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Kristína Šambronská, Daniela Matušíková, Anna Šenková 
Prešovská University in Prešov 

MEASURING SERVICE QUALITY  
OF HOTEL ESTABLISHMENTS  
ON THE BASE OF GAP MODEL WITH EMPHASIS  
OF DIMENSION OF SERVICE RELIABILITY 

Abstract: Tourism and its services represent a specific sphere in present society.  
Accommodation establishments and their services face to strong competitive environment 
that is a reason why they are forced to provide high quality services to distinguish from the 
others. To evaluate the level of quality can be used several research methods. For the pur-
pose of this work it was exploited the GAP model which was focused on the dimension of 
service reliability in chosen hotel located in eastern part of Slovakia. Its services were com-
pared in two periods in 2009 and 2012. The results of the research made by questionnaire 
are described in more detail in the study. 

Keywords: GAP model, service quality, accommodation establishment, questionnaire, 
customer satisfaction. 

1. Introduction to Hotel services and importance of their quality 

Accommodation services are important component of tourism sphere. They are 
treated as the basic services together with transport and catering ones. Depending 
on services and quality of each hotel establishment, future clients can decide what 
to choose as their final destination. Quality in accommodation establishments as 
well as in entire tourism field is created by many components.  

In parallel with the growth of the tourism and hospitality industry worldwide, 
consumer expectations and demands for quality are rising while consumer tastes 
are varying on the one hand, and competition among the firms, both nationally and 
internationally, is intensifying on the other [Uher, Pullmanová-Švedová 2011]. 
Hotel industry is experiencing increased competitive pressures as a consequence of 
the combined effect of the worldwide economic recession, technological advance-
ment and globalisation [Harrington, Akehurst 2000]. The intense competitive hotel 
environment has modified the service delivery ethos and has promoted the im-
portance of adopting a quality ethic [Murasiranwa, Nield, Ball 2010]. 
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Product as well was accommodation services include a combination of physical 
and intellectual components that the organization offers to the target market 
[Gburová 2011]. Historically, the development of quality is associated with the 
leading representatives of the hotel industry. At the beginning of the 20th century, 
the United States acceded to the application and the implementation of standards 
and the hotel companies, and began to promote the philosophy of TQM (total 
quality management). We must not forget that the overall quality of hotel services 
consist of sub-qualities – technical (Facilities/ hotel equipment), personal side of 
the hotel (staff and management) and last but not least, guests who can directly 
complete and influence provided services [Janíčková 2006]. In any case, it is nec-
essary to emphasize that the employees are the most important quality factor 
[Gúčik 2007] as they affect the quality of two-thirds. Therefore in tourism, we 
should pay attention to them. 

Defining and realizing of requirements of established guests groups has a direct 
impact on the provision of services, determination of tariffs and quality control, as 
each group has other requirements. Management must ensure coherence between 
the desired qualities of guests’ service quality defined by quality from management 
side toward employees – quality performers. There is a consensus in the literature 
that hotel unit managers have an important influence on the success or failure of 
service quality implementation [Olian, Rynes 1991; Nebel, Schaffer 1992; Harring-
ton, Akehurst 2000]. Thus, their support as critical implementers of quality is par-
amount particularly in today’s highly competitive hotel environment [Clark et al. 
1994, in: Murasiranwa, Nield, Ball 2010]. Up to Uher and Pullmanová-Švedová 
[2011] the main antecedents and consequences of customer satisfaction and re- 
tention in the hotel industry are customer satisfaction, ambience, hospitality and 
retention.  

While dealing and evaluating quality of tourism services, several research 
methods can be used even it is different and more difficult when comparing with 
other spheres. Among the most important ones we can include for instance Mystery 
shopping which can represent ,,effort to help the company's management to focus 
on the improvement of services provided to customers by giving them the infor-
mation on how and what quality of the services is currently provided“ [Burda, Stu-
chlíková, Vavrečková, Dluhošová 2011, p. 13]. Other can be for instance GAP 
model. 

