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Summary: In this article, the results of the survey examining quality of service in spa hotels are interpreted. 
Research was conducted in five spas in West Morava region during August and September 2008. Service quality 
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whether there is statistically significant connection between dependant variables (questions on expectations and 
perception) and independent variables (structure of respondents regarding their occupation). 
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                                                  Introduction 
 
In recent years, quality has acquired cult status not only in management, but also in 

education, science and practical life. The most important question is - what is quality and 
how to define it? Scientists have not defined quality yet since it raises plenty of doubt. Basic 
problem is the fact that quality does not represent “clear“ scientific concept. Although the 
term “quality“ is used frequently in everyday speech, it is not always clear what it comprises, 
i.e. defining quality can be rather subjective. 

Basis of scientific definition is connected to specific approach to quality. This 
approach consists of two premises: producer - quality is in accordance with demand, i.e. the 
rules of procedure of production and the process of giving service and user - quality 
represents all the characteristics of products and service that are capable of satisfying 
consumers’ needs (Kosar and Rašeta, 2005). Considering all these, quality should be treated 
as a market category. 

Modern market conditions, which depend on globalisation of the world market, rapid 
development of high technology and their growing application in hotel industry, are some of 
the reasons for the appearance of stronger competitors and more difficult conditions for     
distribution of goods and services. Hotels in spas in Serbia are caught in between the world of 
realistic possibilities and harsh economic conditions. 

For years, companies in developed countries have been well aware of that, since they 
have been trying to do business under modern market conditions. Hotel industry in countries 
in transition, such as ours, has just started facing this type of running a business. 
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Under the pressure of competition, hotels have to deal with the new form of contest - 
quality of service. If we take into consideration that hotel management is a very sensitive 
industry, which is focused on a guest, unique and subjective person, who notices presence or 
absence of quality, it becomes logical that choosing a strategy aimed at hotel service quality 
provides advantage on the market. 

 
Development of model for measuring service quality in spa hotels 

 
Literature dealing with the concept of service quality describes numerous models, 

which emphasize different aspects of quality. Nitin et al. (2005) provide detailed survey and 
evaluation of models and aspects of quality create between 1984 and 2003. Although research 
results did not provide universally accepted model, the biggest support and the best 
comments were given to disconfirmation model of measuring quality of services - GAP 
model of quality and aspects of quality that are presented in SERVQUAL model. Main 
advantages of this model are the fact that it enables management to identify gaps they have in 
services quality on different levels and that it is consumer oriented.  

Results of the survey conducted in four companies in services sector: banking, 
telecommunications, insurance company and repair and maintenance of apparatus, 
Parasuraman, Zeithaml and i Berry (from 1985 to 1994) managed to develop GAP model 
which measures gap between expected quality before being served and perception of quality 
after being served. The same group of authors invented a model for marking services quality 
– SERVQUAL that consists of 5 elements of quality (tangibility, reliability, responsibility, 
assurance and empathy) and 22 questions (Parasuraman et al, 1988). Key features of GAP 
model are connected to mistakes which appear between a guest and a service provider, and 
which are connected to a specific point of view on perception and expectation. This model 
demonstrates the process of creation of services quality.  

Although SERVQUAL, as the representative of disconfirmation model for measuring 
the quality of services, became widespread, it was also criticized, especially its conceptual 
and methodological aspect. One of the main objectives is about the number and meaning of 
determinants of quality, i.e. applicability to different types of companies (Buttle, 1996). Thus, 
McDougall and Levesque modified SERVQUAL and produced the model with three 
determinants: tangible elements, the outcome of a service and relationship between 
employees and consumers (McDougall and Levesque, 1994). The result of one research of 
service quality in public utility companies were two determinants, tangible and non-tangible 
elements of services (Babakus and Boller, 1992). Another survey conducted in health sector 
(hospitals) produced nine determinants: check-in, accommodation, food, privacy, care, 
explanation of treatment, politeness, planning of discharge and services payment (Carman, 
1990). Parasuraman, the creator of SERVQUAL model developed a model for measuring the 
quality of electronic services on two levels. The first one is E-S-QUAL, which is used for 
measuring the quality of basic electronic service. The second one is E-RecS-QUAL, which is 
used for measuring the quality extended electronic service. E-S-QUAL includes the following 
determinants of quality: efficiency, availability, realisation and privacy, while E-RecS-QUAL 
consists of the above-mentioned plus: responsibility, compensation and contact (Ćuzović and 
Sokolov-Mladenović, 2009). 

