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Introduction 
otel practitioners, managers, and academics value 

services linked to client satisfaction (Al-Ababneh, 

2016). Hotel management must do all in their power to 

raise the bar on the level of service to maintain or grow their 

business. According to hotel owners, visitors are more likely to 

stay at a hotel if their needs and desires are identified, 

understood, and satisfied (Kifle, 2012). Hotels have prioritized 

service quality since it is directly connected to client 

satisfaction and the likelihood of repeat business. 
As several marketing professionals have pointed out, the quality 

of service is critical; (Mohsin & Lockyer, 2010; Torres, 2014; 

Alemneh & Gebremichael, 2018). It is necessary to contrast 

guests' expectations with the actual results obtained to assess 

a hotel's quality of service. In the eyes of hotel owners, 

customer happiness is of the utmost importance, and personal 

service is the most sought-after by tourists when making their 

hotel reservations (Bello & Majebi, 2018). According to 

countless studies, quality service leads to long-term customer 

loyalty. When it anticipates and meets the needs of its 

customers, it promotes customer satisfaction. 

Trustworthiness, certainty, palpability, empathy, and 

responsiveness are the five pillars on which customers base  
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relevant literature. The SERVQUAL and Discrepancy theories were the foundations of this 

investigation. The research was conducted using a descriptive survey methodology. 

Nigeria's Edo State is home to the Edo-North Senatorial District/Zone. There is no end to 

the population. The Cochran formula yielded a sample size of 384 participants for this 

investigation. A standardized questionnaire with a four-point Likert scale was adopted. 

A combination of face and content validity was used. Cronbach Alpa result of 0.857, 

which is within the allowed level, was used to test the instrument's dependability using 

the test re-test method. OLS multiple regression analysis and summary statistics were 

used in the study. The model was found to be free of multicollinearity or orthogonality 

in the result analysis. The F-Statistic confirmed model validity and is an 85.7 percent 

correlation between the dependent and independent variables, according to the 

regression coefficient of 0.857. Predictors account for 74.1 percent of the variance in the 

dependent variable (customer satisfaction), according to a coefficient of determination 

of 0.741. (the independent variables). The study found that hotels in the Edo-North 

Senatorial District/Zone in Edo State, Nigeria, have a considerable impact on customer 

satisfaction if they are reliable. Customers in the Edo North Senatorial District/Zone of 

Edo State, Nigeria, rate their hotel experiences highly when they feel safe and secure. In 

other words, hotels in the Edo-North Senatorial District/Zone in Edo State, Nigeria, were 

found to have a considerable beneficial effect on customer satisfaction. Customer 

satisfaction at hotels in Nigeria's Edo-North Senatorial District/Zone is strongly 

influenced by empathy. Customer satisfaction at hotels in Nigeria's Edo-North Senatorial 

District/Zone is highly influenced by responsiveness. The study found that hotels in the 

Edo-North Senatorial District/Zone in Edo State, Nigeria, had a substantial impact on 

customer satisfaction because of the quality of their services. According to one 

recommendation, customers are more likely to return to a hotel if they are satisfied with 

the location and ambience of its branches. Customers should be able to choose from a 

variety of convenient operating hours when staying at a hotel. Customers should be able 

to find and evaluate hotels because of their strategic placement quickly. Customers are 

more likely to return to a hotel if they have had a positive experience. Thus hotels should 

pay more attention to the assurance aspects of their service. Customers want hotels to 

have a system that allows them to receive feedback and connect with those who use it. 

Finally, hotel owners in the Edo-North Senatorial District/Zone should ensure that their 

services to consumers are of good quality and dependable to prevent losing business. 

 
Keywords: Customer perception, Service quality, Service dimensions, Reliabity, 

Assurance, Tangibility, Empathy, Responsiveness, Customer satisfaction, Hotels. 
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their judgments about the quality of service (Mauri, Minazzi, & Muccio, 2013). The gap 

between what consumers anticipate and what they receive in terms of service is what we 

mean by the phrase "service quality" (Ali, 2015). Ramachandvan and Chidambaram (2012) 

defined service quality as an overall assessment of a certain service provider based on a 

customer's expectations. Service quality was assessed in this study, including tangibility, 

empathic response and assurance. Tangibles include anything that can be seen as proof 

of a service, such as a facility's equipment and personnel and any communication tools. 

This service provider must be capable of completing the promised service with the utmost 

level of precision and correctness so that customers may put their trust in this service 

provider (Galib, 2013). Another aspect of customer service that customers measure is a 

company's responsiveness. Responsiveness refers to a company's capacity to respond to 

client requests. Being aware of and attentive to the needs of consumers, providing 

convenient hours of operation, and delivering individualized service that addresses the 

unique needs of each client, are all part of this (Sulieman, 2013). Worker empathy and 

personal attention are critical, but employees must also be competent and consistent in 

their interactions with clients. A study published in 2010 (Zeithaml; Bitner; & Gremler, 2010) 

found that (Zeithaml) It's important to have the right mix of skills, manners, dependability, 

and security (Qin, Prybutok and Zhao, 2010) 

If hotel managers can predict their customers' future needs, they can constantly provide 

high-quality services. Customers are happier and more loyal to certain service providers 

(Naik, Gantasala & Prabhakar, 2010). The ability to better understand the attitudes and 

views of its customers has allowed hotels to enhance their offerings. Owners and 

managers of hotels must understand their guests' needs and how to serve them better. 

Customer happiness is crucial to the profitability of hotels, and service quality has a 

positive influence on customer satisfaction. Meaning that nothing goes awry; all of the 

demands and desires of the clients are satisfied (Lepkova, 2012). 

A high degree of service quality is achieved when your consumers' expectations are 

fulfilled or surpassed. Quality can only exist if expectations and perceptions are in sync, 

and when they aren't, quality gaps arise. Reliability, assurance, and responsiveness should 

be considered when assessing service quality. Unhappiness with the service provided 

might be a symptom of growing inequalities in performance (Khan and Fasih, 2014). 

Quality and service excellence is becoming increasingly important in today's competitive 

business world. 

If a hotel can keep its guests satisfied, they'll be more likely to return. When consumers 

are content, they are almost certain to return, and when they are unhappy, they are 

virtually certain to leave. Innkeepers can increase the likelihood of repeat business by 

examining the different components of client satisfaction, as suggested by Alemneh 

(2018). If guests' expectations are fulfilled and surpassed by hospitality and tourist 
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operations, you may expect repeat business and favourable word-of-mouth. Customers 

can voice their discontent with service quality while they are receiving it. 

Furthermore, consumer preferences are altering, and there is more competition than ever 

before for hotels and restaurants in Nigeria. Customers' tastes, interests, and preferences 

are always changing, leading to considerable challenges for hospitality businesses. 

Therefore, all marketing activities are focused on making customers happy. 

There have been many studies in the field of consumer satisfaction. Sakun and Napodol 

deemed hotels in Thailand to be of bad service quality (2012). The service quality of ten 

hotels in Ikeja, Lagos State, was examined by Nasiru, Okunola, and Yina (2013). The poll 

indicated that the level of service in the region was rated as below average. On arrival in 

Nigeria's Edo State, limited records indicate service quality by measuring client 

expectations and performance levels. It's unfortunate, but it is (Bello and Bello, 2019; Bello 

et al., 2018; Ugbomhe, Osagie and Udu, 2018). The absence of industry-wide statistics is 

because this study was done in a single hotel. This study is conducted in Nigeria's Edo-

North Senatorial District/Zone to see how service quality factors affect customer 

happiness. 

