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CHAPTER: 01
“INTRODUCTION”

According to Bruzelius and Norton (1997), the business environment is constantly changing and the demands of customers for adaptability among organizations tend to increase. Demands from customers, technological development, change of value and globalization are factors that drive the need to change and develop an organization. 

It is hard to get advantages by quickly adapting technology to products or by managing financial assets/debts in an efficient manner. The ability to handle organizations intangible assets is of greater importance to reach success, then the ability to invest and manage tangible assets. (Kaplan and Norton, 1997)
New techniques for organizing and managing companies have been introduced due to changes in the business environment during the past decade. These changes are mainly due to growing globalization and increased competition. Thus, increased interest in changing and improved management control. (Kald and Nilsson, 2000)

Several different techniques can be used in a multi-dimensional performance model, depending upon type of value. One type of measurement that has been historically viewed by hospitality organizations in terms of product and service efficiency is quality. In the 1980s however, many of the hospitality organizations were focused to move away from the idea of efficiency and put more importance on customer needs.  (Paraskevas, 2001)
A well known philosophy, which gives total overview on quality, is Total Quality Management. TQM refers to a wide set of management and control processes and was designed to focus an entire origination on satisfying the customers, by providing products or services that provide the vest possible job. (Talha, 2004
Today, economic conditions make it necessary for all organizations to review and tightly control cost and expenditures. In order to achieve competitive advantage and efficiency, organizations have to seek profitable ways to differentiate themselves (Wong and Dean, 1999). There are many different strategies to reach success and the delivery of high service quality, is considered vital, especially during the times of intensive competition (Ibid). The intensified focus has made quality as a business objective where service quality is a key success factor that can bring significant strategic advantages. (Erstad, 2001).

PROBLEM AREA
The specific area of my research is to study and analyze different service dimensions that may have impact on the overall service quality of five star hotels i.e., Marriott and Serena in Pakistan. Pakistan’s hospitality market is growing very fast. The most reputed hotels are Marriott and Serena in Pakistan.  The researcher objective will be to determine the impact of different dimensions of service quality on overall service quality performance of Marriott and Serena. The objective of this study is to measure the extent of preference of these parameters. 

Many empirical and conceptual studies have been made in terms of service quality. Through them, it has been generally accepted that quality has positive implications for an organization’s and competitive position. However, researchers agree upon that the conceptualization of service quality is at early stage in the hospitality industry. The purpose is to identify which dimension is the best predictor of overall service quality. Service quality is crucial, to be able to succeed in the hotel business. Proper maintenance of the building and comfortable indoor conditions for customers is essential (Parkan, 2005)

PROBLEM STATEMENT
The topic of the research is “A quantitative study for analyzing the service quality of five star hotels in Pakistan”. The problem statement for my research is that what are the different dimensions that can affect service quality of five star hotels in Pakistan. Also which is the best predictor from the five dimensions of over all service quality? Researcher aimed to do a comparative study in order to find out whose service quality is better in terms of all five dimensions.  

. 

SIGNIFICANCE OF STUDY
The significance of this study is that overall quality of services plays a crucial role in the overall success and productivity of the business especially in service industry. The study implies that the individuals’ preferences may also change in time, and so will the relevant dimensions of service quality. It’s better for the organizations to tailor their service patterns prior to consumer demand from time to time. From my study, Marriott and Serena, can realize that where they are lacking behind. Hotels can diminish the gaps, if created, by emphasizing on each and every dimension of service quality and thus, by satisfying its customers. In today’s arena, it’s really hard to make a reputation, build customer expectations and then making them fulfill in reality.  

CHAPTER: 02

“LITERATURE REVIEW”

HISTORICAL BACKGROUND OF QUALITY
Discussions and empirical studies of quality related topics date back to the late 1950s where implementation of development tools mostly designed to assure the standard level of manufacturing. These development tools were designed in a customer’s point of view and aimed to eliminate the statistical inspection of industrial goods and to share responsibility of quality to all employees (Garvin and Juran, 1988)
He also found that many well known companies throughout the world have emphasized quality as an important strategic dimension, companies like Hewlett-Packard (Canada, USA), Ford Motor Company (Canada, USA), British Telecom (United Kingdom), Fujitsu (Japan), Toyota (Japan), Crysel (Mexico) and Samsung (South Korea). (Talha, 2004).
TABLE: 2.1
SERVQUAL FIVE DIMENSIONS: 
[image: image2.png]Dimensions

Definitions

Tangibles
Reliability
Responsiveness
Assurance

Empathy

The appearance of physical facilities, equipment. appearance of personnel and
communication materials

The ability to perform the promised service dependably and accurately

The willingness to help customers and provide prompt service

The knowledge and courtesy of employees and their ability to inspire trust and
confidence

The cari

‘ndividualized attention the firm provides to ifs customers.