When we take into consideration sector of tourism and hotel management, most 
authors use modified and adapted SERVQUAL model for the research of services quality. 
Saleh and Ryan in their research of hotel industry differentiate five determinants: sociability, 
tangibles, trust, avoiding of sarcasm and empathy (Saleh and Ryan, 1991). Their research 
consists of 33 questions, which is not the case with SERVQUAL questionnaires. Ekincki et 
al. (1998) tested SERVQUAL model based on the research conducted in hotels on the coast 
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of Turkey. Their model is based on tangible and non-tangible determinants of quality. 
Akbaba (2006) formed a questionnaire with 29 questions based on his research of services 
quality in Turkish business hotels. He used SERVQUAL model as well. Getty and Thompson 
developed a scale called LODGQUAL (lodging quality) for measuring the quality of hotel 
accommodation (Getty and Thompson, 1994). Soriano (2002) did a research of services 
quality in restaurants in Spain. The elements he evaluated were food quality, service quality, 
atmosphere quality and price/quality ratio. Stevens et al. (1995), based on SERVQUAL 
model, developed a model called DINSERV which consists of 29 questions divided into five 
determinants of quality according to SERVQUAL model. 

In 1992, Cronin and Taylor launched alternative methodology of measuring called 
SERVPERF (service performance). Considering the fact that SERVPERF does not measure 
expectations, it does not formally measure service quality but consumer’s satisfaction. 
Measuring, i.e. collecting data about users’ perception (attitudes) in a sample is done one off, 
which shortens the process of doing the survey. Further processing and analysis consist of 
statistical techniques adequate for this type of data (Cronin and Taylor, 1992). 

SERVQUAL model served as a basis for a model, which measures services quality, 
respectively tourists’ satisfaction with a destination. This model, called HOLSAT (holiday 
satisfaction, was developed in 1998 by Tribe and Snaith. HOLSAT consists of 56 questions 
(Tribe and Snaith, 1998).  

Ramsaran-Fowdar conducted rather interesting research on Mauritius whose final 
product were determinants of quality (Ramasaran-Fowdar, 2007). Apart from taking over 
some of the SERVQUAL model components, the author gave us a great number of new 
components. This model contains 59 quality components.  

In 1991 and in 1992 Snoj and Mumel carried out a research of services quality in spas 
in Slovenia. The authors provided 23 questions set in five determinants according to 
SERVQUAL model. The first determinant – tangible elements - consists of 12 questions 
(Snoj and  Mumel, 2002).  

 
Methodology 

 
Model for measuring service quality in spa hotels used in this research is created 

based on detailed analysis above mentioned models, especially model created by Snoj and 
Mumel, while SERVQUAL model served as a basis (Blešić et al, 2009). 

Questionnaire consists of two parts, and each of them has 24 questions. The first part 
deals with expectations of guests and contains five determinants of quality taken from the 
original SERVQUAL model. The second part of the questionnaire contains the same 
determinants and questions and measures guests’ perception of services quality (Table 1). 

 
Table 1. Determinants and questions as elements of research into hotel service quality  

 
Determinants Questions (Expectations) Model 

T
an

gi
bl

es
 

 

1. Hotel should have good location and be approachable. New 
2. Hotel exterior and its surroundings should be visually 
attractive (facades, greenery, terraces, gardens...). 

