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Abstract

The subject of this research is guest experience in hotels. We started this research
with the initial hypothesis that individual aspects of hotel products and services
influence overall guest experience. The aim was to show which aspects of hotel products
and services have the strongest impact on guest satisfaction. Another aim was to find out
whether there is a difference between the periods before and during the Covid-19
pandemic where factors influencing guest satisfaction are concerned. Guest satisfaction
is one of the main goals of a hotel and its business philosophy. Numerous papers
investigating the attributes determining guest satisfaction are referred to in the literature
review. Data for this research was collected by analysing the 590 surveys sent to guests
following their stay in hotels during 2019 and 2021. Via these surveys, guests rated their
overall experience during their stay, as well as different individual categories related to
the stay. According to the results of the study, guestroom experience has the most
significant impact on overall guest experience. Therefore, hotel management should pay
attention to room attributes that could be a competitive advantage in differentiation
strategy. Cleanliness should be considered one of the most important room attributes, as
it now has a stronger impact on overall guest satisfaction than was the case before the
outbreak of Covid-19.

Key words: guest satisfaction, guest experience, hotels, evaluated categories,
hotel room, Covid-19

OAKTOPHU KOJU YTUYY HA CBEYKYIIAH JOXHNBJ/bAJ
I'OCTHJY XOTEJIA Y JYTOUCTOYHOJ EBPOIIA

Ancrpakrt

TIpeaMeT HCTpakMBama je HCKYyCTBO, OJHOCHO JOXHBJbaj TOCTHjY y XOTEIHMA.
[ToueBmm OJ1 XHUIIOTE3€ J1a l'leeJll/lHaqHI/l ACIIEKTHU XOTEJICKUX MPOU3BOJA U yCiIyra yTuiy
Ha YKyNaH JI0)KHBJbAj] TOCTH]y, [IHJb UCTPAXKUBaa je OHO Ja MpUKaXe KOjU acleKTH
XOTEJICKMX TPOM3BOAA M YCIyra MMajy Hajjauyd yTHLA] Ha 3aJJ0BOJCTBO TOCTH]Y.
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Takohe, b je ma ce MCTpPaXH Ja JIM MOCTOjH pa3inKa y NMEepHOANMA Ipe M TOKOM
Kosun 19 manmemuje y oqHocy Ha (hakTope KOjH yTHIY Ha YKYITHO 33JI0BOJBCTBO TOCTH-
jy. 3a710BOJBCTBO TOCTH]Y j€ jellaH O] HajBXKHUjHUX [UJHEBA XOTEIa U HHETOBE MOCIOBHE
¢mno3oduje. Y mperyieny Jmreparype Cy NpHKa3aHH OpOjHH PamoBH y KOjUMa Cy ce
UCTPAXUBAIH aTpUOYTH KOjU YTHUY Ha 330BOJBCTBO roctyjy. [logamm 3a oBo uctpaxu-
Bamk€ Cy NPHUKYIUbEHU aHATM3UpameM 590 ynuTHHKA KOjU Cy HOCIAaTH TOCTIMA HaKOH
BHUXOBOT 60opaBka y xotenuma TokoM 2019. u 2021. rogune. [TyTem oBUX yIUTHHKA rO-
CTH Cy OLICH-UBAIIM CBEYKYIaH JO0XKHBJbaj TOKOM OOpaBKa Y XOTely, Kao M pa3InduTe
HOojelMHAYHEe KaTeropyje IoBe3aHe ca OopaBkoM. IIpema pesynraTtiMa HCTpakHBamba,
JIO)KMBJbA] XOTEJCKe co0c MMa Haj3HAYajHUjU YTHIl] HAa YKYyNaH J0KUBJbAj OOpaBKa y
xoteny. [Ipema Tome, MeHariepy XxoTerna Ou Tpebao aa oOpare MaxKiky Ha aTpHOyTe XO-
TENCKHUX co0a Koju Ou Moryu fa Oyay KOHKYPEHTCKA MPEIHOCT y CTpaTeruju qud)epeH-
mupama. Yuctohy O Tpebamo cMarpaTd jeJHHM Of HajBKHUjUX aTpHOYTa XOTEJCKE
cobe, ¢ 003UpOM Ha TO J1a OHa Cajla MMa jadd YTUIAj Ha YKYITHO 33J0BOJECTBO HETO IITO
je To 6uo ciryyaj mpe nouetka Kosup 19 nangemuje.

