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Abstract
In today’s highly competitive market when it comes to having a 
competitive advantage over others, providing superior service qual-
ity to the customers is the most important criteria for any industry. 
To provide superior service quality, it is a must for businesses to rec-
ognize the factors contributing to the customer perception towards 
service quality. The primary purpose of this study was to decide the 
factors influencing the decision of a customer while booking a ho-
tel using performance only scale SERVPERF. The SERVPERF scale 
aims to measure the customer perception regarding the services 
offered. The performance only scale comprises of 22 service quality 
items under four factors, namely, Tangibility, Reliability, Assurance – 
Responsiveness, and Empathy. A primary survey was floated which 
was validated in person before floating to check the reliability of 
the questions asked in the survey. The data collected was analyzed 
using supervised classification technique – Logistic Regression to 
determine the factor that has the highest contribution in customer 
perception for the decision making while booking a hotel. The study 
and the overall findings depicted that the highest contributing factor 
among all the dimensions’ is tangibility as the model has the highest 
accuracy and precision, followed by Empathy. Hotel operators and 
Hotel managers can focus their major efforts in these two factors to 
provide superior service quality based on the customer perception 
to have a competitive advantage in the market to maximize their 
overall sales in this service industry.
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Introduction 
Businesses pertaining to the service industry are 

attempting their best to enhance the customer sat-
isfaction by providing better and improved service 
quality, especially the hotel businesses. The world 
markets have seen a drastic change in trends from 
Agriculture-related markets to Service-related mar-
kets. Currently, the principal focus of hotel operators 
is to maintain quality levels so to meet the essential 
requirements and the desires of the customers. Hotel 
operators have a greater chance to envision and com-
plete their customers’ requirements if the require-
ments of their customers are distinctly identified and 
understood. In today’s competitive market, superior 
service quality is essential to achieve greater success, 
progress, and endurance with competitors [1]. Provid-
ing high-quality service would result in an overall con-
tended customer, which is the main key for sustainable 
advantage in the competitive market. 

Over the past few decades, both in the develop-
ing countries and the developed countries, service 
industry and notably the hotel-based hospitality in-
dustry has been viewed as the main driver for dom-
ination and development for the national economies. 
The ever-increasing competitive struggle to survive 
and outperform other competitors to maintain their 
customer relations and protect their own, as well as 
the stakeholders’ interest, has led the hotel operators 
and managers to deliver better service quality to the 
customers and have a basic understanding about the 
customer needs to differentiate themselves from the 
competitor and increase the upper hand advantage in 
the market [2]. The only lane to achieving business ac-
complishments on the competitive market is to deliver 
better service quality in order to surpass customers’ 
expectations.

This study aims to focus on the factors affecting 
the decision of a customer while booking a hotel using 
SERVPERF scale. SERVPERF is a performance only 
scale and is believed to be a preferable tool for reli-
ability and validity as it only takes into consideration 
the perceived service quality and does not ponder 
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upon the expected service quality [3]. (Brady, 2002) 
suggested that service performance only (SERVPERF) 
scale can be used to determine the overall service 
quality, in contradiction to the difference between ex-
pectations and perceptions based SERVQUAL scale. 
Hence, suggesting that the SERVPERF scale was more 
acceptable for measuring the service quality in many 
service-related industries [4]. (Jain and Gupta, 2004) 
in their study examined that SERVPERF when com-
pared to SERVQUAL gives higher variance in deter-
mining the service quality, which prompted the utili-
zation of SERVPERF and increasing further strength. 
The corresponding 22 items and 5 dimensions that are 
used to measure the SERVQUAL scale are utilized in 
the service performance scale SERVPERF as well, the 
only difference pertaining to SERVPERF scale is that 
it considers only the perception of the customer [5]. 

