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Abstract
The main aim of this study was to identify the effect of service quality dimensions on customer satisfaction during Covid-19:
evidence from selected hotels of Debre Markos town. In this study, the customer’s perceptions level of the service quality
dimensions and customers’ satisfaction in the selected hotels were determined. To achieve the objectives of this study, the data
were collected from 305 sample respondents using self- administered standardized questionnaire from �ve purposively
selected hotels in Debre Markos town. The data was collected using convenience sampling method that was available to the
researchers by virtue of its accessibility. In this study, both descriptive and explanatory research design were used. The result of
this study indicates that the �ve service quality dimensions (tangibility, assurance, responsiveness, core hotel bene�ts and
corporate image) have positive and signi�cant relationship with customer satisfaction except empathy and reliability. Based on
the �ndings, the researchers recommended that hotels should hire self-motivated, enthusiastic employees who are capable of
handling customers and solve complaints in an effective manner, provide continuous training to the employees on ways of
rendering service in hotels, give due attention for their employees by providing the required uniforms, develop their core
competencies and prepare service quality standard plans, and full �ll covid-19 protocols.

1. Introduction
As Bucak (2014) identi�ed, quality is de�ned as a combination of features based on the ability to meet the possible
requirements of a product or service. There is another concept together with quality i.e. service quality. It is described as the
comparison of service expectations of customers with the actual performance. Service quality is crucial to the success of any
service organization and customers have an access to interact closely with various aspects of a given organization because
they participate in delivery and consumption of services (Kandampully & Suhartanto, 2000). They also found that their
awareness about the service gives them the opportunity to assess the service delivery of organizations. In addition, they
identi�ed that customers know the service quality by comparing what they have received with their desired service.

As the service organization, hotels start to place importance on service quality on their products and service (Mosin and
Lockyer, 2020). They also understood that hotels serve as a home for travelers and when the �rst roads were built in Britain,
journey to the various parts of the world were begun. As their �ndings, travellers were going to different places, foods; shelter
and drink were to be found in road side taverns and later on monasteries started to provide hospitality to get money for the
church. According to Honok (2020) �ndings, the �rst publicly held hotel was established in 1792 and the �rst modern hotel was
opened in New York in 1809. In addition, he found that the �rst business hotel (Buffalo statler) was opened in Boston in 1908.
Another researchers Wipoosattaya, (2015) also identi�ed that now a day tourism is increasing at alarming rate so that visitors
want to get high quality service that help hotels compete each other to have high market share.

In Ethiopia, the �rst hotel was established in the name of Itege Taitu in Addis Ababa in 1906 and the hotel was opened to
provide guests a place to rest and dine. It is also used to provide amenities including a Varity of bed rooms, bar and restaurant
service, live jazz music every night, laundry and more service make it preferable by customers (Ministry of culture and tourism
report, 2006). A decade ago, Debre Markos town was not as such attractive as similar towns of Ethiopia. Its development was
started with the establishment of institutions such as colleges, university, health centres, primary and secondary schools,
churches and mosques, and infrastructures (roads, waters and electric powers). In addition, with the increasing number of
residents and beginning of exhibitions, so many investors invest their capital on the buildings of hotels so as to deliver service
for the customers as well as for their economic growth.

Now a day’s hotels start to render unique service which is slightly different from the others in order to attract customers and
achieve their objectives and goals so that service quality becomes gradually changing even though it is not as intended
(yenesaw, 2015). Hence, this research will try to assess the effect of service quality on customer satisfaction for selected hotels
in Debre Markos Town.

2. Statement Of The Problem



Page 3/16

Covid-19 has affected every sector across the glop and the hotel industry is among hardest hit. And it faced with lack of
reliability, empathy and assurance and low responsiveness to customer requests(Hanzaee & Mirvaisi, 2011) and Kimungu &
Maringa, (2010) found that many hotels may not be able to achieve quality due to competition as well as coivd-19 in the
industry and failure to address all the service quality dimensions.

Hotel industries in Sirlanka had various problems while they are rendering service to customers such as employees were
impolite, did not quickly apologize when they made mistakes in the service, did not listen carefully when customers’ complain
(Gunarathne, 2014). According to Bashirian and Majdpuor, (2011), developing service quality standards and sustaining the
service level as well as lack of creating positive image in the minds of customers through a standardized service are the major
challenges of hotel industries in Iran. Moreover, hotels lack attractive tangible parts including the appearance of physical
facilities and also staffs are in e�cient on their knowledge and courtesy to create trust and con�dence to the guests (Jose,
2019). Hotels try to satisfy their customers as much as possible but they are still facing problems because of the dynamic
demand of guests and di�culty of measuring and managing the service provision properly (Kumar, Banga, & Thapar, 2011).

According to Abrham (2015) �ndings, the service provided by hotel industries has so many problems even if great attention is
given for the expansion of the sector and the current situation in hotels of Addis Ababa city is simply gathering money without
improving their service delivery. In addition, employees waste much time while they were ordered with guests and also lack
ethics of hotels. Buzeye (2010) also conducted a comparative research on star hotels in Addis Ababa and found that handling
of customers in Ethiopia is still traditional and the service provision technique is non- scienti�c. As evidence from east Gojjam
culture and tourism o�ce (2020) indicates that hotels in Debre Markos town faced many problems related to service delivery of
hotels. Such as, lack of neatness of employees, uniforms and physical features of hotels, untrained employees, low
consciousness and attitudes of employees towards service delivery.