The broad objective of this study is to assess the impact of service  quality aspects on 

customer satisfaction with selected hotels and specifically, ascertain or determine the 

influence of reliability, assurance, tangibility, empathy and responsiveness on customer 

satisfaction with five (5) stars, four (4) stars abd three (3) stars hotels in Nigeria’s Edo 

North Senatoria Districtg/Zone as depicted in the table below: 

 

Table 1: Selected 5, 4 and 3-star hotels in Edo North Senatorial District/Zone of Edo State  

S/No. Local 

Government  

Area 

Name of Hotel Hotel Rating 

(Star) 

 

1 Etsako West - 

Auchi 

1. Uyi Grand Hotel and Suites 

2. Presto Hotels Limited 

3. Usowu Ventures Limited Hotel 

and Suites 

3.7 Star 

3.5 Star 

4.6 Star 

2. Etsako Central –  

Fugar 

1.Willilog Ville Hotel and Resort 

2.The Blues Hotel 

5 Star 

3.5 Star 

3.  Etsako East –  

Agenebode 

1.SKI International Hotel-The 

Patriot 

2.EL-Pakuma Hotel 

4 Star 

3.7 Star 

4. Akoko-Edo –  

Igarra 

1.Fulali Hotel and Suites 

2.Rems Hotel 

4 Star 

3.5 Star 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJFRMS 
 

FINANCIAL RESEARCH & MGT. SCIENCE VOL.9 

159 
ISSN: 2773-1040 

5. Owan East –  

Afuze 

1.F & G Hotels  

2.Fortmont Royal Hotel 

4.3 Star 

5 Star 

6. Owan West –  

Sabogida-Ora 

None None 

Source: Field Survey, 2021 

 

The above table shows the eleven hotels selected for this study that fall within the rating 

scale in the six local government areas of Edo North Senatorial District of Edo State. 

Furthermore a case that hotels in Nigeria are becoming renowned for their high-quality 

service and ability to generate revenue for both the general public and the government. 

It should be their defining attribute in the future since service quality influences customer 

satisfaction in hospitality enterprises in Edo North Senatorial District/Zone, Nigeria. 

HYPOTHESES 

Ho1: Reliability has no significant influence on customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria. 

Ho2: Assurance has no significant influence on customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria. 

Ho3:  Tangibility has no significant influence on customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria. 

Ho4:  Empathy has no significant influence on customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria. 

Ho5: Responsiveness has no significant influence on customer satisfaction with hotels 

in Edo-North Senatorial District/Zone of Edo State, Nigeria. 

 

CONCEPTUAL REVIEW 

Service Quality 

It is thought that customer satisfaction with service offerings, as measured by their overall 

appraisal of a service's utility, has an impact on their loyalty in the sense that it influences 

their perceptions of what they receive and what they provide in return (Kandampully, 

Zhang & Bilgihan, 2015). Customers' comparisons of their earlier expectations of the 

service with their current perceptions of its performance are the root of this phenomenon 

(Holjevac, Markovic and Raspor, 2012).  Service quality is defined as the hotel's capacity to 

meet and exceed client expectations, as Seligman (2012) stated. Nkou & Khiabani define 

service quality if a customer's expectations and perceptions are in sync (2020). To evaluate 

the service quality, customers compare it to both implicit and explicit criteria (Dike, 2013).  

According to Ojo (2010), service quality is the degree and direction of the discrepancy 

between consumer perceptions of service and their expectations, or how a service meets 

or exceeds their expectations. According to Ojo, pre-purchase, customer expectations, 
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perceived process quality, and perceived output quality all affect the quality of the service 

supplied. Consumers' perceptions of service quality are based on a set of important 

features grouped into five categories: dependability, assurance, tangibility, 

responsiveness, and empathy, according to Mauri et al. (2013). 

Moshin and Lockyer describe service quality as the total of a customer's evaluation of a 

service relative to their general expectations of what that service should be like (2010). 

 

Service Quality Dimensions 

When it comes to measuring service quality, Anwar and Climis (2017; paraphrased from 

Parasuraman et al., 1988) say the following: reliability; assurance; tangibility; 

responsiveness and empathy. 

 

Reliability 

Customers expect consistency, accuracy, and dependability in their services. A service's 

"reliability" relates to the service provider's ability to deliver the service consistently and 

accurately (Kandampully et al., 2015). In the end, it's all about delivering on what it has said 

it will. It is the ability to consistently and precisely fulfil its obligations that distinguishes an 

organization (Zeithaml et al., 2010). In this sense, "reliability" refers to the capacity of a 

service provider to deliver on their commitments consistently and precisely. 

Delivering on commitments is an indicator of how trustworthy a service provider is. When 

it comes to time and quality, customers want the same from their service providers; they 

also want to know that they can rely on them (Galib, 2013). The reliability of the service as 

a whole is a measure of the service's consistency and dependability. When it comes to 

service providers, reliability is defined as the ability to deliver their promises on time and 

within budget. To be called reliable, a service must be able to regularly and accurately 

deliver on its promises. When it comes to being reliable, the capacity to consistently and 

accurately execute a promise is essential. It means the firm is doing it right the first time if 

the service is done appropriately. The fact that the corporation maintains its word also 

suggests that it is trustworthy. 

 

Assurance   

To what extent can customers have faith in the company's service staff ?, (Kandampully 

et al., 2015). The two most important factors are the staff's expertise and civility and the 

service provider's ability to instil trust and confidence (Abdullah and Abdul-Rahman, 2015). 

Disgruntled clients are less inclined to request changes than unwelcome personnel 

(Nunkoo, Teeroovendum, Ringle & Sunnassee, 2019). According to Kotler and Keller 

(2014), the ability of an organization's employees to build trust and confidence in one 

another is referred to as assurace. 
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Johnson and Karley (2018) say that workers' trust and confidence are critical assurance 

components. The bundle includes competence, politeness, trustworthiness, and security. 

For ewmployees to have onfidence, Yarimoglu (2014) claims that they need to be well-

versed in their fields, polite, and win others over. As a result of the seller's expertise, 

politeness and trustworthiness of their personnel, service assurance is linked to the 

seller's capacity to deliver output. 

 

Tangibility 

Items that can be seen and burnt were referred to as "tangibles." According to Seo (2012), 

tangibles include the structure, gadgets, equipment, vending machines, ATMs, and the 

staff's look. Provider facilities and materials, staff, and equipment are the focus of this 

component. Materials, staff, and equipment are all evaluated for their quality 

(Kandampully et al., 2015).  

Tangibles are things that can be held in one's hands as proof of the quality of service. 

Examples of tangibles include actual structures, equipment, people, and communication 

mediums. According to Shafiq, Shafiq, Dim and Ur (2013) the appearance of physical 

facilities, equipment, staff apparel, communication materials, and the location and 

accessibility of various instruments used to offer service are tangible aspects of a service 

provider's 'outward appearance.  

 

Empathy 

A further component of empathy is "caring and individualized attention" to consumers 

offered by personnel. Kandampully et al. claim that (2015). Emotional intelligence, or 

empathy, is the ability of one person to understand and respond to needs and concerns. 

Research shows that it's more desirable and crucial in firms where creating relationships 

with consumers and clients is critical for survival (Padman & Rajendran, 2007). (2010). 

