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Abstract

Background: The intangible components of service quality (reliability, responsiveness, assurance and
empathy) play a crucial role in shaping guest's satisfaction in the hotel industry. Although these components,
unlike tangible ones, are more difficult to measure, they often determine the overall guest experience and their
level of satisfaction. In the context of the Serbian hotel industry, research focusing specially on intangible service
quality components remains limited, indicating the need for a deeper understanding of their impact on guest
satisfaction.

Purpose: The purpose of this research is to examine and analyze the influence of intangible service quality
components, such as reliability, responsiveness, assurance and empathy, at the level of guest's satisfaction in
hotels in Serbia. The research aims to determine which component has the greatest impact on guest
satisfaction.

Study design/methodology/approach: The research was conducted using an online questionnaire distributed
via social media and directly to hotel guests, applying a convenience sampling method. A total of 333
respondents participated in the study. Hypothesis testing was performed using the Partial Least Squares
Structural Equation Modeling (PLS-SEM) method, using SmartPLS 4 software.

Findings/conclusions: The results indicate that intangible components of service quality play a significant role
in shaping guest satisfaction in the hospitality industry. Reliability, responsiveness, and assurance were
identified as statistically significant dimensions with a positive effect on guest satisfaction. Although empathy
exhibited a positive relationship with guest satisfaction, its effect was not statistically significant, suggesting that
guests may be less likely to explicitly recognize the emotional aspects of the service relationship as decisive for
their satisfaction.

Limitations/future research: The use of a convenience sampling method limits the generalizability of the
findings, as respondents were not randomly selected. Future research should employ probabilistic sampling
methods to enhance representativeness and generalizability. Additionally, extending the research to an
international context could provide valuable insights into the role of cultural differences in shaping the
relationship between intangible service quality components and guest satisfaction.
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Introduction

Understanding guest expectations and preferences
represents the foundation of successful operations
in the hotel industry. Therefore, it is essential for
hotel management to have a clear understanding of
guests’ needs before making strategic and
operational decisions, in order to identify the key
determinants that lead to high levels of guest
satisfaction (Lu et al., 2015; Rajaguru & Hassanli,
2018). In the context of hotel organizations, guest
satisfaction largely depends on the quality of
services provided (Perdomo-Verdecia et al., 2024),
while service quality stands out as a crucial factor
in achieving operational success in hotel operations
(Song et al., 2022). Recent studies also indicate that
broader market influences, including social
networks, play an important role in shaping guests’
expectations and behavioral intentions (Petkovi¢ et
al., 2024).

In the hospitality literature, service quality is
most commonly examined through the
SERVQUAL model, which encompasses both
tangible and intangible dimensions of service

quality. Intangible dimensions include
interpersonal  aspects such as reliability,
responsiveness,  assurance, and  empathy

(Gronroos, 1984; Parasuraman et al., 1988).
Despite the visibility of tangible elements,
previous research indicates that intangible
components have a stronger influence on guests’
perceptions of overall service quality and
satisfaction (Kandampully et al., 2018; Ladhari,
2009).

Within  the hospitality industry, where
experiences and perceptions play a central role,
intangible service quality components-such as
personalized attention and employee behavior-
significantly shape guest satisfaction (Han et al.,
2009). Studies conducted in different countries
suggest that guests of higher-category hotels
expect not only high-quality tangible facilities but
also superior interpersonal interactions throughout
the service delivery process, which contribute to
positive guest experiences (Kim et al., 2009).

Although intangible dimensions of service
quality are widely recognized as key determinants
of guest experience and satisfaction, they are often
examined only in conjunction with tangible
components, rather than as independent constructs.
This research gap is particularly evident in the
context of the Serbian hotel industry, where
empirical studies focusing exclusively on
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intangible service quality dimensions remain
limited. Moreover, much of the existing research
treats service quality as a unidimensional
construct, without clearly distinguishing or
quantitatively assessing the individual effects of
reliability, responsiveness, assurance and empathy
on guest satisfaction. The aim of this research is to
examine and analyze the influence of intangible
components of service quality - reliability,
responsiveness, assurance and empathy - on the
level of guest satisfaction in high-end hotels in
Serbia. The research seeks to identify which of
these components have the greatest importance in
shaping guest satisfaction.

The manuscript is structured to first present a
review of the relevant literature and the theoretical
foundations of the research, followed by the
development of hypotheses and a description of the
methodology. The empirical section includes the
assessment of the measurement and structural
models, as well as the presentation of the results of
hypothesis testing, while the final section provides
a discussion, conclusion, and an overview of the
theoretical and practical implications.

