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fundamental quality of service indicator in the study area. Hence, the study area’s
hotel administrations should focus on those characteristics that concern tangibility

because of the fact that they were the focus of clients
Keywords: SERVQUAL, quality of service, client, and satisfaction
1. Introduction

The provision of quality services in the hospitality industry is fundamental in
gauging the practices of business operations and development. Various studies have
proved that knowledge of consumer orientations on service and goods delivered
according to the needs is very important. In the past twenty years, the progress of the
service industry has reflected a general economic development, indicating its
importance in the global economic framework (Nyirangondo et al., 2024). Various
scientists have crafted measurement models related to service quality, each
addressing different sectors and methodologies. The models aim to analyse the
quality of services from clients’ adapting to the unique features of various industries.
These measurement models of service quality can be categorised into three types:
Traditional Models (SEVRQUAL and SERVPERF), Alternative Approaches
(Multiplicative Models and Digital Service Quality Models), and Sector-Specific
Models (Fast Industry Models). The SERVQUAL model was created by
Parasuraman et al. (1988) to evaluate service quality in five ways: tangibles,
assurance, responsiveness, empathy, and reliability. The model is among the agreed
quality of service analysis scales to determine the link between quality of services
and clients. It uses a 44-item scale, which is further grouped into five categories
(tangibles, reliability, assurance, empathy, and responsiveness): service quality prior

to and post-service consumption (Johnson & Karlay, 2018).

The model has been employed to measure customer satisfaction in various service
Industries (Johnson & Karlay, 2018). SERVPERF measurement system that
evaluates performance and places more emphasis on the actual services provided
than on expectations. It has demonstrated effectiveness in the hotel industry by
identifying critical customer-valued service components (Abdulrab & Hezam, 2024).

Multiplicative Models have been proven to include log-transformed variables and are
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more accurate at predicting customer satisfaction and service quality than additive
models like SERVQUAL and SERVPERF (Mekuria, 2023). Digital Service Quality
Models, indicated by recent research, offer a contemporary method of understanding
client feedback by suggesting text mining and sentiment analysis to gauge service
quality, especially in social media interactions (Angelopoulos & Kontakou, 2021).
Studies in the Fast-Food Industry Models indicate that no single model works for all
organisations; instead, different models or adjustments are needed for particular
settings, like fast food restaurants, where technology is crucial (Umezurike, 2021).
Customer expectations are critical benchmarks affecting service performance
evaluation (Zeithaml et al., 2017). Such expectations are influenced by past
experiences and beliefs of how a service will perform, acting as criteria against
which consumers measure the reality of service performance on the ground
(Parasuraman et al.,, 1988). To address this, service providers must realise and
navigate these expectations to improve customer satisfaction and retention (Kotler &
Keller, 2020). The SERVQUAL model that was developed by Parasuraman et al
(1988) 1s the most widely used and recognised model for measuring service quality
in the hospitality industry. It evaluates service quality based on the gap between
customer expectations and perceptions of the service delivered (Parasuraman et al.,
1988). Competitiveness of a recommendable quality of service and the satisfaction of
clients in the current industry of hospitality have increased because most hotels
implement corporate-wide quality management programs to improve service

offerings and market retention (Zeithaml et al., 2017; Kotler & Keller, 2020).

Many analytical models of the quality of service were practised by various scholars,
like the methods and treatment quality, SERVQUAL, the Synthesised model,
SERVPERF, Antecedents and mediator models (Minh et al,, 2017). The majority
have employed the SERVQUAL model dimensions that were put forward by
Parasuraman et al. (1988) in the analysis of quality of service and consumer
satisfaction in the hotel service subsector. The competitiveness for high-quality
service and satisfaction of customers in the contemporary hospitality subsector is
increasing due to the fact that most hotels are undertaking institutional-level
management of quality programmes to enhance service delivery and market retention

(Sharma, 2014). Though a number of studies have been done to examine the service
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quality in this industry and whether or not there is client satisfaction, there were
limited studies undertaken in African countries. The literature review showed that
most of the researches were undertaken in Asia (Chung & Chen, 2015; Debasish &
Dey, 2015). Other studies on the analysis of service quality and customers’
satisfaction levels have been done using models other than the SERVQUAL model.
Scholars like Mbise et al. (2014) studied in Tanzania, examining the influential
reasons for the service quality and the issues associated with tourism in the study
area. It analysed an eclectic hotel product that involved location accessibility, hotel
visibility, the design of hotels, and how they are presented. Mbise (2014) found the
causes for the big gap, including poor data on the market, the remoteness of hotels
from the airport, and the lack of courtesy and the practice of professionalism among

staff.

