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Abstract: The justified purpose of the theme: The number of companies in the service sector has been increas-
ing steadily in recent years. At the same time, consumers are increasingly demanding quality of services offered
by the various providers in the market. Customer satisfaction is fundamental to the success of these organiza-
tions, and for this reason, the adoption of specific techniques for assessing quality of services is necessary. Pur-
pose: this article aims to develop a framework to support hotel management. Methodology/Design: The study
used an adaptation of the classic SERVQUAL model for the evaluation of customer expectations and perceptions,
enhanced by the QUESC model, which is an instrument specifically applied to quality evaluation in fitness ser-
vices, in order to obtain a more complete and targeted approach. The survey was conducted with 206 customers
on the quality of service in the hotel's fitness center. Results and Originality: With the application of the model,
we found that SERVQUAL was insufficient to evaluate customer satisfaction since the highest rated items
pointed to the gaps coming mostly from the QUESC model. The findings provide a new perspective that can
encourage those involved in the fitness center to manage these businesses considering the characteristics of the
customer. This structure can help the hotel manager identifying which quality dimensions need more attention,
improve the quality of the hotel service, develop customer loyalty, improve employee satisfaction, and differ-
entiate from competitors. The article presents a new focus on guest view, which can be used to manage services
offered by hotels.
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Resumo: Propésito justificado do tema: A quantidade de empresas inseridas no setor de servigos tem tido um
progressivo aumento nos ultimos anos. Ao mesmo tempo, os clientes estdo cada vez mais exigentes com a qua-
lidade oferecida pelos mais variados tipos de servicos encontrados no mercado. A satisfacdo do cliente é funda-
mental para o sucesso destas organizagdes, e por esta razao, a adogao de técnicas especificas para a avaliagdo
qualidade em servigos se faz necessaria. Objetivo: este artigo tem por objetivo desenvolver uma abordagem
para apoiar o gerenciamento de hospedagem. Metodologia/Design: O estudo utilizou uma adapta¢do do mo-
delo classico SERVQUAL para avaliagdo das expectativas e das percepgdes dos clientes, incrementado pelo mo-
delo QUESC, que consiste num instrumento aplicado especificamente para avaliagdo da qualidade em servigos
de academia de ginastica, a fim de obter uma abordagem mais completa e direcionada. A pesquisa foi realizada
com 206 clientes quanto a qualidade do servigo na academia de ginastica do hotel. Resultados e originalidade
do documento: Com a aplicagdo do modelo constatou-se que o SERVQUAL foi insuficiente para avaliar a satis-
facdo do cliente, visto que os itens cujas pontuagGes apontaram os maiores gaps sdo a maioria proveniente do
modelo QUESC. As descobertas fornecem uma nova perspectiva que pode encorajar os envolvidos na academia
de ginastica a gerenciar essas empresas considerando as caracteristicas do cliente. Esta estrutura pode ajudar o
gerente do hotel a identificar quais dimensGes de qualidade precisam de mais aten¢do, melhorar a qualidade do
servico hoteleiro, conquistar a fidelidade do cliente, melhorar a satisfacdo dos funciondrios e diferenciar um
hotel para seus concorrentes. O artigo apresenta um novo foco na visdao do convidado, que pode ser usado para
gerenciar um servico oferecido pelo hotel.

Palavras-chave: Qualidade em servigo. SERVQUAL. Foco no cliente. Satisfagdo do cliente.

Resumen: Proposito justificado del tema: El nimero de empresas en el sector de servicios ha aumentado cons-
tantemente en los ultimos afios. Al mismo tiempo, los clientes demandan cada vez mas la calidad que ofrecen
los mas variados tipos de servicios que se encuentran en el mercado. La satisfaccién del cliente es fundamental
para el éxito de estas organizaciones, y por esta razon, es necesaria la adopcién de técnicas especificas para la
evaluacién de la calidad en los servicios. Objetivo: este articulo tiene como objetivo desarrollar un marco para
apoyar la gestion de hosting. Metodologia/Design: El estudio utilizé una adaptacion del modelo SERVQUAL cla-
sico para la evaluacién de las expectativas y percepciones de los clientes, mejorado por el modelo QUESC, que
es un instrumento especificamente aplicado a la evaluacion de la calidad en los servicios de fitness, para obtener
un enfoque mas completo y especifico. La encuesta se realizé con 206 clientes sobre la calidad del servicio en el
gimnasio del hotel. Resultados y originalidad del documento: Con la aplicaciéon del modelo, se encontré que
SERVQUAL es insuficiente para evaluar la satisfaccidn del cliente, ya que los elementos cuyos puntajes apuntan
a las brechas mas altas son la mayoria procedentes del modelo QUESC. Los hallazgos brindan una nueva pers-
pectiva que puede alentar a quienes participan en el gimnasio a que administren estos negocios teniendo en
cuenta las caracteristicas del cliente. Esta estructura puede ayudar al gerente del hotel a identificar qué dimen-
siones de calidad requieren mas atencidn, mejorar la calidad del servicio del hotel, desarrollar la lealtad de los
clientes, mejorar la satisfaccién de los empleados y diferenciar un hotel para sus competidores. El articulo pre-
senta un nuevo enfoque en la vision de los huéspedes, que se puede utilizar para administrar un servicio ofrecido
por el hotel.

Palabras clave: Servicios de calidad. SERVQUAL. Enfoque en el cliente. La satisfaccién del cliente.

1 INTRODUCTION

Hotels and resorts can provide fit-
ness facilities and equipment for their
guests. These facilities should not be dis-
missed as an extension of the hotel indus-
try. They can provide a valuable health and

wellness benefit for people of all ages and
abilities in their daily routine. But before
introducing the physical exercise in the ho-
tel facilities, one must evaluate the quality
of the service provided.

Quality of service is defined asthe
totality of characteristics that bear on the
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ability to satisfy the needs of customers
(Said & Fathy, 2015). This ability reflects
the value of customer service and it implies
that the organization can identify which
features are the basis for measurement
and control. "Service quality is recognized
as a critical success factor in a firm’s en-
deavors to differentiate itself from its com-
petitors" (Ladhari, 2009, p. 172), differing
to increase the profitability in quantity of
some attribute or service characteristics,
such as the inseparability of production
and consumption, intangibility, heteroge-
neity, and high degree of customer contact
(Lovelock & Wright, 1999; Brida, Moreno-
Izquierdo & Zapata-Aguirre, 2016).