1. Literature review and hypotheses
development

1.1. Service quality

Service quality in the hospitality industry is best
understood by first defining the nature of services
themselves. In the literature, definitions of services
vary across authors, reflecting different
perspectives on their role in the economy.
According to one of the most commonly used
definitions, a service is “an act or performance that
one party offers to another, and although the
process may involve a physical product, the
performance itself is intangible and does not result
in ownership of any factor of production”
(Lovelock et al., 2015, p. 15). Palmer (2013)
defines a service as “any benefit or activity that one
party offers to another that is essentially intangible
and does not involve ownership of any element of
the service” (p. 2). On the other hand, Groénoors
(2015) defines service as “a process consisting of a
series of more or less intangible activities that
usually, but not necessarily always, take place
between customers and employees and/or physical
resources or goods and/or systems of a service
provider, which are offered as a solution to a
customer’s problem” (p. 48). Previously presented
definitions emphasize the intangibility of services,
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indicating the difficulty of defining and
determining their quality in a simple and
straightforward manner. Hotel service represents
an experience for guests. Human participation in
service delivery is therefore recognized as one of
the defining characteristics of hotel services (Hsu
& Powers, 2001). Service quality has been widely
analyzed, initially resulting in ten evaluating
dimensions: “tangibility, reliability,
responsiveness, competence, courtesy, credibility,
security, accessibility, communication, and
customer understanding” (Parasuraman et al.,
1985, p. 47), while later studies, using various
statistical methods, consolidated these dimensions
into five key factors: “tangibility, reliability,
responsiveness,  assurance and  empathy”
(Parasuraman et al.,, 1988, p. 23). Based on
empirical data collected within five different
service sectors, Parasuraman et al. (1988)
developed the SERVQUAL model, suggesting that
these dimensions most effectively explain
perceptions of service quality (Tesi¢, 2020). These
dimensions of service quality are also considered
highly relevant to the hotel industry, which has
been confirmed by numerous studies conducted in
this field (Ali et al., 2019; Albayrak et al., 2017;
Ezeh et al., 2022; Herstein et al., 2018; Jasinskas et
al., 2016; Omar et al., 2020; Peri¢ et al., 2020;
Stefano et al., 2015). Guests who are dissatisfied
with service quality tend to abandon their purchase
decisions and turn to the competitors. For this
reason, hotel organizations should focus on
delivering high-quality services, as this leads to
numerous positive outcomes, ranging from gaining
competitive advantage and increasing market share
(Butnaru & Liacu, 2017; Hu et al.,, 2009), to
enhancing customer satisfaction, retention and
loyalty, as well as improving profitability and
overall business performance (Harter et al., 2002;
Yoo & Park, 2007; Pan, 2015; ; Shah et al., 2018;
Wilkins et al., 2009).

1.2. Tangible and intangible components of
service quality

The demands and expectations of hotel guests are
continuously evolving, whereas the perception of
the core values of service quality remains relatively
stable. In this context, the role of digital
transformation and artificial intelligence in
hospitality has received increasing attention in
recent research (Vukoli¢ et al., 2025), particularly
in relation to improving service processes and
guest experience. The guest experience may be
described as receiving the desired service at the
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appropriate moment, accompanied by respect and
courtesy on the part of the employees (Mola &
Jusoh, 2011). Although expectations formulated in
this way may appear overly general, they clearly
indicate that hotel guests simultaneously demand
both tangible and intangible components of service
quality. Considering the key dimensions of service
quality, identified in previous research, it can be
argued that intangible components play a
particularly important role in shaping guests’
overall perceptions of service performance.
Wakefield and Blodgett (1999) emphasize that
service quality components can be labeled as
tangible and intangible. Grénroos (1984) was
among the first authors to clearly establish the
division of service quality into tangible and
intangible components, highlighting two main
dimensions of quality: technical and functional
quality. Technical quality refers to tangible aspects
of the service, while functional quality includes
intangible elements related to the service delivery
process, namely the way the service is created and
provided, as well as how guests experience and
receive the service. Factor analysis has identified
tangible and intangible components of hotel
service quality (Mari¢ et al., 2016). Research has
shown that both components play an important role
in the evaluation of the service quality, guest
satisfaction, and the final hotel selection decision
(Vuji¢ et al.,, 2020). Tangible components of
service quality, include the physical environment
of a hotel where the service is provided and where
the interaction between the organization and the
customer occurs, as well as other material aspects
associated with the service. In hotel industry
tangibility refers to the aesthetic appearance of the
hotel and its premises, modern equipment and the
appropriate appearance of the employees. Previous
research suggests that tangible aspects of hotel
services may have a greater influence on overall
guest satisfaction, as they can be more easily
adjusted and improved compared to intangible
dimensions (Albayrak et al., 2010). In business
hotels, tangibility is considered a key determinant
of service quality (Oberoi & Hales, 1990).
Subsequent studies further confirm that greater
attention devoted to the material elements of
service can contribute to enhancing quest
satisfaction (Jones et al., 2004). In spa hotels, the
importance of tangible components has been
recognized as a key factor in improving service
quality and guest satisfaction (Bakirtzglou et al.,
2018).
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The intangible aspects of hotel service, refer to
the overall relationships and interactions during the
provision and use of the service, i.e. the way the
guest experiences and receives the service. The
importance of these intangible elements is reflected
in the fact that they contribute to increasing the
value of the service and guest's satisfaction. If the
intangible aspect of the service does not meet the
expectations of guests, even the high quality of the
tangible components will not be able to
compensate for their dissatisfaction with the
overall hotel experience (Vuji¢ et al., 2020).