In spite of the strategies implemented in the hotels to enhance the delivery of
services, there was evidence of a problematic situation related to service quality,
which led to customer dissatisfaction in Arusha's three 3-star hotels. This article
analysed the service quality and client satisfaction level in the study area, which
included ten hotels. These were Naura Springs, Snow Crest, and Impala, among
others. Venus Premium, Arusha Corridor Springs, Arusha Crown, and New Safari
hotels. These hotels were the three-star or town hotels as classified by the East Africa
standardisation of hotels and facilities of 2009. The hotel and restaurant rates ranged
from 1 star to 5 stars. However, in the study area, there was only one star hotel. The
standards that were employed to differentiate 1 star/level from the other include: the
location, building status, existence of facilities as per standards to accommodate
guests These researchers chose to analyse the third-level hotels due to the fact that
past scholars on the topic targeted much more efforts on 4- and 5-star hotels

generalise the facilities in the same naming.
2. Problem Statement

Any development intervention requires its analysis from all its dimensions for its
effectiveness and an efficient process. In the service industry, the provider and
recipient perspectives are the two major dimensions relevant in the analysis of

development, particularly in the hotel industry. The increased competitiveness in
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markets raises the question of quality in the hotel business. Its occurrence is,
however, a result of multiple factors that have influenced. These factors involve
enhancing the customer’s rights and the existence of the claimed ‘new’ quality-
conscious consumers. Pimic et al. (2023) put that individuals recognise the pervasion
effects of quality, at the same time have a challenge in understanding its many
perspectives, which has been an important component or aspect in managing the
hotel subsector. Also, Ali et al (2021) argue that the challenge of quality of service is
usually sourced from various understandings among hotel actors, including the
consumers or customers and the hotel management. The hotel management, at times,
fails to understand that there are customers who only need food and accommodation.
On the other hand, other customers require full services. Scholarly works in both
developing and developed countries on the subsector (Khna & Fasih, 2014; Ulaya,
2017). However, there was limited knowledge in exploring the hotel subsector,
particularly in 3-star hotels in the study area in Tanzania. This created a gap and the

need for this study.
3. Methodology

This article is based on the study that was done at the three-star hotels in Arusha,
Tanzania. The area was selected because of the fact that it is among the destination
cities of tourism in Tanzania. The article employed a quantitative approach in
understanding the problem. The cross-sectional design was used to examine the
situation so as to understand it and focus on the extent of the respondents ' existing
reality about customer perspectives. The researchers employed a simple random
sampling method to select the 5 three three-star hotels out of the ten existing in the
city. This paper used the formula, and the sample size included 57 participants. These
participants were chosen as a sample from the 5 previously chosen three-star hotels.
A simple random technique was used in obtaining these participants. A purposive
method was used in selecting managers. Data were collected using a survey with
questionnaires. This method was employed in gathering data from hotel managers.
The researchers chose this technique due to the fact that it facilitated the gathering of

much detail from the participants.
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This article employed a documentary literature review method. Various literature
ranging from global, regional and national levels was analysed to inform the topic on
the problem. Various secondary sources of information were used, including
government, private journals, and books. The article employed the quantitative data
processing and analysis techniques. The quantitatively collected data were analysed
by descriptive statistical techniques, while those by documentary review were
analysed by the content analysis method. The simple statistical analyses involved
comparisons and percentages were employed to analyse data. A SERVQUAL
questionnaire was designed to evaluate the quality-of-service difference or gap.
There was a compilation of two forms with questions to measure the perceived and
expected reality on the topic. Ethics also means determining right or wrong when
conducting research (Madondo, 2016). Research ethical issues were adhered as well
as the permit to undertake the study was granted by the relevant authorities in

Tanzania.
4. Findings and Discussions

This part is intended to present and discuss the findings of the article. These are
related to the respondents’ characteristics. It also makes the presentation and
discussion of the findings of customers' perceptions and actual experiences related to

hotel management in the study area.
4.1 Age

The results of age of the respondents are presented in Table 1. The information of the
study was gathered from 57 participants who were recruited in the Arch hotels. This
was done to get knowledge about the status of the age structure of visitors. Around
1/3 of the participants had an age above 46 years. It was found that a third of the
participants were below 35 years of age. The other category of respondents

comprised 36 — 45 years, who had slightly less than one-third.
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Table 1: Age (N=57)