KibyuHe peun: 3aJ0BOJBCTBO FOCTH]Y, JOKUBIbAj TOCTH]Y, XOTEIH, KATETOPHje 3
OLIEHBamLE, X0TeICKa coba, Kosua-19

INTRODUCTION

Guest satisfaction is a major objective of a hotel company. It de-
termines the company’s success in the hotel industry, because hotels can-
not compete effectively if they are not able to take responsibility in meet-
ing their guests’ expectations and creating special value for their guests.
Hotel management strives to build a successful relationship with hotel
guests in order to better understand them and in order to be able to satisfy
them. Satisfied guests are loyal to the hotel company, they typically in-
tend to re-use the hotel’s services in future, and they recommend the hotel
to others. The possibility of complaints is reduced if guests are satisfied.
Satisfied guests positively impact business growth and hotel revenue.
Guest surveys are used for measuring guest satisfaction. Hotel manage-
ment uses these surveys in order to gather information about the guests’
opinions on different service aspects. By analysing online reviews, hotel
managers can gain better insight into guests’ expectations. The term
‘guest satisfaction’ is often used in marketing, as a part of marketing
strategy. It is an inevitable part of strategic management.

Strategic management is a management process which involves the
organisation’s commitment to developing strategic plans, and their further
implementation. Business strategy includes identifying different ways for
achieving the company’s mission and goals. Tourism and hospitality
companies are faced with an increasingly changing, turbulent, and com-
plex environment and, therefore, it is of vital importance for them to ac-
cept and practice strategic management (Cerovié, 2020, pp. 112-113).

A successful strategy results in the continuous creation of a real
and unique value for customers. Continuous adjustment is essential in
creating new value for customers because otherwise there are no incen-
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tives for customers to buy services. Competitive, or differential, ad-
vantage is based on this fact (Milisavljevi¢ & Todorovi¢ 1991, p. 74).
Differentiation strategy is focused on achieving a competitive advantage
based on uniqueness and special value to consumers. Understanding con-
sumer needs and preferences is one of the key elements which lead to
successful differentiation. Focus should be placed on those characteristics
of products and services that are relevant to consumer preferences (Mili-
savljevi¢, 1999, pp. 269-270). Marketing strategy is necessary and desira-
ble in hospitality companies. Successful marketing strategies create inter-
est in consumers, which leads to sales and ensures resales. Managing cus-
tomer-seller interactions is the essence of a strategic approach in service
industries (Milisavljevi¢ & Todorovi¢, 2000, p. 218). Many authors ex-
plain satisfaction as the emotional reaction of consumers to the assess-
ment of the difference between their expectations and the actual product
and service performance. It is considered that comfort and satisfaction are
achieved if the consumer gets the right product or service in the right
place and at the right time. The best effects are achieved by creating a
new dimension of consumer satisfaction. Highly successful companies
raise expectations and give their consumers what they promise. These are
companies that strive for total consumer satisfaction (Milisavljevi¢, 2003,
pp. 41-43).

There is a strong need for hotel managers to have a clear
knowledge of factors which provide a distinctive value for guests. The
aim of this study is to discover which factors represent the strongest de-
terminants of overall service value and experience for hotel guests.

LITERATURE REVIEW

Hotel management faces one of its biggest challenges in aiming to
achieve and maintain guest satisfaction. Numerous studies show that fac-
tors such as cleanliness, price, security, location, employee service,
standardised service, aesthetics, image, and reputation are recognised as
determining. As an online platform where guests can evaluate specific
categories related to their stay, Booking.com can be used as a source in
measuring guest satisfaction (Radojevic et al., 2015). There are two major
approaches to research: the expectation-performance approach, which
measures guest expectations before and after their hotel stay; and the per-
formance-only approach, where focus is not placed on the guests’ expec-
tations prior to their stay, but on their opinions following their stay
(Moreno-Perdigon et al., 2021). According to Lewis (1987), quality is not
measurable. What can be measured is the difference between expectations
and perception, in terms of its existence or absence.

In their research, Vukosav et al. (2020) investigated the perceived
quality of hotel products and guest satisfaction in city hotels in VVojvodi-



146 J. Lonéar, S. Cerovié¢

na, and the results of their research indicated that hotels with high ratings
were estimated as being of higher quality in relation to four quality fac-
tors concerning the hotel-product (staff, facilities, restaurant, reception).