Customers want their company's employees to care about them and provide them with 

individualized service (Zeithaml et al., 2010). Empathy is an indication that a corporation 

cares about its clients on an individual level. During the review, it is vital to establish 

whether the consumer receives customized attention, whether working hours work for 

everyone, and whether personnel are eager to serve customers. Employees must treat 

customers with respect and fairness and work together with them. 

 

Responsiveness  

A company's ability to promptly service customers is key to its responsiveness. 

Responsiveness is a term that refers to the willingness of service personnel to provide 

prompt and effective service to customers, and it encompasses traits like collaboration, 
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friendliness and sensitivity (Kandampully et al., 2015). Service providers strive to deliver 

the service in a helpful and timely manner (Prayuhda & Harsanto, 2014). 

A service provider's responsiveness is defined as the degree to which customers perceive 

that the organization is ready to help them immediately.." To be responsive, a business 

must be eager to help its clients. According to Aziz, Ariffin, Osman and Evin, (2012) a 

company’s responsiveness to responding to client requests is a measure of employees 

attentiveness and being on time is the key. 

 

SERVQUAL MODEL 

   
Source: Parasuraman, A., Zeithami, V. and Berry, L.L. (1985). A Conceptual Dimensional 

Model of Service Quality, Journal of Marketing, 49, 41-50 

 

The SERVQUAL model underpins this investigation. This model was established in the 

United States to examine hotel service quality factors. Since its conception in 1985, the 

model has been reworked several times by Parasuraman and Zeithami and Berry to 

produce the service quality model–SERVQUAL. This approach contrasts consumer 

expectations and perceptions regarding specific service performance. Many studies have 

used this model to investigate the quality of service in a variety of service industries 

(Anwar, 2012; Alaba, Ode, & Gbende, 2011). To measure and manage service quality, 

SERVQUAL was developed by Alaba and colleagues (2011). It has been stated that 

SERVQUAL is an insightful and practical methodology for service quality management, 

according to Anwar and Qadir, (2017). According to Raditha et al. (2015), SERVQUAL 
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measures service quality by considering customers' expectations and their judgments of 

how a certain service provider executes these criteria. 

It is commonly referred to as the "disconfirmation model," according to Anwar and Qadir 

(2017). SERVQUAL, on the other hand, is based on a generic 22-item questionnaire that 

encompasses five main facets of hotel service quality. The acronym RATER was coined for 

these five dimensions in 1991. RATER, as its name suggests, stands for 

R = Reliability (dependability, accurate performance) 

A = Assurance (competence, courtesy, credibility, security) 

T = Tangibles (appearance of physical elements) 

E = Empathy (easy access, good communications, customer understanding). 

R = Responsiveness (promptness and helpfulness). 

 

Reliability is described as a service provider's capacity to promptly offer a high-quality 

service (Anwar & Shukur, 2015; Kerstan and Koch, 2010; and Kandampully et al., 2015). 

Assurance refers to customers' trust and confidence in the product or service they receive, 

based on the ability to activate trust and confidence. A product or service's tangibility is 

the service characteristic that makes it useable and practicable for customers to use 

(Anwar & Shukur, 2015; Kotler et al., 2014, Kandampully et al., 2015). Empathy is a service 

quality approach that emphasizes the importance of treating customers as individuals. 

When a guest requests a service, a hotel's responsiveness is demonstrated by its 

willingness to provide it immediately. All of their visitors' requests, queries, and 

recommendations will be promptly addressed by the service providers (Ali, 2015). 

However, it is simple to calculate service quality metrics by subtracting expectations from 

perceptions. Each of these scores can be weighed to show the relative relevance of service 

quality, according to Aksar, Kayani, and Ali (2020). He stated that SERVQUAL results might 

be used to identify whether aspects of a service are particularly good or bad for the 

organization. The results can be used to track the quality of a service over time, compare 

performance with that of competitors, compare performance, or gauge consumer 

satisfaction with a specific service industry in general. To determine whether customers' 

expectations were met, the SERVQUAL model uses the expectancy disconfirmation 

technique. It examines how well a business meets the expectations of its clients (Pride 

and Ferrel, 2010). 

The SERVQUAL model was developed by Parasuraman, Zeithaml, and Berry and is the 

most widely used method for evaluating customer service (1985). Customer perceptions 

and service expectations can be identified and reduced using the SERVQUAL model, a 

multiple-item measure. 
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SERVQUAL Dimensions of service quality 

Reliability, assurance, tangibility, empathy, and responsiveness are all aspects of service 

quality identified by Anwar (2021). These factors play a role in the customer's perceptions 

and judgments of the quality of service. 

Reliability as a SERVQUAL Dimension: When it comes to customer service, reliability is 

getting the job done right the first time, showing up on time, and keeping a clean record 

of no mistakes. The ability and accuracy with which service providers accomplish their 

work are two aspects of reliability (Kandampully et al., 2015). Customers value a 

company's ability to execute on its promises of on-time delivery, problem-solving, doing 

things correctly the first time, and delivering items free of damage. Time and service are 

intertwined in this diagram. 

Assurance as a SERVQUAL Dimension: The degree of assurance includes credibility, 

security, competence, and civility. According to Saghier and Nathan (2013), service 

providers can assess the competence and civility of personnel and their capacity to elicit 

trust and confidence from clients through assurance. Customer trust in the company is 

built through the knowledge and interactions of employees, according to Anwar & 

Abdullah (2021). This trust is manifested through repeat business and customer loyalty. 

Tangibles as a SERVQUAL Dimension: Companies' representatives, physical facilities, 

materials, and communication materials are all examples of tangible aspects. Assets, 

persons, and availability are the three facets of the tangible dimension articulated by 

Bonomyong and Supatn (2011). 'Tangibles' was identified as a separate element by 

Gobena (2019), consistent across cultures. The service provider's attention to detail was 

evident in the physical surroundings of the facility. Material features such as gadgets, 

equipment, and how staff members conduct themselves are tangible (Seo, 2012). 

Empathy as a SERVQUAL Dimension: "Empathy" refers to the personal service provided 

by a service provider to its customers, according to Kotler and coworkers in 2014. 

Personal attention, operation hours convenient for clients and service providers' 

awareness of customers' specific demands are all important considerations for 

consumers. 

Although the model SERVQUAL has significant flaws, it doesn't draw on existing 

economics, statistics, or psychology theories. For the past two decades, despite its 

flaws, the model has been an effective tool for studying the quality of service (Anwar, 

2012). 

Responsiveness as a SERVQUAL Dimension: Reliability refers to a company's ability to 

deliver promised goods and services on time and within budget (Ojo, 2010). By this, we 

mean that staff should be able to set aside time in their schedules for customer service. 

Employees should be informed of service delivery times in advance. Employees are 

readily available if assistance is required (Loke, Taiwo, Salim & Downe, 2011). The fervour 
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with which service professionals serve clients promptly, collectively, and with the love 

and tenderness of service staff is called responsiveness (Kandampully et al., 2015). 

 

CUSTOMER SATISFACTION  

Customers' pleasure and service quality are critical to the success and survival of 

hospitality businesses in today's competitive marketplaces, according to Hossain, (2012); 

Shafiq, et al., (2013); Shimekit, Wondoson, & Seid (2016). Siddiqui and Sharma (2010) 

characterise a customer's satisfaction reaction as the customer's degree of satisfaction. 

