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CHAPTER ONE 

INTRODUCTION 

1.1 Research Background. 

 With the rise of the Chinese customer, we are wondering what service quality means from a 

Chinese customer’s perspective on the Hotel industry. 

Levitt (1972) indicated service quality meant whether the service result was consistent with 

the established standards. Bolton and Drew (1991) indicated service quality described 

customers’ assessments of service superiority. Lehtinen and Lehtinen (1991) looked at 

service quality from the perspective of service, service delivery process, as well as function. 

He and Su (1995) demonstrated the stable and lasting influence of service quality on 

customer satisfaction. 

Nam and Lee (2011) utilised a modified SERVQUAL scale and found three dimensions of 

service quality (i.e., intangibles, tangibles, food) had a positive impact on customer 

satisfaction with hospitality organisations. Parasuraman, Zeithaml, and Berry (1988) noted 

service quality results from comparing customer expectations of service with actual service 

performance.  

Most data are about customers’ perspectives from Western. Stanworth, Hsu, and Chang 

(2015) categorised Chinese service quality (CSQ) into six dimensions: professionalism, a 

sense of sincerity, comfortableness, Chin-Chieh, active service, and respect. 

In this study, we’re trying to understand the meaning of CSQ in the hotel industry based on 

Stanworth’s six dimensions and observe how different settings can alter the perception of 

service quality. 
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1.2 Research Objective 

• To develop an understanding of the definition of Service Quality from Chinese 
customers’ perspective of the hotel industry. 
 

• To compare the data with Chinese service quality (CSQ) 6 dimensions proposed by 
Stanworth, et al. (2017) 
 

• To explore how the different settings may have shifted the customers’ perspective 
and expectations on how the ‘good’ or ‘bad’ service quality is. 
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Figure 1 

CHAPTER TWO  

LITERATURE REVIEW 

Service Quality “Service quality has been conceptualised as the difference between 

perceived service performance and expected service level.” (Donthu, 1998). We can define 

service quality as is, however, when concerning “service quality” the term of perceived 

service performance and expected service level might differ from culture to culture. 

Hofstede’s typology of culture states that it is a multidimensional construct, with five 

dimensions power distance, uncertainty avoidance, individualism-collectivism, masculinity-

femininity and Confucian dynamic or long-term orientation. (Hofstede, 1991). 
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According to Wang (2008), consumers from various backgrounds may have diverse interests 

and opinions about hotel quality qualities. For instance, temperature; bedding and furniture 

colours; employee look, gestures, and verbal communication. As a result, the cultural 

background of the consumer influences their expectations and impressions of the hotel's quality 

(Figure 1) 

2.1 Chinese Service Quality (CSQ) 

Service quality is reviewed based on the aspects of customers and employees. In other words, 

service quality has been measured by focusing on the discrepancy between customers’ 

perceptions and expectations (Nadji, et al., 2018). When it comes to Chinese service quality, 

customers naturally consider not only their own perspectives into account, but also those of the 

employee, and ongoing incidents and situations (Stanworth, et al., 2015). 

Service quality in the industry can be measured by using some models. One of the most 

commonly used research models of perceived service quality is the SERVQUAL model 

(Parasuraman, et al., 1988), which includes: reliability, tangibles, responsiveness, assurance, 

and empathy. After that; Nadji, Celine, Yin Ping, and Emmanuel Sebata (2018) developed 5 

dimensions to measure service quality in the hotel industry: cleanliness of staff, customer 

service and customer care of the service staff, the physical environment of the hotel, food 

quality, as well as the type and quality of facilities (Nadji, et al., 2018). However, Stanworth, et 

al., (2015) indicated that to assess service quality, particularly in the restaurant industry 

Chinese customers will apply 6 criteria: professionalism, a sense of sincerity, comfortable, 

Chin-Chieh, active service, and respect (Stanworth, et al., 2015). ‘Professionalism’ is related to 

customers’ attention to employees' capacity in order to have a smooth interaction. ‘A sense of 

sincerity’ presents customers assessing staffs’ responsibility, kind-heartedness, and 

trustworthiness, instead of evaluating effort toward service. Regarding ‘Comfortableness’, this 

dimension refers to customers’ feelings of getting rid of stress. In terms of ‘Chin-Chieh’, it 
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concerns customers’ feelings of warmth, familiarity, and closeness with the service provider. In 

relation to ‘Active service’, it shows staffs’ ability to carefully observe and catch customers’ 

desires and then sensitively respond with unrequested wishes. Last but not least, ‘Respect’ 

stands for customer’s impressions of being behaved as significant. 

