IZVORNI ZNANSTVENI RAD ORIGINAL SCIENTIFIC PAPER
UDK: 338.486.22
JEL classification: L83

Ovidiu Ioan MOISESCU *
Oana Adriana GICA ™

ISTRAZIVANJE KVALITETE USLUGA I NJEZIN UTJECAJ NA POTENCIJANU
VJERNOST KUPCA U TRADICIONALNIM TURISTICKIM AGENCIJAMA

AN INVESTIGATION OF SERVICE QUALITY AND ITS IMPACT ON
CUSTOMER ATTITUDINAL LOYALTY IN TRADITIONAL TRAVEL AGENCIES

SAZETAK: Vijernost kupca i faktori koji je odreduju u posljednjih nekoliko desetljeca klju¢ne su
teme u literaturi o marketingu i menadZmentu u turizmu i destinacijama i temeljito se istraZuju. Medutim,
utjecaj kvalitete usluge na vjernost kupca u podrucju distribucije turistickih proizvoda u literaturi se rijetko
istice. Ovo istrazivanje ima za cilj opisati utjecaj kvalitete usluga tradicionalnih turisti¢kih agencija na po-
tencijalnu vjernost kupaca u Rumunjskoj i dio je veceg istrazivanja koje analizira utjecaj percipiranih kom-
ponenata drusStvene odgovornosti na kupaca. Provedena je online anketa na uzorku od 286 rumunjskih
gradana koji su od tradicionalnih turistickih agencija kupili putni¢ke usluge i turisticke aranzmane. Za
ocjenjivanje kvalitete usluge indikatori iz modela SERVQUAL prilagodeni su za specifi¢ne potrebe ovog
istrazivanja, a ponovna kupnja usluga i namjera preporuke agencije upotrebljene su kao mjere potencijalne
vjernosti. Rezultati su pokazali da, premda svaka dimenzija kvalitete usluge ima znaCajan i pozitivan utje-
caj na potencijalnu vjernost, opipljivost na nju ima najmanji, a pouzdanost najveci utjeca;.

KLJUCNE RIJEUCI: kvaliteta usluge, SERVQUAL, potencijalna vjernost, turisticka agencija

SUMMARY: Customer loyalty and its determining factors have been key issues in the tourism and
destination marketing and management literature, being extensively studied over the past decades. However,
the impact of service quality on customer loyalty in the tourism distribution sector has been scarcely empha-
sized in the literature. The current research is aimed at depicting the impact of traditional travel agencies’
service quality on their customers’ attitudinal loyalty, according to evidence from Romania, and is part of
a larger study directed at analyzing the impact of perceived social responsibility components on customer
loyalty. An online survey was conducted among a sample of 286 Romanian citizens who had purchased
travel services or packages from traditional travel agencies. For the purpose of assessing service quality the
SERVQUAL items were adapted to our specific case, while repurchase and recommendation intention were
used as measures of attitudinal loyalty. Results showed that although each service quality dimension has
a significant and positive impact on attitudinal loyalty, tangibles can be emphasized as having the lowest
impact, while reliability can be depicted as having the most relevant effect.
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1. UVOD

UsluZni sektor, a osobito putovanja i tu-
rizam, postaju sve vazniji u globalnoj eko-
nomiji. Prema Svjetskom vijecu za putovanja
i turizam - WTTC (2013a), putovanja i turi-
zam u 2012. rasli su brze od drugih usluz-
nih sektora poput proizvodnje, maloprodaje,
financijskih usluga i komunikacija, Cineci
9% svjetskog BDP-a. U Rumunjskoj putova-
nja i turizam u 2012. godini €inili su 5,1%
BDP-a, a 5,7% ukupno zaposlenih radilo je
u turizmu, ukljucujuéi i one na poslovima in-
direktno vezanima uz njega (WTTC, 2013b).
Nadalje, izvoz ostvaren 2012. godine kroz
turizam iznosio je 3,1% ukupnog izvoza, dok
su ulaganja u tom sektoru predstavljala 7,6%
ukupnih ulaganja u rumunjskom gospodar-
stvu. Razvoj turizma u posljednjim desetlje-
¢ima, kao i predvidanja njegovog buduceg
razvoja, povecali su njegovu privlacnost i
konkurentnost.

PruZanje visokokvalitetne usluge opceni-
to predstavlja klju¢nu odrednicu konkuren-
tnosti i uspjeha u usluznom sektoru (Lewis,
1989), a osobito u podsektoru turizma i puto-
vanja (Fick i Ritchie, 1991). Prema Berry et
al. (1988), kvaliteta usluge postala je vaznim
diferencijatorom, najmoc¢nijim konkurent-
skim oruZzjem kojeg veCina usluZnih orga-
nizacija nastoji imati. Prethodna istrazivanja
pokazuju da visoka razina kvalitete usluga
moze rezultirati povecanim zadovoljstvom
klijenata (Johns et al., 2004), a kvaliteta us-
luge i zadovoljstvo klijenata znacajno utjecu
na vjernost klijenata (Cristobal et al., 2007
Cronin et al., 2000; Imrie et al., 2000). Na-
dalje, zahvaljuju¢i efektu krivulje iskustva
veca je vjerojatnost da e lojalni, a ne povre-
meni klijenti, kupiti dodatne usluge, pozitiv-
no govoriti drugima o primljenoj usluzi, pla-
titi viSu cijenu i biti bolje usluzeni (Reichheld
i Sasser, 1990).

Vjernost klijenata i njezini determinira-
juci faktori glavna su tema u literaturi o mar-
ketingu i menadzmentu turizma i destinacija

1. INTRODUCTION

The service sector and especially the trav-
el and tourism industry (TTI) are becoming
more and more important in the global econ-
omy. According to WTTC (2013a), the TTI
grew faster in 2012 than other service sectors
such as manufacturing, retail, financial ser-
vices, and communication, contributing with
around 9% to the world GDP. In Romania,
the TTI contributed in 2012 with 5.1% to the
GDP, and with 5.7% to the total employment,
including jobs indirectly supported (WTTC,
2013b). Moreover, visitor exports generated
3.1% of the total exports in 2012, while in-
vestments in this sector represented 7.6% of
the total investment in Romania’s economy.
TTI developments in the last decades, as well
as the predictions regarding its future devel-
opment, have increased its attractiveness, as
well as its competitive level.

Providing a high level of service quality
represents a critical determinant of compet-
itiveness and success in the service sector,
in general (Lewis, 1989), and in the tourism
and travel sub-sector, in particular (Fick and
Ritchie, 1991). According to Berry et al.
(1988) service quality has become the great
differentiator, the most powerful competitive
weapon most service organizations strive to
possess. Previous research suggests that high
service quality can result in improved cus-
tomer satisfaction (Johns et al., 2004), while
service quality and customer satisfaction are
significant determinants of customer loyalty
(Cristobal et al., 2007; Cronin et al., 2000;
Imrie et al., 2000). Furthermore, loyal cus-
tomers are more likely than short-term cus-
tomers to buy additional services, spread fa-
vorable word-of-mouth communication, pay
a higher price, and be served more efficiently
due to the experience curve effect (Reichheld
and Sasser, 1990).

Customer loyalty and its determining
factors have been key issues in the tourism
and destination marketing and management
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1 detaljno se proucavaju posljednjih nekoliko
desetljeca. Medutim, utjecaj kvalitete usluge
na vjernost kupaca u sektoru distribucije tu-
ristickih usluga u literaturi se rijetko nagla-
Sava. lako postoje mnoge studije o kvaliteti
usluga, zadovoljstvu i vjernostii u nekoliko
industrija vezanih uz turizam i putovanja,
poput avioprijevoza i hotelske industrije,
istrazivanja ovog problema kod turistickih
agencija relativno su rijetka (Katircioglu et
al., 2012), a nekoliko autora naglasava da se
kvaliteta usluga turistickih agencija rijetko
javlja kao tema istrazivanja (Fache, 2000;
Ryan i CIliff, 1997). StoviSe, prema naSim
saznanjima, istrazivanja u tom podrucju na
podacima iz Rumunjske izuzetno su rijetka.

Ovo istrazivanje ima za cilj opisati utje-
caj kvalitete usluga tradicionalnih turistickih
agencija na potencijalnu vjernost njihovih
klijenata na podacima iz Rumunjske. Ono
¢ini dio veceg istrazivanja kojemu je namje-
ra analizirati utjecaj percipiranih kompo-
nenti druStvene odgovornosti na klijenata.
U kontekstu Sireg istrazivanja, krenulo se od
pretpostavki da poboljSanje kvalitete usluga
predstavlja temeljnu komponentu druStvene
odgovornosti turistiCkih tvrtki te da je vjer-
nost klijenata kljucna za odrzivost tih tvrtki.