Petrovi¢ (2020) researched service quality and guests’ expectations
on a sample of mountain, spa and city hotels in Serbia, and concluded that
service is one of the most important aspects of a hotel. Hotel service qual-
ity can be measured by measuring different attributes. These attributes
can be tangible and intangible. Understanding guests’ expectations is cru-
cial for delivering high quality services. However, guests’ expectations
are different, depending on location.

Numerous tourism and hospitality studies suggest how important it
is to understand online guest reviews. Zhou et al. (2014) marked the
overall satisfaction score as a dependent variable in their study of hotel
reviews on the Agoda website. The independent variables were 23 de-
tailed attributes. These attributes were classified into the following cate-
gories: bi-directional attributes (those attributes are all remarkably differ-
ent in relation to the overall satisfaction score); satisfier attributes (those
by which the group that provided positive comments was remarkably
more satisfied); dissatisfier attributes (those attributes by which the group
that commented negatively was marked remarkably lower in overall satis-
faction); neutrals (the rest of the 6 attributes which had no remarkable
impact on the overall satisfaction scores).

Djeri et al. (2018) investigated the difference between the im-
portance and performance of particular hotel attributes. They concluded
that the quality of accommaodation attributes highly affected guest experi-
ence. Hotel management should keep guests satisfied, and make their stay
so pleasant that they would want to come back. This can be achieved if
management maintains the high performance of those hotel attributes
which are of importance to guests.

In their research, Torres et al. (2014) point out the strategic im-
portance of guest experience management exploring which key drivers
evaluated as components of guest experience have significant impact on
the overall evaluation. According to their findings, management should
create memorable experiences for their guests in order to make them
emotionally attached. It was also found that peak moments for guests sig-
nificantly influence their evaluation. Highlighting the aspects of emotion-
al engagement and peak moments, they present the concept of customer
delight as a strategic resource in competitiveness. In his research, Lock-
yer (2005) illustrates the complexity of the process of choosing accom-
modation, and concludes that managers should consider various variables
when they create their offer. Managers need to take into consideration
different triggers, which may be relevant for different market segments at
different times, and in different places. In his previous research, Lockyer
(2003) highlighted hotel cleanliness as one of the most important attrib-
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utes driving guest satisfaction. Knowing these attributes can help manag-
ers make both their short-term operational and long-term strategic deci-
sions.

Empirical research on the hospitality sector shows that different
authors analysed guest satisfaction from different points of view. In their
study, Nicolau et al. (2020) analyse hotel scores and emphasise the differ-
ences between scores with monetary components (value for money) and
those that consider non-monetary components (such as comfort, staff, lo-
cation, services, cleanliness, and Wi-Fi). Satisfied guests mostly cite in-
tangible attributes, like attention from hotel staff. On the other hand, dis-
satisfied guests tend to refer to material attributes, like furniture or deco-
ration. According to Akbaba (2005), it is complicated to define, deliver
and measure service quality due to the attributes characteristic of the hos-
pitality industry, such as imprecise standards, short distribution channel
and consistency, face to face interactions and fluctuating demand. It is of
vital importance for hotel management to be able to define service quali-
ty, and to identify the attributes of service quality, their relative im-
portance for guests, as well as the specific expectations of customers and
the dimensions of service quality crucial for their quality evaluations. In
his findings, Kozak (2002) concludes that multiple attributes impact
overall guest satisfaction, and that they are different from one customer
group to another. Bearing in mind the definition of satisfaction as the
feeling resulting from the comparison between the guest’s expectations
and the perceived service provided, Moreno-Perdigon et al. (2021) sug-
gest that satisfaction with a hotel stay is a sum of one’s satisfaction with
the individual attributes of all the products and services that create the
guest experience. In their research, Pullman et al. (2005) suggest that the
best way to acquire a complete understanding of guests’ feelings about a
hotel is to analyse the context of their comments in reviews. Guests’ feel-
ings are difficult to measure on a quantitative scale and, therefore, quali-
tative text analysis is an opportunity for hotel management to gain a full
understanding of guests’ emotional attachment. Padma & Ahn (2020) an-
alysed guest satisfaction in luxury hotels. They suggest that the analysis
of guest comments should be used to improve service. Their results prove
that room-related attributes such as cleanliness, view, attractiveness or
size, and staff-related attributes, such as employee service, are the most
important in determining guest satisfaction or dissatisfaction. Hecht &
Martin (2006) analysed the characteristics determining the choice of a
hostel and concluded that the top five preferences for respondents were:
cleanliness, location, personal service, security, and hostel services such
as internet and laundry facilities.