 
New 

3. Hotel interior should be visually attractive (room 
arrangement, state of appliances and equipment, 
decoration...). 

Servqual 

4. Prospects, brochures, menus, wine lists, serviettes and 
hotel bills should be visually attractive. Servqual 

5. Quality of food and drinks should satisfy guests’ needs. New 
6. Range of food and drinks should satisfy guests’ needs. New 
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7. Premises for serving food and drinks (restaurants, bars, 
patisseries...) should be clean and tidy. New 

8. Rooms, bathrooms and toilettes in the hotel should be 
clean and tidy. New 

9. Hotel staff should look tidy. Servqual 
10. Hotel should be able to organize entertainment for the 
guests. New 

11. Hotel should have facilities for recreation (swimming 
pool, gym, sport terrains etc.). New 

12. Hotel should have well-organized medical and other 
professional programs for health improvement of the 
guests. 

New 

R
el

ia
bi

lit
y 

 

13. Hotel staff should serve the guests in the promised 
time. Servqual 

14. Hotel staff should show understanding for the guests’ 
problems. Servqual 

15. Hotel staff should provide the reserved services to the 
guests during their stay. Servqual 

R
es

po
ns

iv
en

es
s 

 

16. Hotel staff should always be ready to help the guests. 
 Servqual 

17. Hotel staff should always be ready to answer guests’ 
questions. 

 
Servqual 

18. Hotel staff should always react quickly and 
immediately. 
 

Servqual 

A
ss

ur
an

ce
 

 

19. Hotel staff should always be polite to the guests. Servqual 
20. Hotel staff should have knowledge and professionally 
fulfil guests needs. Servqual 

21. Guests should feel safe (personal and material safety). Servqual 

E
m

pa
th

y 
 

22. Hotel staff should pay attention to each guest. Servqual 
23. Hotel staff should talk with the guests honestly and 
sympathetically. Servqual 

24. Hotel staff should understand specific needs of the 
guests. Servqual 

Source: Made by the authors of the article based on SERVEXP scale of SERVQUAL model according to:  Zeithaml, V. A., 
Parasuraman, A., Berry, L., L. (1990.): Delivering Quality Service: Balancing Customer Perceptions and Expectations. The Free Press, New 

York. 
 

Questions from the second part were formed in the following way: the first question 
from the scale of expectations: Hotel should have good location and be approachable, in the 
scale of perception is: Hotel has good location and it is approachable. The second question: 
Hotel exterior and its surroundings should be visually attractive is Hotel exterior and its 
surroundings are visually attractive. All the other questions from the expectation scale were 
re-formulated in the similar way. The first 12 questions from the questionnaire are about 
tangible elements, which can help us materialize a service. The other 12 questions are 
connected to non-tangible elements, which present key feature of a service, and what makes it 
different from a material product.  

Likert’s scale was used for measuring guests’ attitudes. This scale starts with 1 - 
completely irrelevant and finishes with 5 - very important. In the second part of questionnaire 
(about perception), grade 1 means that a guest completely disagrees and grade 5 that he/she 
completely agrees. 

 
Description of a research sample 

 



 5

The research of hotel services quality was carried out in five spas in The West 
Morava region: Vrnjačka, Mataruška, Ovčar, Bogutovačka and Gornja Trepča from 1st 
August until 30th September in 2008. During 2008, 147.342 tourists visited these spas, which 
make them the most visited spa destinations in Serbia. Data was collected through a 
questionnaire, i.e. face-to-face technique and through questionnaires left at the hotel reception 
desks. Four interviewers took part in this research. Out of the total number of 1600 
questionnaires, 618 were completed in a correct way. Interviewing guests resulted in 453 
questionnaires, and hotel reception desks returned 165 questionnaires. 62.1% questionnaires 
are from the hotel in Vrnjačka Banja, 10.7% from Mataruška spa, 12% from Bogutovačka 
spa, 9.6% from Gornja Trepča and 5.7% from Ovčar Banja. 