Kvaliteta usluge i korporacijska drus-
tvena odgovornost, kao temeljni koncepti u
poslovanju, ¢vrsto su medusobno povezane
te mnogi istrazivaci kvalitetu proizvoda/
usluge smatraju sastavnim dijelom korpo-
racijske drustvene odgovornosti. Tako su
Maignan et al. (1999) korporacijsku drus-
tvenu odgovornost odredili i izmjerili kao
multidimenzionalni konstrukt koji ukljuCuje
1 kvalitetu proizvoda/usluge kao najvaZzniji
element ekonomskih prava gradana, dok su
Mandl i Dorr (2007) poboljSanje kvalitete
proizvoda/usluge ubrojili medu specificne
trzi$no orijentirane aktivnosti u sklopu kor-
poracijske drustvene odgovornosti. Singh i
Bosque (2008) takoder definiraju korporacij-
sku druStvenu odgovornost kao slozeni mul-
tidimenionalni konstrukt koji ukljucuje odr-
zavanje dobre kvalitete proizvoda/usluge kao

literature, being extensively studied over the
past decades. However, the impact of service
quality on customer loyalty in the tourism
distribution sector has been scarcely empha-
sized in the literature. Even though there are
many studies on service quality, satisfaction
and loyalty in several tourism and travel re-
lated industries such as airlines and hotel
industries, research on travel agencies re-
garding these issues is rather limited (Katir-
cioglu et al., 2012), several authors empha-
sizing that travel agencies’ service quality is
a rather rare research theme (Fache, 2000;
Ryan and Cliff, 1997). Moreover, to the best
of our knowledge, research in this field with
evidence from Romania is extremely scarce.

The current research is aimed at depict-
ing the impact of traditional travel agencies’
service quality on their customers’ attitudi-
nal loyalty, according to evidence from Ro-
mania, and is part of a larger study directed
at analyzing the impact of perceived social
responsibility components on customer loy-
alty. In the wider research context, we adopt-
ed the premises that improving service qual-
ity is a fundamental component of the social
responsibility of tourism businesses, and that
customer loyalty is essential for the sustain-
ability of these businesses.

Service quality and corporate social re-
sponsibility (CSR), as fundamental business
concepts, are strongly connected, many re-
searchers regarding and conceptualizing
product/service quality as a constituent of
CSR. Thus, Maignan et al (1999) concep-
tualized and measured CSR as a multi-di-
mensional construct, including the quality of
products/services as an essential element of
economic citizenship, while Mandl and Dorr
(2007) placed improving the quality of prod-
ucts/services among specific market-orient-
ed CSR activities. Singh and Bosque (2008)
also defined CSR as a complex multi-dimen-
sional construct, including the maintenance
of good products/services quality as an
important element of commercial respon-
sibility of companies, while Brunk (2010)
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vaznog elementa komercijalne odgovornosti
tvrtke. Brunk (2010) na slican nacCin definira
korporacijsku druStvenu odgovornost pa te-
meljne elemente odgovornosti tvrtke prema
klijentima, kao najvaZnijim dionicima, ¢ine
kvaliteta proizvoda/usluge i sluzba za kori-
snike. PoboljSanje kvalitete usluge i pruzanje
visoko kvalitetne usluge, u okviru drusStvene
odgovornosti turistickih tvrtki, mogu gene-
rirati dugotrajni odnos s vaznim dionicima
(Blesi¢ et al., 2011) medu kojima su najvaz-
niji kupci, a vjernost klijenata je klju¢na za
odrZzivost turistickih tvrtki jer se njome osi-
guravaju stabilni i predvidljivi prihodi.

U ovom se radu tradicionalna turisticka
agenciju definira kao ona koja ve¢inom radi
offline, smjeStena je na fizickoj lokaciji, oso-
blje komunicira izravno s klijentima, ima
tiskane ugovore i informativne/promotivne
materijale itd. Posljednjih godina online turi-
sticke agencije imaju visoku stopu globalnog
rasta, a trziSta online turistickih agencija u
Sjedinjenim Drzavama, zapadnoj Europi, Ja-
panu, Australiji, Novom Zelandu i Singapu-
ru veC su dosegla zrelost. Medutim, u ve€ini
turistickih agencija u Rumunjskoj jo$ uvijek
prevladava offline poslovanje zbog toga Sto
turisticke aranzmane mogu kreirati i/ili pro-
davati samo tvrtke koje zadovoljavaju veoma
stroge nacionalne propise i imaju obaveznu
licencu koju izdaju drzavne vlasti, a online
placanja jo§ uvijek imaju nisku stopu pene-
tracije u usporedbi sa zapadnom Europom
ili drugim srednjeeuropskim i istocnoeurop-
skim zemljama. Usto, online prodaja putnic-
kih usluga i turistickih aranZmana predstav-
lja relativno novi poslovni koncept, kako za
rumunjske kupce tako i za turisticke agenci-
je, arumunjske vlasti tek od 2011. licenciraju
agencije koje rade isklju€ivo online.

2. PREGLED LITERATURE

Kvaliteta je globalni koncept koji se moze
primijeniti na najraznovrsnije entitete, uklju-
¢ujuci one specificne za putovanja i turizam
(poput turistickih destinacija, pruZatelja

similarly conceptualized CSR, including
product/service quality and customer service
as fundamental elements of companies’ re-
sponsibilities towards consumers, as prima-
ry stakeholders. Improving service quality
and providing high quality services, as part
of the social responsibility of tourism busi-
nesses, can generate long term relationships
with important stakeholders (Blesi¢ et al.,
2011), among whom customers are the most
important, customer loyalty being essential
for the sustainability of tourism business, as-
suring consistent and predictable revenues.

In the current research a traditional trav-
el agency is conceptualized as one having a
predominant offline activity, based on phys-
ical locations, staff directly interacting with
customers, printed contracts, informational/
promotional materials etc. Even though on-
line travel agencies have witnessed high rates
of global growth over the past years, while
online travel markets in the United States,
Western Europe, Japan, Australia, New Zea-
land and Singapore have already matured
(Vinod, 2011), most travel agencies in Roma-
nia still have a predominant offline activity
due to the fact that in Romania travel packag-
es can only be created and/or sold by compa-
nies which are subject to very strict national
regulations and mandatory licensing by pub-
lic authorities, while online payments still
have a low penetration rate as compared to
Western European or other Central and East-
ern European countries. Moreover, online
selling of travel services and package tours
is a rather new business concept for both
Romanian consumers and travel agencies,
while agencies with exclusive online activi-
ty are licensed by the Romanian state only
from 2011.

2. LITERATURE REVIEW

Quality is a global concept that can be
applied to a large variety of entities, includ-
ing those specific to the TTI (such as tour-
ist destinations, accommodation providers,
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usluga smjestaja, aviokompanija, turistickih
agencija itd.), a kvaliteti usluge u turistickom
sektoru u posljednjih se deset godina po-
svecuje sve veca paznja (Shahin i Janatyan,
2011). Kako je ve¢ navedeno, kvaliteta uslu-
ge predstavlja kljucan faktor konkurentnosti
i uspjeha (Lewis, 1989), osobito u sektoru
turizma (Fick i Ritchie, 1991). O konceptu
kvalitete usluga joS uvijek se vode rasprave u
literaturi. Vjerojatno jedan od najSire prihva-
Cenih pristupa konceptu kvalitete usluge je
onaj Parasuramana et al. (1988) koji smatra-
ju da je kvaliteta usluge klijentova prosudba
sveukupne izvrsnosti i superiornosti nekog
entiteta, stav povezan sa zadovoljstvom, ali
ne i istovjetan s njime, koji proizlazi iz uspo-
redbe ocekivanja i precepcije djelotvornosti.
Drugi Siroko prihvaceni pristup smatra da je
kvaliteta usluge mjera u kojoj usluga zado-
voljava potrebe ili o¢ekivanja klijenta (Lewis
i Mitchell, 1990; Dotchin i Oakland, 1994,
Wisniewski i Donnelly, 1996).

Druga tema rasprava u literaturi je i pro-
blem mjerenja kvalitete usluge. Kvaliteta us-
luge tradicionalno se moZze mjeriti ocjenjiva-
njem razlike izmedu klijentovih oCekivanja u
pogledu usluge i njegove percepcije dobivene
usluge; ako su ocekivanja veca od percep-
cije dobivene usluge, kvaliteta usluge nije
zadovoljavajuca i u klijenta se javlja nezado-
voljstvo (Parasuraman et al., 1985; Lewis i
Mitchell, 1990). SERVQUAL (Parasuraman
et al., 1985, 1988) se smatrao i jo$ uvijek se
smatra najpopularnijim modelom ocjenji-
vanja kvalitete usluge. U svojem prvotnom
obliku model se sastojao od deset dimenzija
kvalitete (opipljivi elementi, pouzdanost, su-
sretljivost, kompetentnost, ljubaznost, povje-
renje, kredibilitet, sigurnost, pristupacnost
i razumijevanje). Kasnije je broj dimenzija
smanjen na njih pet: opipljivi elementi (fi-
zicki objekti, oprema i izgled osoblja), po-
uzdanost (sposobnost da se obetana usluga
pruzi pouzdano i tocno), susretljivost (spre-
mnost da se klijentima pomogne i da im se
promptno pruzi usluga), povjerenje (znanje
1 pristojnost zaposlenika te njihova sposob-
nost da zadobiju povjerenje) te suosjecajnost

airline companies, travel agencies etc.),
service quality in the tourism sector gain-
ing increased attention over the last decade
(Shahin and Janatyan, 2011). As stated be-
fore, service quality represents a critical fac-
tor of competitiveness and success (Lewis,
1989), especially in the tourism sector (Fick
and Ritchie, 1991). The concept of service
quality is still a matter of debate in the lit-
erature. Probably one of the most widely
adopted approaches regarding the concept
of service quality comes from Parasuraman
et al. (1988) who state that service quality is
the consumer’s judgment about an entity’s
overall excellence or superiority, an attitude,
related but not equivalent to satisfaction, re-
sulting from a comparison of expectations
with perceptions of performance. Another
widely adopted approach regards service
quality as the extent to which a service meets
customers’ needs or expectations (Lewis and
Mitchell, 1990; Dotchin and Oakland, 1994;
Wisniewski and Donnelly, 1996).