2.2 Literature Analysis. 

After that, which model service quality in the hotel industry for Chinese customers should be 

evaluated via has not been reached yet? 

The SERVQUAL model applied to Western may trigger the shortage of the same overriding 

significance (Furrer et al. 2000). Therefore, if the model is used for measuring Chinese service 

quality might exert some limits (Stanworth, et al., 2015). For example, in the absence of assumed 

environmental control, one does not anticipate that they or service providers can fully 

predetermine the service outcome and so the reliability dimension loses its overriding sense of 

significance (Stanworth, et al., 2015).  Following the above rationales, it is very essential to 

endorse 6 dimensions for weighing the service quality in the hotel industry for Chinese 

customers. This study is to test and report 6 dimensions scale results in improving the service 

quality in the hotel industry. As such, we proposed the following hypotheses:  

H1. Professionalism has a huge influence on Chinese customers' evaluation of service 
quality in the hotel industry.  
 
H2. A sense of sincerity has a huge influence on Chinese customers' evaluation of service 
quality in the hotel industry.  
 
H3. Comfortable has a huge influence on Chinese customers' evaluation of service quality 
in the hotel industry.  
 
H4. Chin-Chieh has a huge influence on Chinese customers' evaluation of service quality 
in the hotel industry.  
 
H5. Active service has a huge influence on Chinese customers' evaluation of service 
quality in the hotel industry.  
 
H6. Respect has a huge influence on Chinese customers' evaluation of service quality in 
the hotel industry. 
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CHAPTER THREE 

RESEARCH DESIGN AND METHODOLOGY 

3.1 Research Method 

 According to the aspects highlighted in the literature review for this research. Primary data will 

be collected; interviews with hotel Taiwanese clients are utilised to define service quality from 

the perspective of Chinese customers in a hotel setting. The interviews will be recorded, 

transcribed, and evaluated as needed. 

 The secondary data will be from the papers concerning Chinese Service Quality. Data will then 

be compared and matched to see if the aspects of the six dimensions mentioned in the restaurant 

settings have the same meaning when the scenario has changed. 

3.2 Sampling Plan 

• The interviews will be conducted face to face or online with a Taiwanese translator and 
will be conducted on 15 customers candidates of different genders and ages. 
 

• The interviewers are carefully selected to make sure we got the data from different age 
ranges and statuses. The interview will be conducted based in Tainan, Taiwan. 

 
• To better understand Chinese service quality, a semi-constructed interview is chosen as 

a method, questions are asked seeking the meaning of the service quality defined by the 
customers in the hotel setting.  

 
• The purpose of the interview is to understand the context of the service quality defined 

through the Chinese cultural lens. Then use the achieved data to conduct a match in 
Chinese Service Quality (CSQ) aspects. (Stanworth, 2015)   
 

3.3 Interview Guideline 

1. In your perspective, how do you define a good hotel service? 
2. Think about the Hotel, how do you feel when you first visit the place. (Last visit/ 

current visit) 
3. Are you happy with the service provided by the hotel? Why? 
4. During your stay have you ever encountered a service problem? (What happened? / 

What did you, hotel staff do?) 
5. How do you feel after the event? What happened after that? 
6. After your stay, how would you describe the experience? (Why?) 
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3.3 Interview Guideline (Cont.) 

7. What would you think can be improved to make your stay more enjoyable? (Why?) 
 

*Other relevant questions that lead to the topic might be asked during the interview* 

 

Limitation Factors 

 Small sample numbers may not accurately represent China's overall definition of service quality 

(CSQ). The language barrier may dilute the context provided by interviewees. 

 

Time Schedule 

 

Planned Actions Time 

Interview 1 Apr. - 5 May 

Record Transcribe 1 Apr. - 20 Apr. 

Record Translation 21 Apr. - 5 May 

Data Analysis 6 May - June 

Summarise Key-Points 6 May - 10 May 

Data Comparison 11 May - June 

 

Confidentiality 

 This study is part of the Qualitative research methodologies curriculum at National Cheng Kung 

University. All information provided will be kept totally confidential and will only be shared 

with the research conductor and the professor. The information is never disclosed to a third party. 
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