In marketing, "satisfaction" refers to a customer's overall impression of the quality of a 

company's relationship fulfilment or the positive outcome of a company's working 

relationship assessment (Kotler et al., 2014). 

Customer satisfaction may be guaranteed if a product or service is of excellent quality 

(Guaranthne, 2014). A company's long-term success depends on its consumers' previous 

experiences with happiness or discontent (Prayuhda & Harsanto, 2014). We use the phrase 

"customer satisfaction" to describe whether or not a customer is happy with the value 

they received from a product or service transaction (Anyanwu, 2013) 

According to Kotler et al. (2014), customer satisfaction is the difference between what 

clients expect and what they receive. According to Anwar and Climis  (2017), customer 

satisfaction may be defined as individuals' views of product or service performance than 

their expectations. Consumers are happy if the perceived performance of a product or 

service meets their expectations, according to Kotler and Armstrong (2010). According to 

Rojas (2010), high levels of customer or visitor satisfaction (as a result of enjoyable 

encounters) are an important indicator of retention, loyalty, and product or service 

repurchase. 

Product or service satisfaction is assessed by the customer’s belief that their value is 

greater than what they would expect to obtain from a comparative transaction with a 

competing vendor )Almalam, 2014). When customers’ expectations are met, they are 

happy; yet they are not happy when the outcome falls short of their expectations. 

According to previous study, clients happiness is positively correlated with service quality. 

As well as Aksar, et al., (2020); Al-Abadneh (2016); Lovelock (2010) and Musa (2010) are in 

the pipeline. Based on this earlier research, superior customer service in hospitality 

organizations like hotels may lead to contented patrons.      

 

THEORETICAL FRAMEWORK 

SERVQUAL theoretical framework by Kumar, Kee, and Manshor (2009) and Elsevier's 

Discrepancy theory were used in this study (1999). 
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SERVQUAL Theory 

 
 SERVQUAL DIMENSIONS 

Source: Kumer, M., Kee, F.T. and Manshor, A.T. (2009). Determining the Relative 

             Importance of Critical Factors in Delivering Service Quality, 19(2), 211-228 

 

Three authors developed this theoretical framework: Kumar, Kee, and Manshor (2009). 

According to theory, client expectations and hotel service performance gaps determine 

customer satisfaction. Customer expectations are influenced by external circumstances 

that the service provider can influence. Customer expectations and perceptions of service 

performance are measured using the SERVQUAL dimensions, and the gap shows the 

difference between these measurements. 

 

Discrepancy Theory 

The Discrepancy Theory proposed by Elsevier (1999) is a helpful foundation for this inquiry. 

According to this theory, customer satisfaction results from the gap between basic service 

and customers' expectations. When it comes to customer satisfaction, it's all about what 

the consumer thinks and what they anticipate. Consequently, service quality is deemed 
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adequate when customers' expectations and perceptions are in sync. When customers 

think highly of the quality of the service they received, they become more dissatisfied. This 

study's customer expectations and perceptions of service quality in Nigeria's hotel 

industry are based on these two theoretical frameworks. 

 

Theoretical Exposition 

Many industries have employed this approach, including banks and hotels, healthcare, 

higher education and retail chains. Many countries and civilizations have used it. The 

SERVQUAL scale has been used by academics, researchers, and others in the service 

industry for decades. According to the SERVQUAL model or theory, service quality 

characteristics significantly impact customer satisfaction after researchers conducted 

several studies on service quality and customer satisfaction. Many studies have been 

carried out on this subject, including the following: Among these are Markovic and Raspor 

(2010), Alaba, Ode, Gbende, Saoli, Poku and Al-Ababni (2013); Tesera (2016), Hussain 

(2016), Aksar et al. (2020) and Lovelock (2011). (2012). A wide variety of service 

organizations may use this strategy, and it can be adjusted to meet the individual demands 

of each company. Investigators can build on or make changes to this framework to suit 

their requirements. 

Based on prior research, the SERVQUAL model was a reasonable option for this study, 

which assessed customer satisfaction and service quality at hotels in the Edo North 

Senatorial District/Zone of Edo State, Nigeria. 

 

EMPIRICAL REVIEW 

The issue of the relationship between service quality and consumer satisfaction with 

service items has received little attention from researchers. It is the lack of empirical 

studies in both developed and developing economies. Customers' satisfaction and service 

quality were researched by Nguyen, Nguyen, Phan, and Yoshiki in Japan in 2015. The 

research examined the relationship between hotel service quality and customer 

satisfaction in Vietnam. More than 400 hotel guests were questioned using a standardized 

questionnaire, and their replies were analyzed using multiple regression and Pearson 

correlation coefficients. According to an SPSS 20.0 statistical package investigation, 

Response, Empathy, Assurance, and Reliability have a significant impact, while Tangibility 

has a minimal effect. 

According to a study by Nkem and Nguyen (2014), there's a link between customer 

satisfaction and service quality. A key objective was to determine customer satisfaction 

with service quality at five-star hotels in Hanoi, Vietnam's capital. A descriptive survey was 

used for the majority of the investigation. The research had 230 participants; however, 

only 169 were selected as a representative sample. SPSS 16.0 study indicated a positive 
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correlation between customer satisfaction and responsiveness, empathy, assurance, and 

reliability, but tangibility exhibited a negative correlation. 

According to research done by Dimfwin, Murtala, and Ukonu, small hotels in Nigeria's 

Bauchi region delivered greater customer service, leading to increased customer 

satisfaction (2018a). Many service quality characteristics were linked to customer 

satisfaction in this study. One hundred fifty people participated, with a total sample size 

of 112 people. A purposive random sample was used to conduct the polling of the 

participants. There was a positive correlation between customer satisfaction and 

tangibility (r = 0.024, p = 0.805), a positive correlation between customer satisfaction and 

assurance (r = 0.798, p = 0.000), and a positive correlation between satisfaction and 

empathy (r = 0.447, p = 0.000). Additionally, the correlation between responsiveness and 

customer satisfaction (r = 0.918, p = 0.000) was shown to be quite significant and 

favourable. 

Wang' Ombe and Ngigi (2016) studied the influence of service quality on customer 

satisfaction in Nairobi, Kenya's four and 5-star hotels. An investigation was conducted on 

the factors that influence customer happiness. To conduct the study,72 participants were 

recruited by a self-reported questionnaire. According to the Chi-square analysis, the P-

value was 0.018, and the Beta was 0.517. According to the study, customer happiness was 

strongly connected with service quality and performance. 

In Markovic and Raspor's (2010) study, SERVQUAL was used to determine customer 

satisfaction in the Croatian hotel industry. The study's goal was to learn what hotel guests 

in Opatija Riviera, Croatia, thought of their stay. Structured questionnaires were used to 

gather the study's data. During this study, 253 people participated. It was found that hotel 

visitors had high expectations for service quality, with trustworthiness, empathy, and staff 

competence as the most important factors in describing consumer expectations of hotel 

services. 

Customer satisfaction and service quality were examined by a team of researchers Muslim 

Zatilaziya, Aniza, Siti and Emilia in 2013. It was found that customer satisfaction in 

Malaysia's hotel industry was linked to service quality aspects. The study employed a 

convenience sample to choose participants. A questionnaire was used to collect data for 

the study. This research was based on a sample of 53,130,743 hotel guests drawn at 

random (27,534,771 domestic guests and 25,595,972 foreign guests). Only 155 persons 

were included in the final sample, drawn from a random sample of 250 people because of 

the enormous number of participants. An exploratory factor analysis was carried out, and 

a regression analysis. According to the findings, customer happiness is strongly correlated 

with the quality of the service provided. 