Age category Per centage
18 -25 53

26-35 29.8

36 -45 29.8

46 - 55 28.1

Above 55 53

Total 98.2
Missing 99 1.8

Total 100

4.2 Sex

This sub-section explains the findings of the participants of the study regarding sex.
In this study, it was found that both males and females participated in filling out the
questionnaires, 64.9% of all participants being male and 35.1% female. This
indicated that many of participants in the study were male. This can be linked to the
gender division of labour related to Africa, where travellers are, by majority, males,

and where females do they are accompanied by their male relatives.
4.3 Marital Status

Table 2 presents the marital status of clients in the study area. It was found that more
than three-quarters of the participants had marriage, whereas fewer than those being
single. It was revealed that widows accounted for less than 2% of all participants.

This is an indication that many of the clients of the area had marriage.

Table 2: Marital Status (N=57)

Marital Status Per centage
Single 17.5
Married 80.7

Widow 1.8

Total 100
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4.4 Education Status

The results in Table 3 reveal the education status of the participants in the study area.
It was found that one-third of the participants of the study had a Master degree level
of education. These included holder's professional qualification. The study found that
the other third comprised bachelor's degree holders, while the remaining one-third
were diploma and below holders. It was revealed that the main reason for their visit

was travelling and attending conferences, and conducting business.

Table 3: Education Level (N=57

Education Level Per centage
Ordinary level 8.8

High school/Diploma 28.1
Bachelor’s education level 24.6
Master’s education level and above 29.8

Other levels, including professional courses 8.8

Total 100

Reliability and Validity
4.4.1 Dependability and Credibility Test

Reliability refers to the situation under which the tools used to gather information
yield consistent results without distortion. Therefore, this paper tested the internal
uniformity of participants’ presuppositions and their understanding scales, applying
Cronbach’s alpha to examine their reliability. The Cronbach Alpha for hotel visitors
and perceptive reality were found to be 0.816 and 0.919, respectively. Also,
Cronbach’s alpha for each element was 0.875. This is an acceptable reliability of
Cronbach’s alpha explanations. Therefore, the dependability value for the study is
fundamental due to the highest dependability value got being 1.0, showing that the
items in the five aspects of the SERVQUAL theory agreed to make the assessment.

Cronbach's
Alpha N of Items
.875 5
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4.5 Findings on customer expectations and actual quality

Measures related to central tendency were employed to make comparison of clients’
presupposed truth (E) with verified service quality delivery experience (P), and a gap
score (P—E) of clients who visited the third-level hotels were availed. The averages,
standard deviations, and difference scores between perceived reality and actual
experiences were generated for each quality of service item. According to Marunda
and Matonda (2023), pricing, promotion, product, and policy strategies significantly
improve the tourism and hospitality industry by enhancing customer expectations

and trust in the service delivered.
4.5.1 The comparison of customers’ expectations with actual Reality

This section presents a comparison of clients’ perceived or expected reality with the
tangible service delivered in hotels of the study area. The findings in Table 4 indicate
the clients’ expected reality against the tangible experience of the service quality
provided in the hotels. It was revealed that the clients had a relatively higher
expected reality compared to actual experiences. This was accompanied by
dependability, sensitivity, responsiveness, and confidence. The last element is

empathy, which scored a lower average.

Table 4: Customers’ expectations versus the Reality of quality of service on the ground

Factors on the quality of Expected reality (N=57) | On-ground reality (N=57)
Service

Average Std. Deviation Average Std. Deviation
Tangibility 4.3304 43698 4.1175 49834
Reliability 42114 43022 4.0877 .56768
Responsiveness 42114 43022 3.9342 .56007
Assurance 4.0482 49999 4.0424 48184
Empathy 3.7953 65315 3.7749 85710
Total Mean Score 4.1565 33817 4.0164 47189
Average Score 4.1255 46479 3.9955 57282
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According to Marunda and Batonda (2023), developing the tourism and hospitality
industry depends on several factors, including pricing, promotion, product, and
policy strategies in the Arusha Region. The results indicate that hotels' service quality

is high and consistent with customers' expectations.
4.6.2 Customer Perceptions

The findings in Table 5 indicate the clients’ perceived reality concerning every
element of the SERVQUAL model. The elements that scored higher in clients'
perceived reality average level of scores include accessibility to the hotels, workers'
willingness to serve clients, and staff related to food, drinks, and services. visibly
convincing, establishing infrastructure and spaces, preserving, and records
guardianship with accuracy. These elements were realized to have a lower average
score level. These involved convenience for special group clients, followed by
provision of services with competitive and affordable prices, and the hotel's ability to
resolve clients' complaints, compensating for any unintended inconveniences for
clients. Scholars like Nyiragondo et al. (2024) have a thesis that customers’
perceptions are a vital factor in the management of hotels due to their ability to
facilitate the enhancement of the hotel industry in Pretoria, thereby providing

evidence that clients create perceptions on the basis of delivered services in hotels.

