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Abstract 
The aim of the study is to investigating the effect of service quality and 

customer’s satisfaction on the hotels performance by applying 

SERVQUAL model. Population was consisted of customers of diverse 

hotels located at diverse cities of Khyber Pakhtunkhwa, Pakistan. 

Consequence of the study exhibits that service quality attributes i.e. 

actual service tangibility; reliability, responsiveness; assurance and 

empathy have significant positive effect on actual customer satisfaction. 

Moreover, service assurance is found significant negative predictor of 

expected customer services. This research study reveals that there 

exists significant positive relationship between actual and expected 

service quality attributes and customer satisfaction. The study 

considered that hotel customers experience is the key factor in the 

hospitality industry. Recommendation and future study area is also 

included in the study. 
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Introduction 

Food, accommodation and dress are the three most essential things of 

human. Hotel or hotel industry alone provides two basic things: food and 

accommodation. Hotel is a part of the hospitality industry which is an 

umbrella term for a broad variety of service industries including, but not 

limited to, hotels, restaurants and casinos.  

Hoteling and Tourism is a multidimensional business action and 

become multi trillion dollar industry around the world. However, in 

Pakistan the state of hoteling and tourism affairs is miserable, in spite of 

its promising potential due to unstable law and order situation and 

terrorism (Al Khattab and Aldehayyat, 2011). Pakistan was positioned 

47 out of 200 nations in an examination of the world travel and tourism 

council development figures (Hu, Kandampully and Juwaheer, 2009). 

Recent research study conducted on hotel industry in Pakistan reported 

that only 98 studies that involved 114,000 respondents having identified 
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only two published studies that examined the service quality, customer 

satisfaction and business performance (Al Khattab and Aldehayyat, 

2011). In addition to that due to inappropriate business performance of 

hotel industries and prevailing service quality, law and order situation of 

Pakistan the growth of hotel industry in Pakistan has been declined, 

consequently the customers are unable to attract from any existing and 

new segments of hotel industry and are not feeling satisfied.  In order to 

cope up with this challenging situation the objectives of this study is to 

a) to measure the effect of service quality attributes on customer 

satisfaction, b) to measure the effect of service quality attributes and 

customer satisfaction on business performance and c) to find out the gap 

amid actual and expected service quality in Khyber Pakhtunkhwa based 

industry including; Peshawar, Abbottabad, Galiyat, Swat, Chitral and 

Naran including; selected five stars hotels of Lahore and Islamabad. This 

research has many aspects such as: a) Research aimed to setting guiding 

model for the management of hotels and hospitality industry. The 

guidelines purpose will help the concerned departments to assess and 

measure customer satisfaction and internal service effectiveness thereby 

enabling strategic management and decisive stakeholders to learn.  

 

Literature Review 
The SERVQUAL is frequently used instrument in measuring service 

quality in the hotel business along a set of five dimensions/ variables. 

While developing this model Parasuraman (1988) initially listed some 

service related attributes which were summed into following dimensions: 

 

Table 1: Dimensions 

Tangible Accommodation, equipment, staff uniforms 

Reliability Ability to deliver the promised service 

Responsiveness Readiness of staff members to help 

Competence Staff capability in executing the service 

Courtesy Respect & Politeness by staff  

Creditability  Professional honesty, trustworthiness of provider 

Security Safety from risk and physical danger 

Access Approachability of service providers.  

Communication Understanding of  the communication  

 

Numerous studies have postulated that service quality (SERVQUAL) is 

multidimensional in essence for measuring hotel service quality (e.g. 

Akbaba, 2006).  Akbaba (2006) studied the service quality of hotels in 

Turkey by analyzing the expectation and actual perception of service 

quality based on 29 characteristic indicators, which were applied from 
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SERVQUAL, and the most important factor reflecting the overall needs 

of service quality measurement was tangible services. The seven factors 

were developed from SERVQUAL, covering style and convenience, 

room quality, special offers, quality staff, personality, fast service, and 

quality food and beverages.  