Hence, performance only SERVPERF scale has 
been used for this research to determine the factors 
affecting the decision of a customer while booking a 
hotel. This research can be helpful to the hotel oper-
ators to know beforehand the factors that should be 
taken into consideration to deliver the superior quality 
service possible to the customers to gain a competitive 
advantage in the market. The factors considered in the 
SERVPERF scale are Empathy, Tangibility, Reliability, 
and Assurance- Responsiveness. Each of the factors 
consists of 5 to 6 attributes defining the respective fac-
tors. Supervised Classification Technique – Logistic 
Regression has been used on collected categorical data 
to analyze the results and findings [6]. 

The research is segregated into three main parts. Part 
one of the research deals with the objectives of the study, 
the insights taken from the existing literature, and the 
gaps that were analyzed to carry forward the study. Part 
one also states the hypothesis that the study will try to 
prove in accordance with the existing studies. The sec-
ond part of the research deals with the data collection, 
methodology, statistical tool applied, results, and find-
ings of the study, part two also deals with the discussion 
and conclusion of the data collected and its relevance 
with the objectives of this study. Finally, the third part of 
the research deals with the limitations of this study and 
the future scope that the next researchers can take into 
consideration to move this forward more efficiently [7]. 

Literature Review
The ever-growing hospitality industry and in that 

the hotel sector specifically, has seen an increase in 

need from the hotel operators and hotel managers and 
industry experts to understand how the customers 
or clients select hotels to visit and what are the deter-
minants that affect their decision making of select-
ing a hotel to stay in. There has been an exceptional 
growth in the quantity of visitors and travelers around 
the globe for the last several decades [8]. The num-
ber has increased to 1.2 billion in 2016 which was 525 
million in 1995 for the hospitality industry according 
to (World Bank, 2017). The services in the hospitality 
industry are endeavoring their level best to enhance 
their service quality to make the customers satisfy 
with their services, particularly the hotel industry. The 
factors which help the hotel industry to enhance the 
service provided will be the ones affecting the custom-
er’s decision on booking a hotel. Service quality is vital 
for the hotel industry and hotels having high service 
quality will be able to increase their market share and 
their profit-making ability [9]. 

The interest in service quality has seen a growth 
substantially, and studies have proved that service 
quality is an essential for progress and endurance in 
the present competitive market, especially in the hos-
pitality industry. The key to competitive advantage 
lies in giving improved quality service to satisfy the 
customer needs. SERVQUAL is the scale that has been 
universally used to determine the service quality in 
Service-related market and the hospitality industry 
[10]. As per the SERVQUAL scale, service quality can 
be determined by recognizing the deviation between 
the customers’ expectation for the service being of-
fered and the customers’ perception after he/she has 
received the same service, if the expectations meet or 
exceed their perceptions of the real service provided. 
However, there have been certain criticisms about the 
scale, despite the value it provides and the popularity it 
has gained. (Cronin and Brand, 2002) stressed on the 
point that expectations do not provide any additional 
data in determining the overall service quality [11]. 

Service quality was rightly affected by percep-
tions of the service parameters and performance; the 
researchers came up with a scale of service perfor-
mance SERVPERF (Taylor and Cronin, 1994), a ser-
vice performance scale that appears to produce more 
accurate outcomes when compared to SERVQUAL. 
(Brady, 2002) suggested that service performance in 
the service quality can be determined utilizing a per-
formance (perception) only scale, in contradiction to 
the difference based SERVQUAL scale [12]. Hence, 
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proving that SERVPERF was more suitable for de-
termining and estimating the service quality in Ser-
vice-related/hospitality industries. (Jain and Gupta, 
2004) in their study examined that SERVPERF when 
compared to SERVQUAL gives higher variance in the 
estimation of service quality, which prompted the uti-
lization of SERVPERF and achieving further strength. 
The corresponding 22 items and 5 dimensions that are 
used to measure the SERVQUAL scale are utilized in 
the service performance scale SERVPERF as well, the 
only difference pertaining to SERVPERF scale is that 
it considers only the perception of the customer [13]. 