Numerous empirical studies emphasize the
relevance of intangible components in service
quality assessment, especially in the hospitality
industry (Blesi¢ et al., 2011; Ekinci et al., 2003;
Kara et al., 2005; Mari¢ et al., 2016; Malik et al.,
2020; Markovi¢ et al., 2013; Vuyji¢ et al., 2020). For
example, a study conducted among British tourists
on the island of Crete used an adapted
SERVQUAL model with two dimensions -
tangible and intangible components and showed
that guests valued intangible elements more, which
significantly contributed to their satisfaction
(Ekinci et al., 2003). Similar studies conducted in
hotels in Croatia and Slovenia, also using a
modified SERVQUAL model, indicated high
expectations as well as perceptions of service
quality among guests, with a special emphasis on
the importance of intangible dimensions
(Markovi¢ et al., 2013). Research results in hotels
in the Kolubara District confirm that intangible
components contribute to increasing service value
and guest satisfaction (Vuji¢ et al., 2020).

1.3. Guest satisfaction

Guest satisfaction is one of the central research
topics in the field of hospitality, as it is widely
recognized as a key determinant of consumer
behavior, including guest loyalty, revisit intention
and positive word-of-mouth communication (Chi
& Gursoy, 2009; Yoon & Uysal, 2005). In the
complex and highly  competitive  hotel
environment, understanding the factors that shape
guest satisfaction is essential for improving service
quality and achieving sustainable competitive
advantage. Numerous authors emphasize that guest
satisfaction isn't exclusively related to quality of
services provided, but rather to a broader range of
factors that influence the overall service
experience. These factors include personal
attention, ambiance, employees’ attitudes towards
guests, and perceived value for money (Nadiri &
Hussain, 2005; Yuksel & Yiksel, 2001). In this
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context, the dimensions of service quality
developed through the SERVQUAL model
(Parasuraman et al., 1988) largely overlap with the
elements that determine guest satisfaction in hotel
services. According to Oliver (2014), satisfaction
is defined as an effective response resulting from
the evaluation of perceived experience in
comparison with previously formed expectations.
Karakas (2014) believes that guest satisfaction
occurs when the service performance meets or
exceeds guest expectations.

According to Godolja and Spaho (2014), guest
satisfaction in hotels is widely regarded as a critical
factor for business success. Research indicates that
achieving high level of guest satisfaction
represents a significant challenge for hotels
management, as satisfied guests tend to
demonstrate greater  loyalty  and stronger
willingness to return (Dominici & Guzzo, 2010).
Managers can contribute to achieving and
maintaining high levels of guest satisfaction by
identifying key factors that influence positive and
negative guest feedback (Celi¢ et al., 2022), which
can improve the hotel's competitive advantage and
its financial performance (Janji¢ et al., 2015) and
that contributes to its long-term survival (Mitrovié¢
etal., 2021).

1.4. Hypotheses development

Analyzing the relationship between service quality
and customer satisfaction has been the subject of
numerous empirical studies. In some cases, the
terms “quality” and “satisfaction” are used
synonymously, as they are considered conceptually
similar (lacobucci et al., 1995). However, clear
differences can be identified between these two
concepts. Service quality is generally viewed as a
long-term  construct related to  customer
expectations, whereas satisfaction is associated
with a short-term, emotional or personal response
to a specific service encounter (Hernon et al.,
1999). Cronin and Taylor (1992) explain that
“perceived quality represents a form of attitude and
a general, long-term evaluation” (p. 56). On the
other hand, satisfaction represents a specific
judgement related to an individual service
experience.  Furthermore,  service  quality
assessment is predominantly cognitive in nature,
while satisfaction encompasses both cognitive and
affective components (Dortyol et al., 2014). Most
researchers agree that a causal relationship exists
between service quality and customer satisfaction.
Some studies suggest that consumer satisfaction
can influence perceptions of service quality, a
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relationship supported by the Bitner model (1990)
and confirmed by Bolton and Drew (1991).
Nevertheless, the prevailing view in the literature
is that service quality represents an antecedent of
customer satisfaction. This perspective has been
confirmed by numerous empirical studies (Cronin
& Taylor, 1992; Culiberg & Rojsek, 2010; Kitapci
et al.,, 2013; Lau et al., 2013; Lee et al., 2000;
Nunkoo et al., 2020; Palazzo et al., 2021).