In addition, other research has indicated and explained that the 

characteristics of service quality factors and service priorities, from the 

customers’ perspective, differed depending on the hotel types. Gabbie 

and O’Neill (1997) conducted research on the service quality of hotels in 

North Ireland. Their aims were to study the gaps between the 

expectation and the perception of service quality delivered by two 3-star 

hotels using 22 characteristics of SERVQUAL. The research revealed 

that a gap between the customer perception and the customer expectation 

of the first hotel that applied total quality management (TQM) was 

smaller than that of another one. TQM drove better performance due to 

employee empowerment, so the first hotel was able to satisfy customer 

needs more efficiently. Carrillat et al (2007) found that SERVQUAL 

was a well-known instrument, and became a proper measurement tool 

for the hotel business, one of the service businesses focusing on 

customer satisfaction. Salazar et al.(2010) also developed a service 

quality evaluation scale for the hospitality sector.  Since this research 

study aims to investigate the service quality expectations of business 

hotels’ customers therefore, the review of literature focused on the past 

researches having focus on identifying and examining various 

dimensions of service quality especially with reference to hotel industry. 

Most of the researches are found applying   SERVQUAL model which 

revolved around the five service quality dimensions such as; tangibles, 

adequacy in service supply, understanding and caring, assurance, and 

convenience (Parasuraman, Zeithaml and Berry, 1988, 1991). 

Parasuraman, Berry and Zeithaml (1991) have produced a standardized 

questionnaire, known as ‘SERVQUAL’ which measures respondents’ 

‘expectations’ and ‘performance’ scores, and calculating service quality 

as the difference between them. According to Grönroos (1994) there are 

three dimensions of service quality, the technical quality, the function 

quality and the corporate image 

 

Theoretical & Conceptual Framework 

Based on the review of the related literature the research conceptualized 

the conduct of research on two tiers framework  independent in their 

structure but reinforcing each other in their final outcomes at the 

response development stage:  Firstly the research plans to investigate the 

effect of service quality towards customer’s satisfaction by applying 
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SERVQUAL and Grönroos, (1994) service quality model which focuses 

on the relationship between variables like functional quality, technical 

quality, internal, external influences, prices corporate image and service 

quality towards customer’s satisfaction.  Keeping in view the review of 

the literature and analysis of various service quality measurement 

models, this research presents an adapted SERVQUAL model, which is 

believed to be more suitable in the context of hotel industry. It is 

fundamentally based on the basic SERVQUAL model with some 

additions as Parasuraman et al. (1991) claimed its adaptability in any 

service industry. Over and above of the main quality dimensions of 

Parasuraman et al. (1988), this research adds three more variables; 

“products”, “location” and “waiting time”. Products will be looked in the 

light of variety and quality, which means the different variations of a 

product-brand that a hotel offers and their state when purchased. 

Location is with regard to its accessibility and physical environment, and 

waiting time for service delivery. Hence, modified SERVQUAL model 

with eight dimensions; tangibles, reliability, responsiveness, assurance, 

empathy, products, location and waiting time.  

 

Hypotheses  

A set of hypotheses derived from the review of the related literature is 

given below: 
H1: Customer Satisfaction (CS) has significant relationship with Service 

quality dimensions  

H1a: Assurance has positive relationship with CS. 

H1b: Reliability has positive relationship with CS. 

H1c: Tangibles has positive relationship with CS. 

H1d: Empathy has positive relationship with CS. 

H1e: Responsiveness has positive relationship with CS. 

H1d: Location of the hotel has significant relationship with CS. 

H2: Service quality has significant relationship with service quality 

dimensions  

H3:  CS has a significant relationship with service quality 

H4: Delivering high quality service is the key for a sustainable competitive 

advantage in competitive environment 

H5:  There is a positive relationship between CS and customer Loyalty. 

