.3430 1.32278 0.932 5.2674 1.36319

I trust on the quality of this hotel company 0.855 5.2955 1.37716 0.871 5.3459 1.39327
Services of this hotel is a quality assurance 0.881 5.2058 1.39912 0.930 5.2762 1.34746

The hotel is interested in its customers; the hotel is honest
with its customers (removed: Multiple loadings on two
factors) Table 2.
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0.059 (New York) and Tucker–Lewis index of 0.950 (London) and 0.913 (New York) are
acceptable and demonstrate that hypothesised model gives an acceptable fit for empirical
research data, therefore specify the uni-dimensionality of measures (Foroudi et al., 2014;
Tabachnick and Fidell, 2007).

4.5 Hypothesis testing
The results of hypothesis testing via Amos offers support for the relationships between the
NewYork travellers’ attitudes towards the CRM and perceived service quality (H1: γ5 0.282,
t 5 4.408). However, we did not found relationships amongst the two constructs from the
hotel guests in London (H1: γ 5 0.007, t5 0.161, p5 0.872). The results in Table 5 show that
the higher is the convenience, the higher is the perceived service quality (H2: New York
γ 5 0.112, t 5 2.455; London γ 5 0.309, t 5 5.518).

In addition, we found a significant relationship between perceived service quality, (H3)
satisfaction (H3: New York γ 5 0.547, t 5 7.492; London γ 5 0.317, t 5 4.568) and (H4)
perceived value (H4: New York γ 5 0.328, t 5 5.701; London γ 5 0.255, t 5 5.568). The
regression path shows an important relationship between perceived value and satisfaction
(H5: New York γ 5 0.461, t 5 6.022; London γ 5 151, t 5 4.288). Hypotheses 7 and 6 are
concerned with the relationship between satisfaction and image (H7) (New York γ 5 0.139,
t 5 4.288; London γ 5 0.393, t 5 4.944) and (H6) loyalty (New York γ 5 0.297, t 5 5.813;
London γ 5 0.185, t 5 2.650), and the results from both sample show the significant
relationships. With regard to hypothesis 8, the results illustrate that there is no relationship
between the image and their loyalty (New York γ 5 0.086, t 5 1.703, p 5 0.089; London
γ 5 �0.072, t 5 �1.524, p 5 0.128). Therefore, H8 is rejected. The regression path analysis
shows that there is a relationship between loyalty and purchase intention. Findings offer
support for H9 (New York γ 5 3.142, t5 0.245, p5 0.002; London γ 5�0.151, t5 2.602). In
addition, we aggregative the data from both samples, and results demonstrate that
hypotheses were accepted, except hypothesis 8, which examine the relationships between
image and loyalty (γ 5 �0.007, t 5 �0.190, p 5 0.850). Also, we examined trust as a
moderator amongst CRM and perceived service quality. Results from London data show that
trust dampens the negative relationship between CRM. However, trust strengthens the
positive relationship between CRM and perceived service quality. From both data, trust
dampens the positive relationship between convenience and perceived service quality
(Figure 3).

4.6 Results from the fsQCA
We also examined our data via fsQCA and to process of calibration; the data were from
conventional variables into fuzzy set membership scores. This study sets 7 as the threshold
for full membership (fuzzy score5 0.95), 5 as the cross-over point (fuzzy score5 0.50), 3 as the
threshold for full non-membership (fuzzy score5 0.05) and 1 as the “minimum score” (fuzzy
score5 0.00). Based on a suggestion by Fiss (2011), our study employed 3 as theminimum for
frequency. Also, 0.90 was chosen as the cut-off point for consistency. We compared the
intermediate solution with the parsimonious solution to discover the peripheral conditions
and core conditions.