The service sector has a greater in-
fluence on consumers as it expands. Or-
ganizations increasingly use marketing
campaigns to attract more customers and
to arouse their desire for consumption (Ko-
tler & Armstrong, 1996). In this sense, the
service organizations themselves contrib-
ute to develop in consumers, current and
potential, new desires or needs, hitherto
untapped.

Due to their peculiarities, services
are highly dependent on customers enjoy-
ing them. Since they are consumed at the
same time as they are produced, customer
satisfaction is the "key point" in evaluating
service performance (Santos et al., 2017).
For these and other reasons, the use of
more specific techniques to assess cus-
tomer perceptions and expectations of ser-
vice quality, can contribute to a better per-
formance of these organizations.

Together with the application of

methods that aim to improve the quality of
services, according to Falcdo et al. (2017),
service organizations should always seek
to understand customers, identify what
they consider "value", know their needs,
and satisfy them in the best possible way,
as this type of company depends on cus-
tomer satisfaction to achieve sustainable
competitive advantages.

In this sense, it is important to seek
improvements in services and this can be
achieved by applying quality tools appro-
priate for the intended purpose. In keeping
with Falcdo et al.’s (2017) view customers’
needs change every day and thus, efforts
to improve service quality must keep pace
with such changes. In addition, consumer
expectations are often shaped by subjec-
tive aspects of personal judgment that
make it difficult to gauge customer satis-
faction.

According to Evans and Lindsay
(1993, p. 10), the organization must con-
sider the difference between expectations
and perception of service such as the five
service quality dimensions (Parasuraman
et al., 1985; 1988): (1) tangibles (physical
facilities, equipment, and appearance of
personnel); (2) reliability (ability to per-
form the promised service accurately); (3)
responsiveness (willingness to help and to
provide service); (4) assurance (knowledge
and courtesy of employees and their ability
toinspire confidence); and (5) empathy (in-
dividualized attention the firm provides its
customers). These dimensions pose differ-
ent challenges for quality assurance and
demand for measurable characteristics
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that can be evaluated by customers. One
method to measure efficiently the service
quality is SERVQUAL, it was created by Par-
asuraman et al. (1985), based on these five
dimensions.

This article intends to develop a
methodology of service quality manage-
ment for a hotel fitness center. The tech-
nical procedures used for this research are
based on the case study model of Yin
(2003). The study analyzed the methodol-
ogy proposed in a hotel fitness center and
applied a questionnaire with 206 different
customers to compare the dimension of
service quality (customer expectations and
perception). The data obtained in this work
provided the hotel manager with
knowledge on what the customer really
needs to feel satisfied. The comparison be-
tween expectations and perception will be
used to shape the expectations of the hotel
in relation to the definition of service
"standards" (Evans & Lindsay, 1993).

2 PURPOSE

According to the International La-
bor Organization (ILO) and the World Tour-
ism Organization (UNWTO), the hospitality
industry involves a range of sectors, such
as lodging services, entertainment, and
supply units.

Fitness in hotels is growing in im-
portance regarding health and fitness life-
style and recreational activities; the satis-
faction of quality of service is apparent in
the women and men’s bodies. The eco-
nomic importance of these activities shows
in the increasing number of fitness coaches
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and health professionals involved in this
market. There are 30,500 fitness facilities,
a quarter of a million fitness trainers and
instructors, and nearly 60 million members
who exercise. The US represents the
world's largest health and fitness market,
valued at $ 24.4 billion, according to the US
Bureau of Labor Statistics (2012). This jus-
tifies the investments made (McMahon-
Beattie & Yeoman, 2004, p. 188) and can
generate employment opportunities in this
industry in the next 10 years (US Bureau of
Labor Statistics, 2012).

The purpose of this work is to struc-
ture a model to manage hospitality accord-
ing to the customer vision on the most im-
portant attributes, i.e., the "customer fo-
cus". This model was developed to estab-
lish the quality of service because the or-
ganization must identify, measure, and re-
port significantly to managers the service
dimensions that need to be improved, ac-
cording to the customer vision. The con-
cept of poor quality is articulated as the
misunderstanding of what the customer
really needs. Therefore, the so-called "cus-
tomer focus" methodology has been devel-
oped. For this, there are two measurement
methodologies: SERVQUAL scale (Par-
asuraman et al., 1988) and QUESC (Kim &
Kim, 1995). This is a systemic management
methodology based on two key pillars:

(1) Culture of excellence, which focuses
on business processes;

(2) Quality of service structure as a tool
used to support service manage-
ment.
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Customer focus can help create cul-
tures of excellence and guaranteed im-
provements in the way the organization
uses internal resources, taking the work-
place and employees to an excellent level
of quality of service (Bouranta et al., 2009;
Pelit et al., 2011). These fundamentals will
meet customers and management satis-
faction.

3 THEORETICAL BACKGROUND

3.1 Levels of Customer Satisfaction in ser-
vices

Service measurement is a difficult
task (Parasuraman et al., 1988, Carman,
1990, Lasten, Curtis, Upchurch & Dam-
mers, 2014) because customer expecta-
tions are not all at the same level, as a se-
ries of unexpected performances. The
SERVQUAL model proposed by Parasura-
man et al. (1988) allows researchers to
measure the difference between customer
service expectations and their perceived
experiences to compose a gap analysisin a
multidimensional concept.

It is important to distinguish the
factors that influence customer expecta-
tions and perception, because it depends
on the development of the service in the
actual moments of contact with the cus-
tomer. It is a comparison between the
range of expectations one has and the level
of perception of the service provided. To
Lewis (1989), quality of service is a meas-
ure of how well the service meets cus-
tomer expectations. Bitner (1990) suggests

that customer satisfaction assessments re-
late to specific service transactions and
service quality is an attitude related to the
service provider.

Despite its extensive application,
criticisms of the SERVQUAL model refer:
the application in different types of ser-
vices and the nature of its construction
(Carman, 1990; Babakus & Boller, 1992;
Cronin & Taylor, 1992; Buttle, 1996), and
its psychometric properties (Lam, 1997).
According to Boulding et al. (1993), just a
measurement of a performance would be
insufficient. This idea is supported by Gron-
roos (1990), who states that consumers
choose service providers by comparing
their perceptions of received services and
expectations. There are three possibilities
for the comparison of expectations regard-
ing the customer’s perception:

(i) Expectations < Perceptions
(w): the quality perceived is
good and has a positive
value;

(ii) Perceptions = Expectations
(y): the quality perceived is
acceptable, or the value of
perception and expectation
are the same;

(iii) Expectations > Perceptions
(z): when quality is not per-
ceived, it has a negative
value.