Ogungbayi, Olatidoye and Agbedi (2019) evaluated the effect of service quality on 

customer satisfaction in a sample of hotels in Abeokuta, Nigeria (African continent). As 
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part of our study, we intended to determine how service quality influences customer 

satisfaction in Abeokuta, Nigeria Pre-designed questionnaires were used to collect data. 

Only 90 of the 115 participants that participated in the survey made it into the final sample. 

The hypotheses were tested with the Chi-square. The study found that several different 

components of customer service had a positive correlation with customer satisfaction. 

Tuan and Linh conducted research into guests' experiences in five-star hotels in Vietnam 

(2014). A key objective was to examine the relationship between customer service quality 

and a company's ability to retain customers. The study collected data through the use of 

a questionnaire. One hundred sixty-seven consumers took part in the survey. According 

to the Exploratory Factor Analysis findings, consumer happiness is heavily influenced by 

factors such as trustworthiness and security. As a result, client satisfaction is heavily 

determined by the quality of the service. 

An Ethiopian hotel guest satisfaction survey conducted by Gobena (2019) followed a 

similar line of inquiry. The purpose of the study was to investigate the relationship 

between hotel customer satisfaction and service quality measures. A total of 385 people 

were included in the study due to the random sampling procedure. After being collected 

by questionnaire and evaluated using correlation and multiple regression, the data was 

examined using SPSS 13.0. Overall, clients were happy with the services. Still, their 

satisfaction was lower than the industry average regarding their perceptions of service 

quality. 

When Afroz (2019) looked at how satisfied Bangladeshi bank customers were, he found 

that service quality had a significant effect. The study's major purpose was to determine 

how happy Tangail's public and private bank customers were. It was chosen at random 

from 200 participants who completed the survey. An association and regression analysis 

showed that consumers' occupations are correlated with their ability to keep their 

commitments. As a result, customer satisfaction directly correlates to the level of service 

delivered. 

 

METHODOLOGY 

The survey design for this study is the descriptive survey. The study populations are 

possible materials, participant, ofr observations relevant to a specific phenomenon that a 

researcher is interested in describing or investigating This study was conducted using a 

descriptive survey. (Blair, Czala & Blair, 2014). Reseachers utilized a non-probability 

sampling technique called purposeful sampling for their study. Rather than relying on 

chance, researchers used a technique known as purposeful samplinmg. This means that 

only one hotel guests who have stayed at five, four or three stars establishment in six (6) 

local government areas that make up the Edo-North Senatorial District/Zone of Edo State 

in Nigeria will be questioned by the investigion. According to the table 2 below the sample 
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size was allocated on the basis of the local government areas of Edo North Senatorial 

District/Zone, although non was found in Owan West. 

 

Table 2. Questionnaire Judgementally Distributed based on Local Government areas in 

Edo North Local Government Area of Edo State 

L.G.A/Hotels No. of Questionnaire  

A. Etsako West – Auchi 

1. Uyi Grand Hotel & Suites 

2. Presto Hotels Limited 

3. Usowu Ventures Limited Hotel and Suites 

B. Etsako Central - Fugar 

1. Willilog Ville Hotel & Suites 

2. The Blues Hotel 

C. Etsako East – Agenebode 

1. SKI International Hotels-The Patriot 

2. El-Pakuma Hotels 

D. Akoko-Edo – Igarra 

1. Filani Hotel & Suites 

2. Rems Hotel 

E. Owan-East – Afuze 

1. F & G Hotels 

2. Fortmont Royal Hotel & Suites 

F. Owan West – Sabodida-Ora 

None Exist 

 

34 

39 

38 

 

34 

34 

 

34 

34 

 

34 

34 

 

34 

34 

 

 

 

- 

Total 384(100%) 

Source: Field survey, 2021 

 

There were 384 (100%) questionnaires administered to hotel clients in Edo North 

Senatorial District/Zone for the study, as shown in Figure 3.5.1 above. 

A sample size of 384 was used for the study derived using the Cochram (1963) formula. 

From the total of 384 questionnaire administered 380 were retrieved and this form the 

sample size of the study. Self-administered questionnaire were used to gathere the data 

for this study, which was conducted face-to-face with participants in the selected hotels. 

The questions were arranged according to a pattern based on issues, each with a certain 

goal in mind. Closed-ended questions dealt with the former, while the Likert scales (4 

point), strongly agree (4), Agree (3), Strongly disagree (2) and disagree (1) was used. This 
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scle response was adopted because it made possible the measurement of intenity of 

replies. questionnaire was divided into two portions, the first of which had questions 

about the respondents’ personal information and the second which asked about the 

study’s goals.      

Hypotheses were tested using the Ordinary Least Square (OLS) and Multiple Regressin 

Techniques to examine the relationship between service quality dimensions (reliability, 

assurance, Tangibility, Empathy, and Responsiveness) and customer satisfaction with 

hotels by using the frequency tables and percentages generated by the questionnaire. 

This method will be adopted assuming that Ordinary Least Squares (OLS) are the best-

unbiased estimator and one with the lowest variability (Anyanwu, 2013). A significance 

level of 0.05 percent was used to test the hypothesis. R2, modified R2, F tests, and 

Student's t-test are some of the regression statistics used to find the most robust models 

that best explain the data.  

 

MODEL SPECIFICATION  

Customer satisfaction was the dependent variable in multiple regression models to 

capture the independent variables (service quality aspects, i.e. empathy, reliability, 

assurance, responsiveness, and tangibility). In functional terms, the model is expressed as 

follows: 

CS = ƒ(REL, ASS, TAN, EMP, REP) 

Where  

CS  =  Customer Satisfaction  

REL = Reliability 

ASS = Assurance 

TAN  = Tangibility 

EMP = Empathy 

REP = Responsiveness 

The functional form can be restated in an econometric way as:  

CS = a0 +  a1 REL + a2 ASS + a3TAN + a4EMP + a5REP + ε1 

Where: 

a0 = Constant value 

a1 – 5  = Regression Coefficient of variables (REL, ASS, TAN, EMP, 

REP)  respectively. 

ε         = Error terms 

 

DATA PRESENTATION AND ANALYSIS  

Data obtained from the respondents in table 4.1a, 4.1b and 4.1c below was analysed to 

determine the respondents’ responses to research variables investigated employing the 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJFRMS 
 

FINANCIAL RESEARCH & MGT. SCIENCE VOL.9 

172 
ISSN: 2773-1040 

SPSS to conduct the respondents’ statistics of the the descriptive statistics for the 

dependent and independent variables for 380 observations.  