SERVQUAL
SERVQUAL took shape and was developed during the 80s.  The  scale containing twenty-two items  that  was  grouped into two statements,  one  to  measure expectations concerning general factors about the company while the other measure perception about  the  particular  firm  whose  service  quality was  being evaluated. Furthermore these items were grouped into five distinct dimensions: (Zeithaml et al, 1988) 
The  SERVQUAL  instrument  produces  a  systematic,  multi-stage,  and interactive  process  that evolves from the identified dimensions  and items within that correspond to the  specific  companies  and industries.  (Zeithaml et al,  1988).  
CHAPTER: 03
“RESEARCH METHODOLOGY”

INTRODUCTION
This chapter will explain the methodology adopted to address the research question/ hypothesis and also highlight the research methodology, research approach and the type of the research. The final section of this chapter discusses the sources of data, sample of the population used, the methods of data collection, the procedures adopted for data analysis and finally limitations of the research.      

SAMPLING
POPULATION
According to Ailenotor (2006), Population is defined as the entire group under study as specified by the objectives of the research project.
Population is the aggregate of material or objects related with the subject of the study. It is usually impossible to question every member of entire population for the research. The target population was the local people of Rawalpindi and Islamabad (who were customers of Marriott and Serena).  Due to limited time and insufficient resources it is very difficult to conduct the marketing research on a very large scale.  
.

SAMPLING TECHNIQUE
The process, technique or art of choosing a good sample is called sampling. A subset of the population is called sample and a body of people or events or any selection of items under study. Saunders et al (2003) note that sampling techniques provide a range of methods that enable the researcher to reduce the amount of data he/she needs to collect by considering only data from a sub-group as opposed to all possible cases or elements.  
Saunders et al (2003) further illustrates that there are two types of sampling techniques; probability or representative sampling and non – probability or judgmental sampling.  
The researcher has used sampling technique i.e., convenience in nature. As I have distributed my questionnaires to people who were conveniently available for the response.

RESEARCH DESIGN
The researcher has selected survey design because it is the best method to describe the existing characteristics of group of people. 
A survey method, with the use of highly structured questionnaire was applied. Although this method seemed to be the most appropriate in this research, there are some disadvantages of the method, in terms that it is time consuming and researcher is not able to cover all the geographical regions of the relevant market. The second problem is the non response. The third problem is the respondent’s bias. In order to mediate this problem, the questionnaire in this study was self-administered in the presence of the respondents. Respondents’ involvement was limited to the explanation of the purpose of the research and the instruction regarding the questionnaire.

PROCEDURE OF RESEARCH
250 questionnaires have been distributed among the respondents representing local people of the twin cities starting from students to job oriented people. It took 10 to 12 days for the questionnaire survey to be completed. Total time of data collection was 3 to 4 weeks including primary and secondary data

THEORETICAL FRAMEWORK
In the research project, theoretical framework is the foundation on which the entire research project depends.  In the theoretical framework, I have identified different variables on which I base my study. And variables are the components which formulates my hypothesis and which I try to prove. In my research, reliability, assurance, tangibles, empathy and responsiveness are the independent variables, which cause an effect on the dependent variable. The researcher has defined overall service quality as the dependent variable.  The pictorial representation of the theoretical framework is given below:

Figure: 3.1, Theoretical Framework
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RESEARCH HYPOTHESIS
The researcher has made the following hypothesis for the research to be conducted.
H1: There is a positive impact of reliability of service on overall service quality of Marriott and Serena. 
H2: There is a positive impact of assurance of service on overall service quality of Marriott and Serena.
H3: There is a positive impact of tangibles of service on overall service quality of Marriott and Serena.
H4: There is a positive impact of empathy of service on overall service quality of Marriott and Serena.
H5: There is a positive impact of responsiveness of service on overall service quality of Marriott and Serena. 

CHAPTER: 04

“RESULTS AND DISCUSSIONS”

INTRODUCTION
The following chapter will present the findings of this report.  Results and discussions will be appended in this chapter which are retrieved by using different statistical tools. This chapter is divided into four sections. In the first section, researcher has explained the characteristics of population and in the second, the correlation analysis and in the third section, regression analysis and in the end researcher has discussed hypothesis testing and comparison.

CHARACTERISTICS OF POPULATION
The total number of respondents used for this research equals to 230, this is the figure from where the researcher got the response. The characteristics of the population are appended below:

Age:
Table 4-2, Frequency: Age (next page)
	Age
	Frequency
	Percentage

	< than 20
	42
	18.34

	20-30
	122
	53.27

	31-40
	40
	17.46

	41-50
	14
	6.11

	51 and above
	12
	4.80

	Total
	230
	100


According to the table, 53.27% of respondents are between the ages of 21-30 (n=122) which indicates that many of the respondents are relatively young. The other findings are displayed above in the table.