( Rev. Bras. Pesq. Tur. Sdo Paulo, 12(1), pp. 1-27, jan./abr. 2018.



The SERVQUAL model is used in
several sectors of the economy, it captures
the dimensions of service quality in various
sociocultural and/or economic contexts
(Buttle, 1996). For example, the hotel in-
dustry was represented by three dimen-
sions: employees, tangibles, and reliability
(Wong et al., 1999).

Kim and Kim (1995) developed a
scale based on perceptions of service qual-
ity delivery in fitness centers. This scale
was specifically designed to measure ser-
vice quality in fitness centers called QUESC.
According to Athanasopoulou (2008) and
Prentice (2013), it provides in-depth analy-
sis on the relationships developed be-
tween sport service providers and their
customers. Customer expectations and
perceptions are important for service pro-
viders to determine the internal sources of
quality of service problems. It consists of a
formal articulation of how the company
perceives the requirements and customer
resources contained in quality manage-
ment that have short- and long-term im-
pact.

The present study assesses the ser-
vice quality of fitness center services using
a modified SERVQUAL scale, integrating
a QUESC questionnaire proposed by Kim
and Kim (1995).

3.2 Customer Satisfaction in hotel fithess
centers

According to Kumar et al. (2008)
the popularity of fitness centers is due to
the need to minimize factors such as
stress, sedentary lifestyle, unhealthy nutri-
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tion, alcohol, and tobacco, among others,
which characterize the modern lifestyle.
Fitness centers in hotels provide a variety
of services and facilities to attract various
guests to stay and maintain their work out
daily routine, in other words to stay in
shape on their vacation. Many hotels offer
this kind of service with modern equip-
ment, a variety of exercise machines and
free weights, and staff to supervise the fit-
ness exercise program. In general, the ho-
tel fitness center is open 24 hours a day
and is free to hotel guests.

The importance of measuring cus-
tomer satisfaction is key to retaining old
customers and to attract new ones (Pech-
laner & Volgger, 2012). The starting point
of customer service satisfaction is to un-
derstand the elements or the quality di-
mension that most influence final cus-
tomer decision. Satisfaction also has been
defined as an emotional state created dur-
ing a service experience (Baker & Cromp-
ton, 2000). It can be considered at two lev-
els: the individual or encounter level and
the overall satisfaction with a service (Bit-
ner & Hubbert, 1994; Maxham &
Netemeyer, 2002).

The literature on customer satisfac-
tion in hotel fitness centers is relatively
scarce, only a few studies can be high-
lighted because they have explored differ-
ent and varied measurement items such as
those by Chelladurai et al. (1987); Kim and
Kim (1995); Sul (1999); Ellis (1999); Chang
and Chelladurai (2003); Chang, C. (2013),
Zhang and Law (2013). However, one of
the most relevant works was elaborated by
Kim and Kim (1995) who created the
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QUESC methodology, developed specifi-
cally to measure the service quality of
sports center. The instrument has two
parts: (i) the first part measures the con-
venience of a list of QUESC items; (ii) the
second part, the same list of items is used
to measure the perception of quality ser-
vice delivered as SERVQUAL does.

3.3 QUESC methodology

The QUESC was developed in 1995
by Kim and Kim to conduct a quality assess-
ment in sports center services in order to
obtain a more complete and targeted ap-
proach. The instrument is composed of 42
specific items, which according to the au-
thors can be applied to any type of physical
activity service provision.

Papadimitriou and Karteraliotis
(2000) used a factorial and exploratory
analysis and a QUESC methodology to ana-
lyze the expectations of customers of pub-
licand private fitness centers. The study re-
sulted in a four factor/dimensions model,
namely: "Instructor quality", "Facility at-
tractiveness and equipment”, "Program
availability", and "Delivery and other ser-
vices".

Afthinos (2005) also carried out a
study to verify which items were consid-
ered most important by customers accord-
ing to gender, age, and goals, also using the
QUESC instrument. Thus, the "Cleanliness"
was considered the most important as-
pect, while the "snack supply" was consid-
ered the least important aspect. In addi-
tion, "knowledge of the professionals"”,
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"responsibility" and "courtesy of employ-
ees" were the highest ranked items in basic
service delivery. Afthinos (2005) concludes
that customer expectations emphasize the
importance of physical elements in service
delivery and in the interaction between
employees and customers. Such results
confirm the belief that people want an at-
tractive workout area, personal attention,
convenient design, and reasonable cost.
On the other hand, the items related to op-
portunities are lower, a finding corrobo-
rated by the work of Kim and Kim (1995)
and Papadimitriou and Karteraliotis
(2000).

Chang and Chelladurai (2003) also
conducted a survey of members of the
American Fitness Club to develop a nine-di-
mensional scale for quality fitness services.
The dimensions identified in the study
were: (1) the service climate; (2) manage-
ment commitment to quality of service; (3)
programming; (4) personal interaction; (5)
interaction of tasks, (6) other customers;
(7) service failures; (8) service recovery; (9)
perception of quality of service. Lagrosen
and Lagrosen (2007) conducted a study
that resulted in a model that did not qualify
as quality dimensions in fitness services in
two segments: Quality Dimensions and Fa-
cilitators. Regarding the "Dimensions of
Quality" were identified by the variable
factors, physical alteration, mental devel-
opment, and pleasure. As far as the "facili-
tators" were concerned, they were divided
into direct facilitators and indirect facilita-
tors. The direct facilitators were as follows:
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e Technical Competence - related
to the capacity of service pro-
vided by the required service.
This factor also involves sophisti-
cation and the treatment of-
fered by fitness centers.

e Relational skills - customer as-
sessment, staff demonstration,
customer service, customer ser-
vice, courtesy, and availability.

