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Abstract 
To date, a number of studies have revealed service quality (SQ) as an important aspect 
in hotels that affects customer satisfaction and customer loyalty. A model of SQ that 
specifically applies in hotels has been developed by Wilkins, Merrilees, and Herington 
(2007) in Australia context. Although the concept of SQ in hotels has been well-identified, 
there has been less research about hotel’s services provision and SQ assessment in cross-
cultural perspective. Survey using Wilkins et al. (2007) instrument was conducted in 
Indonesia. Factor analysis was utilised to test Wilkins et al. (2007) SQ measurement. 
Literature and observation justify and explain further about Indonesian cultural aspects 
that may distinguish the existing SQ measurement. Findings of this study suggest the 
relevance of cultural influence on services provision in hotels and customers’ 
measurement of SQ. It confirms the importance of understanding cultural impacts on 
hotel’s SQ from both management and customer sides. 
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Introduction 
Located strategically between Asia and Australia, Indonesia holds high potential market for 
hospitality industry. Supported by the rise of economy, tourism, and mobility, the number of 
guests in Indonesian hotels is increasing. Indonesian Government has recorded approximately 
51 million guests in Indonesian classified (star) hotel in 2014, consists of 10 million 
international guests and 41 million domestic guests (Badan Pusat Statistik Indonesia, 2014a, 
2014b). With the promising market, hotels in Indonesia need to provide excellent service 
quality (SQ) that meets the guests’ needs. 
 
A plethora of studies have assessed and tested SQ measurement scales. Wilkins et al. (2007) 
developed measurement scales specifically for hotel SQ, based on hotel products. However, 
there are still few research noting cultural aspects in hotel’s SQ, and previous studies found 
different responses toward SQ among different cultural backgrounds (Armstrong, Mok, Go, & 
Chan, 1997; Hsieh & Tsai, 2009; Luo & Qu, 2016; Mey, Akbar, & Fie, 2006). This 
phenomenon leads to research question: Are Wilkins et al. (2007) hotel SQ measurement scales 
applicable for hotel customers in Indonesia? The next section reviews existing hotel SQ 
literature, its measurement, and cultural issues in hotel consumer behaviour. This research is 
conducted based on a study by Wilkins et al. (2007) about hotel’s SQ. Advancing the scales, 
this study aims to confirm applicability of Wilkins et al. (2007) SQ scales in the context of 
Indonesia. Further discussion produces insights on Indonesian hotels’ SQ and cultural aspects 
that affect customer’s response toward hotel’s service in Indonesia.  
 
Literature Review 
Measuring SQ in hotels 
SQ is a classic construct and numerous studies have proposed measurement methods of SQ in 
general context (Brady & Cronin Jr., 2001; Brown, Churchill, & Peter, 1993; Cronin & Taylor, 
1992; Dabholkar, Thorpe, & Rentz, 1995; Lewis, 1993; Parasuraman, Berry, & Zeithaml, 1993; 
Parasuraman, Zeithaml, & Berry, 1985, 1994). A classic concept of SQ implied comparison 
and evaluation of expectation and performance. Good SQ means consistently conforming 
customer’s expectations of service (Cronin & Taylor, 1992; Lewis & Mitchell, 1990; 
Parasuraman et al., 1985). Parasuraman et al. (1985) presented customer’s perceived SQ as the 
result of perceived service delivery and management-to-customer communications, compared 
to customer’s expectation of service, influenced by Word-of-Mouth communications, personal 
needs, past experience, and management-to-customer communications. 
 
Arguing a statement by Parasuraman et al. (1985) that SQ is transferable across industries, 
Wilkins et al. (2007) established SQ measurement scales in detail for hotel context. The study 
was conducted with hotel customers from eight first class and luxury hotels in Australia. 
Following their factor analysis results, Wilkins et al. (2007) presents measurement scales 
consist of seven components, including stylish comfort, quality staff, personalisation, room 
quality, speedy service, added extras, and quality food and beverage. Whilst the novel hotel 
SQ measurement has been proposed, only few studies have empirically tested the scales. 
 
Previous literature in culture and hotel SQ 
Limited studies have tapped cultural aspects in both hotel service provisions and consumer 
behaviours (see Table 1). Among those few studies, Armstrong et al. (1997) and Mey et al. 
(2006) stated that culture is related to “expectation” aspect of SQ and cultural values impact 
customer’s expectation. In vein, some studies indicated that SQ measures were perceived 
differently among different cultural groupings (Hsieh & Tsai, 2009; Mattila, 1999; Yi, Marcelo 
Royo, & Katherine, 2008). Reisinger and Turner (1997) explained cross-cultural differences 
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between Indonesia and Australia, in Hofstede’s cultural dimensions basis. Indonesian tourists 
have distinctive cultural values (e.g. religion) that influence their responses toward hotel 
services and consumption behaviours. 
 