Tables 6 and 7 illustrate the results of fsQCA in purchase intention as an outcome.
Large circles point to small ones that show peripheral and core conditions; blank spaces
indicate “do not care”. Black circles specify the “presence of a condition”, and circles with
“X” show its “absence”. The results from New York data depict nine solutions (Table 6).
The results show the solution consistency is 0.77 > 0.75 threshold. Results show that the
solution coverage is 0.66, representing a large proportion of the outcome which covered by
nine solutions.
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Figure 3.
Moderation effect
(aggregated)

TQM
33,7

208



Starting from findings from Solution 1 (perceived quality*∼loyalty≥ repurchase intention), the
combined perceived value and absence of main loyalty predict repurchase intention.
Solution 2 (perceived quality*convenience ≥ repurchase intention), Solution 3
(convenience*satisfaction≥ repurchase intention), Solution 4 (perceived quality*image≥ repurchase
intention), Solution 5 (perceived value*image ≥ repurchase intention), Solution 6
(satisfaction*image≥ repurchase intention) and Solution 7 (image *trust≥ repurchase intention) are
similar and illustrate that the combination of factors will impact customers’ repurchase intention.
Solution 8 (satisfaction*∼loyalty*trust ≥ repurchase intention) shows that the combination of
satisfaction and trust with the absence of loyalty has an influence on repurchase intention. Also,
Solution 9 (∼CRM*satisfaction*trust ≥ repurchase intention) confirms that the combination of
satisfaction and trust with the absence of CRMhas an influence on repurchase intention.

The results of Table 7 offer six solutions predicting repurchase intention, which have
coverage of 0.24 and a consistency of 0.86, signifying that a combination of CRM,
convenience, service quality, satisfaction, image, perceived value, loyalty and trust is the

Solutions
Variables 1 2 3 4 5 6 7 8 9

Customer relationship management ⊗

Convenience C C
Service quality C
Satisfaction C C C C
Image C C C C
Perceived value C C C
Loyalty ⊗ ⊗

Trust C C C
Raw coverage 0.40 0.40 0.45 0.40 0.38 0.45 0.43 0.37 0.37
Unique coverage 0.04 0.00 0.01 0.00 0.01 0.01 0.01 0.01 0.01
Consistency 0.68 0.74 0.78 0.68 0.77 0.74 0.72 0.76 0.76
Overall solution coverage 0.77
Overall solution consistency 0.66

Note(s): *Black circles indicate the presence of a condition, and circles with “X” indicate its absence. Large
circles indicate core conditions; small ones, peripheral conditions. Blank spaces indicate “do not care”

London Solutions
Variables 1 2 3 4 5 6

Customer relationship management C ⊗ ⊗ ⊗ ⊗ ⊗

Convenience ⊗ ⊗ C C C C
Service quality C C C ⊗ C C
Satisfaction C ⊗ C C C C
Image ⊗ ⊗ ⊗ C ⊗ C
Perceived value C C C C C
Loyalty C ⊗ C C ⊗ C
Trust C C ⊗ ⊗ C C
Raw coverage 0.09 0.06 0.05 0.05 0.09 0.12
Unique coverage 0.04 0.01 0.01 0.01 0.03 0.05
Consistency 0.85 0.83 0.83 0.86 0.92 0.96
Overall solution coverage 0.24
Overall solution consistency 0.86

Note(s): *Black circles indicate the presence of a condition, and circles with “X” indicate its absence. Large
circles indicate core conditions; small ones, peripheral conditions. Blank spaces indicate “do not care”

Table 6.
Configurations

predicting repurchase
intention (NY)

Table 7.
Configurations

predicting repurchase
intention (London)
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substantive proportion of guests’ repurchase intention. Solution 1 (perceived
quality*CRM*∼convenience*satisfaction*∼image *loyalty*trust ≥ repurchase intention)
suggests a combination of service quality, CRM, satisfaction, loyalty and trust with the
absence of convenience and image is an adequate condition for high scores for customers’
repurchase intention. Solution 2 (perceived quality*∼CRM*∼convenience*perceived
value*∼satisfaction*∼ image *∼loyalty*trust ≥ repurchase intention) suggests that a
combination of low scores for CRM, convenience, satisfaction, image and loyalty and high
scores for service quality, perceived value and trust are sufficient for high customers’
repurchase intention scores. Solution 3 (perceived quality*∼CRM*convenience*perceived
value*satisfaction*∼image * loyalty*∼trust ≥ repurchase intention) recommends that a
combination of low scores of CRM, image and trust and high scores for other constructs
are appropriate for high repurchase intention scores. Solution 4 (∼perceived
quality*∼CRM*convenience* perceived value*satisfaction*image *loyalty*∼trust ≥ repurchase
intention) suggests that the combination of convenience, service quality, satisfaction, perceived
value and loyally with the absence of CRM, service quality and trust predicts a high score for
repurchase intention. Similarly, Solution 5 (perceived quality*∼CRM*convenience*perceived
value*satisfaction*∼ image *∼loyalty*trust ≥ repurchase intention) recommends the
combination of convenience, service quality, satisfaction, perceived value and trust with the
absence of CRM, image and loyalty predicts purchase intention. Solutions 6 (perceived
quality*∼CRM*convenience*perceived value*satisfaction*image *loyalty*trust ≥ repurchase
intention) provides the antidote and indicates that the absence of CRM predicts repurchase
intention. The solutions highlight the asymmetrical and complex nature of addressing the
constructs of repurchase intention.