In addition to the direct facilitators,
six other factors were identified as indirect
facilitators. These are: (1) Facilities; (2)
Training; (3) Evaluation; (4) Improve-
ments/adaptation; (5) Climate; And (6)
Leadership. In this paper, the "climate"
was identified as a crucial factor. It should
be noted that the service climate was also
pointed out by Chang and Chelladurai
(2003) as a dimension without a model de-
veloped by them. However, Lagrosen and
Lagrosen (2007) also suggested four as-
pects that should also be included, namely:
Organizational Awareness, Recruitment,
Service Design, and Image.

As can be seen, there is no consen-
sus in the literature about the dimensions
or factors of greater importance for cus-
tomers, also evidenced by Lam and Ocker
(2004) in a review on this subject. How-
ever, it is important to note that, according
to Lagrosen and Lagrosen (2007), they con-
stitute a basis for the elaboration of mech-
anisms to evaluate the quality of service in
the fitness industry.

In this sense, the SERVQUAL scale
created by Parasuraman et al. (1985) is an
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important tool to evaluate the quality of
services. Thus, the research instrument
adopted in this work consists of the adap-
tation of the classic SERVQUAL model to
evaluate customer expectations and per-
ception of service quality, improved by the
QUESC model, which consists of a specifi-
cally applied instrument for quality evalua-
tion in fitness services in order to obtain a
more complete and targeted approach,
since the isolated models are not sufficient
to evaluate a quality fitness center service
(Moon et al., 2011).

4 THE PROPOSED APPROACH TO THE HO-
TEL QUALITY MANAGEMENT FOCUSED
ON THE CUSTOMER

The proposed approach has 5 steps
and 13 phases as shown in Figure 1; within
the framework of quality the approach
draws on the current literature focused on
hotel fitness center guests. We consider
hospitality management as the ability to
identify and anticipate the needs of guests.
In this industry, it is interesting to see the
capacity of a fitness center as a system, for
the development of policies, strategies and
services, and the structuring of all service
processes efficiently and effectively
through its operations. Based on the liter-
ature review and at each stage, the refer-
ence used is cited. This proposed approach
integrates SERVQUAL and QUESC with a
customer focus. SERVQUAL and QUESC are
the input to develop an appropriate level
of service based on the customer’s vision.
The five steps are described below.
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Step 1 — The first step consists of
the following phases: |. Getting the basics
of the customer approach (Lewis, 1989); Il.
Customer focus (Bitner, 1990, Cronin &
Taylor, 1992, Kim & Kim, 1995); Il - Appli-
cation of the customer approach (Par-
asuraman et al.,, 1985); IV. Ability to im-
prove and capture the voice of the cus-
tomer (Bouranta et al., 2009; Pelit et al.,
2011). These phases are the first cycle of
the structural approach shown in Figure 1.
The first step is to apply the SERVQUAL
scale. The original SERVQUAL question-
naire was adapted to evaluate the cus-
tomer expectations regarding the service
delivery with customer focus vision (Smith,
2009). This questionnaire has 35 ques-
tions, derived from the 22 original SERV-
QUAL questions and 13 questions based on
the QUESC model to better understand the
needs of the invited customers in order to
provide specific measures of the service, it
should identify which dimension better
meets the customer’s needs. Each dimen-
sion of perceived service is measured using
a five-point Likert scale: "How much do you
agree or disagree with these statements?"
with options ranging from (1) strongly dis-
agree to (5) strongly agree.

Customer satisfaction is calculated
as follows: expectation> satisfaction, it can
create gaps equal to or greater than -1. To
reduce a potential bias resulting from in-
correct responses when using the SERV-
QUAL questionnaire, each question was
asked multiple times over time to get an
accurate answer. This first step is intended
to understand the types of customers and
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the services provided. The SERVQUAL in-
strument can capture the customer's
voice. The information obtained at this
stage will determine the strategic direction
of the organization.

Step 2 — This step consists of the
steps shown in Figure 1: V. (House of Qual-
ity) — customer’s voice (Prentice, 2013);
and VI. Project requirements (Buttle, 1996;
Carman, 1990; Kumar et al., 2008). This
step begins with the information collected
in the previous step. These data have iden-
tified the order of importance of quality di-
mensions in relation to customers’ expec-
tations of the service provided by a fitness
center. The HOQ is divided into two steps:
(i) verifying how the customer imagines
the ideal service - the service requirements
are complex, it is not just meeting custom-
ers’ expressed needs, because some cus-
tomers have unexpressed needs, they do
not have an adequate priority set. These
aspects do not justify the allocation of re-
sources to what needs to be done to de-
velop quality management. The other
stage is (ii) the evaluation of the percep-
tion of the service offered - the infor-
mation collected by the SERVQUAL ques-
tionnaire can help managers diagnose
where performance improvement can be
directed. The biggest negative gaps com-
bined with an assessment of where expec-
tations are high and make it easier to pri-
oritize the improved performance of the
fitness center. Likewise, if the gap scores in
some aspects of service are positive, what
implies expectations is not only to be met,
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but exceeded. This allows managers to re-
view whether there is potential for re-de-
ployment of resources in resources to im-
prove service performance.

Step 3 — This step includes phases:
VII. Application of the requirements on the
customer (Pechlander & Volgger, 2012);
VIII. Service (Parasuraman et al., 1988; Cro-
nin & Taylor, 1992). In this phase, the man-
ager needs to understand the require-
ments obtained from the previous Step 2.
In this step, the manager should correct
some mistakes of the requirements re-
garded for customer satisfaction to estab-
lish what the business should include in the
fitness center services. Failures resulting
from this step may cause bias or errors in
subsequent steps. This procedure relates
to reducing and eliminating the SERVQUAL
gap 2, this gap associates the management
perceptions and the service specifications.
These issues arise from a different view be-
tween management perceptions of cus-
tomer expectations and the service specifi-
cations or requirements. This gap can re-
sult in an inadequate management com-
mitment and interest, inadequate task
standardization, wrong perception of fea-
sibility — when the company cannot meet
customer’s requirements, and an absence
of goal setting to specify in detail what is
required in relation to the customer’s
needs.