H6:  Hotel image is positively associated customer loyalty  

H7: Perceived service quality dimensions (in SERVQUAL) have significant 

effect on overall customer satisfaction. 

H8: The smaller the gap between expectations and perceptions, the higher 

customer satisfaction is 

H9: The good physical condition and variety of a grocery store’s products 

lead to customer satisfaction  
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Research Methodology 

 

Population 

The population frame for the study has been stratified on the bases of 

geography and the status level of the hotels located in selected cities of 

Khyber Pakhtunkhwa, Islamabad and Lahore. However, the hotels 

included in the population are those which have restaurants and living 

accommodation both. The sample of hotel was comprised of 10 hotels at 

each location and 20 customers at each hotel were investigated as 

respondents.  

 

Sample  

Initial stratification was based on the geographical basis with the strata 

of Peshawar, Islamabad and Lahore.  Thereafter, hotels were stratified 

on the bases of their magnitude and facilities, grouping in to two strata 

i.e. Group one composed of hotels falling in 5 stars and 4 stars hotels. 

Group-2 comprises of all other hotels having restaurant as well as living 

rooms for the customers.   

 

Table 2: Sample Khyber Pakhtunkhwa 

Cities/ Location 4-5 � Hotels Others  Total  Respondents* 

Peshawar 1 9 10 200

Swat including Kalam - 10 10 200

Chitral, Garam Chashma, - 10 10 200

Galiat - 10 10 200

Naran, Shugran - 10 10 200

Abbottabad 1 9 10 200

Grand total 2 58 60 1200

*Respondents @20 customers each hotel 

 

Table 3: Sample from Islamabad & Lahore 

Cities/ Location 4-5 � Hotels Others  Total  Respondents* 

Islamabad 5 5 10 200 

Lahore 2 8 10 200 

Grand total 7 13 20 400 

*Respondents @20 customers each hotel 

 

Data Collection 

In order to gather the primary data, it is very important to have an 

appropriate sample size to generate the research outcomes but helpful in 

ensuring the validity of the research results. In this regard 1600 

customers were contacted by the researcher in order to get the 

questionnaires filled. The researcher selected the respondents of the 
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survey through convenient sampling technique. The numbers of 

constructs in the final questionnaire for this study were adopted from 

Boon and Rompho (2012) and modified suiting to local settings.  

 

Data Analysis 

 

Table 4: Demographics 

  Frequency Percent 

Gender Male 788 55.1 

 Female 641 44.9 

 Total 1429 100.0 

Age 17-27 years 823 57.6 

 28-38 years 151 10.6 

 39 and above 455 31.8 

Qualification Pakistani 1401 98.0 

 Foreigners 28 2.0 

Cities Peshawar 328 23.0 

 Abbottabad 346 24.2 

 SWAT 128 9.0 

 Galiat 256 17.9 

 Naran 104 7.3 

 Chitral 22 1.5 

 Lahore 100 7.0 

 Rawalpindi 99 6.9 

 Islamabad 46 3.2 

 Total 1429 100.0 

The above captioned table represents the demographics of the 

respondents.  

 

Multiple Regression Model 

Regression Analysis between Actual Quality Services Attributes and 

Actual Customer Satisfaction. Following is the multiple regression 

model 
ACS= β

0+ β1(AT) + β
2 (AR) + β

3(A Res) + β
4(AA)+ β

5(AE)+ ε ………….(1) 

Where  
ACS = Actual Customer Satisfaction (dependent variable)  

AT= Actual Tangibility (Independent variable) 

AR= Actual Reliability(Independent variable) 

ARes = Actual Responsiveness (Independent variable) 

AA = Actual Assurance (Independent variable) 

AE = Actual Empathy (Independent variable) 
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Table 5: Model Summary 

Model  R         R
2
 Adjusted R

2
 Std. Error of the Estimate 

1 .570 .325 .323 .81112 
a. Predictors: (Constant), AT, AR, ARes, AA, AE 

 

Regression coefficient “R” = .570 or 57% relationship exist between 

(I.V’s)i and (D.V). The coefficient of determination “R
2
” was represents 

.325 that shows 32.5% of variation in actual customer satisfaction is 

explained by actual tangibility, actual reliability, actual responsiveness, 

actual assurance and actual empathy. 