Empirical research conducted in the hospitality
industry further supports the assumption that
service quality significantly influences guest
satisfaction and that both concepts have positive
implications for the performance of hotel
organizations (Anabila et al., 2021; Ahmad et al.,
2019; Palazzo et al., 2021).

As a dimension of service quality, reliability
refers to a hotel’s ability to consistently and
accurately fulfill its commitments to guests
(Asgeirsson et al., 2024; Ayvaz-Cavdaroglu et al.,
2024; Olawuyi & Kleynhans, 2025). Empirical
studies indicate that reliability has a statistically
significant and positive effect on guest satisfaction,
with higher levels of reliability leading to greater
guest satisfaction (Akmaz & Akmese, 2025; Amin
et al., 2025; Djajnto, 2017; Edike & Joseph, 2020;
Ezeh & Ezeuduji, 2023; Lucein et al., 2025;
Mareeswaran & Balasubramani, 2024; Parakash et
al., 2016; Markovi¢ & Raspor Jankovi¢, 2013; Rita
Inoni, 2025; Temory, 2024). Consistent with
previous research, accuracy and consistency in
service delivery are identified as key determinants
of guest satisfaction (Crossman, 2024). Based on
existing research, reliability can be regarded as one
of the fundamental determinants of guest
satisfaction in the hotel industry. Accordingly, the
following hypothesis is proposed.

H1 Reliability has a positive effect on guest
satisfaction.

Responsiveness refers to a hotel’s ability to
promptly assist guests and provide timely service
in response to their needs and requests (Ayvaz-
Cavdaroglu et al., 2024; Olawuyi & Kleynhans,
2025). In contemporary hospitality, prompt
response and employees’ willingness to address
guest needs are widely regarded as key indicators
of service quality. Research indicates that timely
and efficient service enhances perceptions of
professionalism and trust among guests, thereby
contributing to higher levels of guest satisfaction
(Ahmad et al., 2019; Akmaz & Akmege, 2025; Ali,
2015; Amin et al., 2025; Djajnto, 2017; Edike &
Joseph, 2020; Ezeh & Ezeuduji, 2023; Lucien et
al., 2025; Mareeswaran & Balasubramani, 2024;
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Parakash et al., 2016; Markovi¢ & Raspor
Jankovi¢, 2013; Rita Innoni, 2025; Temory, 2024).
Based on the preceding discussion, the following
hypothesis is formulated:

H>. Responsiveness has a positive effect on
guest satisfaction.

As a dimension of service quality, assurance
reflects the level of trust guests place in hotel
employees and the organization. It is based on
employees’ competence, courtesy and credibility,
which through their professional conduct foster a
sense of security and trust among guests (Ahmad
et al., 2019; Amin et al., 2025; Asgeirsson et al.,
2024; Olawuyi & Kleynhans, 2025). Research in
the hospitality industry indicates that assurance
significantly influences perception of service
quality, as quest satisfaction is closely linked to the
trust and sense of security experienced in
interactions with staff and service delivery (Ahmad
et al., 2019; Ali et al., 2021; Djajnto, 2017; Edike
& Joseph, 2020; Ezeh et al., 2022; Gangananda et
al., 2022; Lucien et al., 2025; Mareeswaran &
Balasubramani, 2024; Rita Innoni, 2025). Based on
prior research, the following hypothesis is
formulated:

Hs. Assurance has a positive effect on guest
satisfaction.

