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ABSTRACT

The hospitality industry is highly competitive and service quality play a vital role in influencing customer
satisfaction and long term loyalty. This study examines the impact of service quality on customer satisfaction in
Hotels; with special reference to lemon tree hotel Dehradun. The study is based on the SERVQUAL model,
which includes five dimensions of service quality: tangibility, reliability, assurance responsiveness and empathy.
Primary data were collected from 120 hotel guest through well structured questionnaire using a five point likert
scale purposive convenience sampling technique was used for data collection. The collected data were analyzed
by using reliability analysis, correlation and multiple regressions. The findings indicate that all five dimensions
of service quality have a significant and positive impact on customer satisfaction, with reliability and
responsiveness emerging as most influential factors. The study emphasizes, the importance of delivering
consistent and high quality services to enhance customer satisfaction, encourages repeat visits and generate
positive word of mouth. The findings offer practical insights for hotel management to improve service
performance and contribute to the existing literature on service quality and customer satisfaction in the
hospitality industry.
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1- INTRODUCTION

on multiple interactions with hotel staff ,physical
facilities , ambience , and service processes .these

The hospitality industry is highly competitive, and . . . ; .
perceptions directly influence customer satisfaction

service quality has emerged as a key differentiator

in Driving customer satisfaction and loyalty
(Kandampully & Suhartano,2000).customer
satisfaction reflects The degree to which customer
expectation are met or exceeded
(Oliver,1997).hotels that consistently Deliver
superior service qualities are more likely to build
strong customer relationship, positive word of
Mouth and higher market share. In recent years, the
Indian hotel industry has witnessed rapid expansion
due to rising disposable incomes Growth in
domestic and international tourism, and increased
business level, in such a competitive
Environment, hotels are no longer competing only
on price or location; instead service quality has
emerged As a critical determinants of customer
satisfaction and long term success .service quality
in hotels is inherently intangible, heterogeneous,
and inseparable from service delivery, making it
challenging to measure and manage effectively.
Customers from perception of service quality based

, which reflects the extent to which guests feel their
expectations have been met or exceeded during
their stay .in the contemporary hospitality
landscape , customer expectations have become

increasingly sophisticated due to exposure to global
service standards and digital platform such as
online booking portals and review website guest
now evaluate Hotel service quality through
multiple dimensions such as tangibility (physical
facilities and appearance ), reliability (ability to
perform  promised  service  accurately ),
responsiveness (promptness and & willingness to
help ), assurance (knowledge and courtesy of staff),
and empathy (individual attention )(Parasuraman,
Zeithaml ,& Berry ,1988). These dimensions
collectively  shape’s guest experience and
significantly affect their satisfaction level. In the
era of digital platforms and online reviews even
minor service failures can quickly affect a hotel’s
reputation and market position.
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Customer satisfaction is widely recognized as a key
outcome of service quality and a vital indicator of
organizational performance in the hospitality sector
.t represent the overall evaluation of their
experience based on the comparison between
expectations and actual service received
(Oliver,1997).satisfied customers are more likely to
visit hotel again and exhibit brand loyalty ,while
dissatisfied customers may switch to customers and
spread negative word of mouth. Lemon tree Hotel,
Dehradun, posited in the emerging market of
Uttrakhand , India, is a known for its mid To upper
range services and contemporary hospitality
offerings. This research aims to explore how
service  Quality influences customer satisfaction
among guest at lemon tree Hotel. By identifying
the most influential service quality factors, the
study contributes to both academic literature and
practical decision-making in hospitality
management.