 

Table 6: ANOVA 

Model Sum of Squares Df Mean Square F Sig. 

Regression 451.470 5 90.294 137.244 .000
b
 

Residual 936.207 1423 .658   

Total 1387.677 1428    

a. Predictors: (Constant),iACS 

b. Dependent Variable: AT, AR, ARes, AA, AE 

 

In the above table the F value is 137.24 and the significance value is less 

than P ≤ 0.05 that shows that over all regression models is statistically 

significant, valid and fit.  

 

Table 7: Coefficients
 

                 Unstandardized Coefficients Standardized Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) -.703 .154  -4.57 .000 

Actual Tangibility .081 .032 .073 2.51 .012 

Actual Reliability .225 .029 .225 7.75 .000 

Actual Responsiveness .300 .028 .242 10.59 .000 

Actual Assurance .147 .027 .125 5.37 .000 

Actual Empathy .274 .029 .226 9.35 .000 

a. Dependent Variable: Actual Customer Satisfaction 

 

In the above table the regression coefficient (β1) shows the value of .075 

that implies that one percent increase in actual tangibility increases 7.5% 

in actual customer satisfaction if other variables are kept controlled. The 

T value is found 2.51 and is significant at .012 because significance level 

is P<.05. This further indicates actual tangibility has significant positive 

effect on actual customer satisfaction. 

The regression coefficient (β2) shows the value of .225 that 

implies that one percent increase in actual reliability increases 22.5% in 
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actual customer satisfaction if other variables are kept controlled. The T 

value is found 7.75 and is significant at .000 because significance level is 

P<.05. This further indicates that alternate hypothesis is accepted i.e. 

actual reliability has significant positive effect on actual customer 

satisfaction. 

The regression coefficient (β3) shows the value of .242 that 

implies that one percent increase in actual responsiveness increases 

24.2% in actual customer satisfaction if other variables are kept 

controlled. The T value is found 10.59 and is significant at .000 because 

significance level is P<.05. This further indicates that alternate 

hypothesis is accepted i.e. actual responsiveness has significant positive 

effect on actual customer satisfaction. 

The regression coefficient (β4) shows the value of .125 that 

implies that one percent increase in actual assurance increases 12.5% in 

actual customer satisfaction if other variables are kept controlled. The T 

value is found 5.37 and is significant at .000 because significance level is 

P<.05. This further indicates that alternate hypothesis is accepted i.e. 

actual assurance has significant positive effect on actual customer 

satisfaction. 

The regression coefficient (β5) shows the value of .226 that 

implies that one percent increase in actual empathy increases 22.6% in 

actual customer satisfaction if other variables are kept controlled. The T 

value is found 9.35 and is significant at .000 because significance level is 

P<.05. This further indicates that alternate hypothesis is accepted i.e. 

actual empathy has significant positive effect on actual customer 

satisfaction. 

Regression Analysis between Expected Quality Service 

Attributes and Expected Customer Satisfaction. Following is the multiple 

regression model 
ECS= β

0+ β1(ET) + β
2 (ER) + β

3(E Res) + β
4(EA)+ β

5(EE)+  ε ………… (1) 

 

Table 8: Model Summary 

Model    R          R Square Adjusted R Square Std. Error of the Estimate 

1 .451 .203 .200 .5277 

a. Predictors: (Constant), ET, ER, ERes, EA, EE 

 

Regression coefficient “R” = .451 or 45.1% relationship exist between 

(I.V’s)i and (D.V). The coefficient of determination “R
2
” was represents 

.203 that shows 20.3% of variation in expected customer satisfaction is 

explained by expected tangibility, reliability, responsiveness, assurance 

and empathy. 
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Table 9: ANOVA 

Model Sum of Squares Df Mean Square F Sig. 