 

Table 4.1a Questionnaire Distribution and Response Rate 

L.G.A/Hotels No. of 

Questionnaire  

Questionnaire 

Returned (%) 

Questionnaire 

Not Returned(%) 

Total 

(%) 

A. Etsako West – Auchi 

1. Uyi Grand Hotel & Suites 

2. Presto Hotels Limited 

3. Usowu Ventures Limited 

Hotel and Suites 

B. Etsako Central - Fugar 

1. Willilog Ville Hotel & 

Suites 

2. The Blues Hotel 

C. Etsako East – Agenebode 

1. SKI International Hotels-

The Patriot 

2. El-Pakuma Hotels 

D. Akoko-Edo – Igarra 

1. Filani Hotel & Suites 

2. Rems Hotel 

E. Owan-East – Afuze 

1. F & G Hotels 

2. Fortmont Royal Hotel & 

Suites 

F. Owan West – Sabodida-Ora 

None Exist 

 

34 

39 

38 

 

 

34 

34 

 

34 

 

34 

 

34 

34 

 

34 

34 

 

- 

 

34 

38 

38 

 

 

34 

34 

 

33 

 

34 

 

34 

34 

 

33 

34 

 

- 

 

- 

1 

1 

 

 

- 

- 

 

1 

 

- 

 

- 

- 

 

1 

- 

 

- 

 

34 

38 

38 

 

 

34 

34 

 

33 

 

34 

 

34 

34 

 

33 

34 

 

- 

Total 384(100%) 380(99%) 4(1%) 380(99%)  

Source: Field survey, 2021 

 

There were 384 (100%) questionnaires administered to hotel clients in Edo North 

Senatorial District/Zone for the study, as shown in Figure 4.1.1 above. Four questionnaires 

were not returned despite being sent out, representing a 99.9% completion rate and 

invalid for this study (1 percent ). 

 

Summary of the Respondents’ Demographic Responses in Table 4.1b 

Variables Frequency Percentage 

Gender 

Male          

 

100 

 

26 
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Female    280 74 

Marital Status 

Married    

Single    

Others   

 

50 

250 

80 

 

13 

66 

21 

Educational Qualification 

O/L    

OND/NCE   

BSc/HND   

Others    

 

100 

150 

80 

50 

 

26 

40 

21 

13 

Age Brackets 

18 – 30 years             

31 – 40 years             

41 – 50 years             

 

178 

132 

70 

 

47 

35 

18 

Source: Questionnaire, 2021 

 

Summary of the Respondents’ Responses Analyses in table 4.1c 

Responses SA% A% SD% D% 

1. Service quality has an impact on 

customer satisfaction. 

130(34) 185(49) 35(9) 30(8) 

 Empathy 

2. Staff of hotels values their customers 

against all other consideration.  

100(26) 175(46) 56(15) 49(13) 

3. Staff can communicate effectively. 156(41) 107(28) 50(13) 67(18) 

4. Staff shows personal attention to 

customers. 

122(32) 185(49) 35(9) 38(10) 

5. Staff know customers’ specific needs. 140(37) 188(49) 22(6) 30(8) 

Reliability     

6. Staff perform services correctly 136(36)) 171(45) 34(9) 39(10) 

7. Staff is always willing and interested 

in helping customers. 

130(34) 198(52) 22(6) 30(8) 

8. Staff provides the customer service 

information before and after service. 

176(46) 107(28) 40(11) 57(15) 

9. Staff is prompt in service delivery to 

customers. 

100(26) 171(45) 56(15) 53(14) 

 

Assurance 
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10. The behaviour of the staff gives a 

sense of trust. 

124(33) 191(50) 35(9) 30(8) 

11. Staff has the product knowledge to 

solve customers’ problems. 

134(35) 181(48) 39(10) 26(7) 

12.  Staff show respect to customers. 100(26) 175(46) 56(15) 49(13) 

13. Staffs make customers feel safe in 

the hotel. 

107(28) 146(38) 67(18) 60(16) 

Responsiveness     

14. Staff keeps to customer’s service 

time regulation. 

112(29) 190(50) 40(11) 38(10) 

15. Staff shows a warm interest in 

solving customers' demands. 

140(37) 188(49) 22(6) 30(8) 

16. Management keep accurate records 

of customers’ request and profile. 

186(49) 132(35) 35(9) 27(7) 

17. Staff are willing to assist customers 

at all times 

141(37) 182(48) 17(4) 40(11) 

Tangibles     

18. The hotel building attracts customer

s’ 

Patronage 

117(31) 191(50) 43(11) 29(8) 

19. The hotels are equipped with 

standard 

Facilities 

124(33) 194(51) 27(7) 35(9) 

20. Staff appearance is good and 

corporate. 

120(32) 224(59) 17(4) 19(5) 

21. Service with a smile. 107(28) 174(46) 36(9) 63(17) 

Customer Satisfaction       

22. The transport service providers meet 

my expectations  

136(36) 171(45) 34(9) 39(10) 

23. I am happy with the services of the 

hotel service providers 

130(34) 198(52) 22(6) 30(8) 

24. Effective management of the 

customers turns a dissatisfied customer 

into a satisfied customer   

176(46) 107(28) 40(11) 57(15) 

25. I am satisfied with the hotel service 

providers' services  

100(26) 171(45) 56(15) 53(14) 
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26. I am satisfied with the procedure of 

handling complaints in the hotel    

124(33) 191(50) 35(9) 30(8) 

Source: Questionnaire, 2021 

 

TEST OF HYPOTHESES      

The statistical tool used in testing the stated hypotheses is the regression test procedure 

which uses the individual significance (t-test) are the Pearson correlation and Multiple 

regressin analysis. The table which is given below shows the association between the 

dependent variable (customer satisfaction) and the independent variables (empathy, 

reliability, assurance, responsiveness, and tangibility). 5% percent significant level is usually 

considered adequate for studies in management and other behavioural sciences.  

 

Table 4.2.1:   Estimation of Correlation Matrix   

Correlation Matrix 

Variables   CS REL ASS  TAN EMP RES 

Customer 

satisfaction 

 

Pearson 

Correlation 

Sig. (2-

tailed)   N 

1 

 

 

1021 

 .821** 

 

.000 

1021 

.711** 

 

.000 

1021 

 .618** 

 

.000 

1021 

.456** 

 

.000 

1021 

.397* 

 

.003 

1021 

Reliability Pearson 

Correlation 

Sig. (2-

tailed) N 

 

 .821** 

     

 .000 

1021 

1 

 

 

1021 

.316* 

 

.007 

1021 

.501** 

 

.000 

 1021 

.316* 

 

.007 

1021 

.592** 

 

.000 

1021 

Assurance Pearson 

Correlation 

Sig. (2-

tailed) N 

 

.711** 

      

 .000 

1021 

.525** 

 

 

1021 

1 

 

 

1021 

.501** 

 

 .000 

1021 

.525** 

     

.000 

1021 

.607** 

 

.000 

1021 

Tangibility Pearson 

Correlation 

Sig. (2-

tailed) N 

 

.618** 

  

 .000 

1021 

.505* 

 

.000 

1021 

 .753** 

 

.000 

1021 

1 

    

. 

1021 

.753** 

. 

.000 

1021 

.729** 

 

.000 

1021 

Empathy Pearson 

Correlation 

Sig. (2-

tailed) N 

 

.456** 

 

 .000 

1021 

.525** 

 

.000 

1021 

.316*  

 

.000 

1021 

.525** 

 

.000 

1021 

1 

 

 

1021 

.501** 

.000 

1021 
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Responsiveness  Pearson 

Correlation 

Sig. (2tailed) 

N 

 

.397** 

 

 .003 

1021 

.607** 

 

.000 

1021 

.501** 

 

.000 

1021 

.607** 

 

.000 

1021 

.501** 

 

 .000 

1021 

1 

 

 

1021 

** Correlation is significant at a 0.05 level (2-tailed). 

* Correlation is significant at 0.01 level (2-tailed). 