When guests are satisfied with their room or with the service pro-
vided by employees, they provide positive evaluation and online com-
ments. On the other hand, if guests are not satisfied with room-related at-
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tributes and service attributes, they evaluate their experience in the hotel
negatively. Manhas & Tukamushaba (2015) identify attributes that influ-
ence guest satisfaction and make the hotel meet the guests’ expectations.
Value for money is something that is highly demanded by guests where
the price and the quality of the services or products are concerned. Public
area and room cleanliness is shown to be an important determinant of
service quality. The variety of available food and drinks is considered to
be of great importance for evaluating service quality, along with the front
desk area where guests can gain relevant information about the hotel ser-
vices provided. According to Magnini et al. (2011), who investigated the
causes of costumer delight, customer service and cleanliness were two
major triggers of customer delight. Weaver & Chul (1993) researched the
service categories most important for business travellers when they select
a hotel. Their findings show that cleanliness was perceived as the most
important, with an average rate of 4.5 marked on a five-point scale.

The physical surroundings in which the service takes place are im-
portant for guest experience, since aesthetics and appearance affect guest
satisfaction. Bitner (1992) investigated the influence of the servicescape
on consumers and employees in service companies. According to him,
the term servicescape refers to the physical environment. He concludes
that service organisations can achieve their goals by carefully and crea-
tively managing the servicescape. Hoffman et al. (2003) researched the
possibilities of service recovery strategies when servicescape failures
arise. Servicescape failures are frequently related to cleanliness, and hu-
man interaction is needed for service recovery. Saleh & Ryan (1992) also
emphasise the importance of the tangible components of the hotel prod-
uct. Their research supports the argument that, in evaluating the hotel,
guests pay special attention to the interior and exterior appearance, and
the aesthetics of the hotel.

In service companies, the servicescape needs to be constantly eval-
uated and observed by management, because it is easier to manage and
control physical appearance than it is to manage and control staff. Man-
agers should control the cleanliness and hygiene of the facilities so as to
ensure that all spaces are clean and free of clutter. Furthermore, managers
should be conscious of the correlation between the consumers’ perception
of cleanliness and their perception of the service staff (Hooper et al., 2013).

In their research, Wakefield & Blodget (1996) analysed the effect
of the servicescape on consumers’ behavioural intentions. Many custom-
ers directly associate cleanliness with the quality of the servicescape. It is
essential for managers to not only work to prepare the servicescape prior
to the customers’ arrival but also control the servicescape and its cleanli-
ness throughout the stay. Vilnai-Yavetz & Gilboa (2010) presented simi-
lar findings, in which they emphasised the correlation between the clean-
liness of a servicescape and emotions of satisfaction. In their research,
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Vos et al. (2019) define perceived cleanliness and its dimensions in order
to develop the cleanliness perceptions scale. Their content analysis found
six concepts related to perceived cleanliness: clean, cleaning-staff behav-
iour, fresh, well-maintained, smooth, and uncluttered.

Since the outbreak of Covid-19, cleanliness has become the focus
of safe travelling. Guests have higher expectations related to health and
safety. Cleanliness is an essential factor for decision-making and health
risk perception. Expected cleanliness is even more important for guests
during a pandemic, since hotel rooms and facilities are shared with other
guests (Shin & Kang, 2020). In their study, Jiang and Wen (2020) suggest
that enhanced cleanliness and sanitisation processes can be promoted as
selling points during and after the pandemic. There may be a possibility
that there are guests willing to pay more for a higher level of cleanliness
and disinfection when they visit a hotel (Zemke et al., 2015). To guaran-
tee the guests’ safety, sales and marketing strategies for recovery empha-
sise health and cleanliness protocols across all property types (Heredia-
Colaco & Rodriguez, 2021). Crisis management on a macro level has
been researched extensively. Smart et al. (2021) researched risk manage-
ment strategies in a case study which examined how daily operations in
hotels were influenced by COVID-19, and how the hotel management
teams reacted to challenges at operational and strategic levels. In their re-
search, Hao et al. (2020) present a case study of Chinese hotels and their
risk management strategies for health risk reduction. Preliminary findings
show that sanitising protocols and procedures (hand sanitisers, wearing
masks and gloves, social distancing, limited number of customers, intensive
cleaning of high-touch areas) are expected by guests. Hotel managers
should be aware of the fact that guests need to perceive a low health risk — a
low probability of catching the Covid-19 virus during the hotel stay, and a
low emotional risk — guests should be reassured that they will still be able
to avoid stressful feelings during their stay, and feel happy and satisfied
despite the possibility of catching Covid-19 (Peco-Torres et al., 2021).

