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Abstract 

In the tourism and hotel industry (hospitality), the role of quality services and customer satisfaction in 

the business success of hotels cannot be denied. It is very important for hotel directors to have a 

thorough understanding of exactly what customers want. Identifying specific customer expectations, 

dimensions of service quality and relative importance for customers for each particular sector of the 

hotel will definitely help managers in the challenge of improving service quality. The purpose of this 

study was to investigate the quality of hotel services and customer satisfaction in Chaharmahal and 

Bakhtiari province. A previous conceptual model was designed to study the quality of hotel services 

using the Bomes and Beitner interconnected model. In this research, data from 195 clients from hotels 

in Chaharmahal and Bakhtiari province and 90 managers and experts of these hotels were collected 

using a researcher-made questionnaire. The results of the research show that in general, the quality of 

hotel services in the province of Chaharmahal and Bakhtiari is acceptable and customers are satisfied 

with the quality of the services provided. There is a difference between the views of customers, 

managers and experts. Also, the "place" blend has the most importance and the "price" has the least 

importance. 
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Introduction: 

Service industries are among the most prosperous industries in the 21st century (Fatmao 

Timothy, 2005). Studies show that tourism, along with affiliated industries, has a good future. 

Tourism is the main industry in many countries and plays a major role in the development of 

the global economy (Ting Hang, 2010). This phenomenon is to some extent dependent on the 

growth of the hotel industry. As the importance of service industries in advanced economies 

has increased, special issues in service marketing have attracted increasing attention (Lovelock, 

2001). Known issues associated with service industries such as hotels include intangibility, 

heterogeneity, indivisibility, changeability, and mortality. The presence of such features in the 

service sector has made hotel directors difficult in meeting supply and demand (Zeitamel, 

1985). Although demand is affected by external factors such as the economic environment, 

consumer preferences, industrial environment, etc. Most of these factors are not controlled by 

hotel directors, but the supply situation is different and the supply is controlled by hotel 

directors. (Maine Yu and Lee, 2009). in the meanwhile, hotel managers from different countries 

have struggled to increase their profitability with resource constraints and intense competition. 

In general, the provision of appropriate customer service is one of the most important 

determinants of the distinction between hotels in a competitive environment (Davos and 

Braque, 2009). Given the highly competitive conditions prevailing in service industries, hotels 

must seek to provide quality services for their survival. Research has shown that quality 

services are essential for success and customer retention (Ghobadian et al., 1994), (Zeitamel, 

2000). Therefore, the quality of service is vital for companies seeking to increase market share 

and profitability. However, many attempts to assess the quality of service have not taken into 

account competitors' decisions. From a marketing point of view, customer satisfaction is 

achieved, whose needs and demands are met. (Lem and Zhang, 2005), in their research in the 

hospitality industry, found that satisfied customers would reciprocate their purchases of 

products and services and offer positive experiences to their acquaintances and friends (Joy 

Wu and Dalian, 2009). Almost ", there is a common belief among the various authors such as 

Parasuraman 1, Gornozero 2 and Lewis and Bomes 3 regarding the quality of services, and that 

service quality means comparing customer expectations and perceptions of how services are 

provided (Seyyed Javadin and Kamiasy, 2005). This common belief has led to an agreement 

on the definition of quality of service from the perspective of customers. Considering that the 

province of Chaharmahal and Bakhtiari, as the harbor of the eco museum of Iran, is rich in 

tourist, historical, religious and natural attractions and attracts many tourists every year, the 

decision to choose the elements of the marketing mix of services from the point of view 

Customers and prioritizing each of them, which constitute the core of the marketing of services, 

is the key to attracting, retaining and satisfying customers of residential centers and 

environmentally friendly green hotels (ecosystems). The research seeks to examine the status of 
services offered by Chaharmahal & Bakhtiari Province hotels along with the differences between the 
views of customers, managers and hotel experts and the factors that make up the marketing mix used 
by the hotels of Chaharmahal & Bakhtiari province and has identified hotels in the competitive market 
and ranked by several methods (technique for ordering preferences similar to the ideal solution), 4 
multi-index decision making,5 , Topsis 6, have been ranked. 

 
1- Parasuraman.  

2- Grvnrvz. 

3- Lewis and Bomes. 