Table 1. Prior studies about cultural influence in hotel service context 
Reference Article title Key points 
Akbaba (2006) Measuring service quality in the 

hotel industry: A study in a 
business hotel in Turkey 

Some components of SERVQUAL 
dimensions measurement were 
different from the original 
SERVQUAL. Future SQ 
measurement needed to be adapted 
for specific context, e.g. culture. 

Armstrong et al. 
(1997) 

The importance of cross-cultural 
expectations in the measurement 
of service quality perceptions in 
the hotel industry 

There is significant difference in 
terms of expectations toward 
hotel’s SQ in Hong Kong between 
different cultural groups. 

R. X. Y. Chen, 
Cheung, and 
Law (2012) 

A review of the literature on 
culture in hotel management 
research: What is the future? 

Hotel’s organisational culture 
influences management, provision 
of services and may have some 
effects on hotel customers. Future 
research on culture in the hotel 
management field is needed. 

W.-J. Chen 
(2011) 

Innovation in hotel services: 
Culture and personality 

Cultural-based innovation on SQ is 
needed to continuously ensure the 
hotel’s success. 

Dortyol, Varinli, 
and Kitapci 
(2014) 

How do international tourists 
perceive hotel quality?: An 
exploratory study of service 
quality in Antalya tourism region 

Some cultural aspects on SQ 
influenced hotel customer 
satisfaction and loyalty behaviour. 

Hsieh and Tsai 
(2009) 

Does national culture really 
matter? Hotel service perceptions 
by Taiwan and American tourists 

Cultural background contrasted 
Taiwanese and American hotel 
guests’ perceptions toward hotel’s 
SQ in Taiwan. 

Luo and Qu 
(2016) 

Guest-Defined Hotel Service 
Quality and Its Impacts on Guest 
Loyalty 

Significant differences found 
between Chinese tourists and 
Western tourists in manifesting 
satisfaction toward hotel services in 
China. 

Mattila (1999) The Role of Culture in the 
Service Evaluation Process 

Differences noted between Western 
and Asian tourists’ perceptions 
toward services and physical 
environment in luxury hotels. 

Mey et al. (2006) Measuring Service Quality and 
Customer Satisfaction of the 
Hotels in Malaysia: Malaysian, 
Asian and Non-Asian Hotel 
Guests 

Differences found on SQ 
expectations and perceptions 
among Malaysian, other Asians, 
and Non-Asian hotel guests. 
Satisfaction manifestation between 
Malaysian and Non-Asian hotel 
guests was significantly different. 
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Mok and 
Armstrong 
(1998) 

Expectations for hotel service 
quality: Do they differ from 
culture to culture? 

Significant differences discovered 
on customer’s expectation and 
perceptions toward hotel’s SQ 
between UK, USA, Australia, 
Japan and Taiwan tourists. 

Wang, Miao, and 
Mattila (2015) 

Customer responses to 
intercultural communication 
accommodation strategies in 
hospitality service encounters 

Intercultural service encounters at 
hotels influenced customers’ 
feelings, value, and satisfaction 
toward hotel’s services. 

Yi et al. (2008) Cultural perspectives: Chinese 
perceptions of UK hotel service 
quality 

There were gaps between Chinese 
customers’ perceptions toward five 
dimensions of SQ at UK hotels’. 
Those gaps have led to negative 
consumers’ experiences. 

 
Other previous studies suggest the role of culture in delivering (W.-J. Chen, 2011, 2013; Kao, 
Tsaur, & Wu, 2016) and perceiving (Dortyol et al., 2014; Luo & Qu, 2016; Mattila, 1999; Mey 
et al., 2006; Mok & Armstrong, 1998; Yi et al., 2008) hotel’s SQ. Hence, provision of SQ 
dimensions differs among hotels and so perceived SQ among cultures. 
 
Methods 
A mixed-method approach was employed to investigate hotel SQ in Indonesia. A survey with 
23 items five-point Likert scales adopted from Wilkins et al. (2007) was conducted to 3, 4, and 
5-star hotel users in Indonesia through online and in-person approaches. The dimensions 
included are ambience (7 items), staff (4 items), food (4 items), responsiveness (4 items), and 
add-ons (4 items). Prior to final survey, a pilot study has been conducted to 66 hotel guests at 
3, 4, and 5-star hotels in Indonesia. A total of 324 completed responses to the final survey were 
received and used in this study. 
 
The hotel class distribution is 31.2%, 40.1%, and 28.7% for 3-star, 4-star, and 5-star hotels, 
respectively. Respondents are mostly Indonesians (93.9%), while the remaining 6.1% of total 
324 respondents include various backgrounds, e.g. Australians, Singaporeans, Malaysians, 
Germans, and many more. Due to few numbers of each background, the inclusion of 6.1% 
respondents with various backgrounds was irrelevant. Respondents stayed at the hotels for 
leisure (36.7%), business (35.2%), and business and leisure (28.1%) purposes. Factor analysis 
was performed to assess validity of the scale measurements and reliability test was performed 
afterwards using SPSS software (version 21). 
 