(Dr. P. Srinivas. Rao. and Dr. Padma.Charan.Sahu, 
2013) in their research about the Effect of Service 
Quality on the customer satisfaction in the hotel in-
dustry assessed the expectations of the customers and 
their respective perception level towards the service 
quality provided by the hotel and was measured via 
four dimensions: Tangibility, Empathy, Assurance-Re-
sponsiveness, and Reliability. The study was about the 
satisfaction or evaluation that is formed via compar-
ison of the pre-purchase customers’ expectations to 
their respective perception level of the service that 
they received. The study interpreted that the deviation 
between the customers’ expectations and perceptions 
of the service quality by the business should be mini-
mized by keeping in mind all the factors affecting the 
four dimensions of the measurement for the service 
performance [14]. 

In the study of Factors determining the selection 
of hotels and the dynamic decision-making proce-
dure (Vladan Pantelic, 2017) listed different factors 
that have its impact on the selection of a hotel. The 
study identifies the factors that influence consumers 
while settling on choice for a hotel stays. (Dube and 
Renaghan, 2000) found the attributes contributing in 
the selection process. The top five hotel selection at-
tributes are “location”, “brand and reputation”, “phys-
ical property”, “room design” and “customer service”. 
(Vladan Pantelic, 2017) portrayed a literature map and 
explained the discoveries related to the hotel selection 
attributes, the map showed that location, price, facil-
ities, and services are the major factors influencing a 
customers’ perception in booking a hotel [15]. The 
theory is made from 3 main features viz. perceived 
price, perceived value, and perceived quality. (Vladan-
Pantelic, 2017) recommended that more research and 
investment from the management and owners are to 
be put in the determination of the factors influencing 

the decision making while booking a hotel. Research 
done is carried forward in the same path to analyze the 
factors mentioned.

(Drazen Maric, RadenkoMaric, Veljko Marinkov-
ic, and Darko Dimitrovski in 2015) in their analysis 
of Tangible and Intangible service quality components 
for hotels identified the importance of individual 
components of the hotel service offering. The study 
concluded that in the hospitality and hotel industry, 
the customers generally tend to give more importance 
to the intangible attributes such as empathy of the em-
ployees towards the customers [16]. The primary im-
portance for the customer is the services offered by the 
employees and the staff. The secondary importance 
for the customer is the physical offerings of the hotel 
(tangibility).

In the study of estimation of service quality in 
the hotel industry (Ibrahim Yilmaz, 2009) demon-
strated that the scale used for determining of service 
performance was SERVPERF and the scale consisted 
of 4 dimensions viz. tangibility, empathy, reliability, 
and assurance-responsiveness. The utilization of the 
SERVPERF scale gives valuable information to the 
hotel managers for maintaining the services offered 
to gain a competitive advantage. The result also im-
plied that the most important dimension or factor that 
contributes to a customer perception for the hotel in-
dustry is the empathy. In the light of the literature re-
view, present study endeavors to investigate the factors 
affecting the decision of a customer while booking a 
hotel, the study done has also taken into consideration 
the safety and hygiene needs of a customer due to pan-
demic times and which will be a sustaining future for 
the hotel and the hospitality industry [17]. 

Research Gap
(Vladan Pantelic, 2017) has done a secondary re-

search on the ‘Factors determining the hotel selection 
and their contribution in the decision-making pro-
cesses. The limitations of the review and the future 
scope of the study states the research to be conducted 
in the form of primary surveys and interviews as part 
of primary research to get the proper customer feed-
back in regards of selection for the hotel stay, he also 
stated that the further researches should have their at-
tention on the decision-making process instead of the 
choice attributes. Hence, to fulfil the research gap, this 
study has been conducted as a primary research via 
survey data collection (Questionnaire) and the focus 
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is also on the decision-making factors of a customer 
while booking a hotel using the performance only 
scale [18]. 

Research Objectives
In accordance with the scope of this research and 

the existing gap, objectives of this research are as fol-
lows –
• To determine the factors affecting the customer 

perception while booking a hotel.
• To analyse the factors that will help a hotel to max-

imize its sales.