4- Technique for Order Preference by Similarity to Ideal Solution. 

5- multiple Attribute Decision making. 

6- Topsis.  
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An overview of theoretical foundations of research 

Marketing mix 

Marketing mix is a collection of controllable tools that an institution uses to meet the needs 

and demands of its target markets (IVI, 2008). (McCarthy, 1964), the "marketing blend" can 

be described as a fundamental basis for the marketing system. Marketing mix is a combination 

of elements necessary for planning and implementing the entire marketing operation (Booky 

et al., 2005). (Borden, 1965) is the first person to inspire the term "marketing mix" from "a 

mixture of compounds". (Razmosen, 1955) proposed four factors determining sales and 

competition (price, quality, service, and advertising). The main elements of the marketing mix 

proposed by Borden (1965) include twelve elements. (Frey, 1961) divides the marketing 

variables into sections: supply (product, category, brand, price, service) and methods and tools 

(distribution channels, sales, adverts, sales promotions, advertisements). (Laser and Kali, 1962) 

and (Laser et al., 1976) proposed three elements of marketing mix (mix of goods and services, 

mixing and distribution of communications). 

But the most famous blend introduced, McCarthy (1964), defined the marketing mix as all 

factors under the control of marketing managers in order to satisfy the target market. In the 

1980s, a number of studies suggested new elements for marketing mix. (Jad, 1987) suggested 

(individuals) the fifth marketing mix. (Bomes and Beatner, 1980) suggested a good concept for 

service marketing. They stated that in general, services are intolerable and different from 

goods. Therefore, they combined the three elements of "people," "process," and "physical 

evidence," and added to the service sector. (Cutler, 1986) added political factors and universal 

belief to P (4). (Vignalis and Davis, 1994) suggested serving (S) as one of the mixing elements 

of marketing. (Gold Smith, 1999) suggested that the marketing mix should be eight (product, 

price, location, promotion, individuals, physical evidence, process, and personalization). 

(Lavalack, 2001), due to the uniqueness of service features and the creation of an integrated 

marketing mix, add "productivity" and "quality" to it (Rafic and Ahmad, 1995). (Muller, 2006), 

(consumer marketing, relationship marketing, service marketing, retail marketing, industrial 

marketing) and the emergence of e-commerce marketing (JOE, 2009). 

Also, over the years, other elements have been added by domestic researchers to the new 

marketing mix. In tourism marketing elements (packaging, planning, people, participation) 

have been added to the tourism marketing blend. Therefore, the mix was formed in the tourism 

industry (Ebrahimi, 1999). But other researchers also consider the marketing mix in addition 

to the mix (packaging, public relations, market power and people) (Blurian Tehrani, 1999), and 

eventually "Jeffkins 1" in his book "Marketing Novin "segments marketing mix elements in 

terms of time into twenty elements (Booky et al., 2005). 
 

Consumer expectations 

Expectations, beliefs about the standard services provided against the perception of service 

performance. (Zeitamel & Bates, 2000). In other words, expectations help customers to predict 

what should happen to what might happen. Expectations by personal needs, service volatility 

aggravators (such as temporary and individual service-related needs), explicit service 

obligations (staff, advertisements, and writings of other writers), mandatory service obligations 

(prices and service specifics), communications Oral-to-mouth interactions with other clients, 

friends and experts, as well as past experiences from service, are affected (Rader & Wang, 

2006). 

 
1-Jeffkins  
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Consumer perceptions 

The four main factors that influence the overall perceptions of quality, satisfaction and value, 

in addition to affecting customer perceptions of services, are mental image, price, service 

exposure, and service evidence (Zeitamel & Bates, 2000). Service facing reflects the ability to 

cover service, compatibility and management ability of service providers. Given the 

intangibility and synchronization of production and consumption in services, consumers are 

looking for tangible conditions to identify service levels. Service evidence often returns to 

individuals, processes and physical evidence. 

 

Persons 

Service characteristics are often identified in the two-way relationship between employees and 

customers in the environment in which the service is provided. Employees, while respecting 

the efficiency and effectiveness of their jobs, are bound to satisfy customers. This can be 

enhanced by attracting new forces, training, motivating, rewarding employees, as well as 

improving team teams (Zeitamel & Bates, 2000). However, customers have a significant role 

in satisfying themselves and other customers (Rafik and Ahmad, 1995). Thus, organizations 

can take steps towards customerism through education, socialization and accountability. 