The issue of measuring service quality
is another matter of debate in the literature.
Service quality can be traditionally measured
by evaluating the gaps between customers’
expectations regarding the service and, re-
spectively, their perceived performance of the
service; thus, if expectations are greater than
perceived performance, service quality is less
than satisfactory and hence customer dissat-
isfaction occurs (Parasuraman et al, 1985;
Lewis and Mitchell, 1990). SERVQUAL
(Parasuraman et al.,, 1985, 1988) has been
and still is considered the most popular mod-
el for service quality evaluation. In its initial
form, the model included ten quality attri-
butes (tangibles, reliability, responsiveness,
competency, courtesy, assurance, credibility,
security, access, and understanding), these
dimensions being later reduced to five: tan-
gibles (physical facilities, equipment and
appearance of personnel), reliability (ability
to perform the promised service dependably
and accurately), responsiveness (willingness
to help customers and provide prompt ser-
vice), assurance (knowledge and courtesy of
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(brizna 1 individualizirana paZnja koju tvrt-
ka pruza svojim klijentima). Kako je model
SERVQUAL bio izloZen kritici, razvijeni su
i drugi modeli za ocjenjivanje kvalitete us-
luge, osobito 1990.-ih. Neki od njih privukli
su puno paznje, kako u teorijskom tako i u
prakticnom kontekstu (Rust i Oliver, 1994;
Cronin i Taylor, 1994; Brady i Cronin, 2001).
Tako su Rust i Oliver (1994) razvili model
sastavljen od tri komponente, zasnovan na
klijentovoj percepciji interakcije klijenta i
zaposlenika, okoli$u pruzanja usluge te isho-
du usluge. Cronin i Taylor (1994) razvili su
SERVPERF model (po komponentama sli-
¢an modelu SERVQUAL) smatrajuci da nije
potrebno mjeriti klijentova ocekivanja, dok
su Brady i Cronin (2001) predlozili model
zasnovan na klijentovoj evaluaciji okoliSa us-
luge, ambijentalnih uvjeta, izgleda objekata i
drustvenih turistickih faktora.

Vecina istrazivanja koja su ocjenjivala
kvalitetu usluge kod turisti¢kih agencija upo-
trijebila je model SERVQUAL i konceptua-
lizaciju kvalitete usluga pomocu jaza izmedu
ocekivanja i percepcije (Johns et al., 2004;
Lam i Zhang, 1999; Ryan i Cliff, 1997) te
se SERVQUAL pokazao prikladnim i po-
uzdanim modelom mjerenja za tu namjenu
(Bigné et al., 2003). Medutim, na mjernom
instrumentu obi¢no je trebalo napraviti ne-
koliko izmjena kako bi ga se prilagodilo spe-
cifitcnom slu€aju turistic¢kih agencija. Tako
su Lam i Zhang (1999) koristili modificirani
model SERVQUAL za istrazivanje turistic-
kih agenata u Hong Kongu i u obzir su uzeli
pet faktora: pouzdanost, susretljivost i po-
vjerenje, suosjecanje, resurse i korporacijski
imidZ te opipljivost. U drugom istraZivanju,
koje se bavilo turistickim agencijama na
Novom Zelandu, Ryan i Cliff (1997) izmi-
jenili su model SERVQUAL na nacin da su
elemente kvalitete usluge grupirali u tri em-
pirijske dimenzije: povjerenje, pouzdanost i
opipljivost. Caro i Garcia (2008) su u svrhu
ocjenjivanja kvalitete usluga kod turistickih
agencija u Spanjolskoj elemente kvalitete
grupirali u tri znatno razli¢ite komponen-
te: osobna interakcija (ponaSanje, strucnost,

employees and their ability to inspire trust
and confidence), and empathy (caring and in-
dividualized attention that the firm provides
to its customers). Due to several criticism
issues regarding SERVQUAL, other mod-
els for service quality assessment were de-
veloped, especially during the 90s, some of
them gaining considerable attention, both in
theoretical and practical contexts (Rust and
Oliver, 1994; Cronin and Taylor, 1994; Brady
and Cronin, 2001). Thus, Rust and Oliver
(1994) developed a three-component model
based on customers’ perceptions regarding
customer-employee interaction, service en-
vironment, and service outcome, Cronin and
Taylor (1994) developed the SERVPERF
model (similar to SERVQUAL in terms of
components), the authors arguing that it is not
necessary to measure customer expectations,
while Brady and Cronin (2001) suggested a
model based on customers’ evaluations of
the service environment, ambient conditions,
facility design, and social factors.

Most of the studies that have assessed
service quality in the case of travel agencies
have used the SERVQUAL model and its
specific gap score evaluations (Johns et al.,
2004; Lam and Zhang, 1999; Ryan and CIliff,
1997), SERVQUAL being proven as an ap-
propriate and reliable measurement model in
this case (Bigné et al, 2003). However, sev-
eral adaptations usually had to be made to
the measuring instrument in order to make
it more appropriate for the specific case
of travel agencies. Thus, Lam and Zhang
(1999) used a modified SERVQUAL model
for the case of travel agents in Hong Kong,
considering five factors: reliability, respon-
siveness and assurance, empathy, resourc-
es and corporate image, and, respectively,
tangibility. In another research focused on
travel agencies in New Zealand, Ryan and
CIiff (1997) altered the SERVQUAL model
by grouping service quality items into three
empirical dimensions: reassurance, reliabil-
ity, and tangibles. Caro and Garcia (2008),
in order to assess service quality in the case
of travel agencies from Spain, grouped qual-



Ovidiu Ioan Moisescu, Oana Adriana Gica: Istrazivanje kvalitete usluga i njezin utjecaj na potencijanu...

137

rjeSavanje problema), fizicki okoliS (oprema,
ambijentalni uvjeti) i ishod (vrijeme Ceka-
nja i ponaSanje). Luk (1997) je, nakon Sto je
istrazio koji nacini grupiranja elemenata naj-
bolje odrazavaju razinu kvalitete usluga turi-
stickih vodica u Hong Kongu, zaklju€io da je
najprikladnija klasi¢na struktura sastavljena
od pet dimenzija (opipljivost, susretljivost,
povjerenje, pouzdanost i suosjecanje).

Uz kvalitetu usluge i njezino mjerenje,
druga tema kojom se ovaj rad bavi je poten-
cijalna vjernost i njezin odnos prema kvali-
teti usluge. Aaker (1991) smatra da vjernost
klijenta odrazava kolika je vjerojatnost da se
klijent prebaci na drugu marku/tvrtku, oso-
bito kad ta marka/tvrtka promijeni cijenu,
osobine proizvoda, komunikaciju ili pro-
grame distribucije. Oliver (1999) smatra da
je vjernost klijenta snazno opredjeljenje za
konstantnu ponovnu kupovinu preferiranog
proizvoda/usluge u buducnosti koje izaziva
ponovljene kupnje iste marke ili asortimana
iste marke, usprkos situacijskim ¢imbenici-
ma ili marketinSkim naporima koji za cilj
imaju prelazak na drugu marku. Laroche et
al. (2001) identificiraju tri dimenzije vjerno-
sti: kognitivnu vjernost (spremnost na odabir
neke alternative koja se percipira kao bolja
od drugih), afektivnu vjernost (pozitivan do-
jam o marki koja proizlazi iz zadovoljstva
kupljenim) i konativnu vjernost (namjera da
se ponovno kupi). Strucnjaci openito isticu
dvije glavne dimenzije koncepta vjernosti:
bihevioralnu i potencijalna (Moisescu i VU,
2011). Potencijalna vjernost ukljucuje ko-
gnitivnu, afektivnu i dimenziju bihevioralne
namjere (poput ponovne kupovine ili namje-
re da se kupovina preporuci drugima), ili
stvarno date preporuke. Neki autori smatraju
da je bihevioralna namjera prijelaz izmedu
potencijalne i bihevioralne vjernosti, a javlja
se ili kao predispozicija za prvu kupovinu ili
kao odlu¢nost da se ista marka kupi ponovno
(Mittal i Kamakura, 2001).

Opcenito se smatra da bi veca kvaliteta
usluge trebala povecati zadovoljstvo kupaca
(Shahin i Janatyan, 2011). Veoma zadovoljan
kupac pokazat ¢e vecu tendenciju da ponovi

ity items into three significantly different
components: personal interaction (conduct,
expertise, problem solving), physical environ-
ment (equipment, ambient conditions), and,
respectively, outcome (waiting time and va-
lence). Luk (1997), after investigating the best
items-grouping to reflect the level of quality in
the case of tour guide services in Hong Kong,
came to the conclusion that the classic five-di-
mension structure (tangibles, responsiveness,
assurance, reliability and, respectively, empa-
thy) is the most appropriate.