Research Hypothesis

Tangibility
The inclusion of physical facilities as physical fac-

tors of service used to provide that service, and the 
physical appearance of the personnel. As explained 
by (Dr. Abhishek Kumar, Biplap Kumar Biswal, and 
Sumana Chaudhari, 2018) Tangibility is the physical 
aspect of the facilities, appearance, and personnel.

H1: Tangibility influences the Decision Making 
While Booking A Hotel

Reliability
The capability of the hotel operators to execute the 

service accurately, willingly, and consistently; the cus-
tomers can depend on the staff completely for their 
requirements is known as reliability aspect of hotels. 
The service performance of the hotel operators right 
the very first time is also a part of this factor [19]. 

H2: Reliability influences the Decision Making 
While Booking A Hotel

Assurance – Responsiveness
The desire of the hotel operators to offer apt and 

prompt service to the customers and to help them for 
all their requirements. The ability of the operators to 
convey certainty and trust to the customers with the 
complete knowledge of the services is termed as As-
surance – Responsiveness.

H3: Assurance - Responsiveness Influences the 
Decision Making While Booking A Hotel

Empathy
The staff and operators provide personal care and 

attention to the customers while understanding their 
basic safety needs and showing sincere efforts in solv-

ing the customers’ problems is termed as Empathy. A 
Conceptual framework of overall service quality using 
SERVPERF is shown in Figure 1.

H4: Empathy Influences the Decision Making 
While Booking a Hotel

Conceptual Model
Tangibility

Reliability

Assurance - Responsiveness

Empathy

Overall Service Quality

H1

H2

H3

H4

Figure 1. A Conceptual Framework of Overall Service Quality 
Using SERVPERF.

Data and Methodology
The research was conducted to determine the fac-

tors that will influence the decision making of a cus-
tomer/guest while booking a hotel. To do as such, a 
service performance only scale SERVPERF is utilized 
which is based on the perception, the customers have 
with regards to the hotel services. The scale used for 
the determination of the factors had various indica-
tors. The indicators consisted of Tangibility, Reliabil-
ity, Empathy, and Assurance-Responsiveness. These 
factors come under the SERVPERF scale (the service 
performance scale). The scale consisted of 4 dimen-
sions and 20 attributes contributing to those dimen-
sions [20]. 

A sample survey method was adopted to gather 
primary data. A questionnaire was floated to the cus-
tomers and the SERVPERF scale was employed in the 
study to collect the primary data regarding the cus-
tomer perception related to the decision making while 
booking a hotel. The sampling method used was Con-
venience Sampling. This sampling is a non-probability 
sampling technique in which the sample is taken out 
from the population that is convenient (close to hand) 
to the researcher. The survey comprised of two prima-
ry areas; the first section of the questionnaire includ-
ed the questions about the demographic data (Age, 
Gender, Occupation, Frequency of the visit, Reason 
of the visit), the second section of the questionnaire 
comprised of questions about the perceptions of the 
service quality. A 5-point Likert scale was inculcated 
in the questionnaire, 1 being the least important and 
5 being the most important. The questionnaire was 
administered by close friends and relatives via a for-
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mal interview before floating it for sample collection 
to have the clarity and validity of the questions asked.

The sample size used for analysis was 182. The 
sample had diversity in demographics related to the 
age group, occupation, the regularity of their visits 
to the hotel before and after the pandemic, and the 
reasons of their visits to the hotel before and after 
the pandemic. After the questions pertaining to the 
demographic details, the next section of the ques-
tionnaire consisted of the 5-point Likert scale related 
to the factors influencing the decision making while 
hotel booking. The response of the 5-Point Likert 
scale was converted into categorical data to apply su-
pervised classification technique – Logistic Regres-
sion to check the significance of each of the factors 
contributing to the decision making while booking 
a hotel. Overall service quality was taken as the de-
pendent variable and all the attributes of the respec-
tive factors were taken as the independent variables 
to get the final accuracy of each model and factor to 
check the significance [21]. 