METHODOLOGY

Data was collected by analysing questionnaires designed by the
customer experience platform Medallial. The online questionnaires were
sent to guests by e-mail after their departure from four and five-star hotels
located in four cities in Southeast Europe: Belgrade, Ljubljana, Bucharest
and Sofia. A total of 591 questionnaires were analysed: 318 dating from
May 2019, and 273 dating from the period between May and October 2021.

The questionnaires consist of 3 general questions (gender, age, stay
purpose), and 9 questions by which guests are asked to evaluate different

L https://ihg.medallia.com
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categories related to their stay (overall experience, likelihood to recom-
mend, overall arrival experience, overall service, overall room experi-
ence, cleanliness, overall bathroom experience, overall food and beverage
experience, breakfast) on a 10 points rating scale.

Data description was shown as n (%), or median (range). The nor-
mality of the distribution of numerical data was assessed based on the
Shapiro-Wilk test and the appearance of histograms. The correlation be-
tween Overall experience and other variables was estimated using the
Spearman’s Rank correlation coefficient. Quantile regression was used to
model the relationship between the scores of Overall experience and oth-
er evaluated variables that were potential predictors.

Statistical hypotheses were analysed at the level of significance of 0.05.

Statistical data analysis was performed using IBM SPSS Statistics
22 (IBM Corporation, Armonk, NY, USA).

RESULTS

The total number of guests included in the research was 591. The
following table shows the characteristics of guests in terms of gender,
age, stay purpose, and the year in which they visited one of the aforemen-
tioned hotels.

Table 1. Characteristics of guests

Characteristics n (%)

Gender
Male 441 (74.6%)
Female 150 (25.4%)
Age category
18-34 84 (14.2%)
35-49 269 (45.5%)
50-64 187 (31.6%)
65+ 51 (8.6%)
Stay purpose
Business 299 (50.6%)
Leisure 292 (49.4%)
Year
2019 318 (53.8%)
2021 273 (46.2%)

(Authors’ analyses)

There were more male guests among the respondents (74.6%). In
terms of age, the majority of the respondents are between 35 and 49 years
old (45.5%). Business was the professed purpose of the stay in the
majority of the responses (50.6%). Of the total number of guests, 53.8%
of them visited the hotels in 2019, and 46.2% in 2021.
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The following table shows the categories that were evaluated in the
guestionnaires.

Table 2. Evaluated categories

Evaluated categories Median ~ Minimum  Maximum
Overall experience 9.00 1 10
Likely to recommend 10.00 1 10
Overall arrival experience 10.00 1 10
Overall service 10.00 1 10
Overall guestroom experience 10.00 1 10
Cleanliness 10.00 1 10
Overall guest bathroom experience 9.00 1 10
Overall food and beverage experience 9.00 1 10
Breakfast 9.00 1 10

(Authors’ analyses)

The range of scores was between 1 and 10. Guests rated all catego-
ries with high scores.

The variables do not have a normal distribution (Shapiro Wilk test,
p<0.001). Therefore, Spearman’s rank correlation coefficient and quantile
regression were used for correlation analysis. Overall experience is the
outcome variable. Quantile regression was used to model the correlation
between Overall experience and potential predictors.

The following table shows the correlations between the evaluated
Overall experience and other evaluated individual categories.