 

Process 

Based on the complexity of services, service organization managers must make decisions about 

the standardization and diversification of service processes. Managing the process ensures the 

availability and quality of the service. The role and function of this marketing mix element is 

to balance the supply and demand of services (Seyyed Javadin and Kimasi, 2005). And finally: 

 

Physical evidence 

Expressing physical and other facilities. Physical evidence delivers services to tangible clients 

and helps them evaluate the service before it purchases, with the satisfaction of service during 

use and after use (Rader & Wang, 2006) 

 

the quality of service 

During the 1980s, researchers presented different definitions of service quality. The most 

commonly defined definition of service quality is based on the universal consumer judgment 

of product or service superiority, thereby integrating consumer expectations of service and 

perceptions from the company providing the service. Some scholars have used the gap model 

and perceptual quality assessment based on the lack of acknowledgment of consumer 

expectations. Most applications include the ServoCal scale. The causal relationships between 

quality of service and customer satisfaction suggested by different researchers can be divided 

into three categories: the first group argues that service quality affects satisfaction. (Anderson 

and others, 1994; Cranin et al., 2000; Eckinsy, 2004). The second category believes that the 

quality of service is affected by satisfaction (Beitner, 1990; Beitner & Habert, 1994; Groenrose, 

1994; Parasuraman et al., 1988). And some also believe in the interaction between these two 

variables (Gonzales and others, 2007). Experts have presented various models for measuring 

quality in service organizations, one of the most famous of which is the SERVQUAL model. 

Since the evaluation of the quality of services in this model is based on the real understanding 

of the customers about the quality of services provided, in terms of their ideal situation, the 

relationship between the two variables of service quality and customer satisfaction, as well as 

the examination, analysis and comparison The views of service providers and their compliance 

with the customer's perspective are one of the most important issues in assessing the quality of 

services (Anavari Rostami and others, 2005). 
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Research plan 

Theoretical model of research 

In this research, many internal and external articles and theses in the field of literature on 

marketing mix and quality of services were investigated in order to assess the quality of hotel 

services and customer satisfaction of hotels and design a conceptual model of research. Then, 

in order to finalize the research model, a prototype was sent to university professors, cultural 

heritage, handicrafts and tourism, as well as managers and experts of the hotel association of 

Chaharmahal and Bakhtiari province, and finally, using the collected comments, necessary 

amendments to the practice and the research model was designed. The proposed model 

represents the impact of the mix of marketing services on service quality. Also, the model 

examines the relationship between marketing mix elements and service quality. 

 

Research hypotheses 

According to the proposed model, the following hypotheses are designed and tested: 

1 .Satisfaction of customers from hotel services in Chaharmahal and Bakhtiari province is 

desirable. 

2 .The current status of quality of service is in the favorable position of hotel customers. 

3 .The current status of the quality of services is in the best position from the viewpoint of 

managers and hotel industry experts. 

4 .There is a positive and significant correlation between customer service quality and customer 

satisfaction. 

5 .Customers' view of hotels is different with hotel directors and experts in terms of service 

quality, depending on the variables of the Bomes and Beatrener models. 

6 .There is no difference between the views of managers and hotel experts on the quality of 

hotel services in the province of Chaharmahal and Bakhtiari. 

7 .Customers' opinions about the quality of services offered vary from hotel to hotel. 

8. The order and importance of the components of marketing mix Services in the hotel industry 

vary from customers' perspective. 
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research method 

Type of research, community and statistical sample and sampling method the purpose of this 

study is to apply, and in terms of collecting information, a survey is descriptive. Which 

describes and evaluates the quality of services provided by hotels in Chaharmahal and Bakhtiari 

province from the point of view of customers, managers and experts, and the differences in the 

views of this group as well as the analysis of the mix of marketing services. 

The statistical population of this research includes all managers, experts and clients of hotels 

in Chaharmahal & Bakhtiari province. According to the statistics provided by the Cultural 

Heritage, Handicrafts, Tourism and Hotel Union of Darin, in Chaharmahal and Bakhtiari 

province, there are 40 hotels (three, four, five stars), of which 20, 3-star hotels, 7 four-star 

hotels and two are five-star hotels. 