Empathy involves paying special attention to
each guest through effective communication,
understanding, and individualized service in order
to recognize and meet their specific needs (Ayvaz-
Cavdaroglu et al., 2024; Olawuyi & Kleynhans,
2025). This dimension reflects employees’ ability
to identify with the guest’s perspective, recognize
their expectations, and accordingly tailor the
service. Empirical evidence indicates that an
empathetic approach by staff is one of the strongest
predictors of guest satisfaction, as guests value not
only the speed or accuracy of service, but also the
manner in which they are understood and
acknowledged as individuals (Ahmad et al., 2019;
Ali et al., 2021; Amin et al., 2025; Djajnto, 2017;
Edike & Joseph, 2020; Ezeh & Ezeuduji, 2023;
Ezeh et al., 2022; Mareeswaran & Balasubramani,
2024; Temory, 2024). Demonstrations of
understanding and genuine concern by staff foster
a sense of closeness and trust among guests,
leading to higher levels of emotional satisfaction
and more positive perceptions of overall service
quality. Based on this discussion, the following
hypothesis is formulated:

H4: Empathy has a positive effect on guest
satisfaction.
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2. Methodology

2.1. The questionnaire

To test the proposed hypotheses, a structured
questionnaire was used, consisting of statements
related to the intangible dimensions of service
quality and guest satisfaction. The questionnaire
was divided into three parts. The first part provided
instructions on how to complete the questionnaire
correctly. The second part collected demographic
data about the respondents, while the third part
included statements designed to measure the
intangible components of service quality and guest
satisfaction. All statements in the third part of the
guestionnaire were evaluated by respondents using
a five-point Likert scale, ranging from 1 (“strongly
disagree”) to 5 (“strongly agree”). This scaling
method is widely used in hospitality and service
quality research, as it enables respondents to
express the intensity of their perceptions and
attitudes in a clear and consistent manner.

The intangible components of service quality
were measured using the well-known SERVQUAL
model (see Appendix) developed by Parasuraman
et al. (1988). For the purposes of this study, the
tangibility dimension was excluded, while the
remaining dimensions-reliability, responsiveness,
assurance and empathy-were retained. Guest
satisfaction was measured using four statements
(see Appendix) taken from relevant previous
studies (Chi &Gursoy, 2009; Jung & Yoon, 2013).

2.2. Participants and sampling

This study used a convenience sampling method
based on selecting respondents who were easily
accessible and willing to participate in the research.
This sampling approach was considered
appropriate given that it does not require the
complex respondent selection procedures and
involves minimal resources for data collection
(Etikan et al., 2016; Kumar, 2018). The survey was
conducted electronically, primarily via social
media platforms and by distributing questionnaires
directly to hotel guests. The sample was formed
based on the availability of respondents and their
willingness to participate in the study.

Data collection was carried out between
February and April 2025. Respondents who had
not stayed in four- or five-star hotels were excluded
from further analysis. The final sample consisted
of 333 respondents. The  demographic
characteristics of the sample are presented in Table
2.
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Table 2 Demographic characteristics
Characteristics | F | %
Gender

Male [ 108 [ 3243
Female | 225 | 67.57
Years of age

18-30 40 12.01
31-40 118 3544
41-50 135 40.54
51 and older 40 12.01
Level of education

High school 61 18.32
College and university 214 64.26
Master's and doctoral studies 58 1742
Motive of stay

Business 55 16.52
Vacation 195 58.56
Conference - seminar 78 23.42
Other 5 1.50

Source: the authors

2.3. Data processing and analysis

The collected data were processed and analyzed
using the SmartPLS 4 software. Before conducting
the analysis, the questionnaires were examined for
completeness and accuracy of response coding
resulting in exclusion of incomplete and invalid
responses from the dataset.

Data analysis was conducted in several stages.
In the first stage, the reliability and validity of the
measurement instrument were assessed by
examining indicators of internal consistency
(Cronbach’s alpha and composite reliability), as
well as the convergent and discriminant validity of
the constructs. The criteria for model acceptance
were based on the recommendations of Hair et al.
(2021), according to which satisfactory values
include Cronbach’s a > 0.7, composite reliability
(CR) > 0.7, and average variance extracted (AVE)
>0.5.

In the second stage, the structural model was
assessed to test the hypotheses concerning the
relationships between the intangible components
of service quality and guest satisfaction. The
significance of the path coefficients was evaluated
using the bootstrapping procedure with 5.000
resamples, while t-statistics, and p-values were
used to determine the statistical significance of the
relationships.

The selection of the PLS-SEM approach is
justified by its capacity to simultaneously evaluate
measurement and structural relationships, making
it particularly suitable for complex models with
multiple latent variables and relatively small
sample sizes (n=333).



Peri¢ et al.

3. Results

The PLS-SEM method was applied to evaluate the
research model. The PLS-SEM analysis consisted
of two steps: assessment of the measurement
model and assessment of the structural model.
Additionally, the bootstrapping method was used
to test the hypotheses.