Step 4 - This step corresponds to
the use of the information in Step 3 and in-
cludes phases IX. It meets customers’ ex-

pectations (Maxham & Netemeyer, 2002)
and X. Provision of services as customer ex-
pectations (Parasuraman et al., 1988, Cro-
nin & Taylor, 1992; Pechlander & Volgger,
2012), as shown in Figure 1. In this step the
manager must build the relationship ma-
trix. However, the customers' voices are di-
verse; There are a variety of different
needs. One technique to do this is to use
the matrix that defines the customer's
needs or requirements and translate them
into specific strategies. The fitness center
understands the customer needs, after be-
ing summed up in the planning of ideal ser-
vices. The hotel fitness center can alienate
its internal resources and its ability to pro-
vide a quality service according to the per-
ceptions of its customers. To achieve qual-
ity of service, the strategy must identify
two different dimensions according to Ste-
panovich and Mueller (2002): the external
environment focuses on its main objec-
tives and uses its resources, capabilities,
and strategies efficiently; And the internal
environment focuses on employees to
combine functional strategies. For Hill and
Cuthbertson (2011), these relationships
change the impact on business perfor-
mance. The hotel manager must deter-
mine the actions and areas required to ob-
tain value from business objectives.

Step 5 — The last step is composed
of three phases: XI. Reduction of Gap 2, XII.
Reduction of the other SERVQUAL gaps
and Xlll. Customer satisfaction planning
(Buttle, 1996; Kumar et al., 2008; Ladhari,
2009). To reduce Gap 2, the manager must
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confront the service specifications and ser-
vice delivery to elaborate a customer satis-
faction planning to minimize the role am-
biguity and conflict, poor employee-job fit,
inappropriate supervisory control systems,
lack of perceived control, lack of team-
work, and inadequate upward communica-
tion. It influences other SERVQUAL gaps to
assess the level of service quality and to
enable customer satisfaction with the ser-
vice provided (Gray et al., 2000). The three
important gaps, which are more associated
with the external customers are Gap 1 -
Customers’ expectations versus manage-
ment perceptions, Gap 5 - The discrepancy
between customer expectations and per-
ceptions of the service delivered and Gap 4
- The discrepancy between customer ex-
pectations and employees’ perceptions,
because they have a direct relationship
with customers.

These gaps are analyzed to reduce
the managerial ambiguity of the manager,
according to customer view. At the end of
these analyses the fitness center must plan
customer satisfaction. This is the process
of thinking about and organizing internal
procedures of the firm in order to satisfy
and exceed customer requirements and to
achieve a desired goal. After identifying
the items desired by the fitness customers,
it will be possible to determine internal re-
guirements to fit their needs in the guest
customer satisfaction planning.

This management factor is com-
posed of the tangible facilities and modern
equipment, it includes: training equipment
and tools used to provide beauty treat-
ments. This factor had a direct influence of

technical competence of the fitness center
employees, including the training exer-
cises, personal training services, and ade-
guate provision of treatments. The internal
environment refers to a harmonious col-
laboration among the employees and cus-
tomers (Karatepe, 2011). Training is the
process of enhancing the skills, capabili-
ties, and knowledge of employees for do-
ing a particular hotel fitness service. For-
mal internal mechanisms to reinforce em-
ployees’ knowledge of norms and work
procedures are also implemented for the
fitness employees in all phases (Herstein &
Jaffe, 2008). The good leadership refers to
the manager’s ability to motivate and en-
courage their employees.
This paper’s framework indicates:

1. Customer improvement strate-
gies based on the service ele-
ments identified using SERV-
QUAL and QUESC as the analyti-
cal quality tool;

2. Action plans for different re-
quirements that demand mana-
gerial attention and follow-up
obtained by Gap 2.

5 THE APPLICATION OF THE PROPOSED
FRAMEWORK

5.1 Description of the sample

The questionnaire is composed of
two parts; the first part used nominal
scales to collect basic information about
the respondents, while the second part
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was comprised of the theoretical con-
structs of SERVQUAL and QUESC to measu-
re respondents’ perception regarding the
continued use of fitness center services. All
the 35 questions were originally adopted
from prior research, whereas some appro-
priate revisions were applied to make the
measurement fit this research context. The
measure of each theoretical construct con-
sisted of multiple quizzes using a 5-point
Likert scale ranging from (1) strongly disa-
gree) to (5) strongly agree.

The interviews were a
conversational form, and a fixed set of
guestions was used based on the
SERVQUAL and QUESC models. First, the
investigator gets approval from the fitness
center manager because the interviews
were held at the premises of the
companies. Some companies accepted the
invitation, some did not for some reason:
not interested, no time, and so on. This
process takes a lot of time, about six
months, and the customer research was
done in two months. The study involved 20
successful hotel fitness centers and 206
guests of these hotels.

These hotel fitness centers offer
different types of service: strength training
sessions and yoga exercises, weight lifting,
gymnastics, jumping, pitch, spinning,
boxing, and jiujitsu. The mission is to
ensure the wellness and entertainment of
customers through physical exercise. These
hotels have requested an upgrade of their
gym facilities during the stay of the guests,
helping the customer to do their training,
exercise, or cardio-program exercises.
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5.2 Identification of Customer Profile

According to the data obtained
from the 206 respondents, 50.27% are
males and 49.73% are females; This sample
has a mean age of 26.6 years and 77% is
between 21 and 25 years old, with young
people having a higher prevalence among
guests and, for that reason, the gym is fo-
cused on this group.

The reasons for going to the gym
are: weight control, aesthetic reasons,
physical fitness, socialization, health, and
others. Among these main objectives, the
respondents seek the services offered by
the fitness center for: health (46%) and es-
thetic reasons (29%), weight control (25%).
Of these, 64% of customers have used the
same services in other hotel companies
and 36% have never used the same ser-
vices. The main reasons for choosing the
hotel's fitness facilities are: the location is
well known by the guest or near the ac-
commodation (35.28%) and the variety of
equipment and gym facilities (28.13%)
were the main reasons to go to the fitness
center of the hotel. Regarding the intensity
(61%), the customer stays in the gym to do
their exercises between 1 and 2 hours per
visit, 33% of respondents remain within 1
hour. Finally, the pre-exercise time is: night
(58%), afternoon (16%), morning (26%).

The majority of the public that uses
hotel gyms are the guests themselves,
however, on the payment of a monthly fee,
the residents of the region can also use it.
These two types of customers, have similar
characteristics, i.e. they use equipment for
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a better quality of life or maintenance or
loss of weight; need the supervision of a
professional in physical activity for better
performance in the gym. In this work, the
surveyed public that uses the hotel's gyms
were the guests themselves.