Alongside service quality and its mea-
surement, another key issue of the current
paper is attitudinal loyalty and, respec-
tively, its relationship with service quality.
Aaker (1991) considers that customer loyal-
ty reflects how likely a customer will be to
switch to another brand/company, especially
when that brand/company makes a change in
price, product features, communication, or
distribution programs. Oliver (1999) states
that customer loyalty is a deeply held com-
mitment to rebuy a preferred product/service
consistently in the future, thereby causing
repetitive same-brand or same brand-set
purchasing, despite situational influences, or
marketing efforts intended to cause switch-
ing behavior. Laroche et al. (2001) identify
three dimensions of loyalty: cognitive loyal-
ty (the willingness to choose an alternative
because it is perceived as better than others),
affective loyalty (a positive impression of
the brand derived from satisfaction with the
purchase), and conative loyalty (the intention
of repurchase). Specialists generally outline
two main dimensions of the concept of loy-
alty: behavioral and attitudinal (Moisescu
and Vi, 2011). Attitudinal loyalty includes
cognitive, affective, and behavioral intent di-
mensions (such as repurchase or recommen-
dation intentions), while behavioral loyalty
reflects the actual repeat buying behavior
(Dick and Basu, 1994), or actual made rec-
ommendations. Behavioral intent is consid-
ered by some authors as being intermediary
between attitudinal and behavioral loyalty,
appearing either as a predisposition to buy
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kupnju ili da razvije dugoro¢no opredjeljenje
za odredenog pruzatelja usluge, a posljedica
zadovoljstva bit e i to da Ce klijenti prepo-
ruciti kupovinu i drugima te tako pridonijeti
budu¢im prihodima (Zairi, 2000; Anderson
et al.,2004).

Sto je s turizmom i putovanjima kao
zasebnim aktivnostima? U posljednjih ne-
koliko desetljeca vecina relevantnih istra-
Zivanja kvalitete usluga u sektoru turizma i
putovanja provodila se u avioprijevoznickoj i
osobito u smjestajnoj industriji (npr. Cadotte
i Turgeon, 1988; Hartline et al., 2003; Fer-
nandez-Barcala et al., 2009; Ramanathan i
Ramanathan, 2011; Mohajerani i Miremadi,
2012; Markovi¢ et al., 2013). Neki od ovih
autora ukazali su na znacajnu vezu izme-
du kvalitete usluge i vjernosti klijenta. Na
primjer, u svojem istrazivanju zadovoljstva
kupaca u hotelskoj industriji, Mohajerani i
Miremadi (2012) zaklju¢uju da se zadovolj-
stvo kupaca moze predvidjeti iz imidZa, kli-
jentovih ocekivanja, percipirane vrijednosti
i percipirane kvalitete usluge, dok vjernost
klijenta i prituzbe predstavljaju posljedice
zadovoljstva kupaca.

Medutim, razmjerno su malobrojna istra-
zivanja koja se tim pitanjima bave kod tu-
ristickih agencija (Katircioglu et al., 2012).
Nekoliko autora naglasava da je kvaliteta
usluge turistickih agencija prilicno rijetka
tema istrazivanja (Fache, 2000; Ryan i CIiff,
1997). Prema naSim saznanjima, istraziva-
nja u ovome podrucju na temelju podataka
iz Rumunjske veoma su rijetka. Nedavno su
provedena empirijska istrazivanja u sekto-
ru turisticke distribucije u zemljama poput
Spanjolske (Campo i Yaguie, 2007), Poljske
(Kobylanski, 2012), Cipra (Katircioglu et
al., 2012) te Hong Konga (Kuo et al., 2013)
i sva su utvrdila da faktori kvalitete usluge
pozitivno utjeCu na zadovoljstvo klijenta te,
Stovise, i na potencijalna i/ili bihevioralnu
vjernost. Stoga postojeci, ali rijetki empirij-
ski dokazi, koji zahtijevaju daljnja istraziva-
nja, pokazuju da poboljsanje kvalitete usluge
dugorocno vodi ka razvijanju vjernosti, ne

for the first time or a commitment to repur-
chase (Mittal and Kamakura, 2001).

The general consensus is that higher ser-
vice quality should increase consumer satis-
faction (Shahin and Janatyan, 2011). Highly
satisfied customers will express greater ten-
dency to repeat purchases or to develop long-
term commitment with their service suppli-
er, while, as a consequence of satisfaction,
customers make recommendations to others
thus contributing to future revenues (Zairi,
2000; Anderson et al., 2004).

What about tourism and travel, as particu-
lar activities? Over the last decades, most of
the relevant studies on service quality in the
tourism and travel sector have been conduct-
ed in the airlines industry and, especially, in
the accommodation industry (e.g.: Cadotte
and Turgeon, 1988; Hartline et al., 2003; Fer-
nandez-Barcala et al., 2009; Ramanathan and
Ramanathan, 2011; Mohajerani and Mirema-
di, 2012; Markovic et al., 2013), some outlin-
ing significant relationships between service
quality and customer loyalty. For example, in
their recent research on customer satisfaction
in the hotel industry, Mohajerani and Mire-
madi (2012) concluded that customer satis-
faction can be predicted by image, customer
expectation, perceived value, and perceived
service quality, while customer loyalty and
complaining behavior are the different re-
sults of customer satisfaction.

However, research regarding these issues
in the case of travel agencies is rather limited
(Katircioglu et al., 2012), several authors em-
phasizing that travel agencies’ service qual-
ity is a rather rare research theme (Fache,
2000; Ryan and Cliff, 1997). To the best of
our knowledge, research in this field with
evidence from Romania is extremely scarce.
Some recent empirical studies have been
conducted in the tourism distribution sec-
tor in countries such as Spain (Campo and
Yagtie, 2007), Poland (Kobylanski, 2012),
Cyprus (Katircioglu et al., 2012), Hong Kong
(Kuo et al., 2013), all of them suggesting a
positive impact of service quality factors on
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samo opcenito u turizmu, ve i kod turistic-
kih agencija.

3. METODOLOGIJA

Ovo istrazivanje ima za cilj odrediti utje-
caj kvalitete usluge tradicionalnih turistickih
agencija na potencijalnu vjernost njezinih
klijenata, a na osnovu podataka iz Rumunj-
ske. Ono ¢Cini dio Sireg istrazivanja koje
analizira utjecaj percipiranih komponenti
drustvene odgovornosti na vjernost kupca.
U kontekstu Sireg istrazivanja, kre¢e se od
pretpostavki da poboljSanje kvalitete usluge
predstavlja temeljnu komponentu drusStvene
odgovornosti turistickih tvrtki i da je vjer-
nost kupca klju¢na za odrzivost tih tvrtki.
Tradicionalna turisticka agencija definirana
je kao ona koja ve¢inom radi offline, smjeste-
na je na fizickoj lokaciji, osoblje komunicira
izravno s klijentima, ima tiskane ugovore i
informativne/promotivne materijale itd.

Na uzorku od 286 odraslih gradana Ru-
munjske koji su nedavno kupili putnicku
uslugu ili aranZman od tradicionalnih turi-
stickih agencija provedena je anketa u obliku
upitnika. Podaci su sakupljani online tokom
dva mjeseca, pri ¢emu su dobrovoljno po-
magala 42 studenta diplomskih studija. Oni
su medu svojim osobnim kontaktima putem
elektronske poste i poruka Sirili i distribu-
irali link za upitnik ili su ga oglasili na ra-
znim internetskim druStvenim i profesional-
nim mrezama. Tablica 1 prikazuje strukturu
istrazenog uzorka s obzirom na spol, obra-
zovanje, mjesecni osobni neto prihod i dob
ispitanika. Zbog takve metode prikupljanja
podataka nismo se uspjeli obratiti ispitani-
cima starijima od 44 godine, §to predstavlja
jedno od ograniCenja ovog istrazivanja.

customer satisfaction and, furthermore, on
attitudinal and/or behavioral loyalty. Thus,
the existent (but scarce, and yet to be extend-
ed) empirical evidence outlines the fact that
improving service quality can translate in
the long run into loyalty, not only in the tour-
ism sector, in general, but also in the case of
travel agencies, in particular.

3. METHODOLOGY

The current research is aimed at depict-
ing the impact of traditional travel agencies’
service quality on their customers’ attitudi-
nal loyalty, according to evidence from Ro-
mania, and is part of a larger study directed
at analyzing the impact of perceived social
responsibility components on customer loy-
alty. In the wider research context, we ad-
opted the premises that improving service
quality is a fundamental component of the
social responsibility of tourism businesses,
and that customer loyalty is essential for the
sustainability of these businesses. We con-
ceptualized a traditional travel agency as one
having a predominant offline activity, based
on physical locations, staff directly interact-
ing with customers, printed contracts, infor-
mational/ promotional materials etc.

A questionnaire based survey was conduct-
ed among a sample of 286 adult Romanian
citizens, who had recently purchased travel
services or packages from traditional travel
agencies. The data was collected online for a
period of two months, with the voluntary help
of 42 master students, each of them dissemi-
nating and distributing the online link to the
questionnaire by email and instant messages
addressed to their own contacts, or by posting
it within various online social and professional
networks. Table 1 outlines the structure of the
investigated sample considering respondents’
gender, highest graduated education level,
monthly individual net income, and age. Due to
the data collection method we did not manage
to address respondents older than 44 years, this
being one of our research limitations.
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Tablica 1: Demografska obiljeZja uzorka

Table 1: Sample demographics

Sl Musko 104 | 36,36% Gender Male 104 | 36,36%
Zensko 182 | 63,64% Female 182 | 63,64%
gﬁi}‘;ﬁ; Srednja $kola ili nize | 34| 11,89% gf;f;:e q El\%}e‘;“h"(’l or 34| 11.89%
obrazo. Preddiplomski studij | 157 | 54,90% education | Bachelor studies 157 54.90%
vanja Diplomski studij 84| 29,37% level Master studies 84129.37%
Doktorat ili viSe 11 3.85% . 11| 3.85%