2-LITRATURE REVIEW:

2.1 Concept of service quality in the hotel
industry

Service quality is a critical concept in service
oriented industries, particularly hospitality , where
customer experience largely depend on intangible
service encounters Parasuraman, Zeithml & Berry
(1988).defined service quality as the gap between
customer expectations and perceptions of service
quality, in the hotel industry, service quality
encompasses both tangible such as physical
facilities and room amenities as well as intangible
aspects such as employees behavior
responsiveness and reliability Due to this
inseparable nature of service production and
consumption, maintaining consistent service
quality remains a challenges for hotel. SERVQUAL
model developed by Parasuraman et al.(1988). Is
one of the most widely used framework to measure
service quality .it identifies five key dimensions:
tangible, reliability, responsiveness, assurance and
empathy numerous hospitality studies have applied
this model to assess service quality

2.2 Customer Satisfaction in Hospitality
Industry.

Customer satisfaction refers to a customer overall
satisfaction of a product or services based on their
consumption experience.(Oliver ,1997). In hotels,
customer satisfaction is shaped by multiple service
encounters, including  reservation  process
housekeeping services, food and beverage quality
and staff interactions. Satisfied customers are more
likely to revisit the hotel recommend it to others
and contribute it to positive word of mouth.
According to Kotler & keller (2016), customer
satisfaction plays a pivotal role in building long
term relationship between hotels and their guest.

2.3 Relationship between Service Quality and
Customer Satisfaction

A substantial body of literature confirms a positive
and significant relationship between service quality
and customer satisfaction in the hotel industries
Cronin & Taylor(1992) ,Argued that perceived
service quality is a direct antecedent of customer
satisfaction. Similarly, Brandy and Cronin(2001).,
emphasized that customers form satisfaction
judgment based on their perceptions of service
performance across multiple dimensions. In
hospitality specific research, Chen & Chen (2010)
found that higher perceived service quality leads to
greater customer satisfaction and favorable
behavior intentions among hotel guests

2.4 Role of SERVQUAL Dimensions in Hotel
Customer Satisfaction

Each SERVQUAL  dimension  contributes
differently to customer satisfaction in hotels

e Tangibles: include hotel infrastructure, room
cleanliness, décor, and staff appearance.
Research indicates that clean and well
maintained facilities significantly enhance first
impression and perceived value (Ryu &
Han,2010).

e Reliability: Refers to hotel’s ability to deliver
promised service accurately and consistently.
Studies show that error in reservation, billing,
or service delivery negatively impact
satisfaction (Gronroos,2007).
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e Responsiveness: it involves prompt service
and willingness to help guests. Several studies
shows responsiveness is most influential
dimension affecting customer satisfaction in
hotels (Ladhari 2009).

e Assurance: reflects employee’s knowledge
courtesy and ability to trust. This dimension is
especially important for business travelers and
international guests (Zeithml ,Bitner &
Gremler,2018).

e Empathy: Includes personalized attention and
understanding customer needs. Research
suggests that empathetic service created
emotional connections leading to higher
satisfaction and loyalty (Kandampully &
Suhartanto,2000).

2.5 Service Quality and Customer Satisfaction

In the Indian hospitality context, service quality
plays an even more crucial role due to increasing
completion and growing customer expectations,
Gupta & Nepal (2019). noted that Indian hotel

Reliability

Assurance

guests are highly sensitive to staff behavior, service
responsiveness and value for money. Studies
conducted in Indian urban hotels reveal that while
customer often appreciate physical facilities
,dissatisfaction frequently arises from service
delays and lack of personalized attention.Moreover,
the rise of online travel platform such as
booking.com make my trip has increased
transparency, making service quality failures more
visible to potential customers .as a result , hotels in
India must consistently monitor and improve
service quality to maintain positive online
reputations and customer satisfaction

2.6 -Conceptual framework: fig:1 Conceptual
model based on the SERVQUAL Model

Showing the five service quality dimensions-
Tangibles, reliability, responsiveness

Assurance and empathy directly influencing,
customer satisfaction.

Customer
satisfaction

Fig 1: sources: Parasuraman, A.,Zeithaml, V.A.,& BERRY,L.L.(1988)

3-RESEARCH METHODOLOGY
3.1 -Research Design

The present study adopts a descriptive and
analytical research design to examine the impact of
service quality on customer satisfaction in the hotel
industry, with special reference to Lemon tree
Hotel Dehradun. The descriptive design helps in
understanding customer’s perception of service
quality dimension while the analytical design helps

in examining the relationship between service
quality and customer satisfaction .A quantitative
approach was primarily used, supported by
qualitative insights to strengthen interpretation of
findings.