2. GAP model and its exploitation 

In this part of the study we would like to present GAP model as a method, which 
can be used for tourism research purposes, because on the base that it was founded 
on. Doing a research in tourism sphere usually brings complications that´s why 
proper and valuable methods are more than needed. 
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The authors of GAP model developed a method for measuring the five dimen-
sions of service quality called SERVQUAL (service quality). It concerns a ques-
tionnaire, which is divided into two parts: 

1. Expectations of customer service to a particular area. 
2. Indeed service perceived by customer in a specific service establishment.  
Each part contains of 22 statements that relate to aspects of the five dimensions 

of service quality [Buttle 1994]. Historically, the questionnaire was revised and 
amended in its fields and in its claims, which have a direct impact on the quality 
dimensions. 

Ďaďo, Mateides [2002] point to the fact that SERVQUAL method uses a dual 
range – ideal and reality: 

a) expectation scale – captures the ideal conditions and produces a business 
profile, 

b) perception scale – captures the real conditions and real business profile. 
In a study created to determine the quality of hotel services in selected hotel lo-

cated in eastern part of Slovakia we used SERVQUAL questionnaire. That means 
that we retained both scales, and in each were assigned seven scores/valuations. 
Extreme 1 meant "I completely reject" (according to the customer opinion, the 
feature or attribute is not essential for the hotel) extreme and 7 meant "I strongly 
agree" (customer perceives a given feature as a necessity for the hotel). The values 
2-6 make no verbal description [Parasuraman, Zeithaml, Berry 1988]. Bearden and 
Netemeyer [1999] add that the value difference between the testimonies is within 
the interval <–6, 6>. A positive score means that the actual condition exceeds guest 
expectations. Negative values submit important information for hotel management 
to which dimensions of provided services at hotels it is necessary to focus [Schnei-
der, White 2004]. 
 

1  2    3  4  5  6  7 
I strongly                                                                                                                               I completely 

agree          reject 
 
Scale 1. SERVQUAL questionnaire 

Source: own processing up to [Parasuraman, Zeithaml, Berry 1988]. 
 
The main objective of the study was to assess the quality of the provided ser-

vice of selected accommodation establishment- hotel, through managerial GAP 
model. Sub-objectives of the study are focused on full filling the main objective. 
They are more focused level of services characters, services dimensions and total 
customer attitude. 

The questionnaire contained 22 statements to which respondents answered by 
choosing the point value from the range (fig. 1). Arguments in a standardized ques-
tionnaire could be divided among the five dimensions of hotel services quality as 
follows [Mateides, Ďaďo 2002]: 
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1. Environment influence on the client 
2. Service reliability  
3. Sensitivity in customer approach  
4. Qualification of staff 
5. Empathy to the individual wishes of the customer. 
In the scientific literature there exist several approaches to the evaluation of the 

SERVQUAL questionnaire. Fitzsimmons and Fitzsimmons calculated the service 
quality score by summing the differences that were attributable to a pair of argu-
ments "expectation" and "perception" (1998). 

We point out that mentioned authors were also using claims "expected" and 
"perceived service". In the study we work with the concepts of "expected" and 
"real" service. Mateides and Ďaďo [2002] specify that value of the (perceived) fair 
quality of service consists of the degree and direction of the gap between expecta-
tion and reality (see article Šambronská), which can be mathematically expressed 
by the formula: 

                   n 

Overall approach = ∑ (ri – oi) 
                    i=1 

ri – perceived (real) power of the i-th element,  
oi – expected performance of the i-th element.  

 
According to the authors Mateides and Ďaďo, we need to calculate the average 

of all the characters that create a dimension as first, and then calculate the 
mean/average value of summary dimensions. Customer appreciates the service 
more, depending on the height of the value of the summary dimension (2004). 

3. Methods and Methodology 

The study was developed in collaboration with students of the Department of Man-
agement with a focus on tourism. Initial results were published and presented in the 
thesis. Later on the next verification/check of the level of provided service quality 
was done entirely by the members of the Department of tourism and hotel man-
agement. 

To meet the main goal of the study, several hypotheses were identified. In the 
reported studies, we would like to focus and present to the one of the examined 
areas, concretely reliability of provided service, which in the SERVQUAL ques-
tionnaire advises to the other questions. We assumed that it will be the weak link 
in the analysis of provided – actual and expected hotel services. For the evaluation 
of the questionnaire, we used descriptive statistics. 

Average SERVQUAL score for dimension of reliability of services (labelled 
S2009) was calculated on based on the arithmetic average of the difference paired 
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statements values that were attributed to the real and expected service. The average 
Serqual score was calculated by the arithmetic mean/average of the individual  
dimensions. This dimension is further specified in article of Šambronská: GAP 
model as one possibility of evaluation quality hotel service. 