Therefore, the researchers were motivated to conduct the study for selected hotels in Debre Markos town with the common �ve
dimensions of service quality (tangibility, reliability, responsiveness, assurance, and empathy) and two additional dimensions of
service quality/ corporate image and hotel bene�ts/ to address the issues by stating the problem as “the effect of service
quality on customer satisfaction” using the SERVPERF model. In line with this, the study attempts to answer the following
research questions.

What is the perception of customers on service quality dimensions during covid-19?

What is the correlation between service quality dimensions /tangibility, reliability, responsiveness, empathy, assurance,
corporate image and core hotel bene�ts) and customer satisfaction during covid-19?

Which dimensions are the best predictors of overall service quality during covid-19?

3. Related Literature Review
Service Quality

Service quality is “more di�cult for consumers to evaluate than product quality: this is due to a lack of tangible evidence
associated with the service” (Hong and Goo, 2004).Researchers (Arun Parasuraman, Zeithaml, & Berry, 1988) had de�ned and
measured service quality by examining the attributes of service quality dimensions. Service quality has been given a great deal
of focus from both academicians and practitioners (Negi, 2009). Ghylin (2008) implied that by clearly de�ning service quality,
companies will be able to render services with higher quality level to increase customer satisfaction.

Service Quality Dimensions

Service unique characteristics of intangibility, heterogeneity and inseparability lead them to possess high levels of experience
and credence properties, which, in turn, make them more di�cult to evaluate than tangible goods (Wilson, Zeithaml et al., 2012).
Identi�cation of the determinants of service quality is necessary so as to be able to specify measure, control, and improve
customer perceived service quality (Johns, 1999).
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Parasuraman (1985) identi�ed ten dimensions of service quality which are:-

Understanding customers

is the way of taking the customers’ ideas, requests and needs in to consideration while delivering service. Then Parasuraman
(1985) puri�ed these dimensions into �ve dimensions i.e. tangibility, reliability, responsiveness, assurance and empathy to
measure service quality using SERVQUAL model but Grönroos (2001) cited in Bozorgi (2007) improved and developed service
quality dimensions into seven (tangibility, reliability, responsiveness, assurance, empathy, technical and corporate image).

The SERVPERF scale is identical to SERVQUAL scale in its dimensions and structure. Cronin and Taylor (1992) argued on the
frame work of Parasuraman et al., (1985) with respect to conceptualization and measurement of service quality and developed
performance only for the measurement of service quality called SERVPERF by illustrating that service quality is a form of
consumer attitude and measuring performance only is an enhanced means of measuring service quality.

Tangibility refers to an item that the customers can touch, see and feel and it will create an impression one way or the other
(Nankervis, 1995). He also de�ned that it is important to make sure that physical facility such as decorations, furnishings,
and �ttings should be in keeping with the type of services provided

Reliability: is about always keeping the promises service organizations make to the customers (Zeithaml et al., 1990). The
researchers also found that these promises can be made in many ways. For example, they can be spoken or written
agreements or contracts made with customers, part of the hotels sales literature or even an aspect of the service that is
provided and comes to be expected by most customers, products and services are usually sold with certain implicit or
explicit commitments. In addition, it is found that service reliability is the service “core” to most customers and managers
should use every opportunity to build a “do-it-right-�rst” attitude.

Responsiveness: - refers to the timeliness, speed, e�ciency, courtesy, and capability of employees in providing products,
services or information(K. A. Brown & Mitchell, 1993).

Assurance: - assurance relates to how con�dent the customer feels about doing business with an organization(A
Parasuraman, Zeithaml, & Berry, 2002). The researchers explained that many consumers have some concerns when using
a business, especially when it is for the �rst time. They need to be sure that the business knows what it is doing and is
competent and capable in providing the required product or service just when it is needed and at the desired level of quality.

Empathy refers to the concern, understanding and compassion a company shows to its customers when they have a
problem or a worry about some aspect of the product or service (Nelson and Chan, 2005).

Corporate image refers to the subjective over all attitudes and impression that consumers develop based on the products
and services rendered by the enterprises and or on the related information and experience obtained from the consumers’
involvement in relevant social activities (Fombrun, 1996).

Core hotel bene�ts refers to the central aspects of the service or bene�ts to hotel customers including comfortable, relaxed
and clean mattress, pillows, beds, sheets and covers, reasonable room rates and variety of basic products and services
offered such as toothpaste, soaps, shampoo, towels, toilet papers, stationary, laundry, ironing, tea, coffee and drinking
water are the most important dimensions (Veasna, 2013).

Customer’s Satisfaction

Improving service quality to meet customers’ standard is an ongoing part of doing business. In this way, customers drive the
market and the organization (Yi & Zeithaml, 1990). They also implied that things that should be done on the service
organizations is that they should prepare service quality standards to check whether they are doing in accordance with the
designed standards or not. In addition, organizations should take the customers’ purchasing power in to consideration to enable
customers satisfy on service providers(Kotler, 2000).

Thus, researcher considered delivering service or assessing service quality as posing a challenge compared to the problems and
solutions of traditional product marketing (Berry, 1980).To assess the quality of a �rm’s service, researchers used consumers’
perceptions of quality (Arun Parasuraman, Berry, & Zeithaml, 1991). According to Zeithaml (1988), perceived quality is the
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consumer’s judgment about an entity’s overall excellence or superiority. Customers compare their perceptions of the �rm
performance with what they believe the �rm should offer to them. In other words, perceived service quality is viewed as the
degree and direction of discrepancy between consumers’ perceptions and expectation(Anantharanthan Parasuraman et al.,
1985).