  Although there are plenty of  researches into service quality based on larger samples, 
such as the one conducted by Soriano (2002) in Spanish restaurants (N=3.872), most of the 
similar  researches  analysed  the sample which consisted of about 200 respondents (Fick and 
Ritchie, Knutson et al, 1992; Heung and Wong, 1997; Akbaba, 2006), or less than 200 (Snoj 
and Mumel who had 145 and 175 respondents). Some authors think that evaluations based on 
statistical methods are valid only if a sample contains minimum 51 units (Bagozzi, 1981). 
Regarding all these factors it can be concluded that the sample used in this research (N = 618) 
is representative. 

90.9 % of the sample consists of domestic guests. There are 56 foreign guests, which 
makes 9.1% of the total. 46 foreigners come from ex -Yugoslavian countries and only 1.6% 
from other countries. According to gender, 54.5% respondents are female and 45.5% are 
male. Analysis of the age structure shows that most of the guests belong to people who are 
from 41 to 50 years old (163 or 26.4%). The second group consists of people between 31 and 
40 (142 or 23%) and the last one the age group between 51 and 60 (134 or 21.7). 24.6% of 
respondents are over 61 years old, while 4.4% of respondents are under 30 years old.  

If we analyse respondents’ structure according to their occupation, we come to 
conclusion that most of them are actively employed, i.e. 68.5% of respondents are executives, 
managers and entrepreneurs. Retired people make 27.2%. The smallest groups are 
students/pupils (2.3%) and unemployed (2.1%) (Table 2). 

 
                        Table 2. Structure of respondents by occupation 

Occupation N % 
manager 118 19,1 
executive 279 45,15 

retired 168 27,2 
student/pupil 14 2,3 
unemployed 13 2,1 
entrepreneurs 26 4,2 

Total 618 100,0 
Source: Made by the authors of the article based on data analysis in SPSS 13.0. 

 
Data collected in this research was transferred to SPSS database and all the analyses 

were carried out with the help of Statistical Package for Social Science SPSS, version 13.0. 
Social Science. 

 
Results 

 
Descriptive statistical analysis was used for calculating average grades based on 

determinants, which are connected to expectations and perception of hotel service quality 
(Table 3). The difference between perceived and expected quality of service is negative in all 
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determinants of quality except determinant empathy, positive gap is the result of low 
expectations (3.9709). Guests had the highest expectations about determinant assurance, then 
determinant responsibility and reliability. If we take into consideration small absolute 
difference between arithmetic mean, it can be concluded that the above-mentioned 
determinants are of equal importance for the interviewed guests. Guests also showed high 
expectations for determinant tangibility (4.5746). 

Grades for perception of quality are the highest for the determinant assurance, 
responsibility and reliability. Absolute difference between the values of arithmetic mean is 
small in these determinants as well. The lowest score is connected to tangibility (3.8274) 
which is realistic and in accordance with the material elements of hotel services in these spas 
(interior and exterior design of the facilities, equipment, range of additional services etc.). 
The result is the highest negative SERVQUAL gap in determinant, which represents tangible 
elements of a service. 

 
Table 3. SERVQUAL gap 

Determinants M1  
(perception) 

M2  
(expectation) 

M1 – M2 
(SERVQUAL gap) 

Tangibles 3,8274 4,5746 - 0,7472 
Reliability 4,5599 4,7152 - 0,1553 

Responsiveness 4,5431 4,7686 - 0,2255 
Assurance 4,7114 4,8889 - 0,1775 
Empathy 4,2260 3,9709 0,2551 
Average 4,3736 4,5836 -0,21 

Source: Made by the authors of the article based on data analysis in SPSS 13.0. 
 
Total SERVQUAL gap is negative -0.21.Values of SERVQUAL gap for determinant 

tangible elements of a service (-0.7472) and reliability (- 0.2255) are above average. Value of 
gap of other determinants is below average. 