Education:
Table 4-3, Frequency: Education

	Education
	Frequency
	Percentage 

	Intermediate
	36
	15.72

	Bachelor
	109
	47.59

	Masters
	78
	34.06

	Ms / M.Phil
	07
	2.62

	Total 
	230
	100


From table it is clearly represented the higher percentage lies in bachelors category i.e., n=109 (47.59%), rest of the respondents have education till intermediates, masters and Ms.

Occupation:

Table 4-4, Frequency: Occupation    (next page)
	Occupation
	Frequency
	Percentage 

	Private employee
	45
	19.65

	Self-employed
	57
	24.89

	Semi-government job
	31
	13.53

	Government job
	41
	17.90

	Other:           Students,

Unemployed
	49

7
	 21.39     

2.62

	Total :
	230
	100


According to the above appended table of occupation, 19.65% are private employees, 24.89% are self employed people, 13.53% are at semi-government jobs, and 17.90% are doing government jobs. The rest are titled as students and unemployed which rates to 21.39% and 2.62% respectively.

Income level:
Table 4-5, Frequency: Income level
	Income level
	Frequency
	Percentage 

	None
	6
	2.62

	5,000-10,000
	35
	15.28

	11,000-15,000
	44
	19.21

	16,000-20,000
	50
	21.83

	21,000-25,000
	74
	32.31

	26,000 and above
	20
	8.73

	Total 
	230
	100


According to the table 4.5, the highest level of income with the category 21,000-25,000 and above has n=74 with 32.31%, then 21.83% at n=50 depicts the percentage and frequency of the respondents lying in 16,000-20,000 category. 

Marital status:
Table 4-6, Frequency: Marital status 

	Marital status
	Frequency
	Percentage

	Married
	103
	44.54 

	Single
	127
	55.45

	Total 
	230
	100


Table: 4.7
Correlations – Marriott 
	
	Service quality
	Reliability
	Responsiveness
	Assurance
	Empathy
	Tangible

	Service quality
	1
	
	
	
	
	

	Reliability
	.749(**)
	1
	
	
	
	

	Responsiveness
	.634(**)
	.773(**)
	1
	
	
	

	Assurance
	.539(**)
	.509(**)
	.446(**)
	1
	
	

	Empathy
	.425(**)
	.487(**)
	.457(**)
	.388(**)
	1
	

	Tangible
	.406(**)
	.473(**)
	.748(**)
	.371(**)
	.319(*)
	1


** Correlation is significant at the 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).

N = 230, the total sample.

In the correlation matrix 4.7, reliability value is .749 which is significant up to 0.01 levels. This means that reliability has a direct relationship and a very significant impact on dependent variable i.e., service quality.   Similarly, the value of responsiveness is .634 that shows again a significant impact on service quality. If we see that value of assurance in the correlation matrix i.e., .539, we can analyze that the value which is significant up to level 0.01 has a significant impact on service quality. 
The value of empathy and tangibles are .425 and .406, which also shows that both have direct relationship and a very significant impact on service quality.

Table: 4.8
Correlation – Serena 

	
	Service quality
	Reliability
	Responsiveness
	Assurance
	Empathy
	Tangible

	Service quality
	1
	
	
	
	
	

	Reliability
	.844(**)
	1
	
	
	
	

	Responsiveness
	.695(**)
	.772(**)
	1
	
	
	

	Assurance
	559(**)
	.660(**)
	.751(**)
	1
	
	

	Empathy
	.543(**)
	.546(**)
	.532(**)
	.604(**)
	1
	

	Tangible
	.657(**)
	.541(**)
	.518(**)
	. .315(**)
	.609(**)
	1


** Correlation is significant at the 0.01 level (2-tailed).

N = 230, the total sample.

In the correlation matrix 4.8, reliability value is .844 which is significant up to 0.01 levels. This means that reliability has a direct relationship and a very significant impact on dependent variable i.e., service quality.   Similarly, the value of responsiveness is .695 that shows again a significant impact on service quality. If we see that value of assurance in the correlation matrix i.e.559, we can analyze that the value which is significant up to level 0.01 has a significant impact on service quality. 
The value of empathy and tangibles are .543 and .657, which also shows that both have direct relationship and a very significant impact on service quality.

Table: 4.9
Model summary of Marriott
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.988(a)
	.876
	.875
	.07652


a  
Predictors: (Constant), tangible, empathy, assurance, reliability, responsiveness.
N= 230,   R= 0.988(a),   R square = 0. .876, F = 114.196
Dependent variable = Overall Service Quality
From the table 4.9, the regression analysis of the research results of Marriott shows that the value of R square is 0.876 which is a very significant value and it means that the impact of independent variables on the service quality is 87.6%. It is very high percentage that signifies the impacts of tangible, empathy, assurance, reliability, and responsiveness on the service quality of Marriott.  This level of percentage depicts that the model chosen has 87.6% over all significance. The value of R square also shows that independent variables have a direct and significant impact on dependent variable. The value of F = 114.196 which is significant at .000 level. F value should be greater than 5. Here, it is 114.196 which is a very significant value and shows over all model significance.