Review of Previous Empirical studies

Research on quality of service currently has received special attention from marketing researchers. Among some researches
which were conducted by various researchers are mentioned below.

According to Majdpour and Bashirian (2011) the �ve service quality dimensions (tangibility, reliability, responsiveness,
assurance and empathy) have positive and signi�cant effect on customer satisfaction. They identi�ed that there is no
difference among the service qualities on the impact of customer satisfaction or they have strong relationships between
independent variables and dependant variables.

The four service quality dimensions such as tangibility, reliability, responsiveness, assurance have a positive and signi�cant
effect on customer satisfaction but the other dimensions of service quality namely empathy has a negative and signi�cant
effect on customer satisfaction(Sriam, 2010). The two service quality dimensions (reliability and assurance) have a signi�cant
and positive effect on customer satisfaction and the other dimensions such as tangibility, responsibility and empathy have no
contributions to the satisfaction of customers(Malik, Naeem, & Nasir, 2011).

As it is found by Siddique, Akhter, & Masum (2013), dimensions of SERVQUAL items such as providing customized service,
service delivery on time, modern interior decoration, providing international standard security system, tasty food quick response
to guests’ problems, personal attention and understanding of the needs of the guests appear to be fertile areas for future
inquiry. Their key �ndings from the study was that the service quality of the star hotels in Bangladesh should take proper steps
to ensure the guest’s satisfaction on their service, through reliable service and giving assurance to ful�ll to the expected
requirements.

Gunarathne (2014) conducted the study on the relationship between service quality and customer satisfaction in Sir Lanka
hotel industry and found that the most important factor in predicting tourism service quality evaluation was tangibility, followed
by empathy, reliability and responsiveness. His study suggested that among the �ve dimensions of service quality, assurance
had a negative relationship with customer satisfaction and knowing how consumers perceive service quality and being able to
measure service quality can bene�t management of hotel service.

Conceptual Framework

The aim of this section is to summarize the idea about past literature and to bring about the contributions for this study. After
the literature has been reviewed, the relationship between service quality dimensions and customer satisfaction do you to covid-
19 effects are discussed below.

Researches were conducted by using ten service quality dimensions (tangibility, reliability, responsiveness communication,
access, competence, courtesy, credibility, security and knowledge) on customer satisfaction by Parasuraman (1985). Later he
conducted the research on the relationship between service quality dimensions and customer satisfaction and re�ned the ten
dimensions into �ve dimensions (tangibility, reliability, responsiveness, assurance and empathy) because he got the
appropriateness of the �ve service quality dimensions to measure customer satisfaction in various service organizations.

On the other hand, even if Parasuraman (1985) puri�ed the ten dimensions into �ve dimensions, Grönroos (2001) improved and
developed the service quality dimensions into seven dimensions. These are: - tangibility, reliability, responsiveness, assurance,
empathy, technical and corporate image. Moreover, another researchers Ramsaran-Fowdar, (2007) as cited Veasna, (2013)
added two service quality dimensions/ core hotel bene�ts and hotel technologies/ on the �ve service quality dimensions/
tangibility, reliability, responsiveness, empathy, and assurance/.
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Thus, the researchers took the six dimensions (tangibility, reliability, responsiveness, assurance, empathy and corporate image)
from Grönroos (2001) and added core hotel bene�ts from (Veasna, 2013).The reason why these two additional dimensions of
service quality used in this study was that the researchers wants to identify the effect of these dimensions on customer
satisfaction due to covid-19 effects and to �ll the gap which were not seen by another researchers.

Source : (Grönroos, 2001) and (Veasna, 2013).

Hypothesis

H1: Tangibility has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H2: Reliability has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H3: Responsiveness has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H4: Empathy has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H5: Assurance has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H6: Corporate image has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels.

H7: Core hotel bene�ts have signi�cant effect on customer satisfaction during covid-19 pandemic in hotels

Methodology

In this study the researchers were used quantitative research approach with a cross-sectional survey design. It is useful in
obtaining an overall picture as it stands at the time of the study and is designed to study some phenomenon by taking a cross-
section of it at one time(Rampersad, 2001).

Sample Size and Sampling Technique:

According to East Gojjam o�ce of culture and Tourism (2020) report, the total numbers of hotels in Debre Markos Town is 62.
To take the representative samples from the total target hotels, the researchers selected 5 hotels using purposively taking in to
account seniority, numbers of customers served and privilege ranks.

After the selection of sample hotels, the respondents were determined. Since it was di�cult to get information about the
number of customers in hotels, the researchers took one month estimated total population information of 15,442 from hotels’
managers and the estimated number of customers in the selected hotels as shown below in Table 1. For populations that are
large and in�nite, the sample size was determined by the formula which was developed by Cochran (1963) as cited (Israel,
1992). It can be calculated as follows.

n =
z2p( 1−p)

( e ) 2  =
( 1.96) 2( .5) ( .5)

( .05) 2 =384

Where: n - the sample size

Z - Level of con�dence.

e - The acceptable sampling error (0.05)

p - The estimated proportion of an attribute that is present in the population

Hence, the total sample size is 384. Since the number of customers in each hotel is not the same, the number of samples for
each hotel was proportionately distributed as illustrated below.
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Table 1
number of customers and proportion of samples taken from each hotel

Name of hotels Customer population/day Number of sampled customers

LBS hotel 2275 57

FM International hotel 3955 98

Centera hotel 3514 87

Abma hotel 2191 55

Gozamen hotel 3507 87

Total 15,442 384

Source: own survey, 2021

3.1. Data source and method of data collection
For the proper achievement of the objectives of the study, the researchers were used primary source of data. In this study, the
researchers were distributed self administered questionnaire for �ve selected hotels for four weeks in every three days interval
using convenience sampling techniques because there is no point in time during which all customers are available and it is
di�cult to contact everyone who may be sampled.