 

There is a correlation matrix of the study's variables in Table 4.2.1. The correlation matrix 

study shows that these factors have a strong and positive link. Although the correlations 

between some of the variables were high, they were not so great that further study, such 

as regression analysis, was ruled out. 

There is a correlation between the dependent and independent variables in the study. 

Customer satisfaction and reliability have a.821 correlation coefficient, which is statistically 

significant at a 5% significance level. A high correlation between customer satisfaction and 

hotel reliability in Edo-North Senatorial District/Zone of Edo State, Nigeria, has been found. 

As a result, the correlation coefficient between customer happiness and assurance was 

found to be.711 and statistically significant at the 5% significance level. It suggests that 

hotels in the Edo-North Senatorial District/Zone of Edo State, Nigeria, have a significant 

association with customer satisfaction because of assurance. 

The correlation coefficient between Tangibility and likelihood was 618, statistically 

significant at a 5% significance level. It showed that customer satisfaction in the Edo-North 

Senatorial District/Zone of Edo State, Nigeria, was positively correlated with Tangibility. 

The correlation coefficient value for Empathy was.456 with a probability of.000, which is 

statistically significant at the 5% level. It suggests that hotels in Edo State's Edo-North 

Senatorial District/Zone have a very strong positive link with customer satisfaction 

because of empathy. 

A correlation coefficient of.397 was measured, with a probability of.003 that is statistically 

significant at the 5% level of significance. Customers in the Edo-North Senatorial 

District/Zone of Edo State, Nigeria, rate their hotel experiences highly when it comes to 

responsiveness. According to this interpretation, there was no evidence of 

multicollinearity or orthogonality in the variables studied. 

 

Table 4.2.2: Summary of Regression Results  

Model R R.Square Adjusted R-

Square 

Standard Error of the 

Estimate  

I 0.857 0.741 0.709 0.69527 

a. Predictor: (constant), RAL, ASS, TAN, EMP, RES. 
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Table 4.2.2 shows that the regression coefficient, 'R', has a value of 0.857, indicating an 

85.7 percent correlation between the dependent and independent variables, as seen in 

the graph. That suggests that the independent variables can explain 74.1 per cent of the 

variation in the dependent variable in the model's R2 coefficient, which has a value of 

0.741. The model's explanatory power, R2, reveals that the shifts in customer 

satisfaction may be explained by the qualities of dependability, assurance, tangibility, 

empathy, and responsiveness. 

 

Table 4.2.3: Coefficients of the Predictor Variables, t-values and the Significant Level   

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

 Β Std. Error Beta   

1(Constant) -.187 .207 - -.741 .454 

Reliability .717 .053 .711 11.203 .000 

Assurance .189 .047 .693 4.526 .000 

Tangibility .178 .059 .754 3.148 .010 

Empathy .563 .078 .688 2.873 .000 

Responsiveness .513 .065 .525 3.715 .001 

a. Dependent Variable: Customer satisfaction 

 

Table 4.2.3 shows the coefficients of the variables, the t-values, and the probability levels. 

Many of the predictors have large coefficients, as seen in the table. Customer pleasure, 

for example, has a significant correlation with reliability, assurance, tangibility, empathy, 

and responsiveness. As a side point, it's worth noting that the apriori signs followed 

theoretical predictions. 

The estimated functional equation (model) can be written as follows: 

Y = -187+0.711REL+0.693ASS + 0.754 TAN + 0.688EMP + 0.525RES 

  (-.741)    (11.203)   (4.526)       (3.148)       (2.873)         (3.715)  

 (0.454)      (0.000)    (0.000)      (0.010)     (0.000)        (0.001) 

 

DISCUSSION OF RESULTS 

Hypothesis One 

H0: Reliability has no significant positive influence on customer satisfaction with hotels in 

Edo-North Senatorial District/Zone of Edo State, Nigeria. 

H01: Reliability significantly influences customer satisfaction with hotels in Edo-North 

Senatorial District/Zone of Edo State, Nigeria. 
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Starting with the coefficient of reliability represented by X1, the value is .711. When one 

unit's reliability increases, customer satisfaction will increase by 7.1 percent if other 

variables in the functional equation are held constant. The t-value of 11.203 and the 

probability level of .000 corresponding to the coefficient show that it is significant. The 

probability level of 0.000 is less than the 0.05 level of significance set for the study. 

 

Decision Rule I   

The coefficient is positive and significant at a 0.05 level of significance and t-value (11.203). 

Consequently, we reject the null hypothesis and accept the alternative, suggesting that 

reliability has a significant positive effect on customer satisfaction with hostels in Edo 

State, Nigeria. This finding tallies with the findings of Masrurul (2019), Siew-Pang and 

Sedigeh (2015), Khan and Fasih (2014), Onditi, Oginda, Ochieng and Oso (2012), and 

Malyadri and Sahyanaranyana, (2014) noted that reliability has a significant positive effect 

on customer satisfaction. But this finding disagrees with that of Papadimitriou, 

Kaplamdon & Apostolopoulon (2015), whose study indicates that reliability had no 

significant relationship with customer satisfaction.  

 

Hypothesis Two 

H0: Assurance has no significant positive influence on customer satisfaction with hotels 

in Edo-North Senatorial District/Zone of Edo State, Nigeria. 

H01: Assurance significantly influences customer satisfaction with hotels in Edo-North 

Senatorial District/Zone of Edo State, Nigeria. 

 

In a related development, the coefficient of assurance represented by X2 in the model is 

.693. When one unit's assurance increases, customer satisfaction will increase by 6.9 

percent when other variables in the functional equation (model) are held constant. The t-

value of 4.526 and the probability level of .000 corresponding to the coefficient show that 

the coefficient is significant because .000 is less than the 0.05 level of significance set for 

the study.  

 

Decision Rule II  

At a 0.05 level of significance and t-value of 4.526, the coefficient is positive and 

significant. Given the weight of evidence against the null hypothesis, it was rejected. The 

alternative suggests that Assurance has a significant positive effect on customer 

satisfaction with hotels in Edo-North Senatorial District/Zone of Edo State, Nigeria. It is in 

agreement with the findings of Siew-Pang and Sedigheh (2015), Khan and Fasih (2014), 

Onditi, Oginda, and Ochieng and Oso (2012) that assurance has a significant effect on 

customer satisfaction. 
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Hypothesis Three 

H0: Tangibility has no significant positive influence on customer satisfaction with hotels in 

Edo-North Senatorial District/Zone of Edo State, Nigeria. 

H01: Tangibility significantly influences customer satisfaction with hotels in Edo-North 

Senatorial District/Zone of Edo State, Nigeria. 

 

Similarly, the coefficient of tangibility represented by X3 in the model is .754. When 

tangibility is increased by one unit, customer satisfaction will increase by 7.5 percent if 

other factors in the functional equation (model) are not allowed to vary. The t-value of 

3.148 and the probability level of 0.10 corresponding to the coefficient show that the 

coefficient is positive and significant because .010 is less than the significance level of 0.05 

set for the study. 

 

Decision Rule III    

The coefficient is significant and positive at a 0.05 level of significance and at-value of 

3.148. Consequently, the null hypothesis was rejected. The alternative suggests Tangibility 

has a significant positive effect on customer satisfaction with hotels in Edo-North 

Senatorial District/Zone of Edo State, Nigeria. This finding is in line with the findings of 

Siew-Pang and Sedigheh (2015), Khan and Fasih (2014), Onditi, Oginda, Ochieng and Oso 

(2012), and Malyadri and Sahyanaranyana, (2014) that tangibility had a significant effect on 

customer satisfaction. 