5.3 Application of SERVQUAL with cus-
tomers

The third part of the questionnaire
has 33 items to evaluate the perception
and expectations on the gym or fit service
offered by the hotels. The information of
general gap score obtained from the appli-
cation of SERVQUAL scale, applied to 206
customers. The data segmented by age
were divided into four categories: 15-20
years, 21-25 years, 26-30 years and above
30 years. Appendix 1 shows the general
data by age, obtained from the application
of SERVQUAL.

The dimension reliability repre-
sents the ability to perform the promised
service dependably and accurately, has the
bigger and negative gap value (-0.9) than
the others quality dimensions. Three im-
portant discrepancies or gaps related to
the managerial perceptions of the quality
of the hotel's fitness/gym service and tasks
associated with the delivery of the custom-
er's fitness service were identified:

e Assurance is the knowledge and
courtesy of the trainers’ employ-
ees and their ability to convey
trust and confidence according
the guest customer view. A gap
of (-0.6325) was found and re-
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vealed an inadequate commit-
ment to quality of service, per-
ception of infeasibility, inade-
quate task standardization or
absence of goal setting.

e QUESC correspond the discrep-
ancy between customer expec-
tations and their perceptions of
the service delivered. In this
study, this gap has the value of (-
0.784). The authority of the cus-
tomer expectations is influenced
by the extent of personal needs
and past service experiences.

e Responsiveness shows the dis-
crepancy between customer ex-
pectations and employees’ per-
ceptions, the result was (-0.665).
Itis the willingness of employees
to help the guest by providing
prompt timely services. This is
the result of the differences in
the understanding of customer
expectations by front-line ser-
vice providers in the hotel fit-
ness.

The customers were grouped by
age and objective pursued with the fitness
service in order to obtain a more detailed
understanding about the points of conver-
gence and divergence according to each
segment specified. Segmentation by gen-
der shows that there was no significant dif-
ference between male and female re-
sponses, because the percentage of occur-
rence was quite the same.
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The largest gap in expectations was
observed in the 21-25-year category or
77% of the data sample: 8 (-0.89) - Instruc-
tors or employees are involved and com-
mitted to quality and to improve services
(-1.22) - Accident and emergency safety
measures, 32 (-1.2) - Innovative programs
to encourage customers' exercise, 31 (-.98)
- Customer problems are solved quickly, -
Security of personal belongings in lockers
and 33 (-1.36) - secure parking.

Regarding the reasons for choosing
a hotel with gym; Three main reasons were
identified for using hotel facilities accord-
ing to the sample: health, cosmetic rea-
sons, and weight control. These objectives
were used for the SERVQUAL analysis pre-
sented in Appendix 2. But first, it is neces-
sary to understand the meaning of each, as
described below:

e Estheticreasons and weight con-
trol: The fundamental role of fit-
ness services is to assist the
guest to maintain the workout
routine for physical status, away
from their home and their gym.
It is a physical change, refers to
the various aesthetic objectives
of the customers in terms of
bodily appearance, for example:
get slimmer body, enhanced
muscle mass and strength,
smoother skin, or in general, to
get a healthier look.

e Health: Many guests use hotel
fitness center to improve their
mental and physical status
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through specific programs (such
as yoga, meditation, cholesterol,
and diabetes programs). It refers
to the customers’ various objec-
tives in terms of relief from
aches and pains. The benefits in-
clude the internal sensation of
harmony, happiness, calmness,
mental relaxation, self-realiza-
tion, enlightenment and taking
care for oneself.

The objective of "Weight Control"
was to find gaps in the items: 8 (-0.895), 12
(-0.985), 14 (-0.845), 16 (-0.865), 28 (-
0.86), 29 (-0.895), 30 (-1.005), 31 (-1.41),
32 (-1.75) and 33 (-1.88). For the "Esthetic
reasons" objective, the items that pre-
sented gaps greater than -1 were: 24 (-
1.32), 31 (-1.41), 32 (-1,525), 33 (-1,605).
Finally, the "Health" objective presents
major gaps in these items: 24 (-2,182), 30
(-0.9825), 31 (-1.2825), 32 (-1.509), 33 (-
1.4755).

The SERVQUAL instrument was ap-
plied to the gym’s management to assess
the perception of the service offered and
of customer expectations. The findings
show that regarding management’s expec-
tations and perceptions on the service of-
fered, the largest gaps were found in the
items: 4, 11, 21, 23, 24, 27, 30, and 33.
Thus, to improve the service the manage-
ment should focus primarily on the items
with a gap > -1. Among the items with
larger gaps for management, four gaps
have negative disclosed view to the cus-
tomer: 30- Innovation programs in order to
encourage customers, 31 - Safety
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measures against accidents and emer-
gency procedures, 32 - Security of personal
belonging in lockers and 33 - secure park-

ing.

5.4 Importance of quality dimensions of
management

The second part of the question-
naire was applied to the hotel manager to
know the importance of each dimension of
guality and to compare the views of man-
agement and guests. It should be noted
that the manager considered all dimen-
sions of equal importance to customers,
since a maximum score for each dimension
has been assigned. However, the custom-
ers considered the security dimension the
most important and, in second, the reliabil-
ity dimension. But the tangible dimension
was considered the least important.

Hotel managers could benefit from
adopting a systematic view of their organi-
zations. The framework presented in this
study can be a basis for designing service
considering the quality dimensions speci-
fied here. The data can also be used to
make decisions about customer priorities.
In this sense, we observed that the tangible
dimension affected two great dimensions:
security and reliability. It is important to
consider, at the basic level, one of the five
dimensions are still affected by time and
cost constraints. These restrictions may
determine the choice of the fitness center:
(I) physical trust in standards, hygiene,
price (Il) social - identifying the type of es-
tablishment and status, individualized at-
tention to customers.

6 SENSITIVITY ANALYSIS OF RESULTS

A statistical analysis of disconfirma-
tion paradigm defined by Lewis and Booms
(1983) was also conducted to determine
the standard deviation of 33 items on the
guestionnaire. The squared Euclidean dis-
tance and the sum of the affirmatives for
all groups that showed a correlation be-
tween the score in the affirmative and the
total points on the instrument, according
to the Spearman test (rs), on the expecta-
tion and perception scales. The rs coeffi-
cient varies from -1 (perfect negative cor-
relation) to +1 (perfect positive correla-
tion), and can relate directly or inversely. If
rs is zero, this means that there is no corre-
lation. To calculate this coefficient, the po-
sitions that the values of variables have, in
ascending or descending order, are consid-
ered, as shown in Equation 1:

p=1-Zad 1)

where:
rs = Spearman correlation coefficient;
6 = constant;
di = difference between the positions rela-
tive to the two features;
n = number of observations (sample size).