Standardized questionnaires were adopted from different sources as shown Table 2 and the responses of the respondents
measure with �ve point likert scale which includes strongly disagree (1), disagree (2), neutral (3), agree (4) and strongly agree
(5) was used to enhance their cooperation and ultimately to ensure maximum response rate (Rabsib Colin, 2002).

Table 2
Data collection instruments

Variables No. of items Adopted from

Corporate image 6 Chen & Chen, 2014

core hotel bene�ts 5 Veasna, 2013

Tangibility, 4 Tizazu, 2012

Reliability, 5

Responsiveness, 4

Empathy 5

Assurance 4

Customer Satisfaction 6

Methods of data analysis

The data that was obtained from questionnaires was processed (i.e. edited, coded, tabulated) and then analyzed according to
the objective of the study. Further transformation of the processed data to look for relationship between variables was made by
using descriptive and correlation statistical analysis. To analyze the data, both descriptive and inferential statistics are used.
Speci�cally, descriptive statistics (tables, frequency distribution, and percentage) and Pearson correlation were used to
determine the relationship between service quality dimensions (tangibility, reliability, responsiveness, empathy, assurance, core
hotel bene�ts and corporate image) and customer satisfaction, and multiple linear regressions were used to examine the effect
of service quality dimensions (tangibility, reliability, responsiveness, empathy, assurance, core hotel bene�ts and corporate
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image) on customer satisfaction. Before distributing the questionnaire a pre-test of the items was made to check its reliability
and all of them had a Cronbach Alpha value of > 0.70.

Model speci�cation

In this study the researchers were used linear regression models to analyze the effect of service quality on customer’s
satisfaction during covid-19 pandemic evidence from selected hotels in Debre Markos town. Under linear regression the
researchers have chosen multiple regression analysis as it is appropriate way to check the casual relationship between
independent and dependent variable. Therefore, the outcome variable is predicted from a combination of all variables multiplied
by their respective coe�cients plus a residual term, see Eq. (1) below:

Yi = βo + β1x1 + β2x2 + β3x3 + β4x4 + β5x5 + β6x6 + β7 X7+

Where; Y- is the dependent variable—customer satisfaction

X 1 , X2, X3, X4, X5, X6, and X7 are explanatory variables or the regresses.

Y is the outcome variable i.e customer’s satisfaction; β0 is the constant term of the model,

β 1 , β2, β3, β4, β5, β6, β7 refers to the coe�cient measures the change in the mean value of Y, per unit change in their respective
independent variables &  - refer to error term

RESULTS AND DISCUSSIONS

The total of 384 questionnaires were distributed to the respondents and 322(84 ) was collected and the remaining 62(16 ) were
not returned. Among the collected questionnaire i.e. 322(84 ), 17 questionnaires were not �lled properly and then rejected. As a
result, the analysis was made based on 305 questionnaires and the response rate was 80 . The response rate which accounts
for 70  and above of the sample size is su�cient for the analysis of a given research(Weisberg, Krosnick, & Bowen, 1996) so
that the researchers took 80  response rate for analysis.

Demographic results of the respondents

This research was enclosed the main back ground information such as sex, age groups, marital status, and occupation.
Regarding to the sex distribution of the respondents were 206 (67.5 ) of males and the remaining 32.5  (99) of the respondents
were females. The age category of the respondents implied that the majority 202 (66.3 ) of the respondents were under and
equal age group of 35 years old and 103 (33.8 ) of the respondents were above age group of 35 years old. The marital status
indicated that 52.1  of the respondents were married; 30.2  of the respondents were single and the remaining 15.4  and 2.3
were divorced and widowed respectively. On the other hand, the occupation of the customers implied that government
employees were represented 61  of the respondents, 20.3  of the respondents were engaged in self-employed whereas 11.1  of
them were private sector and 3.9  were unemployed, and the rest 2  and 1.6  of respondents were students and retire
respectively.

Level of perception on service quality dimensions and customer satisfaction

According to Zaidatol and Bagheri (2009), the mean score above 3.8 was considered high, 3.40–3.79 was considered moderate
and below 3.39 was regarded as low perceptions for a �ve point likert scale based on this assumption researchers were
determined the perception level of customer’s in service quality dimensions and customers satisfaction.
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Table 3
Customer’s perception on service quality dimensions and

customer satisfaction

  N Mean Std. deviation

Tangibility 305 2.83 0.48

Reliability 305 3.06 1.09

Responsiveness 305 2.94 0.63

Empathy 305 3.01 0.35

Assurance 305 2.74 0.84

Corporate image 305 2.80 0.44

Core Hotel Bene�ts 305 2.95 0.67

Customer Satisfaction 305 2.59 0.54

Table 3 show that the perception of customers on service quality dimensions observed in the selected hotels, As a result, the
average mean score of all service quality dimensions are low that is tangibility, reliability, responsiveness, empathy, assurance,
corporate image, core hotel be�ts, and customer satisfaction were 2.83, 3.06, 2.94, 3,01, 2.74, 2.80, 2.95, and 2.59 respectively.