Table: 4.10
Coefficients – Marriott 
	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	
	Std. Error

	1
	(Constant)
	1.482
	.060
	 
	24.704
	.000

	 
	Reliability
	.623
	.013
	.653
	29.753
	.000

	 
	Responsiveness
	.544
	.017
	.586
	22.408
	.000

	 
	Assurance 
	.500
	.017
	.571
	19.523
	.000

	 
	Empathy
	.423
	.011
	.452
	11.485
	.000

	 
	Tangibles
	.321
	.021
	.314
	10.448
	.000


In the appended table 4.10, the coefficients table shows the variance which is caused by the independent variable on the dependent variable.  The values for beta for reliability, responsiveness, assurance, empathy and tangibles are .653, .586, .571, .452, .314 respectively which are significant with the values of t. Beta statistics shows that how much independent variables change have affect on dependent variable. The values of t can be seen that all the values are greater than 10. The values of t of reliability, responsiveness, assurance, empathy and tangibles are 29.753, 22.408, 19.523, 11.485, and 10.448 respectively.  The value of t should be greater than 2. It can be easily analyzed that all the values of t of appended independent variables are significant at level p<0.01. Although the regression values of all the independent values are positive as well as quite significant. So, it is also evident from here that the results of regression compliment the significant impact of independent variables on overall service quality of Marriott.

Table: 4.11
Model summary of Serena

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

	1
	.991(a)
	.885
	.883
	.49429


a  
Predictors: (Constant), tangible, empathy, assurance, reliability, responsiveness.

N= 230,   R= 0.991(a),   R square = 0. .885, F=204.121.
Dependent variable = Overall Service Quality
From the table 4.11, 
This level of percentage depicts that the model chosen has 88.5% over all significance. The value of R square also shows that independent variables have a direct and significant impact on dependent variable. The value of F =204.121 which is significant at .000 level. F value should be greater than 5. Here, it is 204.121 which is a very significant value and shows over all model significance.

Table: 4.12

Coefficients – Serena
	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	 
	 
	B
	Std. Error
	Beta
	
	Std. Error

	1
	(Constant)
	4.471
	.316
	 
	14.163
	.000

	 
	Reliability
	.892
	.187
	.826
	24.777
	.000

	 
	Responsiveness
	.742
	.258
	.612
	16.755
	.000

	 
	Assurance
	.544
	.124
	.515
	12.776
	.000

	 
	Empathy
	.450
	.104
	.434
	11.409
	.000

	 
	Tangibles
	.621
	.107
	.574
	15.822
	.000


In the appended table 4.12, the coefficients table shows the variance which is caused by the independent variable on the dependent variable.  The values for beta for reliability, responsiveness, assurance, empathy and tangibles are .826, .612, .515, .434, .574 respectively which are significant with the values of t. Beta statistics shows that how much independent variables change have affect on dependent variable. The values of t can be seen that all the values are greater than 10. The values of t of reliability, responsiveness, assurance, empathy and tangibles are 24.777, 16.755, 12.776, 11.409, and 15.822 respectively.  The value of t should be greater than 2. It can be easily analyzed that all the values of t of appended independent variables are significant at level p<0.01.

HYPOTHESIS TESTING RESULT
H1: There is a positive impact of reliability of service on overall service quality of Marriott and Serena.
H1a: There is a positive impact of reliability of service on overall service quality of Marriott
Hence, proved from the above findings of correlation and regression that reliability has a positive impact on overall service quality of Marriott and thus, hypothesis is accepted. As the values of reliability of  Marriott in the correlation table (2 tailed) is .749 which is significant up to level .01.This shows that results for reliability are significant and it has a positive impact on the dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Marriott, we will come to know that the results for reliability are significant and has positive impact on the dependent variable. The value of beta for reliability is .653, which shows the variance that is caused by the reliability on overall service quality of Marriott.  Beta significance can be shown by the values of t which are 29.753 for Marriott that is significant at p<0.01 levels.

H1b: There is a positive impact of reliability of service on overall service quality of Serena.
Hence, proved from the above findings of correlation and regression that reliability has a positive impact on overall service quality of Serena and thus, the hypothesis is accepted. As the values of reliability of  Serena in the correlation table (2 tailed) is .844 which is significant up to level .01.This shows that results for reliability are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Serena, we will come to know that the results for reliability are significant and has positive impact on the dependent variable. The value of beta for reliability is .826, which shows the variance that is caused by the reliability on overall service quality of Serena.  Beta significance can be shown by the values of t which are 24.777 for Serena that is significant at p<0.01 levels.