Regression 101.120 5 20.22 72.60 .000 

Residual 396.36 1423 .279   

Total 479.48 1428    

a. Predictors: (Constant),iECS 

b. Dependent Variable: ET, ER, ERes, EA, EE 

 

In the above table the F value is 72.606 and the significance value is less 

than P ≤ 0.05 that shows that over all regression model is statistically 

significant, valid and fit.  

 

Table 10: Coefficients
 

               Unstandardized     Coefficients Standardized Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) 2.591 .108  23.9 .000 

Expected Tangibility .247 .018 .334 13.7 .000 

Expected Reliability .050 .021 .086 2.43 .015 

Expected Responsiveness .187 .028 .267 6.66 .000 

Expected Assurance -.241 .025 -.319 -9.73 .000 

Expected Empathy .049 .021 .060 2.31 .021 

a. Dependent Variable: Expected Customer Satisfaction 

 

In the above table the regression coefficient (β1) shows the value of .334 

that implies that one percent increase in expected tangibility increases 

33.4% in expected customer satisfaction if other variables are kept 

controlled. The T value is found 13.7 and is significant at .000 because 

significance level is P<.05. This further indicates expected tangibility has 

significant positive effect on actual customer satisfaction. The regression 

coefficient (β2) shows the value of .086 that implies that one percent 

increase in expected reliability increases 8.6% in expected customer 

satisfaction if other variables are kept controlled. The T value is found 

2.43 and is significant at .015 because significance level is P<.05. This 

further indicates that alternate hypothesis is accepted i.e. expected 

reliability has significant positive effect on expected customer 

satisfaction. The regression coefficient (β3) shows the value of .276 that 

implies that one percent increase in expected responsiveness increases 

27.6% in expected customer satisfaction if other variables are kept 

controlled. The T value is found 6.66 and is significant at .000 because 

significance level is P<.05. This further indicates that alternate 

hypothesis is accepted i.e. expected responsiveness has significant 

positive effect on expected customer satisfaction. The regression 
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coefficient (β4) shows the value of -.319 that implies that one percent 

increase in expected assurance decreases 31.9% in expected customer 

satisfaction if other variables are kept controlled. The T value is found -

9.73 and is significant at .000 because significance level is P<.05. This 

further indicates that alternate hypothesis is accepted i.e. expected 

assurance has significant positive effect on expected customer 

satisfaction. The regression coefficient (β5) shows the value of .060 that 

implies that one percent increase in expected empathy increases 6% in 

expected customer satisfaction if other variables are kept controlled. The 

T value is found 2.31 and is significant at .021 because significance level 

is P<.05. This further indicates that alternate hypothesis is accepted i.e. 

expected empathy has significant positive effect on expected customer 

satisfaction. 

 

Paired Sample T-test 

 

Table 11: Paired Samples Statistics  

Pair Mean Std. Dev. Std. Err. Mean T Sig 

Expected Tangibility- 

Actual Tangibility 

3.56 .79986 .02116 20.5 .000 

4.11 .88208 .02333   

Expected Reliability-  

Actual Tangibility 

4.07 1.01178 .02677 4.99 .000 

4.25 .98556 .02607   

Expected Responsiveness  - 

Actual Responsiveness 

4.34 .84089 .02224 38.2 .000 

3.40 .79749 .02110   

Expected Assurance  - 

Actual Assurance 

4.17 .78061 .02065 16.8 .000 

3.67 .84123 .02225   

Expected Empathy-  

Actual Empathy 

3.77 .73406 .01942 3.37 .001 

3.67 .81206 .02148   

Expected Customer Service - 

Actual Customer Service 

3.66 .59024 .01561 22.8 .000 

3.15 .98578 .02608   

N 1429     

 