5. Discussion
This paper contributes to tourism literature by investigating antecedents and consequences
of perceived service quality and its effects upon guests/consumers in London and New York.
In other words, the paper answers to the questions: What are the items that affect perceived
service quality in the selected cities? Is trust playing any role (as moderator) in the connection
that links perceived service quality with its antecedent? And, what are the influences of such
concept on perceived value, satisfaction, image, loyalty and purchase intention? Findings
here reflect preceding literature which highlighted that perceived service quality has a
strategic role in tourism and needs a multidisciplinary approach to be analysed (Lee et al.,
2000; Eisingerich and Bell, 2008; Su et al., 2016; Malik et al., 2020).

This paper is one of the first attempt to empirically explore the assumptions made by
academics in hotel industry (Foroudi, 2019) that the perceived service quality impacts
satisfaction, loyalty, image and purchase intention in the contexts of tourism, at least in the
context of the hotel in London and New York. Accordingly, service quality can be capitalised
through leveraging convenience andCRM. In this respect, this study highlights thatworking on
convenience and CRM can help hotels to enhance the service quality perceived by guests.
Furthermore, a positive perceived service quality can act as a brand and companydifferentiator
(Grobelna and Marciszewska, 2013; Foroudi et al., 2018). Generally, it can be said that results
offer insight for the following statement: Perceived service quality sustained by a good level of
CRMandconvenience can reflect positive satisfaction, perceivedvalue and image and increased
purchase intention in this highly competitive sector. This paper expands the knowledge in the
relatively understudied area of perceived service quality in hospitality, its antecedents and
consequences, and tests a conceptual framework that shows the first attempt to study guests’
perceptions of hotels in the London and NewYork. Moreover, the findings emphasise that trust
dampens the negative connection between CRM and perceived service quality and that it
strengthens the positive relationship between CRM and perceived service quality.
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Despite the verifiable importance of perceived service quality (Briggs et al., 2007; Kuo and
Wu, 2012; Grobelna andMarciszewska, 2013; Nunkoo et al., 2020), scarce empirical study has
yet been carried out on the topic, its influence and its elements, taking into consideration
guests’ evaluations in tourism contexts. The results confirm the literature on service quality
and guests’ perceived value towards hotel brand. Additionally, the results highlight that
perceived service quality is a “hard” aspect of satisfaction, and organisations can leverage on
service quality also to boost corporate image (Foroudi et al., 2014). Consequently, it is possible
to consider perceived service quality as one of the most practical dimensions of satisfaction
and corporate image. Organisations, and especially hotels, have to identify the implications
for all the examined issues because multiple aspects may be related to the explored
connections, and its implementation is thus crucial. Hotel managers must be familiar with
how their service quality is appreciated across markets. Besides, these managers need to
understand several meanings associated with specific challenges linked with antecedents
and consequences of service quality as this can aid multisegment marketing chances (Luk
et al., 1994; D�ıaz-Mart�ın et al., 2000). Moreover, findings illustrate that perceived service
quality has a positive impact on guests’ satisfaction towards the corporate image. There is
also a fit with the viewpoint set by Liat et al. (2014), in that a positive satisfaction and
perceived service quality help boost the corporate image. This consideration should entail
pragmatic activities, especially in the hotel sector (Chen and Peng, 2014).