It is also proved from the previous research conducted by Stromgren (2007) that reliability has a positive impact on overall service quality.  From his findings and analysis, he has proved that there is a positive and significant relationship between reliability and overall service quality.
.

H2: There is a positive impact of responsiveness of service on overall service quality of Marriott and Serena.

H2a: There is a positive impact of responsiveness of service on overall service quality of Marriott.
Hence, proved from the above findings of correlation and regression that responsiveness has a positive impact on overall service quality of Marriott and thus, the hypothesis is accepted. As the values of responsiveness of Marriott in the correlation table (2 tailed) is .634 which is significant up to level .01.This shows that results for responsiveness  are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Marriott, we will come to know that the results for responsiveness are significant and has positive impact on the dependent variable. The value of beta for responsiveness is .586, which shows the variance that is caused by the responsiveness on overall service quality of Marriott.  Beta significance can be shown by the values of t which are 22.408 for Marriott that is significant at p<0.01 levels.

H2b: There is a positive impact of responsiveness of service on overall service quality of Serena.

Hence, proved from the above findings of correlation and regression that responsiveness has a positive impact on overall service quality of Serena and thus, the hypothesis is accepted. As the values of responsiveness of Serena in the correlation table (2 tailed) is. 695 which is significant up to level .01.This shows that results for responsiveness are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Serena, we will come to know that the results for responsiveness are significant and has positive impact on the dependent variable. The value of beta for responsiveness is .612, which shows the variance that is caused by the responsiveness on overall service quality of Serena.  Beta significance can be shown by the values of t which are 16.755 for Serena that is significant at p<0.01 levels.

It is also proved from the previous research conducted by Stromgren (2007) that responsiveness has a positive impact on overall service quality.  From his findings and analysis, he has proved that there is a positive but a less significant relationship between responsiveness and overall service quality.

H3: There is a positive impact of assurance of service on overall service quality of Marriott and Serena.

H3a: There is a positive impact of assurance of service on overall service quality of Marriott.
Hence, proved from the above findings of correlation and regression that assurance has a positive impact on overall service quality of Marriott and thus, the hypothesis is accepted. As the values of assurance of Marriott in the correlation table (2 tailed) is .539 which is significant up to level .01.This shows that results for assurance  are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Marriott, we will come to know that the results for assurance are significant and has positive impact on the dependent variable. The value of beta for assurance is .571, which shows the variance that is caused by the assurance on overall service quality of Marriott.  Beta significance can be shown by the values of t which are 19.523 for Marriott that is significant at p<0.01 levels.

H3b: There is a positive impact of assurance of service on overall service quality of Serena.

Hence, proved from the above findings of correlation and regression that assurance has a positive impact on overall service quality of Serena and thus, the hypothesis is accepted. As the values of r assurance of Serena in the correlation table (2 tailed) is. 559 which is significant up to level .01.This shows that results for assurance are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Serena, we will come to know that the results for assurance are significant and has positive impact on the dependent variable. The value of beta for assurance is .515, which shows the variance that is caused by the assurance on overall service quality of Serena.  Beta significance can be shown by the values of t which are 12.776 for Serena that is significant at p<0.01 levels.

It is also proved from the previous research conducted by Stromgren (2007) that assurance has a positive impact on overall service quality.  From his findings and analysis, he has proved that there is a positive and significant relationship between assurance and overall service quality.

H4: There is a positive impact of empathy of service on overall service quality of Marriott and Serena.

H4a: There is a positive impact of empathy of service on overall service quality of Marriott.
Hence, proved from the above findings of correlation and regression that empathy has a positive impact on overall service quality of Marriott and thus, the hypothesis is accepted. As the values of empathy of Marriott in the correlation table (2 tailed) is .425 which is significant up to level .01.This shows that results for empathy are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Marriott, we will come to know that the results for empathy are significant and has positive impact on the dependent variable. The value of beta for empathy is .452, which shows the variance that is caused by the empathy on overall service quality of Marriott.  Beta significance can be shown by the values of t which are 11.485 for Marriott that is significant at p<0.01 levels.

H4b: There is a positive impact of empathy of service on overall service quality of Serena.

Hence, proved from the above findings of correlation and regression that empathy has a positive impact on overall service quality of Serena and thus, the hypothesis is accepted. As the values of empathy of Serena in the correlation table (2 tailed) is. 559 which is significant up to level .01.This shows that results for empathy are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Serena, we will come to know that the results for empathy are significant and has positive impact on the dependent variable. The value of beta for empathy is .515, which shows the variance that is caused by the empathy on overall service quality of Serena.  Beta significance can be shown by the values of t which are 12.776 for Serena that is significant at p<0.01 levels.