The outcomes of Paired samples t-test used for measure the expected and 

actual service quality. The mean score of expected tangibility is found 

3.56 and actual tangibility is found 4.11. It demonstrates that actual 

tangibility is greater than expected tangibility. The SD (Standard 

deviation) is greater in the actual tangibility as compared to expected 

tangibility. The t value is found 20.5 and significant value is found .000 

which shows that considerable variation has been discovered in actual 

and expected tangibility. So, alternate hypothesis is accepted which 

depicted: There is significance difference between expected and actual 

service attributes i.e. tangibility. The mean score of expected reliability is 
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found 4.07 and actual reliability is found 4.25. It demonstrates that actual 

reliability is greater than expected reliability. The SD (Standard 

deviation) is lesser in the actual reliability as compared to expected 

reliability. The t value is found 4.99 and significance value is found  .000 

which shows that substantial variation have been discovered in actual 

and expected service quality attribute i.e. reliability. So, alternate 

hypothesis is accepted which depicted: There is significant difference 

between expected and actual quality service attribute i.e. reliability. 

The mean score of expected responsiveness is found 4.34 and 

actual responsiveness is found 3.40. It demonstrates that actual 

responsiveness is lesser than the expected reliability. The SD (Standard 

deviation) is lesser in the actual reliability as compared to expected 

reliability. The t value is found 38.2 and significance value is found  .000 

which shows that significant variation have been discovered in actual and 

expected service quality attribute i.e. responsiveness. So, alternate 

hypothesis is accepted which depicted: There is significant difference 

between expected and actual service quality attribute i.e. responsiveness. 

The mean score of expected assurance is found 4.17 and actual assurance 

is found 3.67. It shows that actual assurance is lesser than the expected 

assurance. The SD (Standard deviation) is lesser in the actual assurance 

as compared to expected assurance. The t value is found 16.8 and 

significance value is found  .000 which shows that significant variation 

have been discovered in actual and expected service quality attribute i.e. 

assurance. So, alternate hypothesis is accepted which depicted: There is 

significant difference between expected and actual service quality 

attributes i.e. assurance. The mean score of expected empathy is found 

3.77 and actual empathy is found 3.67. It shows that actual empathy is 

lesser than the expected empathy. The SD (Standard deviation) is greater 

in the actual reliability as compared to expected reliability. The t value is 

found 3.37 and significance value is found  .001 which shows that 

significant variation have been discovered in actual and expected service 

quality attribute i.e. empathy. So, alternate hypothesis is accepted which 

depicted: There is significant difference between expected and actual 

service quality attributes i.e. empathy. The mean score of expected 

customer service is found 3.66 and actual customer service is found 3.15. 

It shows that actual customer service is lesser than the expected customer 

service. The SD (Standard deviation) is greater in the actual reliability as 

compared to expected reliability. The t value is found 22.8 and 

significance value is found  .000 which shows that significant variation 

have been discovered in actual and expected customer service. So, 

alternate hypothesis is accepted which depicted; There is significant 

difference between expected and actual customer service. 
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Table 12: Paired Samples Statistics for Comparing the Mean Score of 

KPK, Punjab and Islamabad Customer 

 

The Paired samples t-test used to compare the mean score difference 

about the customers of KPK, Punjab and Islamabad Pakistan. The mean 

score of KPK customers is found 4.12 and Punjab customers are found 

4.25. It demonstrates that the mean score of Punjab customers is greater 

than mean score of KPK hotel customers on service quality. The SD is 

greater in the Punjab customers as compared to KPK customers. The 

results show that considerable variation has been discovered in KPK and 

Punjab customers on service quality attributes. So, alternate hypothesis is 

accepted which depicted: There is significance difference between the 

mean score of Punjab and KPK customers on service quality attributes. 