 

Hypothesis Four 

H0: Empathy has a significant positive influence on customer satisfaction with hotels in 

Edo-North Senatorial District/Zone of Edo State, Nigeria. 

H01: Empathy significantly influences customer satisfaction with hotels in Edo-North 

Senatorial District/Zone of Edo State, Nigeria. 

 

For empathy, the coefficient is represented by X4 in the model. It has the value of .754, 

which means that when empathy is increased by one unit, firm performance will increase 

by 7.5 percent if other variables in the model are not allowed to vary. The t-value of 2.873 

and the probability level.000 corresponding to the coefficient show that the coefficient is 

positive and significant because .000 is less than the 0.05 level of significance set for the 

study. 

 

Decision Rule IV   

The coefficient is positive and significant at the 0.05 significance level with a t-value of 

2.873. Given the weight of data against the null hypothesis, we concluded that hotels in 
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Edo-North Senatorial District/Zone of Edo State, Nigeria, significantly positively impact 

customer satisfaction because of empathy. Customers are more likely to report being 

satisfied when they feel understood and cared for. This is in line with research by Masrurul 

(2019), Khan and Fasih (2014), Onditi, Oginda, Ochieng and Oso (2012) and Malyadri and 

Sahyanaranyana (2014). According to Molaee, Ansari and Teimuori (2013) and Juhari, 

Bhatti and Piaralal (2016), there is no correlation between customer satisfaction and 

empathic communication. 

 

Hypothesis Five 

H0:  Responsiveness has no significant positive influence on customer satisfaction with 

hotels in Edo-North Senatorial District/Zone of Edo State, Nigeria. 

H01:  Responsiveness significantly influences customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria. 

 

Finally, the responsiveness represented by X5 in the model has a value of .525. It means 

that when the responsiveness is increased by one unit, customer satisfaction will increase 

by 5.3 per cent if other variables are held constant. The t-value of 3.715 and the significance 

level of .001 corresponding to the coefficient show that the coefficient is significant 

because .001 is less than the 0.05 level of significance set for the study. 

 

Decision Rule V     

The coefficient is positive and significant at the 0.05 level of significance and t-value of 

3.715. As a result, the null hypothesis was rejected because of the overwhelming data 

demonstrating that responsiveness has a significant positive impact on customer 

satisfaction with hotels in Edo-North Senatorial District/Zone of Edo State, Nigeria. With 

this research, Masrurul (2019) and Malyadri (2014) both found that responsiveness is 

linked to customer happiness, agree. 

 

Summary of Findings  

We highlighted the most general or preliminary findings, followed by more particular 

outcomes as a starting point. The data analysis revealed a positive and, in most cases, 

substantial link between and among the variables studied. Multiple regression was used 

to examine the model further because there was no evidence of multicollinearity or 

orthogonality in the connections. 

1. We highlighted the most general or preliminary findings, followed by more particular 

outcomes as a starting point. The data analysis revealed a positive and, in most cases, 

substantial link between and among the variables studied. Multiple regression was 
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used to examine the model further because there was no evidence of multicollinearity 

or orthogonality in the connections. 

2. Assurance has a significant positive effect on customer satisfaction with hotels in Edo-

North Senatorial District/Zone of Edo State, Nigeria was acceptable. Assurance has an 

at-value of 4.526. The probability level of .000 corresponding to the coefficient shows 

that the coefficient is significant because .000 is less than the 0.05 level of significance 

set for the study. 

3. Customers in Edo-North Senatorial District/Zone of Edo State, Nigeria, reported higher 

satisfaction with their hotel stayed when the experience was more tangible. 

Coefficient Tangibility is significant since the probability level (0.002) is less than the 

significance level (0.05) for this investigation, indicating that the coefficient is positive 

and significant. 

4. In Edo-North Senatorial District/Zone of Edo State, Nigeria, empathy has a strong 

beneficial impact on customer satisfaction with hotels in the area. Emotional 

Intelligence's t-value is 2.873, and its probability level (.000) is less than 0.05, which 

indicates that the coefficient is positive and statistically significant. 

5. When it came to client satisfaction, hotels in Edo-North Senatorial District/Zone in Edo 

State, Nigeria, were acceptable because of their responsiveness. In this study, the t-

value for responsiveness is 3.715, and its significance level is.001, indicating that the 

coefficient is significant because.001 is less significant than the study's 0.05 level of 

significance. 

 

Conclusion          

In this study, hotels in the Edo-North Senatorial District/Zone of Edo State, Nigeria, were 

used as the study region to explore the impact of service quality and customer 

satisfaction. Reliability, assurance; tangibility; empathy; responsiveness were evaluated to 

see how they affected customer satisfaction with hotels in the Edo-North Senatorial 

District/Zone of Edo State, Nigeria. Analysis of the data revealed a positive and, in most 

cases, quite robust link between and among factors. There was no evidence of 

multicollinearity or orthogonality in the correlations. Thus multiple regression was used to 

examine the model's potential further. The regression model was statistically significant 

to the regression analysis findings. Customers in the Edo-North Senatorial District/Zone of 

Edo State, Nigeria, reported higher satisfaction with their hotel stays because of their 

emphasis on reliability, assurance, tangibility, empathy, and responsiveness. The study 

concluded that hostel customer satisfaction in Edo State, Nigeria, was positively 

influenced by the services provided. As a result of these findings, customers' decisions on 

where to stay are heavily influenced by aspects of service quality. An effective hotel's 

capacity to compete will be enhanced, but so will the hotel's profitability, as increased 
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customer spending will be facilitated by a thorough understanding of and application of 

well-thought-out service quality dimensions. 

 

Recommendations  

There was a recommendation/policy dialogue based on the findings of this study and the 

conclusions drawn above. 

1. Because tangibility was proven to have a substantial impact on customer satisfaction, 

hotels should strongly focus on the location and atmosphere of their branches to 

ensure that consumers feel delighted enough to return. Service equipment should be 

upgraded. It will aid in providing timely service to clients to strengthen the 

relationship. Employees who present themselves cleanly and professionally are more 

likely to attract customers, encouraging them to interact with them. It, in turn, 

increases employee satisfaction and retention. It is an example of a tangible feature 

that can help hotel guests feel satisfied with their experience. 

2. Customer happiness can be improved by providing easy access to services and fast 

service because empathy has been demonstrated to impact customer satisfaction 

substantially. Customers should be able to choose from a variety of convenient 

operating hours when staying at a hotel. Customers should be able to easily discover 

and assess the hotel's location if it is located in an ideal location. 

3. Customers are more likely to return to a hotel if they have had a positive experience; 

thus, hotels should pay more attention to the assurance aspects of their service. 

Another factor that influences consumer satisfaction is customer satisfaction. 

4. Customers want hotels to have a system that allows them to receive feedback and 

connect with those who use it. The management of hotels should establish rules and 

programs that will aid in their ability to respond quickly to the needs of consumers. 

5. Last but not least, hotel operators should make sure their client service is 

consistently excellent and reliable at all times so they don't lose them 

unintentionally. Customers are more satisfied when service quality dimensions are 

reliable. 
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