Table 5: Clients’ Expectations

Phrases N Minimum Maximum Average Std.
Deviation
Statistics| Statistics | Statistics |Statistics| Std. | Statistics
Error

P. Visibly tempting 56 3 5 4.12 .089 .662

constructions

P. Modern-looking 56 2 5 3.93 A11 .828

equipment

P. Employees appear neat 56 2 5 4.00 .108 .809

P. Food and beverages 54 3 5 4.22 .090 .664

P. Materials associated 56 2 5 4.30 105 784

P. Services as they 56 2 5 3.88 102 764

promised.
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P. Provide prompt 57 2 5 3.93 112 .842
services.

P. Keeps accurate records 54 1 5 4.09 .143 1.051
P. Willing to serve 57 2 5 4.32 .087 .659
customers.

P. Available when 57 2 5 4.21 .099 750
needed.

P. Resolves guest 54 2 5 3.72 116 .856
complaints

P. Provides the same 57 2 5 3.77 .100 756
services

P. Employees have 54 2 5 3.96 .091 .672
knowledge

P. Treat guests friendly 56 3 5 4.23 .092 .687
P. Competitive and 57 2 5 3.72 .108 818
affordable

P. A sheltered and secured| 57 2 5 4.11 .078 .588
location.

P. Has uncomplicated 57 2 5 4.39 .099 750
entry

P. Impresses guests' 54 2 5 3.94 .085 .627
reliance

P. The particular want of 56 2 5 3.93 122 912
visitors.

P. Take visitors’ best 56 2 5 3.95 .109 818
attention

P. Fitting special needs 53 1 5 3.45 .184 1.338
visitors

P. Overall analysis 57 2 5 4.09 .068 510
Valid N (listwise) 45

4.6.3 Perception -Expectation Gap

Table 6 presents the gap between perceived reality and expected reality. The results
indicate a varying gap between the two parameters. From the client's perspective, the
gaps between perceived reality and expected reality (P—E) indicate the quality of

service in the hotels. A positive gap (+) stands for the good quality of service in the
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hotels, and indicates that the hotels provided services that were of higher quality than
expected. At the same time, a negative gap (-) indicates that the quality of service in
the hotels was poor and that the hotels provided poor services. The zero gap (0)
indicates that the service quality delivered in the hotels satisfied the clients’
requirements. The service quality in the three-star hotels was, on average, low. The
hotels did not provide the services that were expected by clients. The elements with
the highest gap level average involved food and drinks, which were served
hygienically, being adequate with sufficiency. There were also visually convincing
building infrastructure and facilities, with a modernising outlook (air conditioners,
furniture, elevators, and communication tools installed). There were the lowest gap
average scores levels that involve the knowledge of hotels-specific requirements and
needs of visitors by hotels workers, the eagerness to provide clints with, service
provision to clients, the capacity of hotels’ workers to undertake confidence in clients
service, the delivery of prompt services by workers and workers knowledge of the
hotels-specific requirements of clients. The existence of the lowest gap average
scores levels indicated a secure and peaceful place, retaining the clients' best
preference and interest at heart, and providing appropriateness for special group
clients. These results are linked to those by Chung et al. (2015), who examined the
correlation between hotel service quality and clients' pleasure. it was realised that the

general analysis of the hotel's quality of services was in poor condition.

Table 6: Perceived-Expected Variance

Dimen- Phrases Expected Perceived | Gap
sions Score
Real Eye catching infrasture 4.40 4.12 -0.28
State-of-the-art facilities 4.18 3.93 -0.25
Employees appear neat 4.21 4.00 -0.21
Food and beverages 4.51 4.22 -0.29
Substances linked to services 4.36 4.30 -0.06
Reliability Assistance was as told before. 4.05 3.88 -0.17
Workers deliver quick service. 3.96 3.93 -0.03
Keeps accurate records 4.27 4.09 -0.18
Always wiling to help clients. 4.33 4.32 -0.01
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There is a worker's presence in case | 4.40 4.21 -0.19
of need.