Results and Findings 
The Table shown below (Table 1), displays the 

demographic outline of the respondents for the data 
gathering and analysis. Out of the total data collect-
ed, (61.5%) samples were of Male and the rest (38.5%) 
samples were of Females.

The maximum age group of samples (67.6%) be-
longed to the age group of 25 or below, followed by 
(25.7%) belonging to the age group of 26 to 35 years. 
When it comes to occupation, the maximum number 
of samples were of students (60.4%) followed by pro-
fessionals (29.7%), and (7.1%) samples had their occu-
pation as self-employed. The questionnaire included 
some questions related to the effect of pandemic on 
customer perception while booking a hotel. The de-
mographic factor related to this was the frequencies 
of the hotel visits and the reasons for the hotel visits 
before and after the pandemic. Before the pandemic, 
maximum people (36.8%) visited the hotel once in a 
time of 6 months and (83.5%) samples had their reason 
of the visit as vacations. After the pandemic, (47.3%) 
of people are willing to decrease their frequency of the 
visit to once in a year. The major reason for hotel visits 
before pandemic was Vacation, followed by business 
related visits (25.3%). After the pandemic, people are 
willing to visits the hotel mainly due to business relat-
ed activities (50%) [22]. 

Table 1
The Profile of Respondents (n=182).

Frequency Percentage
Gender
Male 112 61.5%
Female 70 38.5%
Age Group
25 or Below 123 67.6%
26 to 35 47 25.8%
36 to 45 4 2.2%
46 to 55 3 1.6%
56 or Above 5 2.7%
Occupation
Student 110 60.4%
Self-Employed 13 7.1%
Professionals 55 29.7%
Retired 2 1.1%
Frequency of Visit before Pandemic
More than once a month 8 4.4%
Once in a month 15 8.2%
Once in 3 months 44 24.2%
Once in 6 months 67 36.8%
One in a year 48 26.4%
Reasons of Visit before Pandemic
Business related 46 25.3%
Vacation 152 83.5%
To celebrate any occasion 66 36.3%
Enjoy Staying at hotel 16 8.8%
Other 3 1.5%
Frequency of Visit after Pandemic
More than once a month 3 1.6%
Once in a month 14 7.7%
Once in 3 months 24 13.2%
Once in 6 months 55 30.2%
One in a year 86 47.3%
Reasons of Visit after Pandemic
Business related 91 50%
Vacation 117 64.3%
To celebrate any occasion 56 30.8%
Enjoy Staying at hotel 14 7.7%
Other 6 3%

Classification Technique – Logistic 
Regression

The respondents were requested to evaluate some 
attributes in a five-point Likert scale describing the 
factors influencing their hotel booking decision. The 
main factors used to determine the service quality 
using the SERVPERF scale was Assurance – Respon-
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siveness, Empathy, Tangibility, and Reliability. Each of 
these constructs/ factors had 5-6 variables defining the 
respective attributes.

Data so collected was then cleaned and trans-
formed into required categorical scaling to apply the 
statistical tool for classification. The 5-point Likert 
scale was then transformed into Binary data where 
the ratings 4 & 5 were taken as 1 and the ratings 1, 
2 & 3 were taken as 0. Logistic Regression is used to 
speculate the categorical value of the dependent vari-
able using a set of given independent variable. After 
data transformation, logistic regression was applied 
on Python to get the Accuracy, Recall, Precision, and 
F-measure for the respective factors.

The above specified performance measures are cal-
culated to check the significance of the model using 
SERVPERF scale to check the most applicable fac-
tors influencing the decision making while booking 
a hotel. The following analysis and tables show the 
outcome of Confusion Matrix, Accuracy, Precision, 
Recall, and F-measure for all the main four factors of 
SERVPERF scale – Tangibility, Reliability, Assurance – 
Responsiveness, and Empathy [23]. 

The code executed for Logistic Regression is done 
in Python and the outcome is shown in Table 2 and 
Table 3 shows the Performance Measures for Tangibil-
ity where the training dataset is 85% of entire dataset 
and the test dataset is 15% of entire dataset to model 
the outcome of the analysis.