By applying one-factor analysis of variables ANOVA it was examined whether there 
was statistically significant connection between dependant variables (questions about 
expectations and perception) and independent variables (respondents’ occupation).  

The results of one-way analysis of variables for the aspect of expectations point out 
that, on the level of significance p<0.01, there are significant differences regarding 
respondents’ occupation in all determinants, except in determinant of tangibility. 

Post-hoc Ssheffe test was applied in order to find out which groups are significantly 
different from others. 

 
Table 4. Analysis of One-Way ANOVA – according to occupation structure for the domain of 

expectations 
Determinants Occupation M       σ F p 

Tangibles 
(expectations) 

 

manager 4,5579 0,27031 

1,797 0,112 

executive 4,5674 0,26249 
retired 4,5972 0,22220 

student/pupil 4,6786 0,13812 
unemployed 4,6538 0,36932 

entrepreneurs 4,4872 0,22447 

 
Reliability 

(expectations) 
 

manager 4,6780 0,43348 

10,300 0,000 

executive 4,6754 0,41926 
retired 4,8651 0,23708 

student/pupil 4,2857 0,53680 
unemployed 4,5641 0,41688 

entrepreneurs 4,6667 0,29814 
 manager 4,7853 0,34184 7,945 0,000 
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Responsiveness 
(expectations) 

 

executive 4,7016 0,38294 
retired 4,8790 0,20449 

student/pupil 4,6429 0,38038 
unemployed 4,5897 0,45448 

entrepreneurs 4,8718 0,21243 

Assurance 
(expectations) 

 

manager 4,9209 0,22084 

4,528 0,000 

executive 4,8627 0,24241 
retired 4,8948 0,15959 

student/pupil 4,9524 0,12105 
unemployed 4,7179 0,38118 

entrepreneurs 5,0000 0,00000 

Empathy 
(expectations) 

 

manager 3,7571 0,62651 

35,122 0,000 

executive 3,6929 0,84647 
retired 4,5556 0,54311 

student/pupil 4,2143 0,56398 
unemployed 4,3077 0,71312 

entrepreneurs 3,9359 0,53349 
NB: p < 0,01; F≥3,02 

M-arithmetic mean, σ-standard deviation 
Source: Made by the authors of the article based on data analysis in SPSS 13.0. 

 
The results of post-hoc tests show that pupils and students have significantly lower 

expectations of reliability, compared to managers, executives and pensioners. It is also 
important to mention that pensioners differ from other groups due to the fact that they have 
higher expectations than managers, executives and pupils/students. Pensioners expect more 
when we talk about determinant responsiveness compared to the category of executives. 
Entrepreneurs have the highest expectations in determinant assurance. On the other hand, 
there is significant difference in values within the group of unemployed respondents. When 
we take into consideration the last determinant, pensioners expect the most, compared to all 
the other respondents, except the unemployed and students/pupils. 

The fact that older citizens are more sensitive to determinants of quality such as 
“responsiveness“ and “empathy“ is supported by a research carried out  in Australian hotels  
in 1999. It showed that requirements of senior consumers are not significantly different than 
requirements of younger population regarding “tangible“ elements of service. However, when 
we take into consideration special requirements and personal care, senior respondents have 
significantly lower expectations (Wei et all.,1999). 

 
Table 5. Analysis of One-Way ANOVA – according to occupation structure for the domain of 

perception 
Determinants Occupation M       σ F p 

 
 

Tangibles 
(perception) 

 
 

manager 3,7147 0,55464 

21,056 0,000 

executive 3,6604 0,57026 
retired 4,1736 0,50012 

student/pupil 4,1310 0,48779 
unemployed 3,9551 0,60821 

entrepreneurs 3,6186 0,57115 

 
Reliability 

(perception) 

manager 4,3362 0,65299 

14,533 0,000 

executive 4,4544 0,57363 
retired 4,8214 0,35535 

student/pupil 4,7619 0,35635 
unemployed 4,5128 0,60270 

entrepreneurs 4,7179 0,52232 
 

Responsiveness 
(perception) 

manager 4,4209 0,46415 
11,325 0,000 executive 4,4931 0,48908 

retired 4,7440 0,39453 
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 student/pupil 4,7619 0,60523 
unemployed 4,4872 0,70205 

entrepreneurs 4,2179 0,58075 

Assurance 
(perception) 