3.1. Measurement model assessment

Authors implemented the PLS-SEM algorithm for
the estimation of the measurement model and
confirmatory factor analysis. The results presented
in Table 2 show the factor loadings of the
indicators, the reliability and internal consistency
estimates (o and CR), and the convergent validity
estimate (AVE). The results verifying the
constructs were obtained with the use of
Confirmatory Factor Analysis (Ali et al., 2018;
Hair et al., 2012). Hair et al. (2021) recommend
that the factor loading of the indicators should be
equal to or greater than 0.7. All indicators listed in
Table 2 meet this condition. Internal consistency
indicator Cronbach alpha confirms the validity of
the measurement model for all components, with
the values ranging from 0.741 to 0.801 (Hair et al.,
2021). Composite reliability for all constructs is
above the recommended values, ranging from
0.808 to 0.863. Convergent validity indicates the
relationship  between constructs and their
associated variables and their value according to
Hair et al. (2021) should be at least 0.50 or higher.
All AVE values exceed the recommended
minimum of 0.50, which means that convergent
validity is established. Variance inflation factor
(VIF) indicates that multicollinearity is not present
in the measurement model, considering that all
values are between 1352 and 1.833.
Multicollinearity is present when at least one
indicator has a VIF value greater than 5 (Hair et al.,
2021).

Table 2 Factor loadings, reliability, and validity statistics
for constructs

Construct ‘ Fac_tor ‘ VIF a CR AVE
and Item loadings

Reliability 0.801 0.808 0.558
RELA1 0.812 1.833

REL2 0.734 1.563

REL3 0.726 1.558

REL4 0.739 1.592

RELS 0.721 1.534

Responsiveness 0.773 0.854 0.595
RES6 0.733 1.441

RES7 0.784 1.599

RES8 0.790 1.656

RES9 0.777 1.565

Assurance 0.788 0.863 0.611
ASS10 [ 0766 [ 1.541

ASST1 [ 0792 | 1635
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ASS12 [ 0795 [ 1657
ASS13 | o776 [ 1579
Empathy 0.768 0.852 0.590
EMP14 0.763 1.506
EMP15 0.805 1.676
EMP16 0.799 1.616
EMP17 0.703 1.352
Guest Satisfaction 0.741 0.837 0.563
GS18 0.720 1.374
GS19 0.794 1,537
GS20 0.721 1.374
GS21 0.765 1.441
Source: the authors
3.2. Structural model estimation and

hypothesis testing

The structural model demonstrates a high level of
predictive accuracy, with an R2 value of 0.749.
This means that intangible components of service
quality explain 74.9% of the variance in guest
satisfaction, which represents a strong explanatory
power by the standards of structural equation
modeling. This R? value indicates a strong
association between intangible service quality
components and guest satisfaction, which is in line
with the recommended thresholds in the literature
(Hair etal., 2021), according to which values above
0.75 are considered very satisfactory in the context
of Structural Equation Models. In the context of the
present study and the analyzed sample, intangible
components of service quality explain 74.9% of the
variance in guest satisfaction. The bootstrapping
method was used to test the research hypotheses,
and the results are shown in Table 3. The results
indicate that reliability (REL) (B=0.282; p=0.000)
and responsiveness (RES) (B=0.329; p=0.000)
have positive effect on guest satisfaction (GS). The
results also show that there is a positive and
statistically significant relationship between
assurance (ASS) and guest satisfaction (GS)
(B=0.238; p=0.000). Responsiveness (RES)
(B=0.329; p=0.000) has the strongest influence to
guest satisfaction, followed by reliability (REL)
(B=0.282; p=0.000), while assurance (ASS)

(B=0.238; p=0.000) has a slightly smaller
contribution.
Table 3 Results of hypothesis testing

Relationship B t-value p-value Results

REL - GS 0.282 4.212 0.000 Supported

RES —» GS 0.329 6.256 0.000 Supported

ASS - GS 0.238 4.443 0.000 Supported

EMP - GS 0.096 1.391 0.163 Not Supported

Source: the authors

Based on the findings of the statistical analysis
that include the aforementioned relationships, it
can be concluded that hypotheses 1, 2 and 3 are
confirmed. Empathy demonstrated a positive but
statistically non-significant relationship with guest
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satisfaction so hypothesis 4 (f=0.096; p=0.163)
was not supported.

Figure 1 depicts the structural model with the
results of the  bootstrapping  analysis,

REL2

REL3  0.751 (0.000)
0.720 (0.000) ~4
REL4 <0719 (0.000)—
‘D.?‘IS(D.GOO)/ L
RELS
0.820(0.000) Refiability

REL1
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demonstrating the established relationships among
the constructs and highlighting the relative strength
of the effects of individual service quality
dimensions on guest satisfaction.
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Figure 1 Structural model with bootstrapping results
Source: the authors

4. Discussion

This study examined the influence of intangible
components of service quality on guest
satisfaction. The empirical findings confirm that
reliability, responsiveness and assurance have
statistically significant and positive effects on
guest satisfaction, whereas empathy, although
positively related, did not show a statistically
significant influence.