Table 3. Correlations between evaluated Overall experience
and other evaluated individual categories

Correlations with Overall experience 2019 2021 Total
. rho 0.829 0.861 0.844
Likely to Recommend p-value <0.001 <0.001 <0.001
Overall arrival experience rho 0.680 0.718 0.697
p-value <0.001 <0.001 <0.001
. rho 0.721 0.737 0.727
Overall service p-value <0.001 <0.001 <0.001
. rho 0.717 0.776 0.745
Overall guestroom experience pvalue <0001  <0.001  <0.001
. rho 0.585 0.707 0.642
Cleanliness p-value <0.001 <0.001  <0.001
. rho 0.585 0.642 0.611
Overall guest bathroom experience pvalue <0001 <0.001  <0.001
Overall food and beverage experience tho 0.607 0.649 0.628
p-value <0.001 <0.001 <0.001
rho 0.583 0.656 0.619

Breakfast p-value <0.001 <0.001  <0.001

(Authors’ analyses)
*rho — Spearman’s rank correlation coefficient
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When the Spearman coefficient is positive, the higher value of one
variable is related to the higher values of the other variables. There are
statistically significant correlations between all individual categories and
Overall experience evaluated in both 2019 and 2021. P-value is <0.001
for all categories. The Spearman coefficient is the highest for the category
Overall guestroom experience, if the category Likely to recommend is
excluded. As is, the category Likely to recommend was not taken into
consideration. The Spearman coefficient was higher for all categories in
relation to 2021 than in relation to 2019, and the biggest difference was
evident in the category of Cleanliness.

All potential predictors of Overall experience are included in the
multivariate quantile regression model. The results are shown in the
following table.

Table 4. Predictors of overall experience

Parameter B p-value
Overall arrival experience 0.143  <0.001
Overall service 0.357  <0.001
Overall guestroom experience 0.429 <0.001
Cleanliness <0.001 1.000
Overall guest bathroom experience <0.001 1.000
Overall food and beverage experience <0.001 1.000
Breakfast 0.071  <0.001

(Author’s analyses)

Statistically significant predictors of higher values of overall
experience are: higher Overall arrival experience (B = 0.143; p <0.001),
higher Overall service (B = 0.357; p <0.001), higher Overall guestroom
experience (B = 0.429; p <0.001) and higher rate of Breakfast (B = 0.071;
p <0.001). The variable Overall guestroom experience has the highest B
coefficient. This variable also had the highest value of Spearman’s
correlation coefficient.

DISCUSSION AND CONCLUSION

Guest experience and guest satisfaction are among the most
important concerns of hotel management. A hotel cannot be successful
without satisfied guests who are willing to come back and be the source
of positive word-of-mouth. This study’s main objective was to discover
whether there was any specific category that guests evaluated after their
stay which could be considered the most influential factor determining
overall guest experience. The results showed that all the categories the
guests evaluated in feedback questionnaires (Overall arrival experience,
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Overall service, Overall room experience, Cleanliness, Overall bathroom
experience, Overall food and beverage experience, Breakfast) had a
statistically significant impact on overall experience. Therefore, hotel
management should think of all service aspects, from check in, through
cleanliness, room and bathroom experience, and food and beverage, as
factors influencing overall experience. However, Overall guestroom
experience had the most statistically significant correlation with Overall
experience. Hence, management of rooms should constantly work on
improving the main hotel product — the rooms. Future studies could focus
on exploring, in more detail, the room attributes which impact guest
satisfaction and experience the most. This study is also limited by the fact
that guest feedback was obtained upon the guests’ departure and by e-
mail, instead of in person during their stay, at the moment of experiencing
the hotels’ services and facilities. Furthermore, this research was
restricted to four and five-star city hotels — the range of hotels considered
could be expanded in future research.

Another aim of this research was to find out whether there were dif-
ferences in the correlations between the evaluated categories before and dur-
ing the Covid-19 period. Although there were statistically significant corre-
lations between individual categories and Overall experience, the Spearman
coefficient was higher for all categories in relation to 2021 than in relation to
2019, and the biggest difference was in the category of Cleanliness. The rea-
son for the higher values of the Spearman coefficient in 2021 may be that
hotels provided a better service than before the outbreak of Covid-19 in an
attempt to recover business. Alternatively, guests were more satisfied be-
cause travel restrictions were gradually being lifted. These assumptions
could be tested in future research. As far as cleanliness is concerned, it is ev-
ident that cleanliness became more important for guests during the Covid-19
period than it had been before. The impact of cleanliness on overall satisfac-
tion was stronger than it had been before. Having in mind that guests have
higher expectations, management should consider hotel cleanliness an inevi-
table part of service quality, as well as a room attribute that is among the
most important for overall room experience.