PhD or higher
Mjesetni Manje od 1000 leja 65| 22,73% Under 1000 lei 65| 22.73%
osobni 1000-2000 leja 125| 43,711% Monthly | 1000-2000 lei 125| 43.71%
neto 2001-3000 leja 42| 14,69% individual |2001-3000 lei 42| 14.69%
. 30014000 leja 31| 10,84% net income | 30014000 lei 31| 10.84%
prihod 1 \ixe od 4000 leja 23| 8,04% Above 4000 lei 23| 8.04%
19-24 godine 118 | 41,26% 19-24 years 118 41.26%
Dob 25-29 godina 87| 30,42% Age 25-29 years 871 30.42%
30-44 godine 81| 28,32% 30-44 years 81| 28.32%

Kao glavne mjere uzete su kvaliteta
usluge i potencijalna vjernost kupaca. Za
ocjenjivanje kvalitete usluge, indikatori kla-
sitcnog modela SERVQUAL prilagodeni su
specificnom tipu usluga koje pruzaju turi-
sticke agencije. Upotrebljen je 21 element
koji odraZzava pet dimenzija kvalitete uslu-
ga: (1) opipljivost — fizicki objekti, oprema,
izgled osoblja; (2) pouzdanost — sposobnost
da se pouzdano i tocno pruze one usluge
koje su obecane i oglasavane; (3) susretlji-
vost — voljnost da se klijentima pomogne te
da im se pruzi promptna usluga; (4) povje-
renje — kompetentnost i ljubaznost osoblja te
njihova sposobnost da zadobiju povjerenje
klijenata; (5) suosjecajnost — briga o kupci-
ma i razumijevanje kupaca, personalizacija,
dostupnost. Prvo, ocijenjena su ocekivanja
za svaki element kvalitete usluge pomocu
prosirene Likertove skale od 1 = “Nimalo se
ne slazem” do 7 = “U potpunosti se slazem”
(npr. “Kako bi mi se svidjela i kako bih je
smatrao/la izvrsnom, turisti¢ka agencija tre-
bala bi imati modernu opremu i objekte”).
Koristenje Likertove skale raspona od 5 do
7 pokazalo se “prihvatljivim i pirkladinim za
analizu rezultata na razini skale koriStenjem
tehnika parametarske analize ili njezinih
proSirenja (tj. multiple regresije i sl.) (Carifio
i Perla, 2007). Nadalje, percepcije za svaki
indikator ocijenjene su koriStenjem sli¢ne

The main measures that were taken
into consideration referred to service qual-
ity and, customer attitudinal loyalty. In
order to assess service quality the classic
SERVQUAL model’s items were adapted to
the particular nature of services provided
by travel agencies, 21 items being used in
order to reflect the five dimensions of ser-
vice quality: (1) tangibles — physical facil-
ities, equipment, staff appearance; (2) reli-
ability — ability to perform promised and
advertised service dependably, accurately;
(3) responsiveness — willingness to help
and assist customers, to provide prompt
service; (4) assurance — staff competence,
politeness, and ability to inspire trust; (5)
empathy — customer care and understand-
ing, customization, access. Firstly, expecta-
tions were assessed for each service quality
item using an extended Likert scale ranging
from 1 = “strongly disagree” to 7 = “strong-
ly agree” (e.g.: “In order for me to like it
and consider it excellent, a travel agency
should have modern equipment and facili-
ties”). Using a 5 to 7 point Likert response
format made it “acceptable and correct to
analyze the results at the scale level using
parametric analyses techniques or its exten-
sions (i.e., multiple regression and so on)”
(Carifio and Perla, 2007). Secondly, percep-
tions were evaluated for each item using a
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skale od 1 do 7, pri ¢emu se od ispitanika
trazilo da ocijene turisticku agenciju od koje
su posljednji put kupili putnicku uslugu ili
aranzman (npr. “Turisticka agencija imala je
modernu opremu i objekte”). Na kraju se od
ispitanika trazilo da ocijene istu tu agenciju
kako bi se odredila potencijalna vjernost pri
¢emu su koristene dvije dimenzije: namjera
ponovne kupnje, na skali od 1 = “nikako ne”
do 5 =“svakako da”, te namjera da se agenci-
ja preporuci drugima, pri cemu je koriStena
slicna skala. Kako bismo operacionalizirali
mjerenje kvalitete usluge, izracunali smo ra-
zlike za svaki element i potom srednje razli-
ke za svaku od pet grupa elemenata koje se
odnose na pet dimenzija kvalitete usluge:

pri ¢emu su:

e E,. =ocekivanja u odnosu na element “j
[ 13444

dimenzije “i

1331

7340

e P . = percepcija elementa “j” dimenzije

° ij = razlika elementa “j” dimenzije “i”
* Gy,
e j=1.k;k, =broj elemenata za dimenziju

1332
1

1331

= srednja razlika dimenzije “i

Pod pretpostavkom da je Cronbach alpha
odgovaraju¢a mjera za ocjenjivanje pouz-
danosti/unutarnje konsistentnosti rezultata
izvedenih iz skala te ako se uzme u obzir Ci-
njenica da su se za mjerenje ocekivanja i per-
cepcije koristile skale od 1 do 7, izracunali
smo navedenu mjeru za svaki od pet setova
varijabli kod ocekivanja, percepcije uc¢inka i
razlika (Tablica 2).

similar scale ranging from 1 to 7, asking re-
spondents to relate to the travel agency from
which they had made their most recent trav-
el service or package purchase (e.g.: “The
agency had modern equipment and facili-
ties”). Finally, asking respondents to refer
to the same travel agency, attitudinal loyalty
was depicted using two dimensions: repur-
chase intention, on a scale from 1 = “cer-
tainly not” to 5 = “certainly yes”, and, rec-
ommendation intention, on a similar scale.
In order to operationalize the measurement
of service quality, we computed gap-scores
for each item, and then mean gap-scores for
each of the five groups of items reflecting
the five dimensions of service quality:

i ¥ 1]
- n L‘ 4
(.15_:i = ?f{],m!,i =1i.3
ok |
where:
e E .= expectation regarding item “j” of

@j . .
dimension “i”

_ . . cins .
° P(i)j —’perc.eptlon regarding item “j” of di-
mension “1”

[
G i
mension

e G = mean gap score regarding dimen-

@
1333

sion “i

= gap score regarding item “j” of di-

s
1

o j= 1..ki; k, = number of items for dimen-

1332

sion “i

Assuming that Cronbach’s alpha is an
appropriate metric to assess the internal con-
sistency associated with scores derived from
scales, and considering the fact that scales
ranging from 1 to 7 were used in order to
measure expectations and perceptions, we
computed the above mentioned metric for
each of the five sets of variables in the case of
expectations, performance perceptions and,
gap scores (Table 2).
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Tablica 2: Analiza pouzdanosti/lunutarnje
konzistencije pet setova varijabli koje se
odnose na SERVQUAL komponente

Table 2: Internal consistency analysis
for the five sets of variables reflecting
SERVQUAL constituencies

Dimenzija Cronbach alpha Service Cronbach’s alpha
kvalitete Oteki- | Percepcija Razlika quality Expec- | Performance Gap
usluge vanja ucinka dimension | tations | perceptions | scores
Opipljivost Tangibles
7 .891 931 .872 (7 items) 891 931 872
elemenata iabili
Pouzdanos)t geili:z?)ty 895 935 906
(3 elementa) .895 935 .906 R -

esponsi-
Susretljivost 839 931 879 veness (4 .839 931 879
(4 elementa) items)
Povjerenje Assurance
(3 elementa) .875 915 .846 (3 items) .875 915 .846
Suosjecanje Empathy
(4 elementa) .827 .907 .860 (4 items) .827 .907 .860

Kako rezultati pokazuju, Cronbach alpha
koeficijent bio je u svim slucajevima visi od
0.8 Sto upucuje na visoku internu pouzda-
nost, osobito s obzirom na €injenicu da skale
nisu bile nanovo kreirane, ve¢ prilagodene
1/ili podeSene za ovo specificno istrazivanje
tradicionalnih turistickih agencija. Rezultati
potvrduju tvrdnju da je SERVQUAL kompo-
nentna struktura sastavljena od komponena-
ta s pet skupina elemenata prikladna za nase
mjerenje kvalitete usluge.

S obzirom na glavni cilj ovog istraZiva-
nja, formulirane su sljedece istraZivacke hi-
poteze:

e HI: Svaka od pet dimenzija kvalitete us-
luge ima znacajan i pozitivan utjecaj na
namjeru ponovne kupovine usluge.

e H2:Svaka od pet dimenzija kvalitete uslu-
ge ima znacajan i pozitivan utjecaj na na-
mjeru preporucivanja kupovine drugima.
Kako bismo istraZzili kombinirani/sve-

ukupni utjecaj seta pet dimenzija kvalitete
usluge (kao prediktora) na potencijalnu vjer-
nost (ponovnu kupovinu i namjeru preporu-
ke, kao zavisnih varijabli), predlozili smo
dva linearna modela (Prikaz 1), po jedan za
svaku zavisnu varijablu kojima je cilj obja-
sniti varijaciju potencijalne vjernosti.

As results show, in each case Cronbach’s
alpha had a value of more than 0.8, suggest-
ing excellent internal consistency, especially
considering the fact that the scales were not
newly developed, but adapted and/or adjust-
ed for our specific study regarding tradition-
al travel agencies. The results support the
assertion that the SERVQUAL component
structure, with five sets of items, is suitable
for our service quality measurement.

Considering the main objective of this
study the following research hypotheses
were formulated:

® H,: Each of the five dimensions reflecting
service quality has a significant and pos-
itive impact on repurchase intention.

e H,: Each of the five dimensions reflect-
ing service quality has a significant and
positive impact on recommendation in-
tention.