The mean score of KPK customers is found 4.12 and Islamabad 

customers are found 3.40. It demonstrates that the mean score of KPK 

customers is greater than mean score of Islamabad hotel customers on 

hotel service quality attributes. The SD (Standard deviation) is greater in 

the KPK customers as compared to Islamabad customers. The t value is 

found 23.7 and significant value is found .000 which shows that 

considerable variation has been discovered in KPK and Islamabad 

customers on service quality attributes. So, the alternate hypothesis is 

accepted which depicted: There is significance difference between the 

mean score of KPK and Islamabad customers on service quality 

attributes. 

The mean score of Punjab customers demonstrates that the mean 

score of Punjab customers is greater than mean score of Islamabad hotel 

customers on service quality attributes. Results shows that considerable 

variation has been discovered in KPK and Islamabad customers on 

service quality attributes. So, alternate hypothesis is accepted which 

depicted: There is significance difference between the mean score of 

Punjab and Islamabad customers on service quality attributes. 

 

 

 

Pair Mean Std. Dev. Std. Error Mean T Sig 

KPK-  

Punjab 

4.12 .882 .023 6.03 .000 

4.25 .986 .026   

KPK- 

Islamabad 

4.12 .882 .023 23.7 .000 

3.40 .797 .021   

Punjab-

Islamabad 

4.25 .986 .026 28.1 .000 

3.40 .797 .021   

N 1429     
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Discussion and Findings 

This research study was based on quantitative research technique and 

investigated the impact of actual and expected hospitality industry 

service quality attributes i.e. service (tangibility, reliability, and 

responsiveness, assurance, and empathy and customer satisfaction). 

Results depicted overall regression model was found significant valid 

and fit. The values of regression coefficients i.e. Actual service 

tangibility, reliability, responsiveness, assurance and empathy reveals 

that actual service tangibility, reliability, responsiveness, assurance and 

empathy has significant positive effect on actual customer satisfaction. 

The result of the study is consistent with the previous studies of (Zhang 

et al, 2011).  

Secondly, research measures the effect of expected quality 

service attributes and expected customer satisfaction. The value of 

regression analysis depicted that overall regression model was found 

significant valid and fit. The values of regression coefficients i.e. 

expected service tangibility, reliability, responsiveness, assurance and 

empathy reveals that actual service tangibility, reliability, responsiveness 

and empathy has significant positive effect on actual customer 

satisfaction. The result of the study is consistent with the previous studies 

of (Zhang et al, 2011; Sohrabi et al, 2012). More over service assurance 

is found a significant negative predictor of expected customer services. 

The result of the study was consistent with the previous study of (Zhang 

et al, 2011). 

 

Conclusion 

This research study reveals that there exists significant positive 

relationship between actual and expected service quality attributes and 

customer satisfaction. The study considered that hotel customers 

experience is the key factor in the hospitality industry. Customers who 

perceive positive experience to express positive intention revisit the 

place again and also recommend others to visit the same destination. 

Similarly positive experience of the customers increases the level of 

satisfaction which reduces the number to customer’s complaints in the 

hospitality industry. Similarly customers will not perceive positive 

experience unless the customers feel that service is better and greater 

than the money paid. Finally concluding the whole research conducted, it 

is found that service quality attributes i.e. tangibility, reliability, 

responsiveness, assurance and empathy has significant effect on 

customer satisfaction level and this in return increase the customer 

loyalty which ultimately effects on hospitality Industry. Consequently, 
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hotel industry increases their whole profit and there is radical change in 

the economy. 

 

Limitations 

There are certain limitations of this study. First and the primary 

limitation is that this research study is cross sectional in the nature. 

Second major limitation is the small obtained sample size which is 

selected from only from hotels of KPK, Pakistan. Although many of the 

obtained results were significant but the relationships or associations 

between some of the variables are highly correlated, contradict to the 

previous studies dues to the effects of small samples size on the power of 

test. Therefore, conclusions were very difficult to extract from the results 

which were obtained in the study. In future, detailed research should be 

conducted by incorporating large sample size. Third limitation was the 

unavailability of the literature encompassing the variables of the study.  
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