Results and discussion 
Validity and reliability of SQ items 
Validity and reliability results in Table 2 suggest 16 items that applicable to Indonesian 
customer context. The eliminated items include “Range of toiletries available” from Ambience 
dimension, “Not having to queue for more than 1 minute” from Responsiveness dimension, 
“Hotel provides good bars” from Food dimension, and all Add-ons items consist of floor 
concierge, time-saving services, shuttle busses to the airport, and recreational facilities. 
According to factor analysis results, Staff and Responsiveness dimensions are perceived as one 
dimension. 
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Discussions 
In Table 2, factor analysis suggests Staff and Responsiveness dimensions to merge into one 
factor. Based on Indonesian Hotel Classification Regulation (Indonesian Ministry of Tourism 
and Creative Economy, 2013), 3-star and above hotels required to employ well-trained staffs 
that are responsive to customer’s needs. In addition, Indonesians really appreciate interaction 
quality with hotel staff (Gita & Janet, 2013; Mattila, 1999). Thus, for Indonesian hotel 
customers, responsive hotel staff is perceived the same as having good quality. 
 
Indonesian culture in appreciating social interactions (Gita & Janet, 2013) and relevancy of 
hotel Ambience dimension supported the irrelevancy of “Not having to queue for more than 1 
minute” item. Findings by Yuliansyah, Rammal, and Rose (2016) justified that comfort 
atmosphere and good tangible aspects enhance service quality. Thus, supported by good hotel 
ambience and interactions with others, one minute is irrelevant as long waiting time standard 
for Indonesian customers. 
  
Table 2. Validity and reliability results 

Variable Items Factor 
Loading 

AVE Cronbach’s 
Alpha 

Service Quality 
Ambience (6 items) 
The hotel is first class. 
The hotel lobby is grand. 
The hotel has deluxe appliances. 
The hotel atmosphere is stylish. 
The artefacts and paintings added to the image of the hotel. 
The ambience of hotel is relaxing. 
Staff-responsiveness (7 items) 
The hotel has high quality staffs that are well trained. 
During my stay in the hotel, I experience immediate service. 
The hotel has staffs that are quick to respond to requests. 
The hotel has respectful and polite staffs. 
The hotel’s staffs are nice to me at checkout. 
During my stay in the hotel, I experience not being kept waiting for a long time. 
Every need is anticipated during my stay in the hotel. 
Food (3 items) 
The hotel provides exquisite food presentation. 
The hotel provides a sumptuous breakfast. 
The hotel provides quality dining restaurant. 

 
 

0.87 
0.84 
0.83 
0.81 
0.75 
0.71 

 
0.82 
0.81 
0.81 
0.78 
0.75 
0.75 
0.72 

 
0.92 
0.90 
0.89 

 
0.65 

 
 
 
 
 
 

0.61 
 
 
 
 
 
 
 

0.81 

 
0.89 

 
 
 
 
 
 

0.89 
 
 
 
 
 
 
 

0.88 

 
Indonesia is a Muslim-majority country (approximately 90% of the population) (Gita & Janet, 
2013; Reisinger & Turner, 1997). Alcohol consumption is not allowed in Islamic culture. 
Additionally, Indonesian Government applies high taxes and limits alcohol distribution in the 
country (Euromonitor International, 2016). Consequently, drinking culture is not applicable in 
Indonesian context and “Hotel provides good bars” item is insignificant. 
 
Since standard facilities are required, hotels provide their bathrooms with general toiletries, 
such as soaps and shampoos. Therefore, for customers, 3-star and above hotels are very 
common to have such range of toiletries. However, toiletries are personal care products and 
related to Islamic value, Indonesians tend to be very careful in using personal care products 
due to Halal concern (Gita & Janet, 2013). Hence, since Halal toiletries became main 
consideration of usage, the provision of various toiletries turned out to be irrelevant. 
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Add-on dimension does not apply to this sample since customers have different stay purposes. 
Business customers might spend less time in hotel, compared to leisure travellers. In this study, 
35.2% respondents had stayed in business purpose and 28.1% stayed in business and leisure 
purposes. The customers might have less time to explore hotel’s add-ons services and focus on 
their businesses. For that reason, Add-ons dimension is not relevant. 
 
Conclusion, implications, and suggestions for future research 
Evaluating hotel SQ measurement scales and justifying the results provide new insights in 
understanding the role of culture in hotel service management. Sixteen items in three 
dimensions of hotel SQ (Ambience, Staff-responsiveness, and Food) are representing 
Indonesian hotel users. To conclude, hotel classification standards, religion as part of culture, 
and travel purpose influence hotel consumer behaviours in Indonesia. Confirming previous 
studies, this research notes the importance of understanding culture for hotel managements, in 
order to provide excellent services to their customers. Future research in this this topic shall 
relate SQ and cultural aspects to other variables, such as satisfaction and loyalty, as well as 
examining other cultural differences in other countries. 
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