This paper has also explored the consequences of the perceived service quality in respect
of purchase intention through guests’ loyalty and corporate image. The findings show that
perceptions about service quality considerably impact on guests’ satisfaction and that it
affects the image. However, guests’ perception of an image does not affect the loyalty, neither
in London nor in New York background, that is instead affected by guests’ satisfaction.
Finally, purchase intention results to be positively affected by loyalty. According to the
attribution theory (Harvey and Weary, 1984), which highlights that when people fail or
succeed in active interactions, it impacts the inferences they make about behaviours; this
research’s results show that when guests recognise a favourable service quality, there is a
mental image that they create of the company and a wider feeling of relationship with the
firm, which is possible to affect behaviour and purchase intention (Foroudi, 2019).

What is more, findings show that while the effect of guests’ perceptions of favourable
service quality directly influences perceived value and satisfaction, it is also affected by
guests’ perceptions of convenience, but this is not the case for CRM in London. However, the
relationship between guests’ perceptions of CRM and service quality varies in New York. In
fact, in this city, there is a positive bond between these two issues. The incongruity of the
above statement is substantial, since, to build a favourable service quality, hotel managers
should leverage on CRM and its main features. Nevertheless, these results should still be
explored in future studies, since the peculiarity of the sample tested for the current study
make the findings of the research not generalisable. In order to reach a wide analysis of the
hotel sector, this exploration should be conducted in diverse global tourism areas as well as
another kind of service. Besides, it will be fruitful to observe whether this study outcome will
be similar for dissimilar degrees of the tangibility–intangibility spectrum.

The findings also illustrate that trust dampens the negative relationship between CRM and
perceived service quality and that it reinforces the positive relationship between CRM and
perceived service quality in both cities. This result can indicate that trust is still having a
central role in the hotel sector in global tourist areas such as London andNewYork. This result
indicates that it is significant for hotels to build a good level of perceived convenience that aims
to augment service quality across all possible tactics a company canmanage in order to set the
bases for a favourable satisfaction and perceived value (Joseph et al., 1999; Kassim and
Souiden, 2007) as well as to leverage on trust, as it serves as a moderator and a competitive
advantage (Morgan and Hunt, 1994; Sirdeshmukh et al., 2002; Mart�ınez and del-Bosque, 2013).
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6. Theoretical and managerial contributions
The findings of this exploration offer some guidelines for hotel managers and decision-
makers in better understanding the importance played by perceived service quality and,
hence, have contributions to tourism research. The results highlighted that the global brand
in the hotel sector has to consider perceived service quality and its antecedents as significant
factors for managing perceived value, satisfaction, image and purchase intention.

First and foremost, this paper presents guests’ evaluations of service quality offered by
hotels in London and New York, and the findings of this analysis can be implemented by
other hotel managers to comprehend the state of the relation between a positive perceived
service quality and the factors in its antecedents (CRM and convenience) from the guest’s
perspective and its effect on good perceived value, satisfaction, image and purchase intention,
specific in international backgrounds.

It means that a wide knowledge of features of relevant topics can help managers and
decision-makers to offer a favourable service quality for their guests, which will set the bases
for a good perceived value, satisfaction, image and even purchase intention.

Even though the management of hotels can assume that the existing relations amongst
offered service quality and guests’ perceptions are beyond their control, managers may try to
arrange some areas/factors. Exploring the complex market characteristics, as well as the
hotel’s weaknesses and strengths, practitioners will be able to offer the right service quality
that matches the market needs.

In addition, international hotel managers have to be more responsive in terms of service
quality by taking into consideration that convenience was found to have a wider influence on
the issue across markets in London and New York. Significantly, this research aids
consultants and managers to understand whether the perceived service quality promotes a
consistent message about the organisation to the target audience. While achieving a positive
perceived service quality is costly and challenging for an organisation, as it requires
investing in CRM actions and in convenience, the findings of this study show that leveraging
on this item is important to tourism decision-makers due to the fact that it can help to reach
important results in terms of perceived quality, image, satisfaction and purchase intention.
Thus, by demonstrating the critical antecedents and consequences of a positive perceived
quality, this research can help international hotel and tourism managers to appreciate the
noteworthy role of the topic.

From theoretical point of view, the paper succeed in highlighting that perceived service
quality stands in complex relation to branding and marketing activities implemented by an
organisation due to the fact that it is used as a cue for customers and guests, especially in an
international context. In general, the more favourable the service quality of an organisation
is evaluated by customers/guests, the more favourable the satisfaction customers/guests
have towards the brand. Thus, this study contributes to the present belief amongst
researchers that anything an organisation or brand does show its features (Foroudi
et al., 2014).