It is difficult to compare the obtained results
because the studies mostly examined the
relationship between service quality as a
unidimensional construct and guest satisfaction,
while a number of studies did not use the service
quality dimensions from the SERVQUAL model.
When service quality is considered as a whole, the
results of this research are largely consistent with
previous studies examining the effect of service
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quality on guest satisfaction (Anabila et al., 2021;
Ali et al., 2021; Ali, 2015; Ahmad et al., 2019;
Choi & Chu, 2001; Djajnto, 2017; Edike & Joseph,
2020; Liat et al., 2014; Markovi¢ & Raspor
Jankovi¢, 2013). The following discussion begins
with the analysis of the component that has the
strongest  effect on  guest  satisfaction.
Responsiveness as an intangible component of
service quality demonstrated the strongest effect on
guest satisfaction in hotels in Serbia. This suggests
that employees in Serbian hotels are generally
prompt, willing to assist and quick to respond to
guest needs and requests - elements that guests
highly value. These findings correspond to earlier
studies identifying responsiveness as a key
predictor of satisfaction (Ahmad et al., 2019;
Akmaz & Akmese, 2025; Ali, 2015; Amin et al.,
2025; Djajnto, 2017; Edike & Joseph, 2020; Ezeh
& Ezeuduji, 2023; Lucien et al, 2025;
Mareeswaran & Balasubramani, 2024; Parakash et
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al., 2016; Markovi¢ & Raspor Jankovi¢, 2013; Rita
Innoni, 2025; Temory, 2024) Reliability was
identified as the second strongest predictor of guest
satisfaction, suggesting that guest trust, employee
competence and professionalism meaningfully
contribute to the overall experience. The above
findings indicate the ability of hotels in Serbia to
consistently and accurately fulfill the promises
made to guests. These conclusions are consistent
with findings in diverse hospitality contexts
(Akmaz & Akmese, 2025; Amin et al., 2025;
Djajnto, 2017; Edike & Joseph, 2020; Ezeh &
Ezeuduji, 2023; Lucein et al., 2025; Mareeswaran
& Balasubramani, 2024; Parakash et al., 2016;
Markovi¢ & Raspor Jankovi¢, 2013; Rita Inoni,
2025; Temory, 2024). Some other studies have
yielded opposite results where the positive impact
of reliability on guest satisfaction has not been
confirmed (Ahmad et al., 2019), as well as where a
negative impact of this component on guest
satisfaction has been identified (Ali et al., 2021).
Assurance also showed a slightly smaller
positive and statistically significant influence on
guest satisfaction, suggesting that guest trust,
employee competence and  professionalism
meaningfully contribute to the overall experience.
These conclusions are consistent with findings in
diverse hospitality contexts (Ahmad et al., 2019;
Ali et al., 2021; Djajnto, 2017; Edike & Joseph,
2020; Ezeh et al., 2022; Gangananda et al., 2022;
Lucien et al., 2025; Mareeswaran &
Balasubramani, 2024; Rita Innoni, 2025).
Although empathy, as an intangible dimension of
service quality, did not demonstrate a statistically
significant effect, its positive coefficient indicates
that personalized attention is still appreciated, even
if guests do not perceive it as a decisive
determinant of satisfaction. The above results are
in agreement with studies conducted in the
hospitality industry, i.e. it can be stated that most
studies that examined the relationship between
empathy and guest satisfaction came to the same
results (Ahmad et al., 2019; Gangananda et al.,
2022; Parakash et al., 2016; Markovi¢ & Raspor
Jankovié¢, 2013). However, there are also studies
that determined that empathy as a component of
quality has a positive and statistically significant
effect on guest loyalty (Ahmad et al., 2019; Ali et
al., 2021; Amin et al., 2025; Djajnto, 2017; Edike
& Joseph, 2020; Ezeh & Ezeuduji, 2023; Ezeh et
al., 2022; Mareeswaran & Balasubramani, 2024;
Temory, 2024). Also, it should be noted that this
component in the initial research by Parasuraman
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et al. (1988) was marked as the least important in
the assessment of service quality.

Conclusion

This study contributes to a better understanding of
the relationship between intangible service quality
components and guest satisfaction among guests
who stayed in four- and five-star hotels in Serbia.
The findings suggest that the SERVQUAL model
can be applied in this context, while pointing to the
importance of examining individual service quality
dimensions separately. These results may be useful
for hotel managers when developing strategies
aimed at improving service performance and guest
satisfaction.