The statistical sample of the study consists of two groups: the first group consists of managers 

and experts, and the second group is the clients of these hotels. Due to the limited number of 

managers and experts (120 people), the sample size of managers and experts was calculated 

through the limited population sampling formula of 90 people. 

 

              ×     ×  (         )                                                     ×  /     × /     ×                                                

= (                                                 ) = 
                                                              /×     /×          /         )     /          × (          )  ( (           )                      ×  ×         

(N): population size = (120): standard normal probability value (1-a: confidence level. 

95% P = 1.96 (P): Success ratio = (0.5): The desired accuracy of the researcher 0/05) 

Given the unlimited number of customers in the statistical society and the quality of the data, 

the sample size was calculated using the formula below 196. 

5                                                                        /0  ×5/0 × (96/1)                 (     -  1   )         (  ×  )          

=                                                =                                                                                                
                                                                              (07/0  )                                                                       

 

In this formula, "Z" is the normal distribution statistic, which is 95% at a confidence level of 

1.96." P" is the probability of success, "q" is the probability of failure, and "«    »" is the 

accuracy of the estimate (the level of error allowed). "P" and "q", according to the precautionary 

method of 0.5 and "«     »" (the intended accuracy of the researcher), is based on similar research 

(Mohammedi, 2000), (Alizadeh Sani, 1382) is equivalent to 0.07. Therefore, the sample size 

was obtained using the formula of 196 people. It is worth noting that the sampling method in 

this study is the appropriate volume and sampling classification. Thus, in the first stage, each 

of the hotels of three, four and five stars was considered as a floor, then from each of these 

categories a number of hotels were selected using the following formula. 

 

                                         Floor type 

number of samples = (         ) 

                                     Number of hotels       

 

Table (1): Determine the sample number of each class 

 

Floor type Sample number of customers Number of sample managers and experts Number of community members 

3-star hotel 147 67 30 
4-star hotel 34 16 7 
5-star hotel 15 7 3 

total 196 90 40 
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Further, due to the limited time and cost and the lack of access to the list of all hotel customers, 

a sampling method was available to review hotel customers. 

 

Measurement tool and its validity 

In this research, the required data were collected using a researcher-made questionnaire in the 

form of interviews. The customers' questionnaire consists of three parts: the first part, the 

sample demographic questionnaire, the second part, the quality of services provided in the 

hotels, and the third part of the overall satisfaction of hotels customers from the services 

provided in Chaharmahal and Bakhtiari hotels puts. A questionnaire for hotel directors and 

experts is also comprised of two demographic sections and an assessment of the quality of the 

services offered to assess their difference of opinion with hotel customers. It is worth noting 

that the number of service quality metrics in each group is 45, which are questioned using the 

Likert Five Optional Spectrum. The collected data were analyzed using SPSS and Excel 

software. In order to confirm the validity of the questionnaire, the preliminary design 

questionnaire was examined by some of the professors and observers of accommodation and 

catering, and his suggestions were considered in finalizing the questionnaire. The reliability of 

the questionnaire was obtained by using the Cronbach's alpha, 93/0, which is an acceptable 

coefficient. 

 

Data analysis and testing of research hypotheses 

Binomial test 

Using the binomial test, the first, second, and third hypotheses of the study were tested. The 

results of testing these assumptions are shown in Table (2). As seen in Table 2, for all questions 

related to satisfaction factor and marketing mix elements, the observed ratio is greater than the 

test ratio (0.6) and the significant level (0.000) from the error level (0/05) is smaller. 

Consequently, hypothesis (         ) cannot be accepted. In other words, at 95% confidence level, 

the satisfaction of customers from hotel services in Chaharmahal and Bakhtiari province is in 

a good position and the current status of the quality of hotel services from the perspective of 

hotel customers other than the blend of the product has been desirable. Also, the quality of 

hospitality services in Chaharmahal and Bakhtiari province is desirable from the viewpoint of 

managers and experts regarding the dimensions of marketing mix of hotel services in 

Chaharmahal and Bakhtiari province. The following table shows that the current status of the 

quality of mixed product services is not desirable from the customer's point of view, and the 

small amount observed in the product mix, price, and promotion of the test ratio, indicates that 

the quality of services in these areas Below is your desired level. 
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Table 2: Results of the binomial test of the first, second, third hypotheses 

Spearman correlation test 

To test the fourth hypothesis, Spearman correlation test was used. The results of using the 

correlation test are presented in Table (3). 