It is also proved from the previous research conducted by Stromgren (2007) that empathy has a positive impact on overall service quality.  From his findings and analysis, he has proved that there is a positive and significant relationship between empathy and overall service quality.

H5: There is a positive impact of tangibles of service on overall service quality of Marriott and Serena. 

H5a: There is a positive impact of tangibles of service on overall service quality of Marriott.
Hence, proved from the above findings of correlation and regression that tangibles have a positive impact on overall service quality of Marriott and thus, the hypothesis is accepted. As the values of tangibles of Marriott in the correlation table (2 tailed) is .425 which is significant up to level .01.This shows that results for tangibles are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Marriott, we will come to know that the results for tangibles are significant and has positive impact on the dependent variable. The value of beta for tangibles is .314, which shows the variance that is caused by the tangibles on overall service quality of Marriott.  Beta significance can be shown by the values of t which are 10.448 for Marriott that is significant at p<0.01 levels.

H5b: There is a positive impact of tangibles of service on overall service quality of Serena..
Hence, proved from the above findings of correlation and regression that tangible has a positive impact on overall service quality of Serena and thus, the hypothesis is accepted. As the values of tangibles of Serena in the correlation table (2 tailed) is     .559 which is significant up to level .01.This shows that results for tangibles are significant and it has a positive impact on our dependent variable i.e., overall service quality.  Secondly, if we see regression analysis of Serena, we will come to know that the results for tangibles are significant and has positive impact on the dependent variable. The value of beta for tangibles is .574, which shows the variance that is caused by the tangibles on overall service quality of Serena.  Beta significance can be shown by the values of t which are 15.822 for Serena that is significant at p<0.01 levels.

It is also proved from the previous research conducted by Stromgren (2007) that empathy has a positive impact on overall service quality.  From his findings and analysis, he has proved that there is a positive and significant relationship between empathy and overall service quality. The tangibility aspects of a service have a significant effect on perceived service quality (Santos, 2002).
COMPARISON, DISCUSSION AND RANKING
SERVQUAL has been widely used by the researchers in a variety of industrial, or commercial, followed by persistent good results defining relation between dimensions and service quality. To name a few of the studies: tyre retailing (Carman, 1990), dental services (Carman, 1990), hotels (Saleh and Ryan, 1992), car servicing (Bouman et al, 1992), hospitality (Johns, 1993), banking (Kwon and Lee, 1994; Wong and Perry, 1991), recreational services (Taylor et al, 1993), hospitals (Babakus and Mangold, 1992) etc. This depicts that the instrument is being workable in many areas according to different organizations. Meaning the credibility and importance of SERVQUAL is very high. 
It has been found by Sachdev and Verma (2004), that in banking, it is assurance (.421) at the first place, then responsiveness (.468) at the second place, followed by reliability (.506), empathy (.568), and tangibility (.617) are in the order of importance. In insurance, the order of importance found has been, tangibility (.453), assurance (.559), responsiveness (.609), reliability (.643), and it is empathy (.662) in the last. In fast-food and beauty salon the orders are responsiveness (.209), empathy (.296), reliability (.367), assurance (.379), and tangibility (.387), and; assurance (.191), empathy (.347), responsiveness (.411), tangibility (.470), and reliability (.770) respectively. All the results appended above some how are complimenting my results. My results are significant showing the interdependence of all the dimensions and resulting into a worthy overall service quality of five star hotels.   
Basically this study was based on comparison and rating the best predictor of overall service quality while studying the service quality of two well known five star hotels. Researcher has compared them by rating whose overall service quality is good, significant and strong than the others by seeing impact of its dimensions. I have come to this conclusion by observing the results and analysis that the overall service quality of Serena is better than that of Marriott. The value of R square for Marriott is calculated as .876 showing 87.6% over all significance. But for Serena its value is .885 i.e., 88.5%, more significant than Marriott’s.

Table: 4.13 
Comparative results:
	R square
	Marriott
	Serena

	
	.876
	.885


In the present scenario, Marriott and Serena are leading the five star hotels by heavy market share. But, when we come to comparison, there's always a gap in what is positioned and delivered. From here, the gap continues to harm its service quality. This is the stage, when any company tends to lose its customer’s satisfaction and loyalty. 
Marriott has been facing security problems recently in social dilemma in Islamabad because of the bomb blast.  That mishap created a lot of mess in the hotels market. Customers felt reluctant to visit Marriott and thus, it tends to lose its customer preferences. On the other hand, Serena had been awarded as the best service provider in hotels businesses in Asia due to its reputation and good service quality. Serena has always been the market leader in five star hotels especially in Pakistan. But, we can’t forget Marriott in the game of competition. It has never lost the windows of opportunity to improve and retain the standard of service quality. 
Prior to the research, researcher came to this conclusion that integrated effort of all the mentioned independent variables enhanced the overall service quality. Only, emphasis on one of them or few of them can create gaps in overall service quality.  Respondent’s likelihood toward Serena is higher than Marriott. Serena’s success lies in delivering the quality services to its customers. This shows that what Serena promised to its customers they are delivering the same, and enjoying a leverage point in retaining them as well. 