In order to investigate the combined/al-
together impact of the set of five dimensions
reflecting service quality (as predictors) on
attitudinal loyalty (repurchase and recom-
mendation intention, as dependent variables),
we proposed two linear models (Figure 1),
one for each dependent variable, intended to
explain the variation of attitudinal loyalty.
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Prikaz 1: PredloZeni modeli

Responsivenes |< >

Opipljivost |
s Namjera ponovne
Pouzdanost = kupovine
Susretljivost
. . Namjera
Povjerenje preporuke
Suosjeéanje
________ Model 2
Tangibles -
— N Repurchase
Reliability < Sy intention

Recommendation

Assurance

intention

________ Model 2

4. REZULTATI

Prvo je analizirana bivarijatna korelacija
kako bi se istrazio odnos izmedu svake od
pet dimenzija kvalitete usluge s jedne stra-
ne te potencijalne vjernosti s druge strane.
Kako pokazuju rezultati u tablici 3, potvr-
dene su hipoteze i HIl i H2, a sve korela-
cije su znacajne na p razini ispod 0,01. U
usporedbi s namjerom ponovne kupovine,
namjera preporuke pokazala se onom na
koju viSe utjeCe veCina dimenzija kvalitete
usluge, s time da su koeficijenti korelacije

4. RESULTS

Firstly, bivariate correlation analyses
were conducted in order to investigate the
relationship between each of the five dimen-
sions of service quality, on one hand, and at-
titudinal loyalty, on the other hand. As the
results in Table 3 show, both H,and H, are
confirmed, with all correlations being signif-
icant at a p level below 0.01. In comparison
to repurchase intention, recommendation
intention can be outlined as being more im-
pacted by most service quality dimensions,
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vi$i kod opipljivosti, pouzdanosti, susretlji-
vosti i suosjecanja.

Tablica 3: Bivarijatna korelacija izmedu
srednjih razlika dimenzija kvalitete usluge
i vjernosti

Dimenzija . .
. Namjera ponovne | Namjera
kvalitete kupovine preporuke
usluge
Opipljivost 302 3127
Pouzdanost 492™ 561
Susretljivost 443 A87
Povjerenje 483" 4617
Suosjecanje 481" 514

(Pearsonova korelacija; ** = Znacajna korelacija kod
p<0,01)

Odnos izmedu svake od pet dimenzija
kvalitete usluge i potencijalne vjernosti po-
tom je istrazen pomocu deset jednostavnih
linearnih regresija, po jedne za svaki par ko-
reliranih varijabli (srednje razlike dimenzije
kvalitete usluge, kao prediktora, te namjere
ponovne kupovine i namjere preporuke, kao
zavisnih varijabli). Kako pokazuje Tablica
4, pouzdanost ima najveci utjecaj na poten-
cijalnu vjernosti, kako kod namjere ponovne
kupovine (1’=.242), tako i kod namjere pre-
poruke (r>=.315), dok se opipljivost pokazala
kao dimenzija kvalitete usluge koja ima naj-
manji utjecaj (r’<.1 za oba aspekta potenci-
jalne vjernosti).

correlation coefficients being higher in the
case of tangibles, reliability, responsiveness,
and empathy.

Table 3: Bivariate correlations between
service quality dimensions mean gap
scores and loyalty scores

Service quality | Repurchase | Recommenda-
dimension intention tion intention
Tangibles .302™ 3127
Reliability 4927 561"
Responsiveness 443" A87
Assurance 483" 4617
Empathy 481 514

(Pearson correlation; ** = Correlation significant at
p<0.01)

The relationship between each of the five
dimensions of service quality and attitudi-
nal loyalty was further investigated using
ten simple linear regressions, one for each
pair of correlated variables (service quality
dimensions mean gap scores, as predictors,
and, respectively, repurchase and recommen-
dation intention, as dependent variables). As
Table 4 shows, reliability has the highest im-
pact on attitudinal loyalty, both in the case
of repurchase (r>=.242) and recommendation
intention (r’>=.315), while tangibles can be
emphasized as the least influential service
quality dimension (r’<.1 for both attitudinal
loyalty facets).
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Tablica 4: Jednostavne linearne regresije za modeliranje odnosa izmedu
srednje razlike kvalitete usluge i vjernosti

Zavisna varijabla
Namjera ponovne kupovine Namjera preporuke
Std. coeff. Beta p Std. coeff. Beta p
.302 .000 312 .000
Opipljivost r’=.091 r’=.097
F-test (1, 284) = 28,56; p<.001 F-test (1, 284) = 24,51; p<.001
492 |.000 561 | 000
Pouzdanost r’=.242 r’=.315
F-test (1, 284) = 90,52; p<.001 F-test (1, 284) = 130,56; p<.001
£ 443 | .000 487 |.000
% Susretljivost r’=.196 r’=.237
& F-test (1, 284) = 69,15; p<.001 F-test (1, 284) = 88,38; p<.001
483 | .000 461 | 000
Povjerenje r’=.233 r’=.213
F-test (1, 284) = 86,37; p<.001 F-test (1, 284) = 76,68; p<.001
481 | .000 514 | 000
Suosjecanje r’=.231 r’=.264
F-test (1, 284) = 85,53; p<.001 F-test (1, 284) = 66,59; p<.001

Table 4: Simple linear regressions for modelling the relationship between service
quality dimensions mean gap scores and loyalty scores

Dependent variable
Repurchase intention Recommendation intention
Std. coeff. Beta p Std. coeff. Beta p
.302 .000 312 .000
Tangibles r’=.091 r’=.097
F-test (1, 284) = 28.56; p<.001 F-test (1, 284) = 24.51; p<.001
492 | 000 561 .00
Reliability r’=.242 r’=315
F-test (1, 284) = 90.52; p<.001 F-test (1, 284) = 130.56; p<.001
5 443 | 000 487 | 000
% Responsiveness |r’=.196 r’=237
& F-test (1, 284) = 69.15; p<.001 F-test (1, 284) = 88.38; p<.001
483 | 000 461 | 000
Assurance r’=.233 r’=.213
F-test (1, 284) = 86.37; p<.001 F-test (1, 284) = 76.68; p<.001
481 | .000 514 | 000
Empathy r’=.231 r’=.264
F-test (1, 284) = 85.53; p<.001 F-test (1, 284) = 66.59; p<.001
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Kako bi se istrazio kombinirani/sveuku-
pni utjecaj seta pet dimenzija kvalitete uslu-
ge na potencijalnu vjernost, provedene su vi-
Sestruke regresijske analize prema modelima
predlozenima u prikazu 1. Kako pokazuje
tablica 5, modeli viSestruke linearne regre-
sije sa svih pet prediktora dali su Rz = .291
i R? = .342. Stoga se moZze utvrditi da je oko
jedne treCine varijance potencijalne vjerno-
sti kupca odredeno sinergetskim efektom pet
dimenzija kvalitete usluge.

In order to investigate the combined/alto-
gether impact of the set of five dimensions re-
flecting service quality on attitudinal loyalty,
multiple regression analyses were conducted,
following the models proposed in Fig. 1. As
it can be seen in Table 5, the multiple regres-
sion models with all five predictors produced
R?=.291 and, respectively, R?> = .342. There-
fore, it can be stated that about one third of
the variance of customer attitudinal loyalty
is determined by the synergetic effect of the
five service quality dimensions.

Tablica 5: Visestruke linearne regresije za predloZene modele

Zavisna varijabla
Model 1. Namjera ponovne kupovine Model 2. Namjera preporuke
Std. coeff. Beta p Std. coeff. Beta p
Opipljivost -.004 953 -012 .843
'5 Pouzdanost 263 .002 .369 .000
= | Susretljivost -020 830 044 613
£ |Povjerenje 214 018 038 657
Suosjecanje 142 953 .193 028
R2=.291 R2=.342
F-test (5, 280) = 23,03; p<.001 F-test (5, 280) = 29,08; p<.001
Table 5: Multiple linear regressions for the proposed models
Dependent variable
Model 1. Repurchase intention Model 2. Recommend intention
Std. coeff. Beta p Std. coeff. Beta p
Tangibles -.004 953 -.012 .843
5 Reliability .263 .002 .369 .000
% Responsiveness -.020 .830 044 .613
£ | Assurance 214 018 038 657
Empathy 142 953 193 .028
R?=.291 R?=.342
F-test (5, 280) = 23.03; p<.001 F-test (5, 280) = 29.08; p<.001

Kao Sto se moZe vidjeti, neki od standar-
diziranih koeficijenata, kako u prvom, tako i
u drugom modelu, imaju veoma niske i nega-
tivne vrijednosti, $to upucuje na to da neke od
dimenzija kvalitete usluge (npr. opipljivost)
ne pridonose znacajno nijednom od modela

As it can be seen, some of the standard-
ized coefficients, both in the first and the
second model, have very low and negative
values, suggesting that some of the service
quality dimensions (e.g. tangibles) do not
significantly contribute to any of the multiple
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visestruke linearne regresije (jer imaju be-
znacajan utjecaj na namjeru ponovne kupnje
i namjeru preporuke). Negativne vrijednosti
takoder otvaraju pitanje valjanosti grupiranja
21 elementa u pet klasi¢nih dimenzija kva-
litete usluge. Kako bismo testirali strukturu
elemenata, prihvatili smo sugestije Johnsona
i Gustafssona (2000) koji su preporucili na
teoriji (a ne na prikupljenim podacima) za-
snovanu alternativu tradicionalnoj analizi
glavnih komponenata (PCA), koja se sastoji
u tome da se uzastopno napravi onoliko ana-
liza glavnih komponenata koliko ima laten-
tnih varijabli (u naSem slucaju, pet dimenzija
kvalitete usluge), a zakljucak ovisi o tome
je li svaka analiza glavnih komponenata je-
dan faktor sa svojstvenom vrijednosti veCom
od 1. Stoga smo proveli pet analiza glavnih
komponenata (jednu za svaki set elemenata
dimenzija kvalitete usluge) kako bismo testi-
rali moze li 21 element biti grupiran u pet
SERVQUAL dimenzija, gdje je svaka ana-
liza glavnih komponenata dala samo jedan
faktor sa svojstvenom vrijednosti ve¢com od
1, ¢ime se objasnjava viSe od 70% varijance
(osim za dimenziju opipljivosti, kod koje je
objasnjeno samo 57% varijance). Ovu alter-
nativu tradicionalnoj analizi glavnih kompo-
nenata, zasnovanu na teoriji, prihvatili su i
drugi istrazivaci u podrucju analize kvalitete
usluge (npr. Radomir i Nistor, 2012).