Responsiveness | Resolves guest complaints and | 3.87 3.72 -0.15
compensates
Hotels deliver similar services 3.78 3.77 -0.01
You know how to communicate | 4.18 3.96 -0.22
messages and services
Employees always treat customers | 4.39 4.23 -0.16
in a proper manner.

Confidence There are budget-friendly prices. 4.16 3.72 -0.44
Sanctuary and peaceful spaces. 4.16 4.11 -0.05
The hotel is easily accessible. 4.53 4.39 -0.14
Employees instill confidence 1in | 3.95 3.94 -0.01
guests.

Sensitivity Hotels  know  the  particular | 3.89 3.93 0.04

towards requirements of customers.
Hotels fit the interests of customers | 4.00 3.95 -0.05
Hotels are also appropriate for | 3.50 3.45 -0.05
special group customers.

The overall assessment of the hotel's service quality | 4.33 4.09 -0.24

was good.

Table 6 presents the gap in score between perceived reality and vivid experience on

every dimension measured. The beginning three elements, namely assurance,

tangibility, and responsiveness, have a large gap in mean rank. The five elements

were employed to examine palpability, and four were specifically employed for

determining levels of assurance and responsiveness. Clients perceived a higher

service quality than that delivered in the hotels, hence there was no satisfaction. At

the same time, the two elements, namely dependability and sensitivity, have a small

gap in means ranks; the five elements were used to analyse the dependability, and

three on sensitivity. This meant that clients were generally pleased with the service

quality delivered in the hotels. According to Abdulrab and Hezam (2024), customers
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had pleasure that the hospitality industry is expected to grow rapidly, driven by new
trends and technological improvements. The merging of data analytics, experiences,
practices, and innovative services indicates new opportunities for hospitality

businesses that foster customer expectations.
4.7.1 Link Between Excellence Services and Client Fulfilment

Table 7 presents the Pearson’s correlation analysis. An examination of the link
between the quality of service and client contentment was conducted. Table 8 reveals
the analysis of the association Matrix. The results indicated that client fulfilment was
remarkably linked to the quality of service elements. Referring to the first element,
the results showed that there was a considerable positive association between reality
and client fulfillment (r=0.679, p<0.01). Hence, when hotels deliver the appropriate
services, state-of-the-art facilities, workers' effectiveness in services, and conducive
spaces, the clients will get fulfillment. In the last but fourth element, the findings
indicated that there was an influential positive association between dependability,
readiness, and confidence, and sensitivity and client contentment (r=0.848 - 0.876,
p<0.01). It implied that hotel managers must at all times adopt strategic management
to promote the improvement of the five service elements (reality, dependability,
readiness, confidence, and sensitivity) to promote client contentment. The findings
underscore the fact that there was an influential association between the quality-of-
service elements and client satisfaction in third-level hotels. The findings are in
agreement with those by Wang’ombe et al. (2016), who examined the impact of the
quality of service on client contentment in the same types of hotels in Nairobi,
Kenya, and revealed that there was an influential linkage between them due to the
fact that the p-value was less than 0.05. Again, Eshetie ef al. (2016) examined the
quality of service and client contentment in this industry and revealed an influential
positive association between the five service elements of quality and client
contentment with the services. Gronroos (2000) also suggested that the quality-of-
service elements are likely to change in response to the delivery of services.
Therefore, different strategies should always be taken in response to different service

contexts.

The coefficient of co-variation, represented by the letter r, normally takes any value
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between (-1) and (+1). It facilitates quantifying the power of direct association
between two classified or statistical parameters (Saunders et al., 2012). The merit
of 1 acts for a completely useful association, and the merit of -1 acts for a
completely pessimistic association. The complete useful association indicates the
existence of two parameters that are exactly associated with one another, indicating
that the change in one parameter causes the change in the other parameter.
However, the distinction of the complete pessimistic association indicates that if one
parameter reduces, it causes the other parameter to reduce accordingly. Hence, the
body of knowledge recommends that the association coefficient between (-1) and
(+1) shows a fragile usefulness and a pessimistic association, and a merit of (0)
shows the parameters are completely self-reliant. Again, (— 0.3) and (- 0.7) are
named as fragile pessimistic and powerful pessimistic associations, and the opposite

(Saunders et al., 2012).