3.2-Research objectives

1-to examine the level of service quality perceived
by customers at lemon hotel Dehradun
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2- To analyze customer satisfaction levels with
respect to hotel service.

3-To analyze the impact of service quality
dimensions on customer satisfaction at lemon

Tree hotel Dehradun

4-to identify the most influential service quality
factor affecting customer satisfaction in lemon tree
Hotel Dehradun.

3.3-Research Hypotheses

Based on the review of literature, the following
hypotheses were formulated.

e HI: Service quality has a significant impact on
customer satisfaction in hotels.

3.5-Sampling Techniques

A non probability purposive sampling was adopted
for this study.

3.6 -Sources of Data

The study is based on primary and secondary data.
Primary data is collected through a well structured
questionnaire .whereas secondary data were
collected from books, research journals, published
articles etc.

3.7-Research Instrument

A structured questionnaire was designed based on
SERVQUAL model. It consists of three sections

e section A consists of demographic profile of
consumers

e Hla: tangibles have a significant impact on
customer satisfaction.

e Hlb: Reliability has a significant impact on
customer satisfaction.

e Hlc: responsiveness has a significant impact
on customer satisfaction.

e Hld: Assurance has a significant impact on
customer satisfaction.

e Hle: Empathy has a significant impact on
customer satisfaction.

3.4 -Population and Sample Size:

The population of the study consists of all guests

who stayed at Lemon tree hotels, Dehradun .during

the study period. A sample size of 120 respondents

was selected for primary data collection.

e section B consists of service quality
dimensions

e Section C consists of customer satisfaction
measures.

All items were measured using a five point likert

scale ranging from I=strongly disagree to

S5=strongly agree.

3.8-Data analysis techniques

The data collected and analyzed using SPSS
software. Mean, stand deviation correlation and
multiple regressions were used.

4.0-DATA ANALYSIS AND
INTERPRETATION

4.1 -Demographic profile of respondent

Table 1: showing demographic characteristics of 120 respondents, including gender, age group, and
Education level marital status and occupation.

Total respondent =120

Male 55% female 45%

Age group

25-35=38% 36-45=30% 18-24=15% 46 & above 17%

Education qualification

Graduate-44% post graduate 36% and others 12%

Marital status of consumers

Graduates-44% postgraduated-36% others 12%

Occupation

Private sector employed =35% businessman =28% govt employee
=17% professional =12%

Table:1 Demographic profile of respondent
4.2-Reliability analysis

To assess the internal consistency of the
measurement cronbach’s alpha was calculated for

all construct. The reliability values for each service
quality dimension and customer satisfaction
exceeded the acceptable threshold of 0.70
indicating good reliability of the instrument.

117



Economic Sciences
https://economic-sciences.com

ES (2026) 22, 3(S), 114-120 | ISSN:1505-4683

N\
’

ECONOMIC

Variables

1. Tangibles

2. Reliability

3. Responsiveness

4. Assurance

5. Empathy

6. Customer satisfaction

Interpretation

number of items

A N

The results confirm that the questionnaire items consistently measure their respective construct.

4.3

-Descriptive statistics:

Table 2: presenting mean and standard deviation values for service quality and customer satisfaction

Dimension Mean Standard deviation
Tangibles 4.12 .63

Reliability 3.98 0.71
Responsiveness 3.85 0.76

Assurance 4.01 0.69

Empathy 3.79 0.74

Customer satisfaction 4.05 0.65

Table: 2 descriptive statistics

4.4-Correlation Analysis

Tab

Table 3: displaying Pearson correlation coefficient between SERVQUAL dimensions and customer
satisfaction, indicating positive and significant relationship.