Table 2
Confusion Matrix for Tangibility.
Confusion Matrix Predicted Values

Actual Values
Class = Yes Class = No

Class = Yes 7 1
Class = No 3 2

Table 3
Performance Measures for Tangibility.

Tangibility
Accuracy 0.692
Precision 0.701

Recall 0.875
F-Measure 0.778

Tangibility
The above Table 4 & Table 5 shows the Confu-

sion Matrix and Performance measurements for the 

two factors viz. Tangibility and Reliability. The per-
formance measurements are calculated from the 
True-positive and the True-negative values of the 
Confusion matrix, respectively. The significance of 
the model is correct as value of accuracy & precision 
is greater than 0.5 [24].

Reliability

Table 4
Confusion Matrix for Reliability.

Confusion Matrix Predicted Values

Actual Values
Class = Yes Class = No

Class = Yes 6 3
Class = No 4 2

Table 5
Performance Measures for Reliability.

Reliability
Accuracy 0.533
Precision 0.610

Recall 0.666
F-Measure 0.631

Assurance – Responsiveness
The Table 6, Table 7, Table 8 & Table 9 show the 

Confusion Matrix and Performance measurements 
for the two factors viz. Assurance-Responsiveness 
and Empathy. The measurements are calculated from 
the True-positive and the True-negative values of the 
Confusion matrix, respectively. The significance of the 
model is correct as value of accuracy & precision is 
greater than 0.5.

Table 6
Confusion Matrix for Assurance – Responsiveness.
Confusion Matrix Predicted Values

Actual Values
Class = Yes Class = No

Class = Yes 6 2
Class = No 4 1

Table 7
Performance Measures for Assurance – Responsiveness.
Confusion Matrix Predicted Values

Actual Values

Class = Yes Class = No

Class = Yes 5 5

Class = No 3 10
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Empathy
Table 8
Confusion Matrix for Empathy.

Empathy
Accuracy 0.652
Precision 0.625

Recall 0.523
F-Measure 0.557

Table 9
Performance Measures for Empathy.

Assurance - Responsiveness
Accuracy 0.538
Precision 0.622

Recall 0.753
F-Measure 0.666

Overall Outcome of the Logistic Regression
The shown in Table 10 signifies that the model is 

fine as all the performance measurements are greater 
than 0.5. For the model to work properly, accuracy is 
the key measurement. Accuracy is explained as the ratio 
of Total True-positive & True-negative values to that of 
Total True.Positive, True.Negative, False.Positive, and 
False.Negative values. Higher the accuracy better is the 
working of the model. It is clear from the above over-
all outcome of the Logistic Regression that Tangibility 
has the highest accuracy and precision amongst all the 
factors of the SERVPERF scale defined for the service 
quality of hotels. It can be inferred that Tangibility is 
the most significant factor impacting the decision of a 
customer while booking a hotel, followed by Empathy. 
Since hotels are a part of service & hospitality industry 
and services are nonphysical; customers might perceive 
tangible factors for indication of the services they expe-
rienced as the prime criterion of service quality.
Table 10
Overall Outcome of the Logistic Regression.

Tangibility Reliability Assurance-Re-
sponsiveness

Empathy

Accuracy 0.692 0.533 0.538 0.652
Precision 0.701 0.610 0.622 0.625
Recall 0.875 0.666 0.753 0.523
F-Measure 0.778 0.631 0.666 0.557

To execute the code in Python for applying logis-
tic regression – classification technique for the cate-
gorical data collected, following was the procedure 

applied. ‘numpy’ and ‘pandas’ were libraries imported 
to the code. Numpy is used for scientific computation 
on high performing multi-dimensional array object 
and Pandas is used for data manipulation and analysis 
on Python. The data was transformed from a 5-point 
Likert scale to a 2-point Binary data set, and import-
ed to the data frame of Python. The dataset was then 
divided into 2 parts viz. training data set on which the 
code was applied and a model was build, the second 
part was the test data set on which the code was tested 
to get the accuracy, precision, recall, and F-measure 
of the model. Overall Service Quality was taken as 
the dependent variable and all the rest attributes for 
respective factors – Empathy, Reliability, Assurance- 
Responsiveness, and Tangibility were taken as the in-
dependent variables to check the performance mea-
surements of each of the factors and to get the highest 
contributing factors amongst the 4 factors defining the 
SERVPERF scale in impacting the decision of a cus-
tomer while booking a hotel.