5. RASPRAVA: TEORIJSKE
IMPLIKACIJE

U literaturi se dosad nije pridavala odgo-
varajua paznja problemima kvalitete uslu-
ge, vjernosti kupaca i njihovog medusobnog
odnosa kod turistickih agencija, a osobito
onima vezanima uz podatke iz Rumunjske
(jedne od najvecih zemalja sredi$nje i isto¢-
ne Europe). Ovaj rad nastoji dati svoj prilog
popunjavanju te praznine u akademskoj lite-
raturi time $to ne samo da u novom kontek-
stu u¢vrscuje ili potvrduje prethodno postav-
ljene hipoteze o pozitivnom utjecaju kvalite-
te usluge na vjernost kupca kod turistickih

regression models (having an insignificant
impact on the repurchase or recommenda-
tion intention). The negative values also raise
questions regarding the validity of grouping
the 21 items into the five classic dimensions
of service quality. In order to test the items’
structure we followed the suggestions made
by Johnson and Gustafsson (2000), who
recommend a theory-based (rather than da-
ta-driven) alternative to the traditional prin-
cipal component analysis (PCA), consisting
in running successively as many PCA as the
number of latent variables (the five service
quality dimensions, in our case), the con-
clusion depending on whether each PCA
returns a single factor with an Eigenvalue
greater than 1. Therefore, we performed five
PCAs (one for each set of items that reflected
a certain service quality dimension) in order
to test whether the 21 items can be grouped
in the five SERVQUAL dimensions, each of
the PCAs revealing a single factor with Ei-
genvalue higher than 1, and explaining more
than 70% of the variance (except for the tan-
gibles dimension, in which case only 57%
of the variance was explained). This theo-
ry-based alternative to the traditional PCA
was also adopted by other researchers in the
field of service quality analysis (e.g. Radomir
and Nistor, 2012).

5. DISCUSSION: THEORETICAL
IMPLICATIONS

Considering the fact that the issues of ser-
vice quality, customer loyalty, and their rela-
tionship in the case of travel agencies have
not been given yet the appropriate attention
in the literature, both internationally, and es-
pecially with evidence from Romania (one of
the largest countries in Central and Eastern
Europe), the current paper tries and manages
to contribute to filling this academic gap not
only by reinforcing or confirming, in a new
context, previously stated hypotheses regard-
ing the positive impact of service quality on
customer loyalty in the case of travel agen-
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agencija, nego i opisuje aspekte potencijalne
vjernosti kupca na koje ona ima najvise i naj-
manje utjecaja te dimenzije kvalitete usluge
s najve¢im i najmanjim utjecajem na potenci-
jalnu vjernost kupca.

Dobiveni koeficijenti korelacije izmedu
svake dimenzije kvalitete usluge i poten-
cijalne vjernosti kupca, kao i rezultati jed-
nostavnih linearnih regresija, ukazuju na
relativnu smanjenje razgraniCenja najvise i
najmanje relevantnih i utjecajnih dimenzija
kvalitete usluge. Tako se moZe ustanoviti da
opipljivost ima najmanji utjecaj na potenci-
jalnu vjernost, dok su suosjecanje te osobito
pouzdanost dimenzije kvalitete usluge koje
imaju najveci i najrelevantniji u¢inak. Dobi-
veni koeficijenti korelacije takoder pokazuju
da kvaliteta usluge viSe utjeCe na namjeru
preporuke nego na namjeru ponovne kupo-
vine, Sto je potvrdeno i kad su razmotrene
dobivene R? vrijednosti za dva modela viSe-
struke linearne regresije. Rezultati analiza
viSestruke linearne regresije, koji ukazuju na
to da opipljivost i susretljivost ne pridonose
znacajno nijednom modelu, dok pouzdanost
predstavlja vazan ¢imbenik u oba modela,
potvrduju tvrdnju da pouzdanost ima najve-
¢i, a opipljivost najmanji pozitivan utjecaj na
potencijalnu vjernost.

6. RASPRAVA: PRAKTICNE
IMPLIKACIJE

Moguce je istaknuti nekoliko praktic-
nih implikacija ovog istraZivanja za bolje
upravljanje i marketiranje u tradicionalnim
turistickih agencijama, osobito onima koje
se obracaju rumunjskim kupcima i koje ci-
ljaju na njih. Medutim, uz neka ogranicenja
koja proizlaze iz osobitosti ponaSanja kupaca
na lokalnoj/nacionalnoj razini, one se mogu
rabiti i u svakoj tradicionalnoj turisti¢koj
agenciji, neovisno od nacionalnosti njiho-
vih ciljnih trzista. U zemljama ili regijama
u kojima se putne usluge i aranzmani kupuju
online ili se predvida da Ce to uskoro posta-
ti navikom kod vecine stanovnika, ocito je

cies, but also by outlining the most and the
least impacted facets of customer attitudinal
loyalty, and, the service quality dimensions
with the highest and lowest impact on cus-
tomer attitudinal loyalty.

The resulted correlation coefficients be-
tween each service quality dimension and
customer attitudinal loyalty, as well as the
results of the simple linear regressions, sug-
gest a relative delimitation of the most and
least relevant and influential service quality
dimensions. Thus, tangibles can be empha-
sized as having the lowest impact on attitu-
dinal loyalty, while empathy and, especially,
reliability can be depicted as those service
quality dimensions with the highest and most
relevant effect. The resulted correlation co-
efficients also show that, in comparison to
repurchase intention, recommendation inten-
tion is more impacted by service quality, this
statement being reinforced after considering
the obtained R? values for the two multiple
regression models. The results of the multi-
ple regression analyses which indicate that
tangibles and responsiveness do not signifi-
cantly contribute to any of the models, while
reliability is a significant contributor in both
models, reinforce the statement that reliabil-
ity has the largest positive impact on attitu-
dinal loyalty, while tangibles have the lowest
impact.

6. DISCUSSION: PRACTICAL
IMPLICATIONS

Several practical implications can be out-
lined for a better management and marketing
of traditional travel agencies, especially for
those addressing and targeting Romanian
consumers. Nevertheless, with certain lim-
itations given by inherent particularities in
consumer behavior at local/national level,
these implications can be extrapolated to any
traditional travel agency, regardless of the
nationality of their target market. Obviously,
in certain countries or regions where online
purchases of travel services and packages is
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da se prakti¢ne implikacije ovog istraZivanja
mogu smatrati ogranicenima i samo kratko-
ro¢no korisnima za masovno trziSte. Medu-
tim, za one trziSne segmente u kojima kupci
viSe vole interakciju licem u lice sa svojim
turistickim agentima i pruZzateljima turistic-
kih aranZmana ili u kojima kupci ne mogu
ili ne Zele prihvatiti nove tehnologije vezane
za online kupovinu, te implikacije mogu biti
i dugorocno korisne.

Rezultati ovog istraZivanja potvrduju ¢i-
njenicu da postoji znacajan pozitivan utjecaj
kvalitete usluge na potencijalnu vjernost.
Stoga Ce sve tradicionalne turisticke agenci-
je, koje uspijevaju povecati razinu kvalitete
svojih usluga, dugoro¢no imati koristi od
vece vjernosti kupaca, pod uvjetom da uzmu
u obzir i upravljaju i drugim faktorima koji
utjecu na vjernost. Lojalni kupci pokazat ¢e
vecu tendenciju ka ponovljenoj kupnji, razvi-
janju dugotrajne odanosti svojem pruzatelju
usluga (u ovom slucaju, turistickoj agenciji)
te Ce je preporuciti drugima i tako pridoni-
jeti budu¢im prihodima. Kad Zele potaknu-
ti vjernost kupaca, tradicionalne turisticke
agencije trebale bi biti osobito usredotocene
na specificne aspekte kvalitete usluge poput
pruzanja to¢no onakve usluge kakvu su obe-
¢ali, pridrzavanja rokova, pruzanja usluge
na pravi nacin i bez potrebe za ispravcima/
popravcima, brzog reagiranja ako je potreb-
no rijeSiti neki problem ili ako su suoceni s
nezadovoljstvom, pokazivanja iskrenog zani-
manja za potrebe i zelje kupaca te opcenito
pruzanja samo visokokvalitetnih usluga.