Initial results of a study for dimension of the service reliability show that in no 
of the characters the hotel reached negative average. This is a satisfactory result. 
The measured values obtained on the other hand, show a relatively low level. 

Table 1. Summary of the results of the real quality of the service in 2009 

Statement Multiplicity R > O Multiplicity R = O Multiplicity R < O 
 absolute relative absolute relative absolute relative 

S52009 18 23,68% 40 52,63% 18 23,68% 
S62009  19 25% 38 50% 19 25% 
S72009 23 30,26% 37 48,68% 16 21,05% 
S82009 19 25% 37 48,68% 20 26,32% 
S92009 27 35,53% 33 43,42% 16 21,05% 

S5 to S9 – rated features, of service quality, O – expected service, R – real service. 

Source: [Šambronská, Drábikova 2010]. 
 
From above mentioned results we can indicate that compliance of the deadline 

by providing the promised services fulfilled or exceeded expectations of 76.32% 
respondents. Almost a quarter of respondents saw real service quality of service as 
not entirely satisfactory in this area. Half of the respondents perceived interest of 
the hotel to resolve the problem at the level they expected (R = O). Positive con-
trast (R > O) showed a quarter of respondents. The first given service was per-
ceived as the best stand out. There were more positively (30.26%) than negatively 
(21.05%) surprised guest by the quality of services in this area. As the most often it 
was recorded neutral stance of guest (48.68% of cases). Second time provided ser-
vices showed that most respondents (48.68%) got the exact fulfilment of their ex-
pectations, but nothing more. Perhaps unhappy guests decide to use the services of 
another hotel because the studied hotel failed and it is not able to keep them by  
a certain extra amount that would, on the basis of customer satisfaction begin 
building his loyalty to the company. Finally, we focused on providing impeccable 
information. On the positive side, the hotel was able to exceed expectations to 
more than a third of respondents (35.53%) and has fulfilled the expectations to 
43.42% of respondents. About a fifth of respondents (21.05%) said the quality of 
additional information was unsatisfactory. 

In assessing the dimensions as a whole, we found that the frequency of a neu-
tral stance on dimension decreased. Overall dimension "service reliability" com-
pared with other dimensions in 2009 and the outstanding shares of respondents in 
these, the worst result achieved when only 42.41% of respondents said they hotel 
service reliability to be unsatisfactory.  
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Sensitivity in customer 
approach 

Respondents (41) divided 100 points among all five studied dimensions (within 
the GAP model) around to the 20. Dimension services reliability gained 1,590 
points, while the average points per dimension were 20.96 (fig. 1). 

 
 

 
 

 
 
 
 
 
 
 

 
 

Fig. 1. Outline dimensions of service quality in terms of importance, with a focus  
on  customer service reliability (2009) 

Source: Šambronská-Drábikova, 2010. 
 
Conclusion for 2009 in the dimension of provided service reliability: 

• The promise of employee/hotel manager to the guest that the service will be 
done at particular time is very important. Guest can plan other activities. It may 
concern little things like clothes cleaning in fixed time, providing transport to 
the airport at the exact hour, message transferring and so on. Delay can mean, 
for example missed appointments, failure of the message or post-delivery to the 
company that sent the customer on a business trip and so on., which disturbs 
the guest stay and changes its relationship with the hotel. 

• It is important to keep records of hotel guest’s requirements and deadlines for 
their completion. 

• Finally, it is important to realize that the guest's faith in solving the problem is 
faith in the quality of the hotel. 

Table 2. Summary of the results of the real quality of the service in 2009 

Statement Multiplicity R > O Multiplicity R = O Multiplicity R < O 
absolute relative absolute relative absolute relative 

S52012 31 40,79% 38 50% 12   9,21 % 
S62012  20 26,32% 31 40,79 24 32,89% 
S72012 40 52,63% 24 31,58% 12 15,79% 
S82012 19 25% 27 34,21% 31 40,79 
S92012 39 51,32% 20 26,32% 17 22,37% 

S5 to S9 – rated features, of service quality, O – expected service, R – real service. 