Discussions
The paper analysed various factors impacting the 

decision of a customer while booking a hotel using 
the SERVPERF scale. There are not many research-
es published regarding the Service Performance 
(SERVPERF) only scale used to measure the service 
quality of the hotel industry. This paper bolsters the 
claim of many analysts (as referred in the Literature 
Review above) that service performance only scale can 
be utilized to quantify the service quality of a hotel in-
dustry. SERVPERF scale is an acceptable predictor of 
service quality and an adequate one to determine the 
service quality of the hotel industry [25]. 

Many researchers also highlighted the difficulties 
affiliated with administrating SERVQUAL scale for 
determining the service quality in the hotel business. 
In their research (Van der Wieleand Bouman, 1992) 
claimed that during the assessment via SERVQUAL, 
the respondents get befuddled by two administrations 
– the prior and the post viewpoint of the expectations 
and perceptions about the overall service quality and 
also the respondents tend to be bored by giving a pro-
longed response regarding their perceptions and ex-
pectations regarding the service quality. SERVPERF 
scale being less time consuming, it becomes easier to 
use, substantial measurement tool, and reliable thus it 
can be favoured above SERVQUAL for measuring the 
overall service quality in hotel industry.
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The paper claims to apply Service Performance 
only scale (SERVPERF) to quantify the overall service 
quality of the hotel industry. A self-administered ques-
tionnaire was prepared keeping in mind all the demo-
graphic variables into consideration and all the four 
factors defining the SERVPERF scale, tangibility, re-
liability, empathy, and assurance-responsiveness. The 
questionnaire was reviewed and validated by 10 indi-
viduals to check the reliability of the questions asked. 
After certain changes in the questions the proper 
questionnaire was floated to get the response related to 
all the 4 factors to determine the service quality. Each 
of the factor consisted of 5-6 attributes with a 5-point 
Likert scale answer to check the importance of each 
attribute of the respective factor to measure the overall 
service quality of the hotel business that will influence 
the decision of a customer before booking a hotel.

In a total 182 responses were collected with a di-
verse demographic background of various age groups 
and various occupation levels. To check the influence 
of each factor in the overall decision making for hotel 
booking, the statistical tool applied was Logistic Re-
gression – Classification Technique. The data was first 
cleaned and transformed into categorical data to apply 
the required tool. The attributes defining the factors 
were a 5-point Likert scale questions. The responses of 
the 5-point Likert scale were converted into a binary 
categorical data to apply logistic regression. The value 
of 4 & 5 of the Likert scale was scaled to 1 and the val-
ue of 1, 2 & 3 were scaled to 0 as binary values. Over-
all service quality was taken as the dependent variable 
and all the attributes of the respective factors defining 
the SERVPERF scale were taken as the independent 
variables. A code was applied in Python to run the Lo-
gistic Regression for each of the factors to check the 
significance of each factor contributing to the overall 
decision making of a customer while booking a hotel.

For each of the factors, after applying logistic re-
gression keeping the overall service quality as the pre-
dicted variable and all the attributes for the respective 
factor as the independent variables (predictor vari-
ables), confusion matrix was generated to calculate 
the overall accuracy, precision, recall, and F-measure 
(performance measurements) for the model to deter-
mine the significance of each factor for decision mak-
ing From the above results and findings of the logistic 
regression, we can observe that all the performance 
measurements for all the factors are greater than 0.5 
and hence it can be said that all those 4 factors con-

tribute to the Service performance (SERVPERF) only 
scale to measure the service quality. Among the 4 fac-
tors, Tangibility has the highest accuracy and preci-
sion, implying that the tangibility is the factor having 
the highest significance for SERVPERF scale and will 
be the most influential factor affecting the decision of 
a customer while booking a hotel. It can be inferred 
that Tangibility is the most significant factor impact-
ing the choice of a customer while booking a hotel, 
followed by Empathy. Since hotels are a part of service 
& hospitality industry and services are nonphysical; 
customers might perceive tangible factors for indica-
tion of the services they experienced as the prime in-
dicators of service quality.