In addition, this paper explores guests’ perceptions of the service quality and its items, as
well as its outcomes. The results of the research highlight that guests pick out hotels’ services
amongst competing organisations by its service quality, as it results in affecting purchase
intention. Therefore, this paper sustains the idea that perceived service quality represents
“the outcome of an evaluation process where the customers compare their expectations with
service they have received” (Gr€onroos, 1984, p. 37), that it expresses “a form of attitude related
but not equivalent to the satisfaction that results from a comparison of expectations with
perceptions and performance” (Parasuraman et al., 1988, p. 15), and that service quality is
seen as an attitude, based only on evaluating service performance (Cronin and Taylor, 1992).
Starting from sharing the viewpoint about these features and definitions, this paper
complements earlier research about the subject in the hotel sector (Briggs et al., 2007; Ye et al.,
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2014; Su et al., 2016), considering the service quality as the root of perceived value,
satisfaction, loyalty, image and purchase intention.

By focussing on a holistic approach, achieved results increase the related tourism theory.
The contribution of the paper is to reach a more comprehensive view of the hotel sector, as
well as tourism, by exploring whether the perceived service quality of a hotel affects the
satisfaction, perceived value, loyalty, image and purchase intention of hotel’s offer in the eyes
of guests, which affect the hotel’s performance.

Besides, the paper succeeds in fulfilling several existing research gaps. In fact, although
the approach used by the current study is partially in line with the theoretical analyses
developed by the past literature and shows appealing patterns in international service quality
perceptions (Hsieh et al., 2008; Yang et al., 2011; Zaibaf et al., 2013), the paper also adds more
insights into the realm, linking together different dimensions in order to reach an in-depth
understanding and complex analysis of each item that affects and is affected by perceived
service quality in the hotel industry. Previous shortcomings in the area of research were
addressed through qualitative and quantitative methods using fuzzy set qualitative
comparative analysis and SEM, which are important for international research into tourism
and hostelry.

7. Conclusions and future research
This paper bridges the gap between scholars and practitioners, managing perceived service
quality with an integrated approach that considers its consequences and antecedents.
Establishing that service quality is a major item in the expression of the organisation, which
influences perceived value, image, satisfaction and purchase intention, this paper aims to be
valuable for international hotel managers and consultants alike.

The findings of this work will further give insight into opportunities linked with the
development of service quality. This paper’s results highlight that to reach a competitive
advantage based on service quality, hotels need to have a wide understanding of CRM and
convenience. In fact, the empirical results of this study show the relative weighting of
antecedent items affecting perceived service quality. The construct of convenience had the
greatest influence. Moreover, the concept of trust has to be seen as a good moderator as it is
able to dampen the negative relationship between CRM and perceived service quality and to
strengthen the positive relationship between CRM and perceived service quality in both
selected cities.

In this study, several constructs that can be considered as consequences of a positive
perceived service quality (perceived value, satisfaction, image and purchase intention) are
established. However, according to achieved results, it must be reminded that the topic of
loyalty cannot be considered a consequence of perceived service quality. Therefore,
practitioners should give more emphasis on the image, satisfaction and perceived value and
less on loyalty to strengthen guests’ purchase intention. All these items are likely to have a
considerable role in fostering guests’ perceptions of service quality. However, some
limitations are acknowledged. First, the conceptual frameworkwas tested in the hotel context
in London and New York. Consequently, results should not be generalisable to other
backgrounds. Further researchers should test the framework in other settings that may be
economically different, in both developed and underdeveloped tourist areas, and to cross-
validate the framework in order to reach a greater level of generalisation.

Second, the research design shows static relations amongst the research items. Since the
variables’ relations are seen at a single point in time, there may be variations if the data were
collected in another period of time. Third, due to time constraints, the data were collected
employing a convenience sample. Thus, the authors encourage other researchers to conduct a
future study to examine the measurement items using several methodologies. With different
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data analysis and methods employed, the results could be triangulated. In addition,
researchers could employ mediating affects amongst the constructs identified in this study.
Future scholars could research on star quality of the hotels as factor for evaluating service
quality change with the category of hotels (Nunkoo et al., 2020).
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