 

Table 3: Results of Spearman correlation test between service quality and customer satisfaction 

 
Given that the significance level for all dimensions of the marketing mix of services is smaller 

than the level of error, hypothesis (    ) for this dimension is rejected and hypothesis (     ) is 

accepted. In other words, at 95% confidence level, it can be said that there is a significant linear 

relationship between service quality and overall customer satisfaction for the dimensions of the 

marketing mix of services. Meanwhile, a positive, but insignificant correlation between the 

variables indicates the direct relationship between variables, that is, by increasing the quality 

of service provided, in hotels, the overall satisfaction level of hotel customers also increases 

and indicates the effective and positive role of service quality on overall customer satisfaction 

Hotels. 
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Test (Mann-Whitney) 

In order to test the fifth and sixth hypotheses, the Mann-Whitney test has been used. The results 

of this test are presented in Table (4). 

 

Table (4): Test results (Mann-Whitney) for the fifth and sixth hypotheses 

The above data shows that the level of error (0.05) is higher in relation to price and location 

marketing mixes, and the test statistic is smaller than the critical value (Z = 0.654). Therefore, 

the null hypothesis cannot be rejected. In other words, at 95% confidence level, it can be 

claimed that there is no significant difference between customers' comments with hotel 

directors and experts about product mixes. 

For other elements of the marketing mix (product, promotion, individuals, process and physical 

evidence), the level of significance is less than the error level (0.05) and the test statistic is 

larger than the critical value (Z = 1.645). Therefore, at 95% confidence level, it can be claimed 

that there is a significant difference between customers' comments with hotel directors and 

experts. In addition, regarding the sixth hypothesis, given the significant level of the error level 

is larger and the test statistic is smaller than the critical value (Z = 645.1). Therefore, the 

assumption of zero cannot be ruled out. In other words, at a confidence level of 95%, it can be 

claimed that there is a significant difference between the views of managers and hotel experts 

on the quality of services provided by hotels. 

 

Kruskal Wallis Test 

To differentiate the hotel customers from the various classes of hotels (seventh hypothesis), the 

Kruskal-Wallis test (H test) is used. The results of the Kruskal Wallis test are presented in 

Table 5. 

 

Table (5): Results of the test Difference between hotel customers' perceptions about the quality 

of services offered relative to hotel grade 
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Considering that the level of significance (0.000) is smaller than the error level (0.05) and the 

test statistic (H = 35987) is greater than the critical value, (       /,   = 5.991), so the zero 

Accepted. In other words, at 95% confidence level, it can be claimed that hotel customers' 

opinion is different about the quality of services offered relative to hotel grade. In other words, 

hotels of three, four, five stars in Chaharmahal and Bakhtiari province have a significant 

difference in terms of service quality. Therefore, to determine the order and importance of 

differences between customers' views of Chaharmahal and Bakhtiari hotels regarding the 

quality of services offered to the hotel grade, using the "BOOMES & BYTENER" blend model, 

the TOPSIS method has been used. 

 

Method (topsis) 

To investigate the eighth hypothesis of the research, a multi-index ranking method (topsis) has 

been used. In this way, it is assumed that the utility of each indicator is uniformly incremental 

or decreasing. Also, in addition to considering the distance of an option from the ideal point, 

its distance from the negative ideal is also considered. That is, the choice must have the least 

distance from the ideal solution, and at the same time, has the farthest distance from the ideal 

negative solution. To proceed with the procedures (topsis), you can do the following. 

1. Formation of data matrix based on m option and n index: 

 

 

 

 

 

 

 

 

 

2. Standardization of data and formation of standard matrix through the following relationship: 

 

 

 

 

3. Determine the weight of each indicator Based on                 in this regard, the 

indicators are more important than the higher weight. In fact, the matrix (v) is the product of 

the standard values of each index in its own weights. 

 

 

 

 

 

 

 

 

 

4. Determine the distance i between the alternative of the ideal alternative (the highest 

performance of each indicator) that it represents with (* A). 
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5. Determine the distance i the least alternative (the lowest performance of each indicator) that 

it is with             They show.  