Guest satisfaction analysis is extremely useful in order to recognise
the most important aspects of a company’s performance which contribute
to guest satisfaction.
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PAKTOPU KOJU YTUYY HA CBEYKYIIAH JOXHNUBJbAJ
IroCTUJY y XOTEJIMMA Y JYTOUCTOYHOJ EBPOIIN

JoBana Jlonuap, Ciio60oaan Yepouh
Yuusepsurer Cunrunynym, beorpan, Cpouja

Pe3ume

Kako je 3amoBosbCcTBO Kymama jejaH oJf OCHOBHHX IMJbEBa CBAKE OpPraHU3alHje U
CHE MOCIOBHE (prito30duje, TaKo je 3a10BOJHCTBO TOCTH]Y TIAaBHHU LIUJb XOTEJICKE KOM-
naHuje. MeHaIMeHT XOTela HACTOj! Jla M3TPajd YCIIeaH OJHOC Ca TOCTUMA Kako O
ux 0oJpe pa3yMeo W Kako OM MOTao Jia OATOBOPH Ha HUXOBE MoTpede. 3aJ0BOJFHH TO-
CTH Cy JIOjaJIHU U TUIMUYHO uenhe uMajy HaMmepe Ja yoyayhe OHOBO KOPUCTE XOTENICKe
yCIIyre u XOTel Ipenopydyjy ApyruMa. AHKETe FOCTHjy Ce KOPHCTE Kao €0 MapKETHHT
CTpaTeruje 1 CTpaTeruje yrnpasibarma 3a MEpere 3aJJ0B0JbCTBA TOCTH]Y, KaKo OU ce IpH-
KyIie HHpOopMalje 0 MUILJBEHY TOCTHjy O Pa3INYUTHM aclleKTUMa YCIyre U CTeKao
00JbH yBUZ y OYEKHBAFKa TOCTHjY. Y OBOM paiy aHAIW3UPAaHU Cy YIUTHHUIH KOJH Cy
MOCTIaTH TOCTHMa HAaKOH HHXOBOT OOpaBKa y XOTENMMa ca YeTHPH 3BE3/UNE Y YETHPU
pazmmauTa rpaga y Jyroucrounoj EBporm: Beorpany, Jbyossanu, Coduju u Bykypemry,
tokoM 2019. 1 2021. romune. ['octu ¢y y ynutHHIMMa Ha ckand ox 1 1o 10 omemuBamu
pa3iuunTe MOjeANHAYHEe YCIyre y XOTelly, Kao M CBEYKYIaH JIOKUBJbA] TOKOM OOpaBKa.
Ilup je O6wo na ce MCTpaky KOjH MOjeqMHAa4YHH (GakTOpH Haj3HA4YajHUje YTHUy Ha
YKYITHO 33JJOBOJGCTBO OOPAaBKOM Y XOTely, Kao M Jia JIM MOCTOjH Pa3jvKa y MepHoumMa
npe u TokoM nannemuje Kosun 19. Kateropuje koje Cy roctd oLeHUBAIM Cy: YKyNaH
TOKUBJBAj, CEPBHUC, JJONA3aK, coda, Kynaruio, yncroha, XxpaHa u mihe, nopydak. [loma-
II¥ Cy CTaTHCTUYKH aHAIM3MpaHu Ha ocHOBY 590 y3opaka. Pesynratu cy mokazamm na
HajBehin yTHIIaj Ha YKyTIaH JOKUBIbAj IMa 33J0BOJBCTBO XOTeJckoM cobom. I1Ito ce Tu-
4e yrmopeaHe aHaju3e 1moiaraka Koju ce ogaoce Ha 2019. u 2021. roguHy, pe3yaratu cy
MoKa3any Jia je Kopesanuja u3Mely CBHX MOjeAMHAYHHUX KaTeropja U yKyIHOT JI0-
xuBsbaja Beha y 2021. roauny, a HajBeha 3a xateropujy uncrohe. OBo ce Moxe 00ja-
CHUTH BakHOIINY uncTohe TOKOM HaHAeMHuje. MeHaMEHT XOTela MOXe Ja NPUMEHH
pe3yJrare UCTpaXkHBamba MPUJINKOM CTPATErHjCKOT TUIAaHUPakbha U YIIPaBibaba KBaIUTe-
TOM IPOM3BOJIA 1 yciyra. Pesynraty Takohe Mory Hahw mpiMeHy y Kpenpamy HOHyIe 1
CTBapamy KOHKYPEHTCKE IIPETHOCTH.
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