A value of rs =-0.597 in the results
means that there is no association be-
tween the two variables (Expectations and
Perceptions), where the negative value
means the monotonic association, the var-
iables decrease in value together.

A statistical hypothesis testisa sta-
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tistical inference that determines what the
results of a study would lead to a rejection
of the null hypothesis at a pre-specified sig-
nificance level (a) of 95%. The critical re-
gion of a hypothesis test (ho) is the set of
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all the results that make the null hypothe-
sis rejected in favor of the alternative hy-
pothesis (h). In this study, the sample is de-
rived from the Student’s t-distribution. Ta-
ble 1 shows the results of the statistical in-
ference method.

Table 1 -Statistical hypothesis Student's t-distribution

ANOVA

Hypothesis

ho = 0,0 — Service Satisfaction
h < 0,0 — Service not Satisfaction

o _n

p” sample value =
gl

Significance level (a)
Probability value
Result: Rejected ho

0.580649
5
95%
Less than 0.25

The p value (0.5806) is less than the
95% significance level required or the data
sample is in the critical region of the statis-
tical analysis, in which case the null hy-
pothesis is rejected. One can accept the al-
ternative hypothesis that confirm that
sampled customers have no satisfaction in
the services of the fitness center.

Another analysis performed is

blocking statistics (Table 2), is the organi-
zation of experimental units into groups or
blocks that are similar to each other. In this
study, the number of 40 questionnaires
was divided into five blocks, applying the
guestionnaire five times in different peri-
ods. This analysis reduces the sources of
variability and therefore leads to greater
accuracy (Aschbacher, 1971).
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Table 2 - Blocking Statistics

ANOVA Blocks

Hypotheses
ho — Set of data sample properties are similar
h — Set of data sample properties are different

Sum of squares Mean squares

Source of variation (5Q) gl (MQ) f
QM treat./ QM
Between treatments SQ treat. =18.55 32 QM treat. = 0.579 error =
7.1
Between blocks SQ ploc = 3.77 4 QM bioc.= 0.943
Within (error) SQ error = 10.51 128 QM wror= 0.0821
Total value SQ total =32.82 164

The study adopted the "a" value of
0.05, which means the value of 95% confi-
dence. The critical value of this sample is
1,031, with 32 degrees of freedom (gl) in
the numerator and 128 in the denomina-
tor. The value fis 7.1, is obtained from the
division of the mean squares between
treatments and between blocks. The value
of f is greater than the critical value, and
therefore the sample data is within the
critical region. Then, the test accepts ho,
proving that there is no statistical differ-
ence between the sample blocks collected,
in terms of customer perception and ex-
pectation.

Another test that can be done is to
analyze the association when the variable
probability of an event is changed depend-
ing on the other variable. This analysis is
done by the qui-square test of independ-
ence. This test will confirm whether a di-
mension-quality variable can influence the
other. You can change the final result of
the study of the application of the SERV-

QUAL and QUESC questionnaire. It is
known that two events are independent if
and only if the joint probability of intersec-
tion is equal to the product of the probabil-
ity of each event. This test verifies that
the five qualitative variables have mutual
influence. Based on a sample of 206 obser-
vations, it is organized in the contingency
table corresponding to the five quality di-
mensions. The test statistic is a measure of
the distance between the observed fre-
guencies expected by the following Equa-
tion 2.

0;i—E;j 2
Q> = lf=1 ZiC=1 [( JE,,_]) ]r
ij
where gl = (L-1) (C-1) (2)
Oij is the observed frequency and

Ejj is the expected frequency. Subtract the
expected frequency count from the ob-
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served count to find the difference be-
tween the two variables (also called resid-
ual value). A survey of customer opinion
surveyed in a simple random sample of 206
respondents was rated as five-dimensional
quality. To facilitate the counting of five-di-
mensional frequencies, the Gap Average
value was adopted, when the result shows

Table 3 - Contingency Table
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that the Gap Frequency > Gap Average
means that the customer is satisfied and
when the Gap Frequency < Gap Average
means that the performance was not as ex-
pected by the customer (this quality of ser-
vice behavior should be avoided in the fu-
ture). The results are presented in the con-
tingency Table 3 below.

Dimension Gap Average Gap frequency >  Gap frequency < Gap
Gap Average Average
1- Tangible -0.4575 0.8 0.2
2- Reliability -0.9 0.4 0.6
3- Responsiveness -0.665 0.4 0.6
4- Assurance -0.6325 0.4 0.6
5- Empathy -0.31 0.8 0.2
6- QUESC -0.784 0.4 0.6

The value of g was calculated by the
following procedure:

g>< = accepted the ho (the variables are
independent)
q*2 = rejected the ho (the variables are

not independent, the association between
then exist)

In this sample, g% has the value of
16.496, and gl of 5. By convention, was
adopted the cut-off point or the significant
level (o) for a p-value is 0.05, A value of

11.07 was obtained for the . As observed

the g>> , the test rejected the hg, the as-

sociation between then exist, because the

customer analyzed the quality service as a
global phenomenon. Each dimension can in-
fluence another to create the perception
about the service experience for the cus-
tomer.

An advantage of SERVQUAL is the dis-
cussion of gaps between the weaknesses of a
fitness center service and the potential to pri-
oritize management issues. It is necessary to
measure the perception of the customer to
the the
knowledge about these gaps. To fully appre-
ciate the benefits of using SERVQUAL, sur-
veys must be administered repeatedly (for

adapt actions according to

example, every year) on a regular basis for
the following reasons:

(
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Allow annual comparisons of gaps
in the service;

e Understand the market through
benchmarking;

e Determine how service improve-
ments have affected the needs of
center customers

fitness over

time;

e Determine the effectiveness of
service development and enhance-
ment initiatives addressing the key
service dimensions or prioritizing
service requirements.

6.1 Comparison between customer and
management expectations

Quality service

sometimes match or are aligned with what

expectations

management believes. The SERVQUAL scale
can help managers to maintain the firm
within this principle. In this sense, it was
that 12
expectations are equal to hotel management

observed items of customer

expectations, 2 items of customer
expectations are higher than management
expectations and for 21 items, customer
expectations are lower than management
expectations. For this scenario, you need to
have a closer relationship with customers to
get focus.