 

 
6. Determine the distance criterion for the ideal alternative              and the least alternative  

 

 

 
 

 

 

7. Determine the coefficient, which is equal to the minimum distance of the alternative, divided 

by the total minimum interval distance           and the ideal alternative distance is that Make it 

with          and is calculated from the following equation. 

 

 
8. Ranking of alternatives based on the amount  

The above rate is between                            It fluctuates. In this way                Represents 

the highest rating and                    Also represents the lowest rating. 

In the next step, the unbalanced matrix is formed by assuming the vector (W): 
W= {   ,       , … ,      }                              V     ,…,V     ,…V     

Unbalanced matrix: v =N, W    ×      =           ⋮            ⋮          ⋮ 
V     …, V     …V                                                                               

So that (N) is a matrix whose index scores are scalar and comparable, and W × - is a matrix of 

diagonals whose only principal elements are nonzero. 

In the next step, the ideal solution (      ) and the ideal negative solution (A) are obtained as 

follows: 

Ideal Positive Option: 
= (max           ∈  ), ( min                 ∈    ( l       = 1,2,…,      =       ,       , …      , … 

Ideal negative option: 
= (min            ∈), (max               ∈) l       = 1,2, …, =, , …      , …     

So that: 
=          = 1,2,…,  1  Options for optimal indicators 

=          = 1,2,…,  1   Options for optimal indicators 
In the next step, the intervals of each option are calculated with Euclidean ideals: 

The distance (i) of the ideal is positive: 
=     σሺ𝑉 − 𝑉ሻ      /     ;     i=1,2, …, m 
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Distance Option (i) of the negative Ideal: 
=     σሺ𝑉 − 𝑉ሻ      /     ;     i=1,2, …, m 

In the next step, relative proximity (A) to the ideal solution (CL*) is calculated as follows: 
* 

=   

        (           )          

Source: (Huang and Yun (1981), Wang et al. (2007), Asghar Poor (1377), Ren et al. (2007)). 

 

In this research, decision options in the decision matrix are the same elements of the service 

marketing mix, and indicators are, in fact, the same respondents to the question of determining 

the importance of service mixing factors. The options for choosing a mix of service marketing 

mix are listed in Table (6). 

 

Table (6) Selection Options Selection Marketing Services Mix 

 

 

 

 

 

 

 

 

 

 

The ranking of the elements of the service marketing mix is shown in Table :(7) 

 

Table (7): Results Ranking Elements of Marketing Services Mix 

 

 

 

 

 

 

 

 

 

The decision for each of the constituent elements of the marketing mix combined with their 

ranking is given in Table (8). 
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Table (8): Decision Making and Ranking Options of the Components Constituent Dimensions 

of Marketing Services for Hospitality Services in Chaharmahal & Bakhtiari Province 

Accordingly, the eighth hypothesis of the research is confirmed, that is, the order and 

importance of the factors forming the combination of marketing services in the hospitality 

industry of Chaharmahal and Bakhtiari province vary from customers' perspective based on the 

Tapis model. 
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Conclusions and suggestions 

The results of the study and analysis of the data by means of binomial test showed that: 

1 .Customers of the hotels are satisfied with the services offered by the hotels of three, four and 

five stars in Chaharmahal and Bakhtiari province and Tourism sample Area Bozoft Koohrang 

(Lawn Flower) Are satisfied. 

2 .The services provided are of a desirable quality regarding the dimensions of the marketing 

mix of services. But the results for the product agent showed that this factor is not desirable. 

Also, the dimensions and promotions of the marketing mix of hotel services in Chaharmahal 

and Bakhtiari province are of low quality. 

3 .The Quality of Services The dimensions of the marketing mix of hotel services offered by 

hotel managers and hotel experts are higher than the average, and this confirms the desirability 

of the quality level of services offered by hotel directors and experts. In this regard, the element 

of the process has the highest quality, followed by the product, promotion, individuals and 

physical evidence of the highest quality, and ultimately, the "mix of marketing services, ie the 

price and location of the least quality. 