Variables Customer satisfaction
Tangibles 0.62%%*
Reliability 0.68**
Responsiveness 0.74%*
Assurance 0.66**
Empathy 0.71%%*

le: 3 correlation analysis

Note p<0.1

Interpretation: all service quality dimensions show
a positive and significant relationship between
customer satisfaction, responsiveness and empathy

4.5 —Regression analysis

exhibit the strongest correlations, highlighting their
importance in  shaping guest satisfaction

Table 4: summarizing regression result including R, R2 ,adjusted R2, and standard error explaining
variance in customer satisfaction

R

R2

Adjusted R2

Standard error

0.81

0.66

0.64

0.41

Table: 4 Multiple Regression analyses

Interpretation

The model explains 66% of the variance in customer satisfaction, indicating a strong explanatory power.
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4.5-Regression coefficients

Table 5: presenting regression coefficients t-values , and significance levels for SERVQUAL dimensions

predicting customer satisfaction.

Independent variables § t value sig

Tangibles 0.21 3.14 0.002
Reliability 24 3.67 0.001
Responsiveness 32 4.89 0.000
Assurance 19 2.98 0.003
Empathy .29 4.21 0.000

Table: 5 Regression coefficients
Interpretation

All service quality dimensions have a significant
positive impact on customer satisfaction.

Responsiveness emerged as the most influential
predictor, followed by empathy and reliability

4.6-Hypotheses Testing

Table 6: showing hypotheses related to service quality dimensions and customer satisfaction along with
acceptance results.

HYPOTHESIS STATEMENT RESULTS
Hl Service quality has a significant impact on customer satisfaction | Accepted
in hotels
Hla tangibles have a significant impact on customer satisfaction Accepted
Hib Reliability has a significant impact on customer satisfaction Accepted
Hlc responsiveness has a significant impact on customer satisfaction | Accepted
Hid Assurance has a significant impact on customer satisfaction Accepted
Hle Empathy has a significant impact on customer satisfaction. accepted

Table: 6 Hypothesis testing result.
5-DISCUSSION OF FINDINGS

The findings indicate that service quality
significantly influences customer satisfaction at
lemon tree hotel Dehradun. While tangible factors
such as infrastructure and cleanliness creates a
positive impression, service responsiveness and
empathetic staff behavior play a decisive role in
determining overall satisfaction. These findings are
consistent with prior studies (Prasuraman et
al.,1988 Ladhari ,2009). Which emphasize the
importance of human interaction in hospitality
services?

6-CONCLUSION

The study concludes that improving service quality
is essential for enhancing customer satisfaction in
hotels. All five SERVQUAL dimensions
significantly impact
responsiveness and empathy playing a dominant
role. Hotel management should prioritize service
training and customer centric practices to sustain
competitiveness.

satisfaction, with

7-MANAGERIAL IMPLICATIONS

The study indicates that service quality
significantly influences customer satisfaction at
Lemon tree hotel Dehradun. Hotel management
should focus on improving reliability and
responsiveness by ensuring timely, accurate and
prompt service delivery, regular staff training
program should be conducted to improve
employee’s communication skill, service etiquette,
and problem solving abilities, ensuring consistent
and high quality service delivery. Management
should design services based on customer
expectations and feedback. Improving service
quality helps managers enhance customer
satisfaction, retain guests, improve band image, and
achieve long term profitability.

8-LIMITATIONS AND FUTURE RESEARCH

Despite its contributions, the present study has
certain limitations that should be acknowledged
first the study is limited to lemon tree hotel
Dehradun, which restrict the generalizability of the
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findings to other hotels, regions. Second the study
used a sample size of 120 respondents, which
although adequate for basic statistical analysis, may
not fully represent the diverse customer base of
hotel. Finally the study focuses on service quality
dimensions of SERVQUAL and does not consider
other factors such as price perception, brand image;
customer expectations etc.future research can be
conducted by including multiple hotels across
different regions to improve the generalizability of
findings. Studies may use a larger sample size and
probability sampling techniques for more accurate
results.
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