 

manager 4,6497 0,47311 

10,972 0,000 

executive 4,6292 0,41213 
retired 4,8810 0,25868 

student/pupil 4,9524 0,12105 
unemployed 4,4359 0,85402 

entrepreneurs 4,7179 0,37348 

Empathy 
(perception) 

 

manager 4,1045 0,67614 

15,885 0,000 

executive 4,0424 0,68144 
retired 4,5992 0,55749 

student/pupil 4,4286 0,75593 
unemployed 4,0769 0,78356 

entrepreneurs 4,2564 0,85014 
NB: p < 0,01; F≥3,02 

M-arithmetic mean, σ-standard deviation 
Source: Made by the authors of the article based on data analysis in SPSS 13.0. 

 
For the aspect of perception of given service, there are differences on the level of 

significance  p <0.01 in all determinants of quality. The results of post-hoc test point out that 
managers, executives and owners of private companies give lower grades to the first 
determinant in comparison to pensioners. Pensioners also give higher grades to determinant 
reliability. This difference is important compared to managers and executives. 

Respondents who own private companies evaluate responsiveness considerably lower 
than pensioners and students/pupils. Pensioners give higher grades to the same determinant 
than executives and managers. Unemployed guests give lower grades to determinant 
assurance than pensioners and students/pupils. Pensioners evaluate this determinant more 
than managers and executives. Empathy of the hotel staff was given the highest mark by 
pensioners, which is different when we take into consideration managers and executives. 

                                           
Conclusion 

 
Improvements in product and service quality and creation of specific values for 

consumers make a whole and should be treated as priority in business strategy and policy of 
every hotel. Hotels that choose to apply concept of quality, as the key factor of success, 
should gain growing number of satisfied users, i.e. should be able to position themselves on 
the market successfully and make bigger profit. 

 In new business philosophy, traditional pyramid is turning and transforming into a 
market organization, which makes it consumer-oriented. The only level of quality that is 
acceptable to guests is the one, which is in accordance with their expectations. Looking at 
quality in any other way, except the one defined by clients, brings along potential failure at 
the market. 

The results acquired by application of analysis of variables ANOVA in this paper 
could be very useful to hotel managers, especially in the process of defining target and 
potential market segments. Market segmentation represents basis for hotel product 
development and implementation of the concept of long-term relationship with consumers. 
Identification of consumer segments, which share certain characteristics, and which represent 
demand for certain hotel products and services, plays an important role in proper positioning 
on the market. Different segments of consumers require different treatment. Finances, gender, 
age, education, occupation, motivation, expectation, wishes and needs of consumers are 
factors, which can influence the process of choosing a company and a type of service. 
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 Total SERVQUAL gap is negative and its value is – 0.21. The first determinant 
(tangible elements of service) has the biggest negative SERVQUAL gap. Thus, burning issue 
/key issue in providing quality service in spa hotels is inadequate interior and exterior design 
and equipment of premises and lack of additional hotel programmes. Problems that spa 
tourism in Serbia has match the results of the first phase Strategy of Tourism Development in 
the Republic of Serbia: dilapidated accommodation, poor adaptation to modern demand, 
unfinished privatization process, lack of variety connected to tourist offer and lack of market 
research on consumers’ demands. Creating a strategy of development based on long and 
short-term plans and stimulating investments in spa industry enable overcoming present 
problems. Building and structuring of objects in accordance with modern guest requirements 
would lead to longer tourist season and better positioning of spa hotels on the market. 
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