4 .The results of data analysis and analysis with the help of the Mann-Whitney test showed 

that: only in the field of price and location, customer opinions, managers and experts are no 

different. But in other areas of marketing mix, there is a difference between the opinions of 

these two groups. In addition, there is a difference between the views of customers, managers 

and experts regarding the quality of services offered to hotel grade. 

5 .Other results show that there is a significant correlation between the quality of service 

provided in hotels and customer satisfaction. In addition, hotel customers' opinions about the 

quality of services offered vary according to the category of hotels. 

6. Experimental data and the results of the analysis of these data show that the hotel industry 

is experiencing increased competition, globalization, change and high customer turnover, 

increased customer revenues, and increased customer expectations. Meaning that hotel 

performance and competitiveness are significantly related to their ability to satisfy their 

customers' effectiveness and efficiency. 

 

suggestions 

Hotel managers are recommended to: 

1 .To achieve full customer satisfaction, use quality management systems to ensure customer 

satisfaction, requiring the formulation and implementation of certain rules, procedures, 

resources and structures, whose purpose is to ensure the achievement of the specified level of 

product quality Is material and immaterial. 

2 .Given that customers 'expectations about the services offered in hotels are higher than 

managers' perceptions of the services they provide to their customers. As a result, hotel 

managers must focus on the expectations of their customers. They need to get information 

about customer attitudes and seek to improve their service loopholes. Managers of 

Chaharmahal and Bakhtiari Province hotels should also seek to adapt their views to their 

customers in order to optimize the value that they offer to customers and experience the 

customer. And focus on customer relationship management activities to identify, attract and 

retain more customers. 

3 .It is suggested to managers to adapt themselves to the standards of the hotel in order to attract 

and retain more customers and to focus on customer relationship management activities and 

seek to adapt their views to their customers. In order to optimize the value that customers offer 

and customers experience. 

 

 



814 
 

4 .In order to better accommodate the views of managers and experts, more training should be 

given to hotel standards, and increase the awareness of hotel staff from the services they 

provide to customers. Managers should also pay attention to the fact that, as well as customer 

satisfaction, due to the fact that the host and guest relations are affected as an unforgettable 

experience, the satisfaction of employees is also of great importance. Hence, they are 

encouraged to provide their employees with sufficient facilities. And use enough promotional 

and incentive activities. They should have a lot of effort in selecting, evaluating, hiring and 

educating the best of people. 

5 .Given the results of using the method (topsis) and given that the blend has the first rank, 

managers should seek to concentrate when they go to the "marketing location" to locate hotel 

locations. To adapt the characteristics of the hotels, with the cultural characteristics of their 

place of deployment. They also need to pay more attention when designing hotels to other 

criteria such as public safety, transportation practices to reach tourist, recreational and 

entertainment spots, historic, and their combination with local and environmental features. 

Because these criteria provide customers with calm, comfort, and good experience, empirical 

marketing strategy for hotels is recommended. 

6 .Also, considering that the marketing mix of the price is in the last rank, it is recommended 

that managers be able to compete with prices at a lower cost. This will allow more customers 

to come to hotels, and as a result, it will increase the market share of hotels in the increasingly 

competitive hotel business environment. In general, for hotel mixing elements, hotel managers 

are encouraged to consider attractive and advanced design for hotel spaces such as lobbies, 

corridors, rooms, etc., and to give greater importance to customer service environments. Hence, 

the use of creative methods is very important. Accurate and speedy service delivery and close 

to international standards. Also, given that service delivery practices and responsiveness to 

customer complaints will increase confidence levels, managers will try to increase the 

accessibility of hotel services, and by upgrading facilities that bring more convenience and 

prosperity. For guests in the hotel rooms, they can maintain the level of serviceability and 

customer satisfaction in excess of their expectations. 

7. Hotel managers are advised to be very cautious about managing customer expectations of 

hotel services and developing quality performance levels in sectors where there is a gap and 

the use of quality dimensions identified by customers. At times, this leads to excessive 

advertising by hoteliers to increase customer expectations. In order to achieve the above goal 

and increase the impact of hotel performance, managers should seek to develop performance 

standards and support them with sufficient resources and facilities, and to this end, in order to 

reduce the inadequate communication among the staff, seek to create an appropriate 

organizational culture. In general, with the development of standards and quality of service, 

they will work efficiently along the green-friendly green hotel (Eco - Hotels). 
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