The fact that there are five quality attributes or dimensions is essential to working out marketing strategy, but it is not sufficient. The important question that still remains is how to optimally deploy resources among these dimensions so that best value to the customers is provided and benefits of customer satisfaction and retention are obtained. At the heart of resource allocation issue is the discovery of relative importance of service quality dimensions. The service attribute that is valued higher by the customers must be given attention and resource support more than the less valued ones. The firm has an inherent risk of deploying resources on those attributes that are less critical at the cost of critical ones. It may be root cause of marketing failure.

Customer’s preferences keep on changing as their needs and demands alter time to time. Marketers have to seek what they demand and expect from them. Gap is created when the expectations of the customers are perceived wrongly. Both the firms are working as best in five star hotels and have a worthy reputation over years. Even though, there is a minute difference in my results but sometimes minor things end into change in customer preferences. 

A product or service may be excellent in one dimension and just average in another. Very few services tend to be excellent in all dimensions. Thus, the quality of service can be determined by using a same of the dimensions of quality. Hence, identifying the relative importance of each dimension is important. These dimensions are translated into the requirements for the development of new services or for improving the existing one by concentrating the scarce resources on the more important dimensions.

Prior to Marriott results, the ranking of dimensions are:
1. Reliability

2. Responsiveness

3. Assurance.

4. Empathy

5. Tangibles.

According to Serena results, the ranking is:

1. Reliability

2. Responsiveness

3. Tangibles.

4. Assurance.

5. Empathy.

According to the result Serena and Marriott should focus more on understanding their customer, caring for them and have to give them personalized solutions in order to improve services and to satisfy customers. Research shows they have to invest on employees training so that they entertain customer with manners and courtesy. Security should be improved so those customers feel comfortable and secure. Alike, physical environment is also mandatory to enhance the overall service quality of hotels. Customers feel relaxed when they are open to a healthy and equipped environment. Decent dress code and warm way of communication of employees always leaves a good image for their customers. 
BEST PREDICTOR OF OVERALL SERVICE QUALITY
Researchers have come to this conclusion after studying correlation and regression analysis that Reliability and Responsiveness are the best predictors of Overall Service quality of both hotels. Reliability was also rated as the best predictor in hospitality industry by Olle Stromgren (2007). Fulfilling customer’s expectations and promises the firm has made entitle to add a plus point in service delivery and its quality. Same like, for customers its appealing that employees would consider them and help them to resolve their problems. Their liking and preference towards the firm develop simultaneously when firms give them the utmost importance. 
Every organization needs to tailor its services according to the continuously changing demands of the customers. And in this competitive and fast track moving world of today, an organization will lag behind if it does not cater the emerging demands and trends of the customer and to satisfy customer all organization should pre define the quality of service and have to evaluate quality time to time in order to increase the customer satisfaction. It’s important for organization to know the gap between perceived quality and actual quality which leads to evaluation and ultimately towards improvement of service quality

On the whole, in all the services taken up in this study, the service providers need to tone up their performance with respect to most of service dimensions. There appears to be a total failure in understanding and implementing quality in these services.
CHAPTER: 05

“CONCLUSION AND RECOMMENDATIONS”

CONCLUSION
Consumers are becoming more sophisticated in their requirements and are increasingly demanding higher standards of service. To them service means customer satisfaction, customer delight, service delivery, customer relationship, etc. Therefore interest in managing the services through customer service is considerably high. It requires setting customer service objectives in terms of relative importance of customer service elements. In other words, while considering levels of performance in setting customer service objectives, service companies need to take into account the importance of service quality variables such as reliability, responsiveness, assurance, empathy, and tangibles (Payne, 1995). Customer service initiatives are, thus, closely related to quality improvement initiatives. Brown and Swartz (1989) reported that the consistent delivery of superior service is the strategy that is increasingly being offered as a key to service providers to position themselves more effectively in the market place.

RECOMMENDATIONS
After analysis and evaluation of the data researcher recommends that: 

· Both the companies should focus on its strategies in terms to gain market growth and market share by improving overall service quality
· Marriott should work on to improve their service quality primarily emphasizing on their empathy and tangibles element. 