It is important to note that the
measurement system is an important tool to
promote quality, but some customers do not
have the motivation to respond correctly

when asked. The hotel fitness center should
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be suited to win the customer's attention, for
example: an exciting fitness atmosphere,
personalized workouts, support for customer
networks after the gym and others.

6.2 Comparison between customer and
management perceptions

According to Jeronimo and Medeiros
(2014) many attributes are important from
the customer view. Otherwise, the manager
should not apply great efforts to enhance the
customer satisfaction (Ellis, 1999; Zhang &
Law, 2013; Chang, 2013). According to this
view, it was observed that in 21 items the
customer equals management perception, in
3 items customer perception is greater that
management and in 11 items customer per-
ception is less than the perception of man-
agement. This happens because the percep-
tion of service refers to the evaluation of the
attributes that are already being offered by
the hotel fitness center.

7 CONCLUSIONS

This paper constructs a methodology
for measuring hotel quality service, specifi-
cally the fitness service. The main feature of
the methodology is the customer view,
wherein it is possible to identify the profile
and preferences, i.e. to identify the quality
attributes in the right position according to
the customers’ view (Yoon et al., 2001).

Hotel fitness centers exhibit a com-
plex set of factors and influences, which can
be translated or reflected in a holistic way by
quality dimensions. These dimensions can be

applied as attributes, operational manage-
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ment, financial control, marketing, access to
information and customer focus; keeping up
to date with market changes, people em-
ployed, forward planning, technology, and
innovation. The purpose of this research was
to undertake the proposed model of cus-
tomer focus to provide a new way of thinking
of hotel fitness management. Great cus-
tomer service is critical for attracting repeat
customers and building positive and re-
spected hotel brand image.

Customer-focus management is in-
clined to concentrate on customer quality
measurement. The need for this methodol-
ogy is strongly supported by the lack of con-
clusive studies on quality measurement
methods related to fitness centers. This study
also addresses the gaps between expecta-
tions and perceptions of fitness service, and
the important dimensions of the factors that
most affect the performance of the organiza-
tion. In this sense, the framework presented
here, provides valuable insights into the fea-
tures that are crucial for creating quality to
the hotels. In this sense, guests always are
looking to upgrade and customize fitness
spaces that convey the idea of health and es-
thetics benefits.
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APPENDIX 2
Weight Control | Esthetic Reasons Health
P E G P E G P E G
1|380| 440 | -0.60 | 3.95 | 4.80 -0.85 3.63 4.63 -1.00
Tangible 2 13.90| 450 | -0.60 | 3.95 | 4.65 -0.70 3.75 4.75 -1.00
3 |14.00| 420 | -0.20 | 3.85 | 4.15 -0.30 3.63 4.00 -0.38
4 1390| 450 | -0.60 | 3.60 | 4.40 -0.80 3.25 4.25 -1.00
513.80| 450 | -0.70 | 3.85 | 4.75 -0.90 3.38 4.88 -1.50
6 |4.00| 4.10 | -0.10 | 3.75 | 4.00 -0.25 3.75 3.88 -0.13
Reliability 7 13.60| 3.40 0.20 | 4.00 | 4.15 -0.15 3.75 4.25 -0.50
8 |3.60| 450 | -0.90 | 3.65 | 4.60 -0.95 3.13 4.25 -1.13
9 |3.40| 460 | -1.20 | 3.70 | 4.30 -0.60 3.63 4.63 -1.00
10(4.10| 4.70 | -0.60 | 4.00 | 4.65 -0.65 3.63 4.50 -0.88
11(3.60| 450 | -0.90 [ 3.95 | 4.60 -0.65 3.38 4.00 -0.63
Responsiveness
12|3.60| 4.80 | -1.20 | 3.85 | 4.65 -0.80 3.25 4.38 -1.13
13(3.80| 450 | -0.70 | 3.95 | 4.30 -0.35 3.88 4.50 -0.63
14 (3.70| 4.70 | -1.00 | 4.20 | 4.85 -0.65 3.13 4.75 -1.63
15]13.20 | 3.20 0.00 | 3.30 | 3.60 -0.30 3.25 3.88 -0.63
Assurance
16|3.70| 450 | -0.80 | 3.60 | 4.30 -0.70 3.75 4.50 -0.75
17(2.70| 3.40 | -0.70 | 3.30 | 3.20 0.10 3.25 3.38 -0.13
18(3.40| 4.00 | -0.60 | 3.65 | 4.15 -0.50 3.50 4.25 -0.75
19(3.90( 4.70 | -0.80 | 3.80 | 4.40 -0.60 3.50 4.25 -0.75

Empathy 20|4.00( 3.30 | 0.70 | 3.90 | 3.40 0.50 3.88 3.25 0.63
21|3.40| 3.90 | -0.50 | 3.40 | 3.80 -0.40 3.00 3.75 -0.75
22(3.70| 4.40 |-0.70 | 3.85 | 4.20 -0.35 3.75 4.25 -0.50
23|3.20| 3.80 | -0.60 | 2.25 | 3.35 -1.10 2.63 4.25 -1.63
241220 3.90 |-1.70 | 1.65 | 3.65 -2.00 2.00 4.63 -2.63
25|3.80| 4.00 |-0.20 | 3.95 | 3.85 0.10 3.88 3.63 0.25
26|3.70| 4.40 | -0.70 | 4.05 | 4.65 -0.60 3.63 4.13 -0.50
271350 420 | -0.70 | 3.15 | 3.50 -0.35 3.00 3.25 -0.25
QUESC Model | 28|3.50| 4.50 | -1.00 | 3.60 | 4.40 -0.80 3.25 4.50 -1.25
29|3.60| 460 |-1.00 | 3.65 | 4.35 -0.70 3.13 4.75 -1.63
30|3.30| 430 |-1.00 | 2.90 | 3.45 -0.55 3.13 4.00 -0.88
31|3.40( 470 | -1.30 | 3.20 | 4.50 -1.30 3.00 4.75 -1.75
321250 480 |-230 | 2.85 | 4.70 -1.85 2.63 4.75 -2.13
33|2.20| 4.60 | -2.40 | 2.80 | 4.65 -1.85 2.63 4.63 -2.00
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