Table 7: Pearson’s Association Analysis

PALPABILI| DEPEND | SENSIT |CONFIDEN | SENSIBILI | GENER
ELEMENT

TY. AB. IV. CE TY. AL.
DEPENDABIL .

636
ITY
SENSITIVITY 454" 718"
CONFIDENCE 490" 641" 755"
SENSIBILITY 473" 586" 7317 696"

415 701 693 760 659
ANALYSIS.

679 .848 .876 .862 .866 .840
ENT

**_ Association is remarkable at 0.01 level (2-tailed)

4.7.2 Correlation Analysis

The correlation analysis presents the assessment results, namely the association
coefficient, as per Table 8. The results in the table reveal the quality of service
elements that were examined and that were associated with one another using the

determination of 0.047.
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Table 8: Association Matrix Table

PALPABILI [DEPENDABIL [SENSITIVI |CONFIDEN |SENSIBILI
DIMENSION
TY. ITY. TY. CE. TY.
DEPENDABIL »
636
ITY
SENSITIVITY |.454™ 718"
CONFIDENCE |.490™ 6417 755"
SENSIBILITY |[.473"" 586" 7317 696" 1.000

a. Determinant = .047

Again, the Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test measure the power of the
association that exists among parameters. Kaiser (1974) suggested that 0.5 be the
lowest limit figure that is purely agreed, a figure between 0.7 and 0.8 is agreeable,
and figures above 0.9 are excellent. Hence, the findings in Table 9 indicate that the
KMO units are 0.823, which connotes that the representative population was
sufficient and there were remarkable answers to the questions (“what were the most

important service quality dimensions in the third-level hotels in Arusha?”’?

Kaiser-Meyer-Olkin Computation of Representative $23
population Sufficient. .
Bartlett's Testing of|Approx. Chi-Square 164.081
Sphericity Df 10

Sig. .000

4.8 Perception Versus Expectation Gap

The findings presented in Table 10 show the existence of discontinuity between the
clients' perceived reality and the tangibility of service quality delivery in the area.
Generally, the client's perceptions were higher than the tangible experience of the
quality of services. The aftermath of this is a negative discrepancy between
perceived reality and tangible experience. Parasuraman et al. (1988) argue that the
tendency for clients’ perceived reality to be influenced by the tangible experience of

service indicates that there is always a need for the enhancement of services in hotel
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management. These results were linked to those by Eshetie et al. (2016), arguing for
the negative gap between actual and expected service in all aspects of the dimensions

of the lodging quality index.

Table 10: Perception Versus Expected Gap

S/NO Factors Expected Practical Variance

1 Tangible 4.33 4.11 -0.22

2 Reliability 4.20 4.09 -0.11

3 Responsiveness 4.06 3.92 -0.14

4 Assurance 4.2 4.04 -0.16

5 Empathy 3.79 3.77 -0.02

6 General analysis facilities’ | 4.33 4.09 -0.24
service quality was good.

7 General Mean  Servqual | 4.12 3.99 -0.13
Score

4.9 Conclusion

The article examined the linkage of clients’ expected reality and tacit experience of
service quality in the hotels of the City of Arusha in Tanzania. The objective was to
compare the clients’ reality and on-field experience, evident in the quality of service
in third-level hotels of the city. It is concluded that there was a negative gap that
indicates a discrepancy between customers’ perceived targets and vivid experiences
of quality-of-service delivery in the study area. This implied that these hotels had
limited-service delivery to fulfil customers' expectations in the study area. It was
indicated that customers’ perceived targets and vivid experience of the quality of
service delivered in the area were shaped by factors including responsiveness,
assurance, and tangibility, which are the indicators of the existing higher gap in mean
scores in the study area. Similarly, empathy and reliability were regarded as

indicators of the lowest gap in the mean score.
4.10 Recommendations

In the context of the above conclusion, this section recommends a number of options.

Due to the fact that there were differing challenges related to customers' low level of
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satisfaction, therefore, the researchers in this article recommended addressing the
different challenges of customers. It was therefore recommended that hotel
administrations should know about clients’ expectations prior to and during the
delivery of service, and what types of facilities and services would be suitable to
deliver in high-quality. The services should be effective and efficient in addressing
the quality gap of the service. This can be done by making sure that hotel actors
understand the customers’ wants and needs to be delivered and make relevant

approaches to deliver super and high-quality services.
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