Correlation analysis

To determine the relationship between service quality dimensions (tangibility, reliability, responsiveness, empathy, assurance,
core hotel bene�ts and corporate image) and customer satisfaction, correlation was computed.

Table 4
Pearson Correlation Analysis

    Tangibility Reliability Empathy Assurance Responsiveness Corporate
image

Core
hotel
bene�ts

Customer
satisfaction

Pearson
Correlation

.630** .097 .103 .662** .594** .699** .560**

Sig. (2-
tailed)

.000 .089 .074 .000 .000 .000 .000

  N 305 305 305 305 305 305 305

**Correlation is signi�cant at the 0.01 level (2-tailed).

The results in the Table 4 implied that there is a strong positive and signi�cant relationship between tangibility and customer
satisfaction (r = 0.630, P < 0.01), assurance and customer satisfaction (r = 0.662, P < 0.01), responsiveness and customer
satisfaction (r = 0.594, P < 0.01), corporate image and customer satisfaction (r = 0.699, P < 0.01), core hotel bene�ts and
customer satisfaction (r = 0.560, P < 0.01). However, there is weak positive and insigni�cant relationship between reliability and
customer satisfaction (r = 0.097, P > 0.01) and empathy and customer satisfaction (r = 0.103, P > 0.01).

If the correlation between two variables is from 0 to 0.19, very weak, from 0.20 to 0.39, weak, from 0.40 to 0.59, moderate, from
0.60 to 0.79, strong and from 0.80 to 1 very strong(Evans, 1996). Hence, the correlation between tangibility and customer
satisfaction (r = 0.630, P < 0.01), assurance and customer satisfaction(r = 0.662, P < 0.01) and corporate image and customer
satisfaction(r = 0.699, P < 0.01) is strong. Moreover, the correlation result between reliability and customer satisfaction(r = 0.594,
P < 0.01), core hotel bene�ts and customer satisfaction(r = 0.560, P < 0.01) is moderate. On the other hand, the correlation
between reliability and customer satisfaction (r = 0. 097, P > 0.05), empathy and customer satisfaction (r = 0.103, P > 0.05) is
very weak and insigni�cant.
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Multiple Regression Analysis

To assure the regression model �tness the different assumptions were tested such as multi co linearity test was taken in this
study with tolerance and variance in�ation factor values. There is no multi-co linearity between two or more predictor variables
when the tolerance value is greater than 0.1 and VIF is less than 10 (Field, 2013)and (Liu, 2010) respectively .Thus, as it can be
shown in Table 8, the researchers concludes that there is no multi co linearity among independent variables. In addition, the
assumptions of normality, linearity, and homoscedasticity were tested using the data which was collected from questionnaires
using SPSS version 20. Then the multiple regression analysis was employed to determine the effect of service quality
dimensions on customer satisfaction, covid-19 effects.

Table 5
Model summary

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

1 .850a .723 .716 .22082

From the Table 5, it has been observed that R value is 0.850. Therefore, R value (0.850) for the overall service quality
dimensions namely tangibility, reliability, responsiveness, empathy, assurance, corporate image and core hotel bene�ts
suggested that there is a strong effect of these seven independent variables on customer satisfaction due to covide-19 effects.
Thus, result the adjusted R Square value 71.6  of the variation in customer satisfaction can be explained by these service
quality dimensions and the other unexplored variables may explain the variation in customer satisfaction which accounts for
28.4 .

Table 6
ANOVA result

Model Sum of Squares Df Mean Square F Sig.

1 Regression 37.766 7 5.395 110.466 .000b

Residual 14.505 297 .049    

Total 52.271 304      

a. Dependent Variable: customer satisfaction

b. Predictors: (Constant), core hotel bene�ts, empathy, reliability, tangibility, responsiveness, assurance, corporate image

From Table 6, it is identi�ed that the value of F- stat is 110.466 and is signi�cant as the level of signi�cance is less than 5  (P < 
0.05). This indicates that the overall model was reasonable �t to proceed to the next regression coe�cient model.
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Table 7
Regression Model for Coe�cients

Model Unstandardized
Coe�cients

Standardized
Coe�cients

t Sig. Co-linearity
Statistics

B Std. Error Beta Tolerance VIF

  (Constant) − .382 .129   -2.960 .003    

Tangibility .244 .032 .281 7.713 .000 .704 1.420

Reliability .020 .012 .053 1.712 .088 .958 1.044

Empathy .008 .014 .017 .558 .577 .969 1.032

Assurance .299 .048 .252 6.294 .000 .584 1.713

Responsiveness .189 .047 .153 3.990 .000 .635 1.574

Corporate image .234 .038 .260 6.231 .000 .538 1.858

Core hotel
bene�ts

.143 .029 .178 4.849 .000 .696 1.437

Source: own survey, 2021

The results of multiple regressions in the Table 7 indicate that assurance has the highest value (β = 0.299, P < 0.01), which
means that assurance is the best predictor or makes the greatest contribution to the customer satisfaction and the second
predictor to customer satisfaction is tangibility with a beta value (β = 0.244, P < 0.01), followed by corporate image with a beta
value (β = 0.234, P < 0.01), responsiveness with a beta value (β = 0.189, P < 0.01) and core hotel bene�ts with a beta value (β = 
0.143, P < 0.01) that has statistically signi�cant effect on customer satisfaction, except reliability and empathy.