The theoretical contribution of this study lies in
examining the effects of individual intangible
service quality dimensions, as defined within the
SERVQUAL model, on guest satisfaction. Unlike
most previous studies, which have treated service
quality as a unidimensional construct, this research
offers additional insight into the specific effects of
each dimension on guest satisfaction. These results
contribute to the ongoing discussion on the role of
individual service quality dimensions, particularly
empathy and reliability. Moreover, they emphasize
the importance of a contextualized approach and
the need for further research that takes into account
cultural factors and diverse guest expectations.

The research findings indicate several
important  practical  implications for the
management of hotel organizations. As
responsiveness was identified as the strongest
determinant of guest satisfaction, hotel managers
may consider improving the efficiency and speed
of employee responses through continuous training
programs, clearer procedures and the digitalization
of service processes, including real-time
communication with guests. Consistency in
delivering the promised service, which
corresponds to the reliability dimension, can be an
important element of the hotel’s organizational
culture. This involves clearly defining service
standards, regular monitoring of guest satisfaction,
and the establishment of feedback systems aimed
at ensuring the timely resolution of potential issues.
Regarding the assurance dimension, investment in
the development of employees’ professional
competencies may be particularly important,
especially for those in direct contact with guests.
Training programs focused on communication
skills and emotional intelligence can strengthen
guests’ trust in the professionalism and credibility
of hotel staff. As for the empathy dimension,
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although it did not exhibit a statistically significant
effect, its positive direction suggests that an
individualized and personalized approach to guests
should not be overlooked. Personalizing services
by recognizing the preferences of regular guests,
adopting a proactive approach and demonstrating
genuine care can contribute to creating positive
experiences and  strengthening  trust-based
relationship between guests and the hotel.

More generally, the implications of this study
can serve as a basis for shaping quality policies in
the Serbian hospitality sector. Integrating
intangible components of service quality into
strategic documents, standards and training
programs may contribute not only to improved
guest satisfaction, but also to strengthening the
competitiveness of hotels.

Despite the presented results, theoretical and
practical implications, it is necessary to
acknowledge certain limitations that should be
taken into account when interpreting the findings.
The study was conducted using a convenience
sampling method, which limits the possibility of
generalizing the results to the entire population of
hotel guests in Serbia. Respondents were recruited
via social networks and through direct distribution
of questionnaires to hotel guests, which may have
introduced sample bias. Additionally, the research
focused exclusively on hotel guests in Serbia, and
therefore, the results cannot be automatically
applied to other countries or contexts, as
perceptions of service quality may vary depending
on cultural or regional differences. Consequently,
the findings should be interpreted within the
framework of the local context.

Given these limitations, future research is
recommended to employ probabilistic sampling
methods in  order to ensure greater
representativeness and generalizability of the
results. Furthermore, conducting studies in
different countries and cultural settings would
enable comparative analysis and help identify both
universal and culturally specific intangible
components of service quality that influence guest
satisfaction. It would be particularly valuable to
examine how national differences in guest
expectations and behaviors shape perceptions of
individual intangible service quality dimensions
within the hospitality industry. Future studies
could also examine the effects of intangible service
quality components on guest loyalty, intention to
revisit, and word-of-mouth promotion.
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Appendix
Subscale Item Source
REL1 The hotel consistently provides the service it promises.
REL2 The hotel demonstrates strong commitment to resolving guests’ problems.
REL3 The hotel delivers appropriate and reliable service from the first interaction.
REL4 The hotel provides services within the time frame it promises.
REL5 The hotel strives to deliver services without errors.
RES6 Hotel employees inform guests in advance about when a service will be provided.
RES7 Hotel employees provide prompt service to guests.
RES8 Hotel employees are always prepared fo assist guests.
RES9 Hotel employees are willing to respond to guests’ requests without delay. Parasuraman et al., 1988.
ASS10 Hotel employees instill a sense of trust in guests.
ASS11 Guests feel secure when carrying out fransactions at the hotel.
ASS12 Hotel employees consistently show courtesy toward guests.
ASS13 Hotel employees possess adequate knowledge to address guests’ needs.
EMP14 The hotel's operating hours are convenient and meet the guests’ needs.
EMP15 Hotel employees give individual attention to guests.
EMP16 Hotel prioritizes what is best for the guests.
EMP17 Hotel employees understand the specific needs of guests.
GS18 | am satisfied with my stay at the hotel.
GS19 | am highly satisfied with the services the hotel provides. Chi & Gursoy, 2009
GS20 The hotel has exceeded my expectations.
GS21 Overall, | am satisfied with my experience at the hotel. Jung & Yoon, 2013
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