The results shown above are in sync with few of 
the studies stating that SERVPERF scale is enough to 
determine the overall service quality of a hotel indus-
try. (Ibrahim Yilmaz, 2009) claims that the utilization 
of SERVPERF scale is a valuable scale to provide valid 
information to the mangers of the hotel for improv-
ing their strategies focusing on quality improvement 
to have a competitive advantage. (Nadiriand Hussain, 
2005) mentioned that the service performance only 
scale produces a customer’s perspective concerning 
the diagnostic values of the service quality. (Layton 
and Luke, 2004) states that using SERVPERF given 
an advantage in terms of administering the survey 
and also reduces the overall cost. As proven above 
that Tangibility is the most important and significant 
factor contributing to the decision making of a hotel 
booking, this result is in line with the result of (Ibra-
him Yilmaz, 2009) who proved that the hotel operators 
should give maximum focuson the tangible aspects of 
the service quality [26]. 

Conclusions 
According to the empirical results shown above 

in this study, it can be concluded that the four factors 
of the Service Performance only scale SERVPERF is 
a valid instrument in measuring the customer per-
ception of the services in hotel industry and to deter-
mine the factors affecting the decision of a customer 
while booking a hotel. The results also revealed that 
the four factors possess a strong positive impact on the 
customer perception as the significance level for each 
of the factor is above 0.5. As observed from the tables 
above, the customer perception towards Reliability 
and Assurance – Responsiveness is in the moderate 
level, whereas the factors Tangibility and Empathy 
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have higher contribution to the decision making of 
the customers. Of the top 2 factors having the highest 
significance, it can be concluded that Tangibility has 
the highest Accuracy & Precision (both around 70%) 
and thus is the most significant factor in influencing 
the customer perception in hotel industry using the 
SERVPERF scale.

The above study and results also give insights to 
the hotel operators to put more focus on certain fac-
tors to improve the service quality, hence from the 
significance of the factors in the results we can con-
clude that the hotel operators should focus upon the 
Tangible (Physical) factors of services like appear-
ance of personnel, room design, product offerings, 
and physical services. Thus, keeping more attention 
towards tangible factors can help in maximizing the 
overall sales of the hotel. Hotel operators should not 
forget that empathy is also one of the deciding factors 
for the customer perception in the hotel industry as 
it has high accuracy and precision values. The cus-
tomers in the urban cities of India majorly have been 
focused in the above study. People in these cities have 
access to better living conditions and incomes. Hence, 
we can conclude that Service Performance only scale 
SERVPERF is an appropriate instrument to determine 
the factors affecting the decision of a customer while 
booking a hotel.

Limitations and Future Scope
Due to the current scenario, the method for sam-

pling was non-probability Convenience sampling to 
determine the factors influencing the hotel bookings. 
For future scope, this study can be expanded to the 
customers of the hotel after their visits to have a clear 
picture regarding their perceptions about the factors 
that would affect them for visiting a hotel next time 
and booking it. In the present study the sample size 
is small, so the outcomes of the study probably won’t 
represent the hotel industry for the whole country. A 
relatively larger sample size would result in a more 
accurate modelling and meaningful analysis. For 
future researchers, hotels can be considered at a na-
tional level and the questionnaire can be filled by the 
respective customers as samples for accurate analysis. 
Overall Service quality and hotel performances can 
be grouped demographically as well (cultural group) 
wise and also the seasons of the hotel visits and factors 
affecting according to various seasons can also be con-
sidered while modelling.
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