Tradicionalne turisticke agencije ne bi
trebale pasti u zamku troSenja veceg dijela
svojih proratuna na poboljSanje poslovnih
prostora, njihovog izgleda itd. (opipljivost),
ve¢ bi se radije trebale usredotocCiti na susret-
ljivost, povjerenje, suosjeCanje i osobito na
pouzdanost te vecinu svojih napora usmje-
riti na poboljSanje profesionalnosti osoblja,
na tocnost i stav prema kupcima s kojima su
u interakciji, kao i na to da pruzena usluga
odgovara obecanju datom u promociji. Ko-
nacno, s obzirom na to da je varijanca poten-
cijalne vjernosti samo djelomi¢no objasnjena

or is predicted to become a habit for most
of the population, the practical implications
of the current research are to be considered
limited and useful only in the short run for
the mass market, but in the long run for those
market segments comprising consumers who
prefer face to face interaction with their trav-
el services or packages suppliers, or are not
able or willing to adopt new technologies re-
lated to online shopping.

The results of the current research con-
firm and reinforce the fact that there is a
positive significant impact of service quality
on attitudinal loyalty. Thus, any traditional
travel agency which manages to increase its
service quality level will benefit, in the long
run, from higher levels of customer loyalty,
provided that other factors influencing loy-
alty are also carefully considered and man-
aged. Loyal customers will express greater
tendency to repeat purchases, to develop
long-term commitment with their service
supplier (the travel agency, in this case), and
to make recommendations to others, con-
tributing to future revenues. When trying to
generate customer loyalty, traditional travel
agencies should be particularly focused on
specific service quality aspects such as: pro-
viding services exactly as promised, in strict
compliance with timeframes, in a rightly
manner for the first time, with no corrections/
fixes needed, quickly reacting to address any
problem or dissatisfaction, showing genuine
interest in customers’ needs and wants, and
generally providing only high quality ser-
vices.

Traditional travel agencies should not
get into the pitfall of allocating the most of
their budgets on enhancing physical premis-
es, looks etc. (tangibles), but rather focusing
on responsiveness, assurance, empathy, and
especially, reliability, allocating a significant
amount of their efforts for enhancing their
staff professionalism, accuracy, and attitude
towards the customers they interact with, as
well as for making sure the services provided
stand up to the promises made through com-
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kvalitetom usluge, tradicionalne turisticke
agencije trebalo bi savjetovati da se u za-
dobivanju kupaca ne oslanjaju isklju¢ivo na
dimenzije kvalitete usluge poput opipljivosti,
pouzdanosti, susretljivosti, povjerenja i suo-
sjecajnosti, ve¢ i da neprestano pokuSavaju
uvoditi inovacije i iznalaziti nove nacine za
povecanje razine vjernosti kupaca.

7. ZAKLJUCCI, OGRANICENJA
ISTRAZIVANJA I SMJERNICE
ZA BUDUCA ISTRAZIVANJA

Na osnovu podataka prikupljenih u Ru-
munjskoj, ovaj rad pokazuje da u sluCaju
tradicionalnih turistickih agencija kvaliteta
usluge, koja predstavlja konstrukt Ciji su as-
pekti opipljivost, pouzdanost, susretljivost,
povjerenje i suosje¢anje, ima znaCajan pozi-
tivan utjecaj na potencijalnu vjernost kupaca.
Rezultati ukazuju na to da svih pet dimenzija
konstrukta kvalitete usluge ima znacajan i
pozitivan utjecaj kako na namjeru ponovne
kupovine tako i na namjeru preporuke. Iako
su tu vezu ve¢ dokazala prethodna istrazi-
vanja provedena na lokalnoj/nacionalnoj ra-
zini, specificna istrazivanja na primjerima
turistickih agencija su rijetka (osobito na
isto¢noevropskom trzistu). Ovaj rad prido-
nosi popunjavanju te praznine u akademskoj
literaturi, ne samo time Sto je prethodno po-
stavljene hipoteze potvrdio u novim kontek-
stima, veC i time §to je opisao one aspekte
potencijalne vjernosti na koje kvaliteta uslu-
ge ima najveci utjecaj i dimenzije kvalitete
usluge koje najviSe i najmanje utjecu na po-
tencijalnu vjernost.

Ovim istrazivanjem utvrduje se odnos
izmedu kvalitete usluge i potencijalne vjer-
nosti na primjeru tradicionalnih turistickih
agencija i pokazuje se da kvaliteta usluge
ima veci utjecaj na namjeru preporuke nego
na namjeru ponovne kupovine. Usto, pred-
loZeni i testirani modeli pokazuju da se oko
jedna tre€ina varijance potencijalne vjerno-
sti moze objasniti pomocu sinergetskog efek-
ta razmatranih dimenzija kvalitete usluga.

mercial communications. Finally, due to the
fact that the variance of attitudinal loyalty is
only partially explained by service quality,
traditional travel agencies could be advised
not to exclusively rely on service quality
dimensions such as tangibles, reliability,
responsiveness, assurance, and empathy in
order to gain customers’ loyalty, but also to
permanently try to innovate and find new
ways of increasing the degree of their cus-
tomers’ loyalty.

7. CONCLUSIONS, RESEARCH
LIMITATIONS AND FUTURE
RESEARCH DIRECTIONS

Based on evidence from Romania, the
paper shows that in the case of traditional
travel agencies, service quality, regarded as
a construct comprising aspects related to
tangibles, reliability, responsiveness, assur-
ance, and empathy, has a significant positive
impact on customer attitudinal loyalty. The
results suggest that all the five dimensions
included in the service quality construct have
a significant and positive impact on both re-
purchase intention and recommendation in-
tention. Even though this relationship was
already proven by previous studies conduct-
ed locally/nationally, given the scarcity (es-
pecially for the Eastern European market) of
such specific studies conducted for the case
of travel agencies, the current paper contrib-
utes to filling an academic gap not only by
reinforcing previously stated hypotheses in
new contexts, but also by outlining the most
and least impacted facets of attitudinal loyal-
ty, and, respectively, the service quality di-
mensions with the highest and lowest impact
on attitudinal loyalty.

By depicting the relationship between
service quality and attitudinal loyalty in the
case of traditional travel agencies, the re-
search shows that, in comparison to repur-
chase intention, recommendation intention
is more impacted by service quality. Also,
the proposed and tested models suggest that
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IstraZivanje naglaSava Cinjenicu da pouzda-
nost ima najveci pozitivan utjecaj na poten-
cijalnu vjernost, dok opipljivost ima najmanji
utjecaj, a povjerenje i suosjecanje znacajni su
kao faktori pozitivnog utjecaja na namjeru
ponovne kupovine i na namjeru preporuke.

Moguce je navesti i nekoliko ogranienja
istrazivanja. Prvo, ispitani uzorak sastavljen
je samo od rumunjskih kupaca, a metoda
uzorkovanja bila je empirijska i neprobabi-
listicka. Iako su predmet istrazivanja bile
tradicionalne agencije, podaci su prikupljeni
online pa su kupci koji nemaju pristupa inter-
netu iskljuceni iz uzorka. Stoga je reprezen-
tativnost uzorka ogranicena, a priroda istra-
zivanja je viSe istrazivacka. U buducnosti bi
ovo istrazivanje trebalo biti ponovljeno pri
¢emu bi se trebao obuhvatiti medunarodno
diverzificiran uzorak, odabran pomocu re-
prezentativnijeg postupka uzorkovanja, a po-
daci bi se trebali prikupljati offline. Nadalje,
da su sve korelacije i modeli bili analizirani i
s obzirom na demografske podatke kao odre-
dujuce varijable, u ovom istrazivanju mogle
su se ustanoviti i karakteristicne posebnosti.
Medutim, iako su u istraZivanju prikupljeni
demografski podaci, njihovim utjecajem ovaj
rad se nije bavio. U budu¢im obuhvatnijim
istrazivanjima trebalo bi ponovno ocijeniti
relevantnost predlozenih modela s obzirom
na specifitcne demografske kategorije kao
moderatorske varijable.

Zahvale

Ovaj rad podrzao je Europski socijalni
fond kroz Sektorski operativni program ra-
zvoja ljudskih resursa 2007-2013, broj pro-
jekta POSDRU/159/1.5/S/142115, naziv pro-
jekta “Ucinak i izvrsnost u postdoktorskim
istrazivanjima u podru¢ju rumunjske eko-
nomske znanosti”.

about one third of the variance of attitudinal
loyalty can be explained by the synergetic
effect of the considered dimensions of ser-
vice quality. The research emphasizes the
fact that reliability has the highest positive
impact on attitudinal loyalty, while tangi-
bles have the lowest impact, assurance and
empathy being significant as positive impact
factors on repurchase intention, and, respec-
tively, on recommendation intention.

Inherently, several limitations of the re-
search can be outlined. Firstly, the investi-
gated sample only comprised Romanian cus-
tomers, while the sampling method was em-
pirical and non-probabilistic. Even though
the subject of the research regarded tradi-
tional agencies, the data gathering process
took place online, customers with no access
to Internet being excluded from the sample.
Thus, the sample representativeness is limit-
ed, while the nature of the research is rather
exploratory. As a future research direction,
the study should be revisited, comprising
an internationally diversified sample, using
a more representative sampling procedure,
and implementing an offline data collection
process. Secondly, specific particularities
might have been depicted if all correlations
and models had been analyzed considering
demographic data as moderating variables.
However, even though demographic data
were collected, their impact was not empha-
sized. In a future and more comprising study,
the relevance of the proposed models should
be reassessed considering specific demo-
graphic categories as moderating variables.
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