As indicated in the Table 7, service quality dimensions (tangibility, assurance, responsiveness, corporate image, and core hotel
bene�ts) have positive and signi�cant effect on customer satisfaction. The remaining dimensions (empathy and reliability)
have positive and insigni�cant effect on customer satisfaction.

Table 8
Hypothesis testing

  Hypothesis Decisions

1 H1: Tangibility has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels. Do not
rejected

2 H2: Reliability has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels. Rejected

3 H3: Responsiveness has signi�cant effect on customer satisfaction during covid-19 pandemic in
hotels.

Do not
rejected

4 H4: Empathy has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels. Rejected

5 H5: Assurance has signi�cant effect on customer satisfaction during covid-19 pandemic in hotels. Do not
rejected

6 H6: Corporate image has signi�cant effect on customer satisfaction during covid-19 pandemic in
hotels.

Do not
rejected

7 H7: Core hotel bene�ts have signi�cant effect on customer satisfaction during covid-19 pandemic in
hotels

Do not
rejected

Conclusions
The perception of customers on service quality dimensions observed in the selected hotels show that, the mean score of all
service quality dimensions are low. Therefore, the mean score of all items indicated that customers were dissatis�ed in all
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dimensions. Furthermore, the �ndings of the correlation result show that tangibility, corporate image, assurance, responsiveness
and core hotel bene�ts were positively and statistically signi�cant related with customer satisfaction but reliability and empathy
were positively and statistically insigni�cant related with customer satisfaction. The ANOVA result shows that F-value was
110.66 and is signi�cant as the level of signi�cance (P < 0.05) so that the overall model was reasonably �t. Moreover, adjusted
R square value indicated that the service quality dimensions accounted for 71.6  of the variance in customer satisfaction and
the remaining 28.4 variations in customer satisfaction may be explained by other unexplored variables. The regression
coe�cient of the study also show that the service quality dimensions, tangibility has the highest contribution to the customer
satisfaction followed by corporate image, assurance, core hotel bene�ts and responsiveness respectively whereas reliability and
empathy have no effect on customer satisfaction.

Generally, the researchers concluded that to improve the service delivery of hotels, policy makers shall prepare standardized
rules and regulations on how to recruit manpower, standardized service quality, payment of employees in accordance with the
level of hotels, disciplines and quali�cations of employees and also their organizational structures in the country and applying
covid-19 protocols.

Limitations and Suggestions for Future Researchers

This study was conducted to identify the effect of service quality dimensions on customer satisfaction during covid-19
evidence from selected hotels in Debre Markos town. To conduct this study different limitations were found such as due to
covid-19 pandemic it is di�cult to easily access customers to get data, only the seven service quality dimensions were included,
and the study only conducted in Debre Markos town in some selected hotel’s it is di�cult to generalization about service quality
on customers satisfaction.

But there could be some other relevant variables that may be perceived as factors for customer satisfaction like organization’s
service culture, employees’ related factors (attitudes, educational level, and motivation), management commitment, leadership
styles and other variables which can in�uence customer satisfaction could be studied in the future. Hence, it is better for the
fourth coming researchers to conduct comparative study among hotels with similar issue at hand so as to �nd out other factors
that can affect customer satisfaction.

Abbreviations
SERQUAL- service quality, SERVPERF- service performance, ANOVA- analysis of variance

Declarations
Acknowledgements: We are thankful to all anonymous editor, reviewers, our respondents, and staff who helped us in the
support of data collection procedures.

Authors’ contributions: First author worked on data analysis and discussion, while the second author worked on review of
relevant literatures and methodology preparation, and the third author involved on interpretation of �ndings.

Funding: No funding was received for this study from any organizations.

Availability of data and materials: Data used in this paper will be available up on request.

Ethics approval and consent to participate: This article does not contain any studies with human participants or animals
performed by any of the authors.

Competing interests: Authors declare no con�ict of interest.

References



Page 13/16

1. Abrham, G. (2015). Service Quality and Customer Satisfaction in Hotel Industry: The Case of Three Star Hotels in Addis
Ababa, Ethiopia. AAU

2. Akter, M., Shahriar, Upal, M., & Hani, U. (2008). Service quality perception and satisfaction: A Study over sub-urban public
hospitals in Bangladesh.Journal of Services Research,125

3. Al-Rousan, M., Ramzi, & Mohamed, B. (2010). Customer loyalty and the impacts of service quality: The case of �ve star
hotels in Jordan. International Journal of Human and Social Sciences, 5(13), 886–892

4. Al Khattab, Suleiman, A., & Aldehayyat, J. S. (2011). Perceptions of service quality in Jordanian hotels. International
Journal of Business and Management, 6(7), 226

5. Andreassen, T. W., & Lindestad, B. (1998). Customer loyalty and complex services: The impact of corporate image on
quality, customer satisfaction and loyalty for customers with varying degrees of service expertise. International Journal of
service Industry management, 9(1), 7–23

�. Asubonteng, P., McCleary, Karl, J., & Swan, J. E. (1996). SERVQUAL revisited: a critical review of service quality. Journal of
Services marketing, 10(6), 62–81

7. Ayyangar, L. (2007). Skewness, Multicollinearity, Heteroskedasticity-You Name It, Cost Data Have It! Solutions to Violations
of Assumptions of Ordinary Least Squares Regression Models Using SAS&#174

�. Baker, T. L., & Risley, A. J. (1994). Doing social research.