· Alike, Serena should focus on to improve their assurance and empathy dimensions of service quality.
· Besides enhancing service quality, Marriott should also modify their quality patterns and positioning strategies according to the current demand of the market and customers  

· Marriott should emphasize on its service quality, how to make its service more reliable, how to assure people about its service and marketing strategies and how to improve their quality. Marriott should revise their service plan in order to gain goodwill in the market.
· Creative departments should work on to bring innovation as a strategy to improve service quality

· Bring differentiation through uniqueness in the quality of service through emphasizing on all the five dimensions.  
· Both Marriott and Serena should work on to gain competitive advantage by improving overall service quality

· Seek the customer’s demands and needs and make the philosophy of service  management according to the requirements of the customers

· Keep on researching the market trends and bring about good changes in their vision and marketing strategies
· Analyze the competitors and keep an eye on the windows of opportunity. Save every idea and deal crisis through proactive strategies

LIMITATIONS
Researcher has limited his research to the Marriott and Serena, rather than the entire hospitality industry. Researcher has just selected five independent variables that is reliability, responsiveness, assurance, empathy and tangible,  to study how they affect on overall service quality, there are many other factors which may affect the overall service quality , which the researcher has not taken for the research due to time constraint. Although researcher has examined consumer perceptions on two five star hotels’ services, the focus of the investigation was on measuring over all service quality of Marriott and Serena with respect to Pakistan. Moreover, the study encompasses the local people (students and corporate people) only from the two twin cities i.e., Rawalpindi and Islamabad and thus researcher has not looked at the entire consumer population and as a result, generalization is not obtained. Finally researcher has concentrated on demographics like age, gender, education, occupation, income level, and marital status. 

DIRECTIONS FOR FUTURE RESEARCH
Directions for future studies may be as follows:

· Investigating the chosen subject from a single hotel perspective.

· Study the relationship between the studied factors and other demographic such as gender, and how they together influence consumer preferences.

· Study about the variables other than reliability, responsiveness, assurance, empathy and tangible that may affect over all service quality. The researchers can see the affect of some variables like sales, market share, CRM, CSR and etc. The researcher can also study the impact of customer perceived service quality on corporate image of service industry.

· I have only studied the population area of twin cities. If the reader wants to get accurate results for the whole sample, it would be a great deal of work. There would be generalization in the research then. 

APPENDIX

QUESTIONNAIRE
This questionnaire is for my final research project. Data collected will be used for the research purpose only and confidentiality will be maintained. I will highly appreciate your co-operation.

A. Independent Variables: 
 

Rank according to your own opinion: 

5 = Agree totally

4 = Agree partially

3 = Neither

2 = Disagree partially

1 = Disagree totally

Reliability: 

1.
When Hotels promises to provide a service, they do so

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.       The employees of Hotels show dependability in handling service problems

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3.
Hotels performs the service right the first time 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4.
Hotels provides their services at the time they promise to do so.



	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


Responsiveness
1.
Hotels inform you exactly when the services will be performed 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.
Hotels give prompt service 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3.        The employees of Hotels are always willing to help 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4.
The employees of Hotels are never too busy to respond to your requests 
	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


Assurance

1. Hotels instills confidence to you

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.
 Do you feel comfortable by the delivery of services  

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3.
Do you feel safe and secure in your stay at Hotels   

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4.        The employees of Hotels are polite and courteous 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


Empathy

1.       The Hotels gives you individual attention 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.       The employees of Hotels deals with you in a caring fashion 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3. The employees of Hotels have your best interest at heart 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4.
 The employees of Hotels understands your specific needs

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


Tangible 

1.
The Equipment, fixtures and fittings at Hotels  are modern looking (infrastructure) 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.
The facilities of Hotels are appealing.

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3.
The employees of Hotels are neat and professional 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4. Materials at Hotels  are visually appealing (e.g. decorations) 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


5.          Fixture and fittings at Hotels are comfortable 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


6.         Equipment and facilities at the Hotels are easy to use 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


Overall Service Quality:

1.
 Equipment and facilities at the Hotels are generally clean 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


2.
The variety of food and beverages at the Hotels met your needs 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


3.
The services at Hotels are operated at a convenient time 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


4.
 The employees of Hotels have the knowledge to answer questions 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


5.
The employees of Hotels have the skill to perform the service 

	
	   5
	    4
	    3
	     2
	     1

	Marriott
	
	
	
	
	

	Serena
	
	
	
	
	


C.
Demographics
1. Age: 

i. Below 20

ii. 20 – 30

iii. 31- 40

iv. 41 – 50

v. 51 and above

2. Education: 

· Intermediate

· Bachelors 

· Masters

· MS/M.Phil

3. Occupation: 

· Government job

· Semi – government job

· Self employed

· Private employee

· others
 (please specify______________)

4. Income level

· 5000 – 10000

· 11,000 –15,000

· 16,000 – 20,000

· 21,000 – 25,000

· 25,000 and above

· None of the above

5. Marital Status

· Single

· Married

Thank you
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