Source: own processing. 
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In 2012 we carried out re-investigation in the same hotel for the purpose of 
comparing the results of a determination of the movement (positive or negative) in 
the area of service quality. Again, we state the overall study results on the dimen-
sion of reliable service (labelled S12012). 

When considering the same field of study, we re-emerged the following results. 
Compliance of the promised deadline while services providing, fulfilled or exceed-
ed expectations by 90.79% of respondents. One fifth of respondents saw real ser-
vice quality as not entirely satisfactory. A third of respondents perceived interest of 
the hotel to resolve the problem at the level they expected (R = O). Positive con-
trast (R > O) showed a quarter of respondents. First time provided service was 
again perceived as the best one. There was more positively surprised guest 
(52.63%) than negative (15.79%) on the quality of services in this area. As the 
most often was recorded neutral guest stance (31.58% of cases). Providing services 
in the second period proved to change. Most of the respondents (40.79%) were not 
satisfied with the provided service. Perhaps it has to do with the fact that guests 
expect a higher level of repeated services than if should be for the first time. There 
is a presumption that these guests will not reflect positively on the company when 
consulting with their relatives, friends and so on. The last area was focused on 
providing impeccable information. On the positive side, the hotel was able to ex-
ceed expectations by more than a third of respondents (51.32%) and has fulfilled 
the expectations to 26.32% of respondents. About a fifth of respondents (22.37%) 
said that the quality of additional information was unsatisfactory. 

Respondents (55) didn´t distribute 100 points among all five studied dimen-
sions (within the GAP model) in the same  proportion  as  in 2009 year.  Dimension 

 

 
 
 

 
 

 
 
 
 
 

 
 
 

Fig. 2. Outline dimensions of service quality in terms of importance, with a focus on customer  
service reliability (2012) 

Source: own processing. 
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services reliability gained 1,725 points, while the average points per dimension 
were 25.73 (fig. 2). 

Conclusion for 2012 in the dimension of provided service reliability: 
• It is appropriate that the hotel management, in case of longer period of solving 

the problem, informed the guest about the fulfilment of its requirements. 
• When dealing with more complicated tasks to involve more hotel employees 

(managers). Responsible person is the one who took request/complaint from 
the guest. 

• Find out whether the requirement was fulfilled up to the guest request, respec-
tively, deal the complaint immediately and make a record about it. 

• Hotel management should establish a responsibilities procedure and competen-
cies of "compensation" of the guests on individual levels. Perform the control 
of competences. 

• Train staff in the sphere of service quality providing, while it is extremely im-
portant to provide a high quality service for the first time. 

4. Conclusion 

Comparing the years 2009 and 2012 in the observed hotels in dimension of service 
reliability, we can conclude that the dimension of quality has improved. Improving 
the quality and therefore the service level proportionally affects the perception of 
the reliability of the guest. We would like to appreciate especially the positive 
movement in the current period of crisis. But we would like to highlight to the new 
point that emerged from the findings of the study in 2012. It is necessary and im-
portant that management delegates certain responsibilities to employees in the field 
of requirement dealing/guest complaints and that it implements the guest compen-
sation levels as it is usual abroad. 

We can see an important movement to a positive guest perception of the pro-
vided service especially in the provision of services for the first time and improv-
ing the provision of information. 
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POMIAR JAKOŚCI OBSŁUGI HOTELI  
NA PODSTAWIE MODELU GAP  
Z PODKREŚLENIEM WYMIARU NIEZAWODNOŚCI USŁUG 

Streszczenie: Turystyka i związane z nią usługi zajmują specyficzny obszar we współczes-
nym społeczeństwie. Obiekty noclegowe i związane z nimi usługi podlegają coraz silniej- 
szej konkurencji,  a więc ich jakość musi być coraz wyższa, by dzięki temu móc odróżniać 
się od innych. Do określenia poziomu jakości można zastosować kilka metod badawczych. 
W pracy omówiono model GAP, który wykorzystano do pomiaru niezawodności usług  
w wybranym hotelu we wschodniej części Słowacji. Oferowane przez niego usługi zostały 
porównane w dwóch latach: 2009 i 2012. Rezulataty przeprowadzonego badania ankietowe-
go zostały szczegółowo zaprezentowane w artykule. 

Słowa kluczowe: model GAP,  jakość usług, obiekty noclegowe, ankieta, safysfakcja 
klientów. 