9. Berry, L. L., Parasuraman, A., & Zeithaml, V. A. (1988). SERVQUAL: A multiple-item scale for measuring consumer
perceptions of service quality. Journal of retailing, 64(1), 12–40

10. Bitner, M. J. (1990). Evaluating service encounters: the effects of physical surroundings and employee responses.the
Journal of Marketing,69–82

11. Bolton, Ruth, N., & Drew, J. H. (1994). Linking customer satisfaction to service operations and outcomes. Service quality:
New directions in theory and practice, 173–200

12. Brown, K. A., & Mitchell, T. R. (1993). Organizational obstacles: Links with �nancial performance, customer satisfaction,
and job satisfaction in a service environment. Human Relations, 46(6), 725–757

13. Brown, Tom, J., & Dacin, P. A. (1997). The company and the product: Corporate associations and consumer product
responses.The Journal of Marketing,68–84

14. Bucak, P. T. (2014). The Effect of Service Quality on Customer Satisfaction. A Research on Hotel Businesses

15. Buzeye, Z. (2010). Comparative assessment of the management of global hotel and ghion hotel. AUU

1�. Carman, J. M. (1990). Consumer Perceptions Of Service Quality: An Assessment Of T. Journal of retailing, 66(1), 33

17. Chen, W. J., & Chen, M. L. (2014). Factors affecting the hotel's service quality: relationship marketing and corporate image.
Journal of Hospitality Marketing & Management, 23(1), 77–96

1�. Cronin, J. J. Jr., & Taylor, S. A. (1992). Measuring service quality: a reexamination and extension.The journal of
marketing,55–68

19. Dabholkar, P. A., Thorpe, Dayle, I., & Rentz, J. O. (1995). A measure of service quality for retail stores: scale development and
validation. Journal of the Academy of marketing Science, 24(1), 3–16

20. Douglas, L., & Connor, R. (2003). Attitudes to service quality-the expectation gap. Nutrition & Food Science, 33(4), 165–172

21. Dowling, G. R. (1988). Measuring corporate images: A review of alternative approaches. Journal of Business Research,
17(1), 27–34

22. Evans, J. D. (1996). Straightforward statistics for the behavioral sciences. Brooks/Cole

23. Field, A. (2013). Discovering statistics using IBM SPSS statistics. Sage

24. Fombrun, C. J. (1996). Reputation: Realizing Value from the Corporate Image. Cambridge, MA: Harvard Business School
Press

25. Gronroos, C. (1983). Strategic Management and Marketing in the Service Ctorů. Boston: Marketing Science Institute



Page 14/16

2�. Grönroos, C. (2001). The perceived service quality concept-a mistake? Managing Service Quality: An International Journal,
11(3), 150–152

27. Gunarathne, U. (2014). Relationship between service quality and customer satisfaction in Sri Lankan hotel
industry.International Journal of Scienti�c and Research Publications, 4(11)

2�. Gundersen, M. G., Heide, M., & Olsson, U. H. (1996). Hotel guest satisfaction among business travelers. Cornell Hospitality
Quarterly, 37(2), 72

29. Hair, J. F., Black, W. C., Babin, Barry, J., Anderson, Rolph, E., & Tatham, R. L. (2006). Multivariate data analysis (6 vol.).
Pearson Prentice Hall Upper Saddle River, NJ

30. Hanzaee, K. H., & Mirvaisi, M. (2011). Customer orientation of service employees: a case study of Iranian Islamic banking
(based on COSE model). International Journal of Marketing Studies, 3(4), 130

31. Hinson, R. E., & Mahmoud, M. A. (2011). Qualitative insights into market orientation in small Ghanaian businesses.
International Journal of Marketing Studies, 3(1), 35

32. Hoffman, K. D., & Bateson, J. E. G. (2001). Essentials of services marketing: Concepts, strategies and cases. South-Western
Pub

33. Hu, H. H., Kandampully, J., Juwaheer, & Thanika Devi. (2009). Relationships and impacts of service quality, perceived value,
customer satisfaction, and image: an empirical study. The Service Industries Journal, 29(2), 111–125

34. Iacobucci, D., Ostrom, A., & Grayson, K. (1995). Distinguishing service quality and customer satisfaction: the voice of the
consumer. Journal of consumer psychology, 4(3), 277–303

35. Israel, G. D. (1992). Determining sample size. University of Florida Cooperative Extension Service, Institute of Food and
Agriculture Sciences, EDIS

3�. Itaoka, K., Saito, A., Paukovic, M., de Best-Waldhober, M., Dowd, A. M., Jeanneret, T., & James, M. (2012). Understanding
how individuals perceive carbon dioxide: Implications for acceptance of carbon dioxide capture and storage. Global CCS
Institute. Publications. http://cdn. globalccsinstitute. com/sites/default/�les/publications/42501/perceptionsofco2r
eport�nalversion200612. pdf (Document consulté le 13 février 2013)

37. Johns, N. (1999). What is this thing called service? European Journal of marketing, 33(9/10), 958–974

3�. Jun, M., Yang, Z., & Kim, D. S. (2004). Customers' perceptions of online retailing service quality and their satisfaction.
International Journal of Quality & Reliability Management, 21(8), 817–840

39. Khanal, A. R., & Gillespie, J. M. (2011). Adoption and pro�tability of breeding technologies on United States dairy farms.
Paper presented at the Southern Agricultural Economics Association Annual Meeting, Corpus Christi, TX

40. Kline, R. B. (1998). Methodology in the social sciences: Principles and practice of structural equation modeling. New York:
Guilford Press

41. Kotler, P. (2000). A Generic Concept of Marketing Management. Millennium Edition: Prentice-Hall International, New Jersey

42. Kumar, B. A. B. I. T. A., Banga, G. A. G. A. N. D. E. E. P., & Thapar, J. A. G. R. I. T. I. (2011). An Assessment of Service Quality of
Hotel Industry. Paci�c Business Review International, 4(1), 13–30

43. Levitt, & Theodore (1981). Marketing intangible products and product intangibles. Cornell Hotel and Restaurant
Administration Quarterly, 22(2), 37–44

44. Liu, X. (2010). Ordinal Regression Analysis: Fitting the Continuation Ratio Model to Educational Data Using Stata

45. Malik, M., Ehsan, Naeem, B., & Nasir, A. M. (2011). Hotel service quality and brand loyalty. Interdiciplinary Journal of
contemporary Research in Business, 3, 621–629

4�. Mentzer, J. T., Bienstock, Carol, C., & Kahn, K. B. (1995). Benchmarking satisfaction. Marketing Management, 4(1), 40

47. Nebel, E. C., Lee, Ju-Soon, & Vidakovic, B. (1995). Hotel general manager career paths in the United States. International
Journal of Hospitality Management, 14(3), 245–260

4�. Negi, R. (2009). Determining customer satisfaction through perceived service quality: a study of ethiopian mobile
users.International journal of mobile marketing, 4(1)



Page 15/16

49. Newman, K., & Cowling, A. (1996). Service quality in retail banking: the experience of two British clearing banks.
International Journal of Bank Marketing, 14(6), 3–11

50. O�ce of culture and tourism (2015). Annual report

51. Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.Journal of marketing
research,460–469

52. Osuagwu, L. (2004). Relationship marketing strategies in nigerian companies. Marketing management journal, 14(2)

53. Parasuraman, A. (1987). Customer-oriented corporate cultures are crucial to services marketing success. Journal of
Services Marketing, 1(1), 39–46

54. Parasuraman, A., Zeithaml, V., & Berry, L. (2002). SERVQUAL: a multiple-item scale for measuring consumer perceptions of
service quality. Retailing: critical concepts, 64(1), 140

55. Parasuraman, A., Zeithaml, Valarie, A., & Berry, L. L. (1985). A conceptual model of service quality and its implications for
future research.the Journal of Marketing,41–50

5�. Parasuraman, A., Berry, Leonard, L., & Zeithaml, V. A. (1991). Re�nement and reassessment of the SERVQUAL scale.
Journal of retailing, 67(4), 420

57. Parasuraman, A., Zeithaml, Valarie, A., & Berry, L. L. (1988). Servqual. Journal of retailing, 64(1), 12–40

5�. Rampersad, H. (2001). 75 painful questions about your customer satisfaction. the TQM Magazine, 13(5), 341–347

59. Ramsaran-Fowdar, & Rooma Roshnee. (2007). Developing a service quality questionnaire for the hotel industry in
Mauritius. Journal of Vacation Marketing, 13(1), 19–27

�0. Reichheld, Frederick, F., & Teal, T. (1996). The loyalty effect, harvard business school press. Boston, MA

�1. Reichheld, Frederick, P., & Sasser, W. E. (1990). Zero defeciions: Quoliiy comes to services. Harvard business review, 68(5),
105–111

�2. Robert, W. L. (2005). Customer Service “Building Successful Skills for the Twenty-First Century”. Spain: Mc Graw-Hill
Publishers

�3. Ruskin, H., Sivan, A., Sugden, J., Tomlinson, A., Weber, K., Chon, K., & Williams, C. A. B. I. (2004). S.(2003) Tourism and
recreation London: Prentice Hall. Wober, K.(2002) Benchmarking in tourism and hospitality industries Oxon: CABI. Leisure
Studies, 23(4), 421–422

�4. Ryu, K., & Han, H. (2010). In�uence of the quality of food, service, and physical environment on customer satisfaction and
behavioral intention in quick-casual restaurants: Moderating role of perceived price. Journal of Hospitality & Tourism
Research, 34(3), 310–329

�5. Sekaran, U. (2003). Research methods for business: a skill building approach. Journal of Education for Business, 68(5),
316–317

��. Sriam, A. (2010). Customer satisfaction towards service quality front o�ce staff at the hotel: a masters project.
Srinakharinwirst University

�7. Strömgren, O. (2007). Analyzing service quality:. a study among Peruvian resort hotels

��. Tizazu, K. (2012). The Effect of Customer Service Quality on Customer Satisfaction in Selected Private Banks (Addis
Ababa). aau

�9. Veasna, U. N. G. (2013). An assessment of customer satisfaction in hotel industry in Cambodia

70. Weisberg, H., Jon, K. A, & Bowen, B. D. (1996). An introduction to survey research, polling, and data analysis. Sage

71. WTO. (1985). Identi�cation and Evaluation of those Components of Tourism Services Which Have a Bearing on Tourist
Satisfaction and Which Can Be Regulated, and the State Measures to Ensure Adequate Quality. of Tourism Services: WTO
Madrid

72. Yenesaw, T. (2015). The impact of service quality on customer satisfaction. Unpublished thesis

73. Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990). Delivering quality service: Balancing customer perceptions and
expectations. Simon and Schuster



Page 16/16

Figures

Figure 1

Conceptual frame work of service quality dimensions on customer satisfaction.

Source : (Grönroos, 2001) and (Veasna, 2013).
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